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Abstract 
 
 
The central research question guiding this thesis is: How do tourist companies in Northern Norway utilize 

social media to attract tourists? This study explores the strategies employed by tourism businesses to 

leverage social media in engaging potential tourists and increasing visitation to the region. To address this 

question, I conducted semi-structured interviews with social media managers and marketing professionals 

from various tourism companies in Northern Norway. This qualitative approach allowed for an in-depth 

examination of the managers' experiences and strategies, providing detailed insights into the nuances of 

social media use in tourism. Tourism businesses in Northern Norway strategically use social media platforms 

like Instagram, Facebook, and TikTok, each serving distinct marketing purposes. High-quality visual 

content, especially images and videos showcasing Northern Norway's natural beauty and cultural richness, 

is central to their strategies. Engagement metrics such as likes, comments, and shares are crucial indicators 

of success, with businesses heavily relying on analytics tools like Google Analytics and Facebook Insights 

to inform their decisions. However, linking social media activities directly to tangible outcomes like 

bookings and revenue remains a significant challenge. This study highlights the crucial role of social media 

in the marketing strategies of Northern Norway's tourism businesses. It emphasizes the importance of high-

quality visual content, strategic platform use, and the integration of advanced analytics. The research also 

suggests the need for more sophisticated measurement tools to capture better the impact of social media 

marketing on business outcomes. By providing a deeper understanding of social media strategies in the 

tourism sector, this study offers practical insights for enhancing digital marketing effectiveness. 
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Chapter 1: Introduction 

1.1 Background Information 
 
Digital transformation has profoundly reshaped various sectors, and the tourism industry has been one of 

the most significantly impacted. Over the last two decades, as I have observed, the integration of advanced 

technologies into tourism has dramatically accelerated, fundamentally altering how tourism businesses 

operate and how tourists engage with services. Initially, the advent of the internet revolutionized travel 

planning and booking processes, providing tourists with unprecedented convenience and flexibility. 

Websites and online platforms, as discussed by Buhalis and Law (2008), have become indispensable tools 

for information sharing and executing business transactions, underscoring the transformative impact of 

digital platforms on the tourism sector. Furthermore, the integration of artificial intelligence and big data 

analytics has enabled personalized recommendations and targeted marketing strategies, enhancing the 

overall customer experience in the tourism industry (Sodiq et al., 2024). As technology evolves, tourism 

businesses must adapt and leverage these advancements to stay competitive. 

As technology continued to evolve, so did the range of tools and platforms available to tourists and 

businesses. The advent of mobile technology further enhanced accessibility, making travel-related 

information available on the go through smartphones and tablets. This shift facilitated greater convenience 

and introduced a new dimension of real-time communication and feedback through apps and mobile services 

(Gretzel et al., 2015). 

Social media has emerged as a dominant force in shaping the landscapes of modern tourism marketing. 

Platforms like Facebook, Instagram, and Twitter have transcended their roles as mere communication 

channels, becoming integral tools for marketing, customer engagement, and brand building. For tourism 

businesses, these platforms offer unparalleled opportunities to reach a global audience, showcase unique 

offerings, and cultivate a brand identity that resonates with diverse consumer bases. Each platform serves 

distinct purposes and reaches different demographic groups. With its vast user base, Facebook allows for 

detailed consumer targeting with rich multimedia content and customer interaction through comments, 

shares, and likes. Instagram, highly visual by design, is perfect for showcasing stunning imagery of 

destinations and experiences, effectively capturing the essence of travel locales that entice the visual 

appetites of modern tourists. Twitter offers real-time engagement, making it ideal for updates, customer 

service, and leveraging trends (Hays et al., 2013). 

The influence of social media on tourist behavior is profound and multifaceted. Social media holds 

significant sway within the tourism industry, pivotal in informing tourists about potential destinations while 

shaping their perceptions (Xiang & Gretzel, 2010). Research highlights how social media influences tourists' 
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views of destinations, ultimately impacting their travel decisions (Hays et al., 2013). Beyond simply 

providing information, studies demonstrate the multifaceted impact of social media, affecting tourists' initial 

information gathering, the way they form perceptions, and their final decision-making processes (Leung et 

al., 2013). Tourists use these platforms to gather information and gauge the quality and reliability of offered 

services based on reviews, social proof, and a brand's overall online presence. For instance, a vibrant, well- 

managed social media profile with active customer interaction and positive reviews can enhance trust and 

influence booking decisions (Xiang & Gretzel, 2010). 

Moreover, the interactive nature of social media allows tourists to see and experience destinations 

vicariously through the posts of others. This vicarious experience is powerful, often translating into real 

travel intent as users are inspired by the experiences shared by friends, family, or influencers. This 

phenomenon has transformed social networks into powerful tourism influencers, with individuals' travel 

decisions deeply affected by the social media activity of those they follow (Munar & Jacobsen, 2014). 

In recent years, as both a researcher and a Northern Lights tour guide, I have witnessed firsthand the massive 

impact of social media on tourism in Northern Norway. This region, where I guide the tourists and study, is 

distinguished by breathtaking natural landscapes and rich cultural heritage, making it an exemplary setting 

to explore the effectiveness of digital marketing strategies in tourism. The phenomenon often referred to as 

the "Lumley Effect"— from Joanna Lumley's televised Northern Lights adventure, which I frequently 

recount to my guests—illustrates the media's decisive role. Her journey, guided by local expert Kjetil Skogli, 

showcased the spectacular skies and significantly boosted visitor interest from around the globe (Magne, 

2020; Illuminated Films, 2023). Furthermore, Northern Norway is a representative example of broader 

trends affecting remote tourist destinations globally. The region faces challenges common to other remote 

areas, such as seasonal tourism, rough weather, and the need for sustainable practices. Insights from 

Northern Norway can thus inform similar strategies worldwide, emphasizing sustainable tourism that 

respects local culture and minimizes environmental impact. For instance, Tromsø's recent initiatives in 

sustainable tourism, such as promoting low-emissions transport and supporting local communities, provide 

a blueprint for other destinations to balance tourism growth with ecological and cultural preservation 

(Northern Norway Travel, 2022). The significant increase in tourist arrivals, facilitated by enhanced air 

connectivity and strategic marketing efforts, further underscores Northern Norway's role as a case study for 

effective tourism marketing. According to a 2024 report by Elizaveta Vereykina in The Independent Barents 

Observer, the region's ability to attract a diverse international audience showcases the global relevance of 

its marketing strategies and the universal appeal of its natural and cultural offerings. Through this thesis, I 

aim to explore how Northern Norway's tourism sector can maximize social media's visual and interactive 

capabilities to engage potential tourists effectively. Considering the expanding market influence of the 
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region, it is particularly intriguing to investigate how tourism businesses use social media, including the 

strategies they employ and the attention they pay to the area. 

 
1.2 Research Problem and Justification of the Study 

 
My professional journey and academic pursuits converge, offering a unique perspective that bridges 

practical experience with scholarly analysis. My background as a tour guide and digital marketer provides 

a valuable foundation that enhances my academic investigations into how social media platforms can 

amplify tourism engagement and economic activity in Northern Norway. My social media experience in the 

tourism industry began in Bangladesh, where I focused on crafting and executing digital marketing 

strategies. Daily interactions with tourists and continuous adjustments to my online content strategy 

highlighted the direct impact of digital engagement on visitor perceptions and behaviors. The academic 

works of Leung et al. (2013) underscore the importance of digital tools in tourism and hospitality, reflecting 

the realities I encountered in guiding tourists and managing digital content. 

Similarly, the research by Xiang and Gretzel (2010) on the role of social media in online travel information 

search provided me with a foundational understanding of how potential tourists use these platforms, guiding 

my practical strategy in content management. My academic curiosity about how well local tourism firms 

employed social media strategies led to the formulation of my thesis. I aimed to explore the effectiveness of 

these digital strategies within the unique geographical and cultural context of Northern Norway. Gretzel et 

al. (2015) discuss the alignment of digital strategy with destination characteristics, a theme central to my 

thesis. This alignment is crucial, as it ensures the authenticity of the digital representation of a location, 

which significantly impacts tourist expectations and satisfaction. 

The tourism industry in Northern Norway operates within a dynamic and competitive environment where 

digital innovation is not just beneficial but essential. Buhalis and Law (2008) highlight that the tourism 

industry is significantly influenced by technological advancements that reshape how destinations interact 

with potential visitors. In Northern Norway, digital platforms like social media are indispensable for 

showcasing the region’s attractions, such as the Northern Lights and unspoiled natural landscapes, to 

potential tourists worldwide. Driven by the latest trends in digital marketing, this study is designed to explore 

how local tourism companies use social media strategically. The central research question guiding this 

investigation is: 

How do tourist companies in Northern Norway utilize social media to attract tourists? 
 
This question is underpinned by two critical sub-questions aimed at understanding the depth and breadth of 

social media usage within the specific context of Northern Norway’s tourism sector: 
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I. What specific social media platforms and techniques are employed by tourism companies in Northern 

Norway to engage and attract potential tourists? 

II. How do tourism companies in Northern Norway select and utilize visual content (such as photos and 

videos) on social media, and what considerations guide their content choices to represent and promote their 

business effectively? 

The first sub-question investigates the array of social media platforms and techniques these companies 

utilize, focusing on how these tools are strategically used to maximize tourist interest and interaction. It 

includes an exploration of the effectiveness of these strategies in enhancing tourist engagement, a topic 

highlighted by Tussyadiah and Zach (2012), who emphasize the importance of geo-based technology in 

enhancing place experiences on social media. Their findings suggest that strategically using location-based 

technologies can significantly impact tourists’ perceptions and improve their engagement with the 

destination. 

The second sub-question concentrates on the use of visual content. It examines how tourism companies 

curate images and videos that showcase Northern Norway’s natural beauty and cultural heritage, essential 

for attracting tourists. According to Leung et al. (2013), the strategic use of visual content in digital 

marketing is crucial. It influences tourists’ expectations and satisfaction by giving them a realistic preview 

of what to expect. 

This thesis aims to systematically analyze the current social media practices among tourism companies in 

Northern Norway and assess how these strategies influence tourist engagement and perceptions. This 

analysis directly responds to Hudson and Thal’s (2013) observations on the revolutionary impact of social 

media platforms like Facebook, Instagram, and Twitter on how destinations market themselves and interact 

with potential visitors. 

Despite the known impacts, the specific applications of these tools in Northern Norway's tourism sector still 

need to be explored. Munar and Jacobsen (2014) point out that understanding the strategic use of social 

media can provide valuable insights into practical applications in regional tourism marketing. Additionally, 

Gretzel et al. (2015) discuss the importance of aligning digital strategies with destination characteristics to 

ensure the authenticity and effectiveness of marketing efforts, which is crucial for maintaining the integrity 

of Northern Norway's image as a tourist destination. The insights from Tussyadiah and Zach (2012) and 

Leung et al. (2013) are instrumental in framing my analysis of geo-based content strategies and visual media, 

ensuring a comprehensive approach to understanding and improving digital marketing in tourism. 

By examining how local tourism companies utilize social media to attract and engage tourists, this study 

will contribute to academic knowledge and industry practice by identifying successful strategies and 
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pinpointing areas for improvement. Furthermore, the research will explore how these social media strategies 

align with the region's unique cultural and natural characteristics, significantly influencing the authenticity 

and attractiveness of promotional content. In summary, this thesis bridges my professional experience with 

scholarly analysis. My background as a tour guide and digital marketer in Northern Norway provides a 

practical perspective that enhances my academic investigations into how social media platforms can amplify 

tourism engagement and economic activity in the region. 

 
1.3 Thesis Structure 

 
The thesis is structured into six chapters to comprehensively answer the posed research questions. The first 

chapter serves as the introduction, highlighting the study's relevance and outlining the key concepts that will 

be explored throughout the thesis. It also elaborates on the importance and content of each subsequent 

chapter. Chapter 2 delves into the use of social media by tourism companies, reviewing existing literature 

to shed light on the findings of other researchers in the field. This chapter focuses on critical ideas discussed 

in the literature, identifies gaps in the current research, and sets the stage for further investigation. The third 

chapter, "Methodology," details the research methods employed. Here, I explain the rationale behind 

choosing interviews as the primary data collection method and describe the organization of these interviews. 

This chapter ensures that the methodologies used are aptly suited to address the research questions by 

aligning the data collection and analysis techniques accordingly. In the "Findings" chapter, I present the data 

gathered from the interviews. Subsequently, the "Discussion" chapter reflects on these findings, considering 

their implications and the extent to which they contribute to existing knowledge. The final chapter, 

"Conclusion," revisits the research questions initially set out at the beginning of the study and summarizes 

the essential findings and their implications. I also present recommendations for industry professionals and 

suggestions for future research directions, culminating in a comprehensive summary of the thesis's most 

significant outcomes and impact. 

 
1.4 Rationale for Choosing Northern Norway 

 
The decision to focus this study on Northern Norway is rooted in a combination of personal experience, 

academic interest, and a recognized gap in the existing body of research on social media's role in tourism 

marketing within this unique geographical and cultural context. 

 
Unique Characteristics of Northern Norway 

 
Northern Norway spans above the Arctic Circle and is celebrated for its diverse landscapes, including rugged 

coastlines, vast mountain ranges, and deep fjords. The region is renowned for natural phenomena such as 

the Northern Lights and the midnight sun, providing compelling content for social media platforms. These 
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features attract global tourists and offer unique marketing opportunities for local businesses (Hall & 

Johnston, 1995). 

 
Personal Experience and Academic Engagement 

 
As a Tourism Studies student at UiT The Arctic University of Norway and a tour guide in northern Norway, 

my academic and professional pursuits are deeply intertwined with the local tourism sector. Through direct 

engagement with tourism businesses in cities like Alta and Tromsø, I have gained valuable insights into the 

operational challenges and marketing strategies that shape the region's tourism industry. This hands-on 

experience has highlighted significant opportunities for local businesses to better utilize social media in 

attracting and engaging potential tourists. 

 
Research Gap and Academic Motivation 

 
Despite the extensive literature on digital marketing and tourism, specific studies focusing on Northern 

Norway's tourism sector and its use of social media still need to be explored. This gap is critical given digital 

platforms' increasing role in influencing global tourist decisions. Northern Norway's unique environmental 

and cultural attributes present distinct challenges and opportunities for social media marketing, which this 

thesis aims to explore (Munar & Jacobsen, 2014). 

 
Theoretical and Practical Implications 

 
Studying Northern Norway offers an opportunity to expand existing marketing theories within a high- 

latitude destination characterized by extreme seasonal variations and a reliance on natural attractions. The 

findings could provide actionable insights for local businesses to enhance their social media strategies, 

ultimately boosting tourism growth and sustainability in the region (Gössling & Hall, 2006). 

 
Contribution to Local and Global Knowledge 

 
My research aims to contribute to the academic community and the practical realm of tourism marketing, 

particularly in Northern Norway and comparable regions globally. Through my analysis, I identify 

influential social media strategies and highlight potential areas for improvement. This approach is designed 

to support the development of robust digital marketing strategies that are well-aligned with the needs and 

preferences of today's global travelers. As Buhalis and Law (2008) have noted, integrating digital 

technologies transforms marketing practices and enhances the interaction between tourism businesses and 

their customers, providing a solid foundation for my study’s objectives. 
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Why Tromsø? 
 
I selected Tromsø as the focal point for my thesis primarily because of this city’s significant role in the 

regional tourism industry and tourism businesses of this city’s robust use of social media for tourist 

attraction. Northern Norway is home to several towns, including Mo i Rana, Bodø, Narvik, Harstad, Tromsø, 

and Alta. Tromsø stands out as the largest and most significant among them, often celebrated as the "Paris 

of the North." With over 70,000 inhabitants, Tromsø is recognized as the capital of the North (Facts about 

Northern Norway, 2021). This city captivates around 2 million tourists annually, a testament to its appeal 

despite the harsh Arctic temperatures that can plummet to -18°C (Scarsi, 2023). This impressive influx of 

visitors underscores the city’s charm and the practical strategies employed to market it as a must-visit 

destination. The city's allure is significantly boosted by its vibrant travel industry ecosystem. Over 200 travel 

businesses thrive within Tromsø and its vicinity, linked through initiatives by Visit Tromsø-Region AS. This 

suggests a dynamic network ripe for a detailed study of social media usage patterns (The Company, 2024). 

These businesses are numerous and varied, ranging from small tour operators to large hotels, each using 

unique social media tactics to draw tourists. The travel industry here is keen on minimizing tourism's 

environmental impact, with all partners conforming to the “Approved by Tromsø” quality assurance scheme. 

This emphasis on sustainability is frequently showcased in their social media narratives, attracting 

environmentally conscious travelers (Our Top 5 Reasons to Choose Tromsø for Your next Meeting, 2024). 

Additionally, Tromsø's rich cultural scene and the array of natural phenomena accessible here, from the 

northern lights to whale-watching adventures (Visit Tromsø in Winter, 2024), are prominently featured in 

online promotional content. These unique experiences are not only a draw for tourists but also serve as 

crucial content elements for businesses on social media, aiming to captivate and engage potential visitors. 

In conclusion, choosing Tromsø as the focus of this thesis represents both a strategic and deliberate decision 

aimed at enriching the academic and practical aspects of tourism marketing. Tromsø offers a distinctive case 

study due to its high tourist turnout, the significant presence of tourism businesses, its commitment to 

sustainability, and its unique Arctic experiences. This rich context makes it an ideal setting for analyzing the 

effectiveness of social media as a tool in tourism marketing. The insights gained from this study will 

contribute valuable knowledge on the successful use of social media in one of the world’s most unique 

tourist destinations, reflecting the combination of firsthand experiences and educational resources to 

enhance understanding and implementation in the field. 
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Chapter 2: Literature Review 

2.1 Introduction 
 
My research explores the intersection of social media and tourism, aiming to uncover tourism companies’ 

digital engagement as part of their marketing strategies to attract tourists, specifically in Northern Norway. 

Throughout this literature review, I engage with various scholarly sources to construct a comprehensive 

overview of existing knowledge, focusing on relevant concepts and notable gaps in the research. I aim to 

critically analyze and synthesize these findings, assessing their relevance and implications for my research 

questions. The ubiquity of social media in our modern digital landscape offers a unique opportunity to 

examine its effects across different sectors, mainly tourism, where the impact of these platforms is both 

broad and profound. By examining the relationship between social media usage and tourism in Northern 

Norway, I hope to provide a deeper understanding of the role of social media in the tourism industry and its 

implications for destination marketing and management in the region. 

The review progresses from a general exploration of social media's role in society and narrows down to its 

specific applications and effectiveness within tourism marketing. This structured approach helps outline the 

current state of knowledge and identify the theoretical frameworks most pertinent to addressing the unique 

challenges and opportunities presented by the tourism industry in Northern Norway. By delving into various 

academic contributions, I aim to compare and evaluate different perspectives and methodologies, 

highlighting how they contribute to my understanding of social media’s role in tourism. This process is 

crucial for framing my research within a clearly defined scholarly context and illustrating the rationale 

behind my methodological choices and theoretical inclinations. Through this literature review, I endeavor 

to lay a solid foundation that supports my analysis, aiding in the interpretation of results and allowing for 

broader generalizations about the effectiveness of social media in tourism marketing. 

 
2.2 Social Media in Modern Society 

Exploring social media's broader implications, I understand its fundamental role in modern society. Social 

media platforms, such as Facebook, Instagram, and Twitter, have reshaped how individuals communicate 

and profoundly influenced global cultural, political, and economic dynamics. Kaplan and Haenlein (2010) 

define social media as "a group of Internet-based applications that build on the ideological and technological 

foundations of Web 2.0 and that allow the creation and exchange of user-generated content" (p. 61). This 

definition underscores the interactive nature of these platforms, which is central to their pervasive impact. 

This shift has significant implications for spreading and consuming news, with social media breaking news 

faster than traditional media outlets (Hermida, 2010). The immediacy and accessibility of information have 

made social media an indispensable part of daily life for billions globally. 
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Moreover, the impact of social media extends into the realm of economics and business. Mangold and Faulds 

(2009) noted that social media blurs the lines between personal and professional interactions, creating new 

marketing and customer engagement pathways. Businesses leverage these platforms to reach potential 

customers more directly and personally, transforming advertising strategies from the ground up. This shift 

is evident in how brands prioritize customer engagement, seeing direct communication as pivotal in building 

brand loyalty and driving consumer behavior. 

 
In the context of societal impacts, social media has also played a crucial role in political movements and 

social activism. Platforms like Twitter have become arenas for political discourse, significantly influencing 

public opinion and mobilization. During the Arab Spring, for example, social media was instrumental in 

organizing protests and bringing international attention to the fight for democratic reforms in the region 

(Howard et al., 2011). However, social media's influence has its challenges. Misinformation, privacy 

concerns, and the digital divide pose significant risks and complications. Misinformation can spread rapidly, 

complicating efforts to provide the public with accurate information during critical times, such as elections 

or public health crises (Allcott & Gentzkow, 2017). This analysis shows that social media is a double-edged 

sword, offering extensive opportunities and significant challenges. This broader understanding of social 

media’s role in modern society sets the stage for a more focused examination of its specific applications and 

impacts within the tourism industry. I intend to draw parallels and identify unique dynamics that social 

media introduces into tourism marketing, especially within the nuanced context of Northern Norway. 

 
 
 
 
 

2.3 Social Media’s Role in Marketing 
 
Delving deeper into social media's specific applications, I now focus on its transformative impact on 

marketing strategies. Integrating social media into the marketing mix has reshaped how businesses engage 

with consumers, altering traditional models of communication and advertisement. Social media has 

revolutionized marketing by shifting the focus from product-centered to consumer-centered strategies. This 

evolution is detailed by Mangold and Faulds (2009), who describe social media as a "hybrid element" of the 

promotion mix that combines the advantages of traditional advertising with direct and personalized 

interaction. This shift allows businesses to engage consumers in a dialogue, fostering a sense of community 

and enhancing customer loyalty. The power of social media in marketing is particularly evident in its ability 

to strengthen brand awareness and engagement. Kaplan and Haenlein (2010) emphasize that social media 

platforms enable companies to reach large audiences relatively cheaply, making them an efficient tool for 

building brand visibility. 
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Additionally, the interactive nature of these platforms allows companies to engage with consumers in real 

time, responding to their needs and feedback, further enhancing brand loyalty and customer satisfaction. An 

essential aspect of social media marketing is the rise of influencer marketing, which leverages famous social 

media personalities' credibility and persuasive power. According to Djafarova and Rushworth (2017), 

influencers can effectively sway consumer preferences and purchasing decisions by endorsing products or 

services to their followers. This form of marketing taps into consumers' trust in influencers, making it a 

potent tool for businesses looking to expand their reach. 

However, there are more challenges in using social media in marketing. The spread of misinformation and 

the manipulation of consumer behavior through deceptive advertising are significant ethical concerns. 

Allcott and Gentzkow (2017) reported that disseminating false information can profoundly affect consumer 

decisions and brand reputation. I recently encountered an image of the Northern Lights artificially generated 

using artificial intelligence in a social media channel. Given my expertise as a Northern Lights tour guide, I 

immediately recognized that the depiction could have been more authentic, mainly because the Northern 

Lights do not naturally display such various colors. Images like these set unrealistic expectations for tourists, 

who believe they will witness similar scenes in person. When these expectations are not met, it often leads 

to disappointment and frustration among the tourists. Therefore, businesses must navigate these challenges 

responsibly, ensuring their marketing strategies are transparent and ethically sound. This analysis gave me 

a deeper understanding of social media's critical role in contemporary marketing practices. This knowledge 

is instrumental in framing my investigation into the specific use of social media by tourism businesses in 

Northern Norway, assessing how these global trends are localized to engage potential tourists effectively. 

 
2.4 Social Media in Northern Norwegian Tourism Business 

 
In exploring social media's transformative effects within the tourism sector, I critically assess how these 

platforms enhance the tourist experience through inspiration and targeted information dissemination. Social 

media is a powerful tool for promoting tourism, as it increases visits and tourist satisfaction by integrating 

social media into marketing strategies. Platforms like Facebook, Twitter, and Instagram play a significant 

role in providing information, planning trips, and inspiring potential tourists through user-generated content. 

For instance, Instagram makes it easier to find new places to visit thanks to the vivid imagery that other 

travelers share. An Instagram post might reveal a hidden waterfall in Northern Norway, sparking inspiration 

and curiosity. Alongside visual inspiration, these platforms significantly aid in acquiring geographic 

knowledge. Tussyadiah and Zach (2012) argue that tourists use spatial knowledge to navigate and gain 

meaningful experiences within a destination. This process is crucial, guiding tourists from the inspiration 

phase to actual travel planning and execution. Their study argues that tourists dynamically acquire and 

represent geographic knowledge through interactions within a destination. This knowledge—a blend of 
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spatial understanding and experiential learning—is essential for shaping a meaningful tourism experience. 

Social media platforms profoundly influence tourism by offering avenues for discovery and engagement. 

Platforms like Instagram, which emphasize visual content, can play a significant role in inspiring travel 

desires. Vivid imagery travelers share can spark curiosity and a sense of wanderlust, potentially leading to 

discovering new destinations (Xiang & Gretzel, 2010). Social media plays a transformative role in tourists' 

geographic knowledge representation. This concept refers to the mental models tourists develop about a 

destination, including its spatial layout, landmarks, and the experiential qualities of specific locations 

(Tussyadiah & Zach, 2012). This representation centers around geographic objects, the fundamental units 

of spatial understanding. Critical elements like location, time, attribute, state, change, and relation offer 

different perspectives on these objects, contributing to a comprehensive geographic knowledge graph (Wang 

et al., 2019). In my experience, platforms like Instagram and Google Maps serve as visual guides, 

highlighting locations and their unique features even before a trip. This idea shapes my initial impressions 

of a destination. Once there, geotags, timestamps, and real-time updates from other users help me navigate 

and stay updated on any changes or potential disruptions. This ongoing interaction with social media gives 

me a richer, more dynamic understanding of the place I am visiting. 

Furthermore, Facebook groups serve as valuable resources where travelers obtain trusted recommendations 

for local dining from fellow tourists, demonstrating the platform's role in disseminating practical information 

(Xiang & Gretzel, 2010). This interaction shows how social media inspires and informs potential tourists, 

shaping their travel planning and decision-making processes. Destination Marketing Organizations (DMOs) 

recognize the importance of social media as a marketing tool and are actively incorporating it into their 

strategies to enhance communication and engagement with travelers. Understanding social media's 

extensive scope and reach is crucial for DMOs to develop effective tourism promotion strategies (De Alwis 

& Andrlic, 2016; Hays et al., 2013). Social media inspires travel by providing a continuous flow of engaging 

and informative content that users can access from anywhere, which is particularly significant in my 

personal experience working in the tourism sector in Northern Norway. This accessibility helps potential 

visitors make informed decisions about their travel plans, underscoring the value of social media in 

destination marketing. 

The landscapes of Northern Norway differ from other regions due to the presence of contrasting marine 

landscapes and elements such as banks, troughs, ridges, canyons, sand waves, cold seeps, pockmarks, and 

coral reefs at varying depths. Biological populations in this region are restricted to depth zones and water 

masses. (Pål et al., 2012; Strumse, 1996). Additionally, Northern Norway's rich Sami culture is frequently 

featured in informative posts and stories, appealing to those interested in unique cultural experiences. 

Northern Norway, particularly Tromsø, is known for being one of the best places to view the Northern 

Lights, with increased tourism to the interest in this natural phenomenon. (Bertella, 2013) I also explore 
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how tourism companies strategically use specific imagery to attract tourists. Bertella's study reveals that 

high-quality images of the Northern Lights shared on social media are crucial in attracting tourists. The 

imagery serves two essential purposes: enhancing the promotional appeal of Tromsø by capturing the 

Northern Lights alongside tourists, thereby creating unique, memorable souvenirs of their travel experiences 

and adding authenticity and credibility through images posted by tourists. This dual approach improves the 

content's effectiveness and fosters a trustworthy image of the destination. These observations from Bertella 

(2013) underscore the importance of strategic visual content in destination marketing, emphasizing that 

effectively curated photos can profoundly influence tourist perceptions and decisions. Using such visuals in 

social media marketing aligns with broader trends in digital tourism strategies, where travelers highly value 

authenticity and personal experiences. 

Social media's real value for a destination like Northern Norway is its ability to connect the place with 

potential visitors worldwide. Traditional marketing might reach less or be as cost-effective as social media, 

which can target a broader audience more economically. However, relying solely on social media might 

attract a younger demographic that is less likely to engage deeply, potentially leading to lower conversion 

rates and higher costs than traditional methods. Combining social media with conventional strategies is 

advisable for better results (Voorveld et al. (2018). 

Truyols (2023) highlights the complex relationship between social media and the tourism industry, outlining 

both positive and negative effects. As discussed, social media improves the traveler’s experience and sets 

reasonable expectations, significantly impacting the tourist sector. Travelers use social media to explore 

locations, interact with brands, and decide what to buy. Travel agencies can also communicate with 

customers, improve customer service, and encourage direct bookings through social media. Furthermore, 

properties can increase occupancy rates by responding to social media reviews. Influencers are essential in 

promoting tourism, but travelers value accurate content more. Numerous prosperous tourism-related social 

media initiatives have exhibited the efficacy of social media in drawing in tourists and elevating interaction 

levels. Truyols (2023) highlights the drawbacks too. One issue with social media is that unfavorable remarks 

do not trickle down only to other users. Viewing these remarks may cause prospective clients to reconsider 

their choice to travel with the firm or make reservations through it. Negative comments could negatively 

impact a travel business's reputation on its official social media page. Therefore, the tourism industry 

experiences benefits and drawbacks due to the influence of social media (Truyols, 2023). 

Visual content, while powerful, may only partially encapsulate the experience of a destination. This 

limitation is particularly true for complex phenomena like the Northern Lights, where the experience 

includes elements that are difficult to capture in static images. Sallstedt (2018) discusses that the northern 

lights, also known as aurora borealis, are hyperreal objects that circulate widely on social media platforms. 
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They are commodified and objectified through tours and expectations of tourists, leading to a hyperreal 

representation. The northern lights are seen as a commodity, especially in unsuccessful tours where tourists 

are offered a free visit if the lights perform differently than expected. This commodification blurs the line 

between reality and artificiality. (Sallstedt, 2018) That leads to concerns about potential tourist 

disappointment if social media expectations are met (Hays et al., 2013). 

Additionally, the reliability of user-generated content can vary, presenting challenges in ensuring the 

accuracy of the shared information with tourists. Referring to my experience of viewing artificially 

generated images of the Northern Lights in the previous subchapter (2.3: Social Media’s Role in Marketing), 

misinformation or overly curated portrayals can lead to misperceptions about the destination, necessitating 

strategies from tourism businesses to verify and curate content effectively. Social media's role extends into 

areas of crisis management and sustainability promotion. Effective communication during travel disruptions 

or environmental crises is crucial, and social media platforms provide a rapid and accessible means to 

manage tourists' expectations and maintain the destination's reputation. 

Moreover, promoting sustainable tourism practices via social media is increasingly essential in ecologically 

sensitive areas like Northern Norway. Social media can highlight eco-friendly initiatives and engage tourists 

in sustainable behaviors, contributing to conserving the region's natural environments (Li et al., 2024). 

Moving forward, I will explore specific strategies that harness social media's potential while addressing its 

limitations, aiming to enhance tourist experiences and promote sustainable tourism practices. 

 
2.5 The Influence of Social Media on Tourist Behavior 

 
While it is outside the scope of my study to investigate tourists' behavior or how it might change due to 

social media, research on tourists' behavior is an essential backdrop for my survey on tourism entrepreneurs' 

use of social media. Social media substantially impacts different areas of tourism, such as information 

retrieval, decision-making patterns, and tourism promotion. Utilizing social media to promote tourism 

products has been empirically demonstrated to be efficacious. Nevertheless, a thorough examination of the 

influence and consequences of social media on tourists' behaviors is still necessary to fully comprehend its 

ramifications on the tourism sector and formulate strategies that optimize the advantages of social media 

marketing for tourism enterprises. (Munar & Jacobsen, 2014 ) 

The Theory of Planned Behavior (TPB) by Ajzen (1991) predicts behaviors influenced by intentions and 

external factors like the availability of resources and opportunities. TPB acknowledges that while strong 

intentions typically lead to behaviors, actual execution depends on the individual's control over those 

behaviors. This framework is crucial for understanding how social media influences tourists' perceptions 



 
21 

and, subsequently, their behaviors. It can aid tourism businesses in devising strategies that effectively 

leverage social media to shape and guide tourist expectations and decisions. 

Social media platforms shape tourists' perceptions, decision-making processes, and interactions with 

destinations, offering a rich area for analysis. If I am a tourist or when I work as a tourist guide, I experience 

that social media's impact on tourist behavior significantly transforms how destinations are perceived and 

experienced. Platforms such as Instagram, Facebook, and TikTok are not just marketing tools but also 

powerful influencers on travel decisions. These platforms enable sharing engaging content and vibrant 

imagery, crucially shaping tourist expectations and decisions, making their study essential for effective 

tourism marketing. Social media platforms, notably Instagram and Pinterest, serve as significant sources of 

travel inspiration. They provide a space where users share travel experiences and aspirations, influencing 

others’ destination choices. As Mariani et al. (2016) explain, user-generated content on these platforms often 

features attractive images of destinations, which can alter perceptions and stimulate the desire to experience 

those places firsthand. In my thesis, I examine how tourism businesses in Northern Norway use images on 

social media to craft a compelling narrative of the region. The decision-making process in tourism is 

increasingly influenced by social media, from the initial interest to the final booking. Xiang and Gretzel 

(2010) detail how potential travelers use social media to research and validate their travel choices, with 

reviews and recommendations significantly impacting their decisions. In my research, I explore how social 

media managers apply strategies to choose the platforms that specifically affect tourists’ decisions regarding 

travel to Northern Norway. Beldona and Morrison (2005) discuss how seeing others’ positive experiences 

at a destination can reinforce a person’s intention to visit. This is particularly relevant for lesser-known 

regions like Northern Norway, where social media can play a critical role in attracting tourists. Despite its 

benefits, social media's influence on tourist behavior is not without challenges. 

Overtourism, exacerbated by viral destinations on social media, poses significant risks to natural 

environments and local communities. With the continuous growth of tourism, overtourism has emerged as 

an important issue for an increasing number of destinations (Gretzel, 2019). Changes in arctic tourism flows 

due to the pandemic have raised questions about the sustainability of tourism growth over short periods. 

This concern is particularly acute in less populated and rural areas in Northern Norway, where even a modest 

number of visitors can significantly impact local populations and tourism infrastructural capacities, a 

phenomenon referred to as overtourism (Jóhannesson et al., 2022, p. 11). Additionally, the authenticity of 

online content is often questioned, as staged or altered images may mislead potential tourists about the 

experience, leading to dissatisfaction and misperceptions. These issues highlight the need for responsible 

use of social media in tourism marketing, ensuring that promotion strategies align with sustainable tourism 

practices. The influence of social media on tourist behavior offers critical insights into how digital 

interactions shape travel planning and experiences. 
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2.6 Social Media’s Role in Tourism Marketing 
 
Incorporating social media into tourism marketing is increasingly crucial as it transforms destinations' 

engagement with potential visitors. Platforms like Facebook, Instagram, and Twitter allow tourism 

businesses to expand their reach and interact with a global audience in real time. This interaction is about 

broad visibility and fostering a personalized connection with tourists, which enhances their travel planning 

and destination choice (Leung et al., 2013; Hudson & Thal, 2013). 

Social media’s role extends beyond mere advertising; it serves as a vibrant space for sharing user-generated 

content and peer reviews, which are instrumental in shaping potential tourists' perceptions and decisions. 

Such platforms enable marketers to present compelling narratives and visual content highlighting unique 

destination features and promoting authentic tourist experiences (Munar & Jacobsen, 2014; Xiang & 

Gretzel, 2010). 

In my project, I analyze the nuanced role of social media, specifically within the realm of tourism marketing, 

exploring how platforms tailor engagement strategies to meet the unique demands of this industry. This 

segment critically evaluates how engagement, influencer marketing, and brand awareness are uniquely 

applied in tourism, focusing on regions like Northern Norway. Social media marketers adopt strategies that 

attract tourists and preserve the authenticity and sustainability of the destinations. As I proceed with my 

research, these insights will guide my investigation into how effectively Northern Norway’s tourism sector 

leverages social media, aiming to identify strategies that mitigate challenges while maximizing the benefits. 

This focused examination underscores the need to adopt social media strategies that attract tourists and 

preserve the authenticity and sustainability of destinations like Northern Norway. The theoretical 

frameworks discussed—The Theory of Aesthetic Experience, Source Credibility Theory, Geocultural 

Market Segmentation, and Expectation Confirmation Theory—provide a solid foundation for understanding 

and analyzing the complex interactions between social media and tourist behavior. 

 
Engagement and Brand Awareness 

 
In exploring social media's nuanced role in tourism marketing, the importance of brand awareness and 

engagement emerges as a pivotal focus. A brand's power lies in differentiating a destination from others. As 

Kotler and Gertner (2002) define, a destination's brand encapsulates the total beliefs and impressions about 

its places, emphasizing how crucial branding is for gaining a competitive edge and generating global 

awareness (Baker & Cameron, 2008). Modern tourists seek more than passive sightseeing; they crave 

emotional connections and inspirational experiences, a demand that necessitates distinctive branding (Blain 

et al., 2005). Branding elements such as a unique selling proposition, which sets destinations like Northern 

Norway apart from features like the Northern Lights and Sami culture, are essential for differentiating from 
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competitors and fulfilling the brand’s promise to tourists (Fonneland, 2017). In this context, social media is 

crucial in branding a destination like Northern Norway. Through platforms like Instagram and Facebook, 

Northern Norway can showcase its unique features and foster a strong emotional connection with potential 

tourists. These platforms allow for the visual and emotional representation of the brand’s unique selling 

propositions, effectively communicating the promise of an inspirational and memorable experience. By 

consistently engaging with audiences and delivering on the brand's promise, social media can significantly 

enhance brand awareness and tourist attraction to the region. In summary, the strategic use of social media 

in tourism marketing is about promoting a destination and crafting and communicating a compelling brand 

narrative that resonates deeply with modern tourists, driving engagement and visitation. 

 
Influencer Marketing in Tourism 

 
The role of influencer marketing in tourism is significant due to the trust and authenticity required in 

promoting travel experiences. Influencers provide firsthand authentic testimonials that potential travelers 

rely on, which is crucial in regions that emphasize nature and adventure tourism. Applying the Source 

Credibility Theory (Hovland et al., 1953), which posits that effective communication depends on the 

perceived credibility of the information source, helps explain why trustworthy influencers can effectively 

shape destination images and influence travel decisions. Femenia-Serra and Gretzel (2020) support this, 

noting that influencers can portray genuine interactions with the locale that resonate more effectively than 

traditional advertising. 

 
Comparative Analysis and Localized Strategies 

 
Analyzing regions with comparable tourism profiles, such as Scandinavia, reveals insights into unique 

applications and gaps in social media marketing strategies. Hays et al. (2013) highlight how strategies are 

tailored to emphasize natural landscapes and adventure opportunities. This suggests that while some 

strategies are universally applicable, there is a need for localized adaptations that align with the specific 

cultural and environmental attributes of a region like Northern Norway. Geocultural Market Segmentation, 

which involves tailoring marketing strategies to a target market's cultural and geographical characteristics 

(Hollensen, 2014), is relevant here as it underscores the importance of adapting social media strategies to 

regional specifics. 

 
Challenges: Over-Tourism and Misrepresentation 

 
While social media offers numerous opportunities for tourism marketing, it also presents challenges such as 

over-tourism and misrepresentation. The spread of curated and sometimes altered images can lead to 

unrealistic expectations and, eventually, tourist dissatisfaction. Here, the Expectation Confirmation Theory 
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(Oliver, 1980), which suggests that satisfaction is based on the discrepancy between pre-consumption 

expectations and actual perceived performance, could be employed to understand the impact of social media 

on tourist expectations and satisfaction. Addressing these challenges requires careful consideration by 

tourism marketers to balance promotion with responsible tourism management. While Instagram and 

Facebook provide stunning visuals of the landscape, they often fail to fully capture the mesmerizing 

experience of witnessing the aurora borealis. This observation and the experiences I described in Subchapter 

2.3 prompted me to explore the potential of augmented reality (AR) and other immersive content to 

communicate these experiences more effectively. The use of AR to simulate the Northern Lights on social 

media raises questions about authenticity and the genuine portrayal of the region. 

 
2.7 Social Media's Influence on Destination Marketing 

 
In my literature review, I delve into the significant transformations by Information and Communication 

Technologies (ICTs) and social media in destination marketing, focusing mainly on their application within 

the tourism sector. The foundational insights from Buhalis and Law (2008), coupled with the detailed 

explorations by Lange-Faria and Elliot (2012), have been instrumental in shaping my understanding of how 

these digital platforms influence tourist behavior and marketing strategies. Buhalis and Law (2008) highlight 

the profound impact of the advent of the Internet and subsequent ICT developments on the tourism and 

hospitality industries. Their research outlines how these technologies have redefined the interaction 

dynamics between tourism enterprises and consumers, facilitating a more interactive and responsive 

marketing environment. 

This digital shift has enabled tourism organizations to streamline their operational processes and 

dynamically engage with a global audience, enhancing their market competitive edge. Building on this 

technological groundwork, Lange-Faria and Elliot (2012) examine social media’s role in this digital 

evolution. They discuss how traditional methods of destination marketing are being supplanted by strategies 

that leverage social media for dynamic interaction and community building. This shift towards digital 

engagement is not merely about technology adoption but is deeply rooted in creating meaningful 

connections with potential travelers. With real-time interaction, content sharing, and community 

engagement capabilities, social media platforms are powerful tools that transform passive observers into 

active participants in the travel experience narrative. Both studies emphasize the critical role of electronic 

word-of-mouth (eWOM) facilitated through social media, which enhances destination branding and trust 

through user-generated content and peer reviews. This form of marketing is more cost-effective than 

traditional advertising and tends to be more authentic and influential due to its grassroots nature. Integrating 

advanced technologies such as mobile compatibility and virtual reality into these social platforms further 

underscores a shift towards more immersive and interactive travel experiences. These technologies present 
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new opportunities and challenges for Destination Marketing Organizations (DMOs), who must now 

consider how to effectively implement these tools and maintain their functionality and relevance in a rapidly 

evolving digital landscape As I focus on Northern Norway, the insights from these studies guide my 

investigation into how local DMOs can harness the power of social media to showcase the region’s unique 

attractions, such as the Northern Lights, Whale Watching, and Sami Culture and how they can navigate the 

challenges of technological advancements to maintain sustainable and competitive tourism practices. 

 
2.8 The Influence of Social Media on Tourist Behavior 

 
While it is outside the scope of my study to investigate tourists' behavior or how it might change due to 

social media, research on tourists' behavior is an essential backdrop for my survey on tourism entrepreneurs' 

use of social media. Social media substantially impacts different areas of tourism, such as information 

retrieval, decision-making patterns, and tourism promotion. Utilizing social media to promote tourism 

products has been empirically demonstrated to be efficacious. Nevertheless, a thorough examination of the 

influence and consequences of social media on tourists' behaviors is still necessary to fully comprehend its 

ramifications on the tourism sector and formulate strategies that optimize the advantages of social media 

marketing for tourism enterprises.(Munar & Jacobsen, 2014 ) 

Social media platforms shape tourists' perceptions, decision-making processes, and interactions with 

destinations, offering a rich area for analysis. If I am a tourist or when I work as a tourist guide, I experience 

that social media's impact on tourist behavior significantly transforms how destinations are perceived and 

experienced. Platforms such as Instagram, Facebook, and TikTok are not just marketing tools but also 

powerful influencers on travel decisions. These platforms enable sharing engaging content and vibrant 

imagery, crucially shaping tourist expectations and decisions, making their study essential for effective 

tourism marketing. Social media platforms, notably Instagram and Pinterest, serve as significant sources of 

travel inspiration. They provide a space where users share travel experiences and aspirations, influencing 

others’ destination choices. As Mariani et al. (2016) explain, user-generated content on these platforms often 

features attractive images of destinations, which can alter perceptions and stimulate the desire to experience 

those places firsthand. In my thesis, I examine how tourism businesses in Northern Norway use images on 

social media to craft a compelling narrative of the region. The decision-making process in tourism is 

increasingly influenced by social media, from the initial interest to the final booking. Xiang and Gretzel 

(2010) detail how potential travelers use social media to research and validate their travel choices, with 

reviews and recommendations significantly impacting their decisions. In my research, I explore how social 

media managers apply strategies to choose the platforms that specifically affect tourists’ decisions regarding 

travel to Northern Norway. Beldona and Morrison (2005) discuss how seeing others’ positive experiences 

at a destination can reinforce a person’s intention to visit. This is particularly relevant for lesser-known 
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regions like Northern Norway, where social media can play a critical role in attracting tourists. Despite its 

benefits, social media's influence on tourist behavior is not without challenges. Overtourism, exacerbated 

by viral destinations on social media, poses significant risks to natural environments and local communities. 

Changes in arctic tourism flows due to the pandemic have raised questions about the sustainability of tourism 

growth over short periods. This concern is particularly acute in less populated and rural areas in Northern 

Norway, where even a modest number of visitors can significantly impact local populations and tourism 

infrastructural capacities, a phenomenon referred to as overtourism (Jóhannesson et al., 2022, p. 11). 

Additionally, the authenticity of online content is often questioned, as staged or altered images may mislead 

potential tourists about the experience, leading to dissatisfaction and misperceptions. These issues highlight 

the need for responsible use of social media in tourism marketing, ensuring that promotion strategies align 

with sustainable tourism practices. The influence of social media on tourist behavior offers critical insights 

into how digital interactions shape travel planning and experiences. 

 
2.9 Social Media Platforms and Tourist Engagement 

 
Exploring the roles of various social media platforms in engaging tourists, I focus on Instagram, Google 

Maps, and TikTok because most participants have mentioned these platforms. Additionally, I consider the 

integration of artificial intelligence tools like ChatGPT, Sora, Midjourney, and DALL-E to enhance tourist 

experiences through innovative content creation and interaction. Through its visually driven platform, 

Instagram significantly impacts tourist engagement, allowing destinations to engage users with compelling 

imagery and stories. Mariani et al. (2016) describe how Instagram facilitates high levels of user interaction 

through features like stories and posts, which enable destinations to create a visually appealing online 

presence. This platform's capacity for visual storytelling is pivotal in my analysis of how Northern Norway 

can use Instagram to enhance its appeal, focusing on showcasing its natural beauty and cultural uniqueness. 

Google Maps is essential for tourists, not only for navigation but also for discovering local attractions, 

dining, and accommodations. It incorporates user-generated content such as reviews and photos, providing 

practical and experiential information that aids tourists in decision-making (Sánchez-Franco & Rey-Tienda, 

2023). The concept of 'Journey immersion,' utilizing the Google Maps API to create a narrative that guides 

users through dynamic progression in time and space, offers a novel way to engage tourists by narrating the 

region's history and cultural evolution as they explore virtually or physically. Through dynamic, short-form 

video content, TikTok has become influential in engaging tourists, particularly younger ones. According to 

Wengel et al. (2022)) TikTok influences tourist behaviors with viral challenges and trending content that 

showcases destinations in unique and engaging ways. My investigation will explore how TikTok’s 

capabilities can be leveraged to promote tourism in Northern Norway, targeting millennials and Gen Z 

tourists seeking authentic and immersive experiences. Each platform offers unique opportunities for tourist 
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engagement through different modalities. By utilizing the visual storytelling of Instagram, the informational 

richness of Google Maps, the dynamic content of TikTok, and the innovative potential of AI tools, tourism 

marketers can create a diversified approach to promote destinations like Northern Norway. 

 
2.10 Integration of AI in Tourism Marketing 

 
Integrating AI tools like ChatGPT, Sora, Midjourney, and DALL-E is transforming tourism marketing 

content creation and personalization. ChatGPT can generate interactive travel guides and provide real-time 

travel advice, enhancing engagement through personalized interaction. Sora, a text-to-video AI, can turn 

written content about destinations into engaging video narratives, ideal for platforms like TikTok and 

Instagram. Midjourney and DALL-E create high-quality images and artistic renditions of destinations, 

offering fresh perspectives or imagining new attractions. These AI tools support content creation and help 

manage and analyze customer data to improve marketing strategies (Sadiku et al., 2021). Artificial 

Intelligence transforms social media marketing by improving how brands create, manage, and analyze their 

campaigns. According to Trovato (2024)), AI enhances user experience by automating content creation, 

optimizing post timings, and personalizing user interactions, increasing audience engagement. This 

capability allows tourism marketers to understand visitor preferences better, tailoring content to enhance 

engagement significantly. AI tools enable more brilliant advertising strategies by analyzing vast amounts of 

data to identify patterns and insights that human analysts might overlook. This precision in targeting helps 

ensure that promotional materials are seen by the most receptive audiences at the optimal times, maximizing 

impact and efficiency. AI-driven automation in social media marketing helps reduce labor costs and 

increases the return on investment. These systems can automate time-consuming tasks like customer 

inquiries through AI-powered chatbots, content scheduling, and ad performance tracking, reducing overhead 

costs and enhancing campaign effectiveness. AI technologies also play a crucial role in improving data 

security and user privacy on social media platforms by detecting and mitigating potential security threats in 

real-time, thereby protecting sensitive user information (Sadiku et al., 2021). One of the most significant 

challenges with AI in social media is navigating the ethical implications and privacy concerns associated 

with data usage. If not appropriately managed, AI systems that analyze user behavior and personal data can 

lead to privacy infringements. As Chui et al. (2018) discussed, the application of AI must be guided by clear 

ethical principles to ensure that it contributes positively to society and does not violate user privacy. AI's 

effectiveness heavily relies on the availability of large datasets, which can be a significant barrier, 

particularly in environments where data sharing is restricted. Additionally, a global shortage of talent capable 

of developing and managing advanced AI systems can impede the implementation of AI solutions in social 

media marketing. Analyzing how social media managers perceive and integrate AI tools can offer valuable 

insights into AI's broader acceptance and utilization in the tourism industry. 
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2.11 Conclusion of the Literature Review 
 
This literature review critically examines the role of social media in tourism marketing, mainly focusing on 

its impact in Northern Norway. It covers the influence of social media on societal behaviors, its integration 

into marketing strategies, and its specific applications in tourism, highlighting platforms like Instagram, 

Google Maps, and TikTok. These platforms enhance user interaction and deliver engaging content, 

significantly influencing tourist behaviors and destination choices. The review also addresses advanced 

technologies like artificial intelligence in social media, noting potential benefits and challenges such as 

ethical concerns and data management. The discussion emphasizes how social media has been pivotal in 

promoting unique regional attractions like the Northern Lights and explores the effectiveness of influencer 

marketing in conveying trust and authenticity. The synthesis reveals that tourism businesses leverage social 

media to transform traditional advertising into immersive, interactive experiences that attract tourists, 

fostering direct consumer interaction and a participatory culture that enhances engagement and satisfaction. 

The review concludes by suggesting areas for future research, including studies and ethical considerations, 

providing a comprehensive framework for exploring how Northern Norway’s tourism industry can innovate 

its social media strategies to meet evolving market demands. 
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Chapter 3: Methodology 

This chapter outlines the methodological framework used to explore how tourism companies in Northern 

Norway utilize social media for marketing purposes. By employing qualitative methods, this study aims to 

provide nuanced insights into the social media strategies of these businesses, contributing both to academic 

knowledge and practical applications in tourism marketing. 

 
3.1 Research Design 

 
In this thesis, I adopt a qualitative research methodology to explore the social media strategies employed by 

tourism companies in Northern Norway. This approach is particularly suited to my study as it allows for a 

deep understanding of complex phenomena within their specific contexts, such as the strategic use of social 

media in tourism marketing. The interpretive nature of qualitative research facilitates an in-depth exploration 

of how social media managers and marketing managers within these companies perceive and implement 

social media tactics to attract tourists. Choosing a qualitative framework enables me to delve into the 

nuanced processes and decision-making behind the adoption and execution of social media strategies. By 

focusing on the experiences and perceptions of social media and marketing managers, I can gather rich, 

detailed data that reveal the dynamics of social media usage in a tourism context. This approach is critical 

for uncovering how strategies are tailored and executed to engage potential tourists, providing insights not 

readily accessible through quantitative methods. 

The qualitative methodology I have selected for my thesis is exceptionally suited to explore the dynamics 

of social media marketing within tourism companies in Northern Norway. This direct engagement facilitates 

a deeper understanding of their motivations, challenges, and the contextual factors influencing their 

decisions. For example, how do they perceive the effectiveness of different social media platforms? What 

strategies do they apply to capture the latest social media trends regarding Northern Norway tourist 

attractions? Answers to these questions are rich in detail and provide a comprehensive picture of the strategic 

landscape. I gain valuable insights into their daily operations, strategic decisions, and challenges by 

conducting in-depth interviews and participant observations with social media and marketing managers. 

This direct engagement allows me to delve into how these managers perceive the effectiveness of their 

strategies and the impact of various social media platforms, offering a detailed understanding of the strategic 

landscape in tourism marketing. Additionally, the inherent flexibility of qualitative research proves 

advantageous in adapting to new findings and evolving trends in the dynamic field of social media, ensuring 

the study remains relevant and reflective of current practices. This methodological approach aligns with and 

enhances my ability to effectively capture and analyze social media marketing strategies' nuanced, 

multifaceted aspects. 
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This approach not only enriches the data collected but also enhances the analysis, offering a comprehensive 

understanding of effective practices and potential areas for improvement in the marketing strategies of 

Northern Norwegian tourism companies. Importantly, this methodology allows me to access the thoughts 

and perspectives of social media and marketing managers directly. Since my research does not involve 

quantitative data collection such as surveys, it is imperative to engage in direct conversations with these 

professionals to understand their viewpoints and experiences. This direct engagement is crucial for capturing 

the strategic insights and rationale behind their choices, often deeply embedded in their professional 

practices and individual experiences. 

 
Ontological and Epistemological Foundations 

 
This thesis outlines the ontological and epistemological assumptions underpinning the qualitative 

methodology for exploring social media strategies employed by tourism companies in Northern Norway. 

Ontology in research pertains to the nature of reality and what can be known about it. At the same time, 

epistemology relates to the nature of knowledge and how it can be acquired and communicated. 

 
Ontological Foundations 

 
In this thesis, the chosen qualitative methodology is fundamentally informed by my ontological position 

regarding the nature of reality in social science research. This position is critical in shaping the approach 

and methods selected for studying the social media strategies of tourism companies in Northern Norway. 

My research adheres to a constructivist ontological perspective, which posits that reality is not a fixed, 

external construct but continuously shaped and reshaped through human experiences and social interactions. 

This perspective is particularly pertinent to studying social media strategies in tourism marketing, as these 

strategies are inherently dynamic and influenced by the subjective interpretations and decisions of the 

individuals managing them (Crotty, 1998). In the context of this thesis, the constructivist ontology 

recognizes that the strategies employed by tourism companies are not merely responses to external market 

conditions but are also the result of the creative and interpretative processes of social media and marketing 

managers. Each manager's approach to social media strategy is shaped by their unique experiences, 

perceptions, and interactions within the industry. This ontological stance supports a research approach 

focusing on understanding these subjective elements. It acknowledges that the 'reality' of effective social 

media marketing strategies is constructed through the narratives, meanings, and practices developed by the 

professionals involved. Thus, exploring social media strategies in Northern Norway's tourism industry 

involves delving into how these strategies are perceived, described, and rationalized by those who design 

and implement them, highlighting the constructed nature of marketing practices in the social context of 

tourism. By grounding my methodology in this ontological framework, I commit to an in-depth exploration 
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of the subjective realities of social media marketing. I aim to uncover how these realities are constructed 

and how they influence the effectiveness of marketing strategies in attracting tourists. 

 
Epistemological Foundations 

 
Following the ontological considerations, my research's epistemological stance focuses on how knowledge 

about social media strategies in tourism marketing is developed, understood, and communicated. This stance 

is crucial for determining the methodological approaches and the nature of the interactions I will engage in 

during my data collection. My research adopts an interpretivist epistemological approach, aligning with the 

constructivist ontological perspective previously discussed. Interpretivism posits that knowledge is 

constructed through social interactions and is deeply subjective. This approach is highly relevant for 

understanding social media strategies' internal logic and practices as experienced and implemented by 

marketing managers in tourism companies (Schwandt, 2000). Within this framework, knowledge arises from 

the meanings individuals ascribe to their experiences. Therefore, I must engage with those involved in their 

creation and implementation to gather authentic insights into how tourism companies utilize social media 

strategies. This engagement will be facilitated through in-depth interviews and participant observation, 

allowing for a nuanced understanding of social media managers' practical and strategic realities. 

Interpretivist epistemology supports using qualitative methods that prioritize the depth and contextuality of 

data over breadth. I aim to interpret the complex, often subtle interactions and decisions that shape social 

media marketing strategies by employing such methods. This approach efficiently captures the tacit 

knowledge and underlying motivations that may not be evident through quantitative measures but are crucial 

for understanding strategic effectiveness in social media use (Geertz, 1973). The interpretive nature of this 

research is instrumental in exploring individuals' subjective experiences and perceptions, thereby allowing 

for a richer, more comprehensive understanding of how strategies are conceived and executed within the 

unique context of Northern Norway's tourism industry. 

 
3.2 Research Approach 

 
In addressing the research questions posed by this thesis, I selected a qualitative research approach that is 

highly suitable given the nature of the phenomena being explored—namely, the social media strategies of 

tourism businesses in Northern Norway. This section discusses again this approach's appropriateness but 

mainly focuses on the ethical and philosophical considerations and the validity and reliability criteria. 

My research aims to explore and understand how tourism companies' social media and marketing managers 

perceive and implement strategies to attract tourists into their businesses in Northern Norway. This study 

involves gaining insights into the manager's thought processes, challenges, and the innovative or traditional 

solutions they devise. A qualitative approach is most suitable for this purpose because it allows for an in- 
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depth exploration of these complex, context-dependent phenomena. By engaging directly with the 

individuals involved, I can capture rich, detailed narratives that reveal the nuances of social media usage in 

a marketing context. 

Furthermore, the qualitative approach facilitates the examination of under-researched areas within the field 

of tourism marketing, specifically the strategic use of social media in the Northern Norwegian context. This 

region presents unique marketing challenges, which I discussed in my Literature Review chapter, and 

opportunities that can be best understood through qualitative methods, such as semi-structured interviews 

and participant observations, which provide the depth of data necessary for such a study. 

 
Philosophical Considerations 

 
Philosophically, this research is underpinned by interpretivism principles, emphasizing the importance of 

understanding human experiences within their specific social contexts. In an interpretive study, it is critical 

to develop a comprehensive understanding of the studied area rather than just understanding its constituent 

parts. (Goldkuhl, 2012) This idea can involve examining factors influencing the area, such as cultural, social, 

economic, and environmental aspects. By taking a holistic approach, researchers can gain a deeper insight 

into the interconnectedness of these factors and how they impact the overall system. This comprehensive 

understanding can lead to more effective strategies and solutions for addressing issues within the studied 

area. This perspective aligns with the ethical stance of treating participants as co-creators of knowledge 

rather than mere research subjects, fostering a more respectful and inclusive approach to data collection. 

 
Validity and Reliability Criteria 

 
In qualitative research, validity and reliability are often reconceptualized as credibility and dependability. 

To enhance the credibility of my findings, I have employed prolonged engagement with the research subject. 

Prolonged engagement allows for a deeper understanding of the context and increases the trustworthiness 

of the interpretations. I also allowed participants to review and comment on the findings, allowing for 

corrections and clarifications that enhanced the dependability and confirmability of the research outcomes. 

 
Research Questions and Data Needs 

 
The primary research question investigated in this thesis is: 

 
How do tourist companies in Northern Norway utilize social media to attract tourists? 

 
To answer the question, I needed qualitative data that could capture personal experiences, opinions, and 

contextual details—data that I collected primarily through in-depth interviews and observations. This 

approach enabled a systematic description of the characteristics of social media strategies and an exploration 
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of an under-researched topic for this location, providing insights into the practical applications of social 

media in a distinct geographical and cultural setting. 

Collecting primary qualitative data was imperative to systematically address the research questions posed 

in my study, particularly the exploration of under-researched topics. This need arose from the specific 

requirement to understand the nuanced strategies and perceptions of social media and marketing managers 

within tourism companies in Northern Norway. Drawing on my experiences as a tourism employee and 

guide and working in the tourism sector for the last two years in Northern Norway, I developed a keen 

interest in how digital strategies, mainly social media, can significantly influence tourist engagement and 

business success. This background instilled in me a profound curiosity about the strategic intricacies and 

managerial perspectives that drive social media marketing in the tourism sector. Given the study's 

exploratory nature, it was essential to understand these managers' experiences and the contextual subtleties 

of their marketing strategies, aligning with my quest to bridge practical insights with academic research. 

 
Collection and Justification of Primary Data 

 
The primary data for this research was collected through in-depth, semi-structured interviews with social 

media and marketing managers working in tourism companies located in Northern Norway. Semi-structured 

interviews were chosen because they provide the flexibility to explore complex and nuanced topics like 

strategic decision-making in social media use. They allow for probing, in-depth information while guiding 

the conversation with predetermined questions (Brinkmann & Kvale, 2015). 

This method aligns perfectly with the research's interpretivist epistemological stance, facilitating an 

understanding of the subjective experiences and contextual operations from the participants' perspectives. 

The rich, qualitative data from these interviews enabled me to delve deeply into the strategic nuances and 

operational dynamics that would not be visible through quantitative measures or secondary data analysis. 

 
Ensuring the Validity of Data 

 
I employed several strategies to ensure the data's validity and reliability—rephrased in qualitative terms as 

credibility and dependability—. In providing the validity and reliability of my research, particularly within 

the qualitative framework, I focused on credibility and dependability as the primary criteria. Credibility in 

qualitative research is analogous to validity in quantitative research and refers to the accuracy and 

believability of the findings from the participants' perspectives. Dependability, conversely, corresponds to 

reliability, ensuring that the research findings are consistent and can be replicated under similar conditions. 
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Strategies to Ensure Credibility and Dependability 
 
To enhance the credibility of my research, I employed rigorous qualitative methods. Prolonged engagement 

and persistent observation in the field allowed me to gain a deeper insight into the context of the research 

setting and to build trust with participants, increasing the richness of the data collected (Lincoln & Guba, 

1985). This depth and engagement help ensure that the findings reflect the participants' experiences and 

perspectives. 

To ensure the dependability of my research, I emphasized building trust with the participants, which was 

crucial for gathering accurate and meaningful data. From the outset, I communicated transparently, clearly 

explaining the study's aims, the nature of their involvement, and the confidentiality measures in place. This 

openness helped establish a foundation of trust and set clear expectations. Adhering strictly to ethical 

guidelines, including obtaining informed consent and respecting participants' rights to withdraw at any time, 

reinforced my commitment to integrity and reassured participants of their safety and privacy. I was also 

responsive to participants' feedback during data collection and analysis, which demonstrated respect for 

their insights and further solidified a trustful researcher-participant relationship. 

Additionally, I consistently acknowledged and valued each participant's contributions, fostering a supportive 

and respectful environment that encouraged deeper engagement and sharing of genuine experiences and 

thoughts. By prioritizing building trust, I enhanced the ethical integrity of the research process. I ensured 

the dependability and credibility of the findings, leading to robust and reliable research outcomes. 

 
Addressing Ethical Considerations 

 
Ethical standards in research are fundamental to fostering an environment of trust, accountability, mutual 

respect, and fairness among various stakeholders involved in a study. These values are crucial in 

collaborative work, often requiring extensive cooperation and coordination among individuals across 

different disciplines and institutions. Resnik (2011) noted that ethical norms such as guidelines for 

authorship, copyright and patenting policies, data sharing policies, and confidentiality rules in peer review 

are designed to protect intellectual property interests while encouraging collaboration. Such norms ensure 

that researchers receive due credit for their contributions and protect their ideas from being stolen or 

disclosed prematurely. 

In line with these ethical standards, I secured approval from Sikt, the Norwegian Agency for Shared Services 

in Education and Research, before studying social media strategies in the Northern Norwegian tourism 

industry. This approval process was essential to ensure that all research activities adhered to the established 

ethical guidelines and standards. 
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I strictly adhered to ethical guidelines throughout the research process, prioritizing all participants' 

confidentiality and autonomy. Ethical considerations were paramount, particularly in conducting interviews. 

Participants were fully informed about the study's purpose, their rights during the research process, and the 

measures to ensure their privacy and data confidentiality. I used informed consent forms to document this 

process, ensuring that participants were fully aware of and agreed to their involvement in the research. These 

forms included their signatures as proof of their approval to participate, further validating the transparency 

and consensual nature of the study. 

This informed consent process included thorough briefings about the study's objectives, the voluntary nature 

of their participation, and the specific use of the data for academic purposes only. Participants were also 

reassured of their right to withdraw without any consequences, which helped build trust and ensured their 

cooperation was both informed and consensual. 

I anonymized all data to maintain confidentiality and protect the identities of the individuals and 

organizations involved. This meant removing any identifying information from the data sets to prevent any 

potential misuse of the information and to adhere to the ethical commitments made to the participants. 

Additionally, the qualitative data collected were securely stored with access limited to my supervisor, 

ensuring compliance with data protection regulations. 

Furthermore, all personal identifiers were removed from the research data, and codes were used when 

presenting findings to ensure that individual participants could not be linked to the results. This practice not 

only safeguards participants' privacy but also adheres to strict ethical research standards, upholding the 

moral integrity of the research process. By strictly following these ethical guidelines, the study respected 

the rights and privacy of all participants and enhanced the integrity and credibility of the research findings. 

 
Reflexivity 

 
In academic research, reflexivity has a significant impact on studying others. (Berger, 2015) Reflexivity is 

the researchers' ability to use their personal experiences as a lens through which to understand and interpret 

the experiences of others (Galani-Moutafi, 2000). This process allows researchers to continually examine 

their biases, assumptions, and perspectives that may influence the research outcomes. By being transparent 

about their positionality and how it may impact the research findings, qualitative researchers can enhance 

the credibility and trustworthiness of their work. In this way, reflexivity becomes a vital tool in ensuring the 

rigor and validity of qualitative research. (Palaganas & Estacio, 2021) For researchers, reflexive involves 

acknowledging that research is inherently a collaborative endeavor influenced by the researcher's 

background, including factors such as gender, race, social class, and those of other participants ((Ateljevic 

et al., 2005). According to Hertz (1996), reflexive researchers do not merely report what they find true but 
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construct interpretations based on their experiences. By acknowledging and reflecting on their subjectivity, 

reflexive researchers can provide a more nuanced and self-aware analysis of their data. This self-awareness 

allows them to offer a more comprehensive understanding of the complexities within their research topic. 

Qualitative researchers need to manage reflexivity's influence carefully. While it is important not to allow 

reflexivity to constrain the research, it is equally crucial to recognize its significant role in the research 

process (Guillemin & Gillam, 2004). Reflexivity involves a critical focus on the entire research process, not 

just knowledge production. It also requires researchers to acknowledge the complexities of research practice 

and remain cognizant of ethical dimensions and potential tensions (Guillemin & Gillam, 2004). 

Maintaining reflexivity throughout the research process is crucial, as it allows for a critical reflection on 

how one's background and experiences may shape the interpretation and outcomes of the study. As someone 

deeply involved in the Northern Norwegian tourism industry professionally and academically, these 

experiences have shaped my insights and biases. Having worked directly in the tourism business in Northern 

Norway areas (Tromsø and Alta), I bring a practical understanding of the local tourism dynamics, which 

helps me analyze social media strategies effectively. However, this personal immersion also presents 

challenges. My familiarity with the region's tourism practices could lead to assumptions or overlook nuances 

that outsiders might notice. Being both an insider and a researcher, this dual perspective necessitates a 

careful, balanced approach to interpreting the data I collected. My ongoing engagement with social media 

platforms as part of my professional duties enriches my understanding of digital marketing trends and tourist 

behaviors. However, it also requires careful observation to remain open to new insights that challenge my 

preconceptions. This balanced approach is informed by the broader context of cross-cultural research 

methodologies, highlighting the importance of reflexivity in acknowledging the researcher's influence on 

the research process (Creswell & Poth, 2018). My previous experiences living and working in Northern 

Norway provide me with a unique lens through which to view the marketing strategies employed by local 

tourism businesses. However, it is crucial to continuously question and validate these interpretations against 

empirical data and alternative perspectives to ensure the research maintains its academic relevance. 

 

 
Weaknesses & Limitations of the Research 

 
 
While this study provides valuable insights into the social media strategies of tourism businesses in Northern 

Norway, it is essential to acknowledge the inherent weaknesses and limitations of the research approach. 

One significant limitation was the difficulty in recruiting a larger sample of businesses for the study. Despite 

efforts to contact 14 businesses, only five agreed to participate, with one manager representing two different 
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businesses. The small sample size may limit the generalizability of the findings and the breadth of 

perspectives captured. 

 

 
Another potential limitation is the bias that might have arisen from my position as an industry insider. 

Working within the tourism sector in Northern Norway, I have firsthand experience and established 

relationships that could influence my perceptions and interpretations of the data. This insider status, while 

beneficial for gaining access and understanding the context, may also lead to preconceptions or biases that 

could affect the objectivity of the research. I have tried and also agree with the fact that it is crucial to remain 

reflexive and critically aware of these potential biases throughout the research process. 

 

 
The semi-structured interview format, while allowing for in-depth exploration, also presented some 

limitations. The flexibility of this method means that not all interviews covered the same topics to the same 

extent, which could lead to inconsistencies in the data. Additionally, the interviews could have included 

more structured questions to ensure that specific areas were consistently explored across all participants. 

This could have provided a more comprehensive understanding of certain aspects of social media strategy 

that were less frequently discussed. 

 

 
Furthermore, the reliance on self-reported data from interviews can introduce bias, as participants may 

present their strategies and outcomes in a more favorable light. This social desirability bias can affect the 

accuracy of the information provided, potentially leading to an overestimation of the effectiveness of certain 

strategies. Cross-verifying the data with actual social media analytics or performance metrics could have 

mitigated this issue, providing a more objective measure of effectiveness. 

 

 
Lastly, the dynamic nature of social media platforms and the rapid pace of change in digital marketing trends 

present another limitation. The strategies and insights gathered during the study reflect a specific period and 

may quickly become outdated as new technologies and trends emerge. Continuous adaptation and updates 

to the research framework would be necessary to maintain its relevance and applicability. 

 

 
In conclusion, while the qualitative approach employed in this study offers rich, detailed insights into the 

social media strategies of tourism businesses in Northern Norway, the research is not without its limitations. 

The small sample size, potential biases due to the researcher's insider status, variability in interview 
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structure, reliance on self-reported data, and the rapidly changing digital landscape all present challenges 

that must be acknowledged. Addressing these limitations in future research could enhance the robustness 

and applicability of the findings, providing a more comprehensive understanding of effective social media 

marketing strategies in the tourism sector. 

 
 
 

3.3 Participant Selection and Sampling 
 
In this study, the focus was on tourism businesses located in Tromsø, Northern Norway. Vereykina (2024) 

stated that during the winter season of 2022 - 2023, the total income from tourism in Northern Norway 

reached 1.6 billion Norwegian Krone, marking an increase of about 10% compared to the pre-COVID 2019 

- 2020 season. Furthermore, Tromsø accounts for 70% of all tourism turnover in the region, establishing it 

as a central hub for tourism development. (Vereykina 2024). Therefore, the region's vibrant tourism sector 

and the high concentration of tourism-related businesses are notable. Tromsø's unique geographical and 

cultural attributes significantly contribute to its status in Northern Norway's tourism industry. According to 

Visit Tromsø (n.d.), Tromsø attracts tourists, underscoring its role as a key destination within the Arctic 

Circle. The area serves as a gateway to Norway's most remote regions. It offers diverse tourism services, 

from adventure to cultural experiences, highlighting its prominent position in the tourism sector. So, there 

are lots of tourism businesses that provide their services to tourists. Therefore, there is no second thought 

for picking Tromsø as my forefront. 

 
Selection Criteria and Sampling Method 

 
I employed a purposive sampling method to investigate social media strategies effectively, which is 

particularly useful in qualitative research for identifying and selecting information-rich cases related to the 

phenomenon of interest (Palinkas et al., 2015). According to Guest, Bunce, and Johnson (2006), purposive 

sampling can contain different characteristics, and I needed that for a holistic view of the industry. This 

sampling technique allowed for the selection of participants who are directly involved in managing the social 

media profiles of their companies, ensuring they possess the specific knowledge and experience necessary 

to provide deep insights into the research questions. Purposive sampling is advantageous because it focuses 

on particular population characteristics of interest, enabling the researcher to answer the research questions 

more effectively. In this context, the characteristic of interest was the participants' role in social media 

management within tourism companies, as these individuals are likely to have firsthand experience and 

strategic knowledge about social media's impact on tourism marketing and engagement. 
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Ensuring Diversity in Sampling 
 
To ensure a comprehensive understanding of social media practices across different scales of operation, the 

participant selection included both large and small tourism businesses. This diversity allowed the study to 

capture various social media strategies and practices, reflecting the varying resources, objectives, and 

challenges different-sized enterprises face. Additionally, efforts were made to include multiple tourism 

services within the sample, such as hotels, adventure tours, and cultural experiences. This was done to cover 

a broad spectrum of the industry in Northern Norway, enriching the study's findings by encompassing 

various perspectives and practices in social media usage within the tourism sector. Including diverse services 

is vital for understanding how different types of businesses utilize social media to attract and engage with 

tourists, providing a holistic view of the industry's digital marketing dynamics. 

The initial contact with potential participants was made through a systematic online search. This involved 

visiting the official websites of tourism businesses in Tromsø, where I identified relevant contacts—typically 

social media managers or marketing managers responsible for digital marketing strategies. This approach 

not only facilitated direct engagement with the key informants accountable for implementing and managing 

social media strategies but also ensured that the data collected would be directly relevant to the central 

themes of the research. 

By employing purposive sampling and ensuring diversity in the types of businesses and participants included 

in the study, this research methodology aimed to generate rich, detailed data that are essential for a nuanced 

understanding of social media strategies in the tourism industry of Northern Norway. These methods align 

closely with the research objectives and maximize the relevance and depth of the insights gained through 

the study. 

 
Outreach and Initial Contact 

 
I initiated contact with 14 tourism businesses located in Tromsø, Northern Norway, during the Fall of 2023 

and early Spring of 2024. I contacted them primarily via email, which allowed for a formal and documented 

invitation to participate in the study. (Appendix A) Each email detailed the purpose of the research, what 

participation would involve, and the ethical considerations in place to protect the participants' privacy and 

integrity and responses. (Appendix B) I also emphasized the commitment to maintaining the anonymity of 

all participating businesses and their staff in any published work or presentations resulting from the study. 

To ensure thorough communication, I emailed companies that had not responded within two weeks of the 

initial contact. This step was crucial to clarify any doubts potential participants might have had. 
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Response and Participation 
 
While conducting this study, I contacted 14 businesses to invite their participation. Out of these, five 

businesses indicated their willingness to engage in the study. Notably, one respondent manages two distinct 

businesses, contributing to a richer diversity in the data collected. Consequently, the study involved five 

managers representing six businesses, with one overseeing two of these businesses. The variance in 

responses from the businesses approached was notable. Eight businesses have yet to respond to the initial 

outreach or subsequent follow-up communications. 

One significant instance involved a business that initially expressed interest but later expressed concerns 

about sharing strategic information due to a potential conflict of interest arising from my current 

employment in a company in the tourism industry. They were concerned about sharing strategic information 

in such a competitive environment. This reaction underscored the strategic significance of social media 

within the competitive landscape of the tourism sector. Following their refusal to participate, I sent a follow- 

up email clarifying that the data gathered would be utilized solely for academic purposes and shared only 

with my academic supervisor. Despite my assurances regarding the confidentiality and educational integrity 

of the study, there was no further communication from their side. This experience highlighted the 

competitive nature of the tourism industry in Northern Norway and the protective approach businesses often 

adopt concerning their strategic information and social media strategies. In the highly competitive tourism 

industry, businesses vigilantly guard their strategic information to maintain a competitive edge, particularly 

in areas like social media strategy. Consequently, companies are cautious about participating in studies or 

academic research, fearing that disclosing their strategy might enable competitors to mimic successful 

practices, diluting their competitive advantages. 

The final sample of 6 participating businesses was diverse, encompassing a range of sizes from small (2-10 

employees) to medium (11-50 employees) and medium to large companies (51-200 employees). 

 

 
Table 1 provides an overview of the participants from the interviews, including relevant details like type of 

business, size (the number of employees is collected from the businesses’ social media channels and 

websites), and years in business: 
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Table 1 Overview of Participating Tourism Businesses in Northern Norway 

 
 

Participant 
ID 

Business Type Number of 
Employees 

Years in 
Business 

Remarks 

Business 1 Tourism & Travel 
Services 

51-200 4 (Est. 2019) A new but rapidly 
growing company 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
According to the NHO 2024 report, small and medium-sized businesses (SMBs) are defined as enterprises 

with fewer than 100 employees in Norway. So, in my selection of companies, 2-10 employees are small 

businesses, 11-50 employees are small to medium businesses, and 51-200 employees are medium to large 

companies. 

Business 1, a medium to large-sized enterprise located in Tromsø, Northern Norway, was selected as a 

participant for this study due to its robust engagement with the tourism market since its establishment in 

2019. As a relatively new company, it has quickly grown to employ between 51 and 200 individuals, 

reflecting its dynamic entry and rapid expansion within the tourism industry. Not only that, the selection of 

Business 1 was based on its comprehensive use of digital marketing strategies and its significant role within 

the regional tourism landscape, including domestic and international outreach. This business represents a 

key market segment that leverages innovative approaches to capture and engage a diverse audience. The 

company's rapid growth and adoption of advanced marketing techniques provide a valuable perspective on 

how modern tourism enterprises in Northern Norway respond to the evolving demands of global tourism. 

Incorporating Business 1 into this study offers an opportunity to explore how new companies in established 

tourism regions utilize social media and other digital tools to carve out market space and influence the 

tourism industry. Their experiences and strategies are critical for understanding the intersection of 

Business 2 Tourism & Travel 
Services 

11-50 Not specified Diverse services in tourism 

Business 3 Outdoor Adventure 
& Tourism 

11-50 Not specified Seasonal operations 

Business 4 Tourism Marketing 11-50 15+ (Since 
around 2009) 

Well-established in region 

Business 5 Startup Tourism 
Company 

2-10 Under one 
year 

Recently launched, in 
early growth phase 

Business 6 Specialty Tourism 
Services 

2-10 Not specified Small, focused on 
a niche market 
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entrepreneurship, technology, and tourism in a competitive environment. The insights derived from Business 

1 will contribute to a broader understanding of the digital and operational dynamics shaping social media 

usage in the tourism sector in Northern Norway. 

Selecting Business 2 for this study is strategic as it offers a critical view into how small to medium-sized 

enterprises in Tromsø use digital marketing strategies to navigate and succeed in the competitive tourism 

industry of Northern Norway. As a company with 11-50 employees, it exemplifies a small to medium-size 

enterprise active in utilizing social media for tourism marketing. Established as a critical player in the local 

market, Business 2 leverages digital platforms to enhance visitor engagement and promote regional 

attractions. Including Business 2 in this study provides insights into the effective use of social media 

strategies by mid-sized tourism companies. This perspective is essential for understanding how such 

businesses adapt to and thrive in a competitive digital marketing environment, aligning with the study's aim 

to examine social media’s impact on tourism development in Northern Norway. Their practices and 

outcomes will help illustrate broader trends and strategies in the region’s tourism sector. 

During my research, I selected Business 3, a company in Tromsø, Northern Norway, specializing in outdoor 

adventure and tourism. This business employs between 11 and 50 individuals and is actively leveraging 

social media to market its unique outdoor experiences. Their approach to digital marketing and the nature 

of their services makes them particularly relevant participants in this study. I chose Business 3 because it 

represents a vital segment of Tromsø’s tourism sector that focuses on experiential and adventure tourism. 

The company's use of social media to communicate the allure of Northern Norway’s landscapes and its sled 

dog-themed promotions provides invaluable data on how such businesses utilize digital tools to enhance 

customer engagement and promote local tourism. My interactions with the social media manager at Business 

3 helped me understand how enterprises like this size integrate social media strategies into their marketing 

efforts and how these strategies impact their business performance. 

I included Business 4, a tourism marketing company based in Tromsø, Northern Norway, in my research 

due to its distinct approach to social media marketing, which sets it apart from other businesses I 

interviewed. Employing between 11 and 50 staff, Business 4 has been operating since 2009, focusing 

primarily on promoting the seasonal attractiveness of Tromsø beyond the popular winter season. Our 

discussions showed that Business 4 strongly emphasizes diversifying the promotional content throughout 

the year, particularly highlighting the summer and autumn seasons. This strategy is critical as it addresses a 

gap in the market where the summer season, despite its tourist influx, is less promoted compared to winter. 

This unique approach to year-round promotion provides valuable insights into effective seasonal marketing 

strategies in a region predominantly recognized for winter tourism. The selection of Business 4 enriches the 

study by illustrating how established companies with a significant local presence adapt their strategies to 
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shift tourist perceptions and extend the appeal beyond the peak season. This understanding contributes to 

understanding the broader implications of social media use in Northern Norway tourism. 

In my exploration of the impacts of social media on tourism marketing in Northern Norway, I engaged with 

Business 5, a startup tourism company with 2-10 employees, established recently and still in its formative 

months. My decision to include this company was driven by its unique position as a developing enterprise 

navigating the competitive tourism landscape of Tromsø, mainly focusing on how it leverages social media 

to establish its presence and attract tourists. Business 5’s approach to social media is particularly insightful 

as it reflects the challenges and strategies of startup businesses in utilizing digital platforms for market 

penetration and brand establishment. Despite their limited resources and the small scale of their operations, 

their strategic use of social media has been crucial in their efforts to connect with a broader audience and 

carve out a market niche in the bustling tourism sector of Tromsø. This company provided a fresh 

perspective on the agility and innovative approaches small startups employ to make significant impacts 

through social media, making them a valuable addition to this study. Their experiences offer a direct view 

into the potential and challenges of using digital marketing strategies effectively within a highly competitive 

tourism environment. 

During my data collection, I engaged with the manager of Business 6, a micro specialty tourism service with 

2-10 employees in Tromsø, Northern Norway. Despite its small size, this business stands out due to its 

focused approach to effectively leveraging social media to cater to a niche market. This business is managed 

by the same individual responsible for Business 2, providing a unique perspective on handling social media 

strategies across different scales of operation within the exact geographic location. I selected Business 6 for 

its distinct approach to social media, emphasizing quality engagement over quantity. The manager's dual 

role in managing both a medium and a micro-sized business offered valuable insights into how strategies 

are adapted to suit different business sizes and resource availabilities. This understanding was particularly 

evident in their strategic choice to prioritize specific social platforms over others to maximize impact without 

overextending their limited resources. Including Business 6 in this study enriches our understanding of how 

small tourism businesses carve out specific market segments using tailored social media strategies. Their 

experiences are crucial for my thesis, which seeks to explore the efficacy of social media across varying 

business scales in the competitive tourism sector of Northern Norway. 

So, the participant selection and sampling process for this study was meticulously designed to capture a 

comprehensive range of insights into the use of social media within the tourism sector in Tromsø, Northern 

Norway. By engaging with diverse businesses—from medium to large-scale enterprises to small startups— 

each with unique operational scales and strategic approaches, this research is positioned to provide a deep 

understanding of how different types of tourism companies utilize social media to enhance their marketing 
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efforts. The purposive sampling method ensured that the selected participants could offer valuable 

perspectives on the integration and impact of digital marketing strategies in their respective tourism industry 

segments. This approach aligns with the study’s objectives and enriches the findings, offering a nuanced 

exploration of digital marketing practices across the varied landscape of Tromsø's tourism sector. 

 
3.4 Data Collection Methods 

 
In this study, I collected data through semi-structured interviews, allowing for an in-depth exploration of 

social media strategies in the tourism sector. Before each interview, I conducted preliminary research on 

each business to tailor my questions more effectively and understand the context in which these strategies 

were implemented. This pre-interview preparation was crucial for facilitating a more informed and fluid 

dialogue during the interviews. I conducted a total of six interviews, four of which were in-person and two 

online, based on the availability and preference of the participants. These interviews were initially planned 

to last for 60 minutes but often extended beyond this due to the engaging nature of the discussions, especially 

as many participants were eager to share detailed insights about their social media marketing strategies and 

experiences, reflecting our shared professional interests in the field. Each interview session was recorded 

using my phone to ensure data handling and analysis accuracy. I also took detailed notes during our 

conversations, mainly focusing on key points about what strategies were prioritized and which were not. 

This method of recording and note-taking was instrumental in the later stages of data analysis, allowing me 

to dissect and prioritize the information according to its relevance and impact on their strategic outcomes. 

The interview questions, as included in Appendix C of the thesis, covered various aspects, from the specific 

social media platforms used by the companies to their content creation processes and the effectiveness of 

these strategies in engaging tourists. These questions were designed to uncover the practical 

implementations and the strategic thinking behind their social media use, providing a comprehensive 

understanding of its role in attracting tourists to Northern Norway. To gain a detailed knowledge of social 

media strategies in Northern Norway's tourism sector, I designed my interviews around seven focused areas, 

incorporating specific questions that would elicit deep insights: 

1. Background and Strategy: I started by asking about each interviewee's role within their company and 

their experience with social media to set the context. Key questions included, "What is your position in the 

company?" and "Can you describe the role of social media in your company's overall marketing strategy?" 

These questions helped me understand the role and tenure of each interviewee within their company, how 

integral social media was to their marketing efforts, and how these strategies evolved to target tourists, 

specifically in Northern Norway. 

2. Platform Specifics: To understand the choice and effectiveness of different platforms, I asked, 
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"Which social media platforms does your company prioritize for tourism marketing?" and "How do you 

align your choice of social media platforms with the preferences of your target tourist demographic?" This 

provided insight into the strategic selection of platforms based on demographic targeting and marketing 

goals. Content Development: I explored content strategies by asking, "What kind of visual content (photos, 

videos, etc.) do you find most effective in attracting tourists and why?" and "How do you incorporate 

storytelling or narrative elements into your social media content to make it more appealing to potential 

tourists?" These questions aimed to uncover the types of content that resonate best with their audience and 

the creative processes behind them. 

3. Engagement and Interaction: To gauge engagement strategies, I inquired, "Can you provide 

examples of successful social media campaigns or interactions that significantly boosted tourist interest or 

engagement?" and "How do you personalize interactions with potential tourists on social media to enhance 

their engagement?" These discussions revealed how businesses measure and enhance the impact of their 

social media initiatives. 

4. Challenges and Adaptation: Understanding the challenges was crucial, so I asked, "What are some 

of the main struggles and challenges you face in using social media for tourism marketing?" and "How has 

your social media strategy adapted to the changing digital landscape and tourist expectations?" This helped 

me identify common obstacles and adaptive strategies employed by these businesses. 

5. Training and Operational Insights: I delved into operational aspects by asking, "How is your team 

trained in social media management?" and "What additional skills or developments do you believe are 

necessary to enhance your social media strategy effectively?" These questions aimed to understand the 

training processes and perceived gaps that could influence future training programs. 

6. Future Trends and Insights: Lastly, to capture forward-looking insights, I asked, "What future trends 

in social media marketing do you think are most relevant for the tourism industry in Northern Norway?" 

This allowed interviewees to share their predictions and insights into how social media might evolve in the 

context of tourism marketing. 

While I initially aimed to follow the interview questions' chronological order, the conversation flow 

sometimes led to deviations. For example, discussions could spontaneously shift, leading to later questions 

being addressed earlier as participants elaborated on their responses or preemptively touched on topics 

scheduled for later discussion. Interestingly, after my first interview, I discovered the relevance of artificial 

intelligence in social media strategies. This led me to incorporate new questions in subsequent interviews 

about the use of artificial intelligence in tourism marketing, its perceived benefits, and ethical considerations, 

thus enriching the dialogue and expanding the scope of the research. 
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3.5 Data Analysis 
 
Analyzing data is an essential part of doing effective qualitative research. Qualitative research is often called 

a tool because it can understand, explain, and analyze people's experiences and perceptions, essential for 

finding meaning in certain situations. (Maguire & Delahunt, 2017) Data analysis was also a critical 

component of my study and directly informed the findings. To begin, I transcribed the interview recordings 

verbatim using AI transcription software, which captured every detail of the discussions. This initial step 

was crucial for ensuring that the interviews' representations were accurate and comprehensive, capturing the 

nuances and subtleties of the participants' responses. To ensure these AI-generated transcripts' integrity, I 

manually reviewed each one by listening to the recordings and matching them to the text. This verification 

process helped minimize any potential errors or discrepancies, thus providing a solid foundation for the 

deeper analysis that followed. Through this meticulous approach, I maintained the fidelity of the original 

spoken words, enabling a more precise interpretation of the data and laying a robust groundwork for the 

subsequent thematic analysis. 

Following transcription, I employed thematic analysis to examine the data systematically. “A theme captures 

something important about the data about the research question and represents some level of patterned 

response or meaning within the data set.” (Braun & Clarke, 2006, p.10). They also state that thematic 

analysis is a widely recognized method in qualitative research, valued for its ability to identify, analyze, and 

report patterns or themes within data. According to Maguire and Delahunt (2017), this method is particularly 

beneficial as an introductory tool for qualitative research because it equips researchers with fundamental 

skills applicable across various types of data analysis. Unlike many qualitative methodologies, thematic 

analysis is not constrained by specific epistemological or theoretical perspectives, making it exceptionally 

versatile and adaptable across different fields of study, including education and teaching. This flexibility is 

advantageous given the varied nature of research topics in these areas. A thematic analysis aims to unearth 

significant or intriguing themes that emerge from the data, going beyond mere data summarization. The 

practical thematic analysis involves interpreting and making sense of the data, not only mere summarizing, 

which allows researchers to contribute meaningful insights into the discussed issues. (Maguire and 

Delahunt, 2017) 

I used Braun and Clarke’s (2006) six-phase framework for the thematic analysis of my collected data. This 

method involved a detailed process, as seen in Table 2. 
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Table 2 Braun & Clarke’s (2006) six-phase structure for doing a thematic analysis. 
 

Stage Description 

1 Familiarize yourself with the data. 

2 Generate initial codes 

3 Search for themes 

4 Review potential themes 

5 Define and name themes. 

6 Produce the report 

 
 
Familiarize myself with data: I familiarized myself with the data in the first step. I immersed myself in the 

data by reading the interview transcripts multiple times. This allowed me to understand the content and 

context comprehensively, noting initial impressions and potential patterns that emerged from the 

participants' discussions about their social media strategies in Northern Norway. 

Generate Initial Codes: As I delved into the data, I began the coding process by carefully identifying key 

phrases and sentences that illustrated broader concepts relevant to social media strategies in tourism. To 

effectively label the data, I searched for explicit and subtle references to specific tactics, platforms, and 

outcomes the interviewees discussed. This approach ensured that every strategic detail, whether directly 

stated or implied, was captured and accurately categorized for analysis. I created descriptive labels for each 

identified segment that briefly summarized the underlying concept. For example, if a participant mentioned 

using Instagram to engage tourists through visual storytelling, I might label this segment "Visual Storytelling 

- Instagram - Youth Engagement." This label encapsulates the strategy (visual storytelling), the platform 

(Instagram), and the target demographic (youth). I maintained a coding log where I defined each label and 

recorded its associated text segments. This log served as a reference to ensure consistency in applying labels 

throughout the coding process and helped clarify ambiguous segments. This meticulous labeling approach 

ensured that each data piece was accurately categorized, facilitating a more structured and comprehensive 

analysis in the subsequent stages of thematic exploration. 

Search for Themes: After coding the data, I organized these initial codes into potential themes by grouping 

similar codes into clusters that represented broader patterns within the data. For example, all codes relating 

to various content creation methods were combined into a single theme to encapsulate overarching content 

management strategies. During this process, I specifically looked for recurring themes, emerging strategies, 

unique ideas, and tactics that were either outdated or had been recently updated, ensuring that each theme 

accurately reflected the dynamic nature of social media strategy in tourism. 
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Review Potential Themes: I then reviewed these themes to ensure they were coherent, consistent, and 

representative of the data set. This involved critically examining each theme to verify that it was well- 

supported by the data and clearly distinguished from other themes to prevent overlap. I also assessed whether 

the themes covered all aspects of the data, ensuring no significant insights were overlooked. This rigorous 

review helped refine the themes, making them more precise and meaningful for a comprehensive 

understanding of the social media strategies employed by tourism companies. 

Define and Name Themes: Once I had established the themes, I took the essential step of explicitly defining 

and naming each one. This task was critical to ensure that each theme was precisely articulated in terms of 

its core elements and its significance to social media strategies in tourism. Each theme was defined in a way 

that highlighted its essence and demonstrated how it emerged from the data. This careful definition helped 

avoid ambiguity and ensured that anyone reviewing my findings could easily understand and apply the 

themes. 

Produce the Report: I synthesized the findings into a comprehensive report after finalizing the themes. This 

phase involved crafting a detailed narrative that presented the data supporting each theme and explored the 

implications of these findings within the broader context of social media utilization in the Northern 

Norwegian tourism industry. I structured the report to present the analysis systematically, ensuring it was 

accessible and engaging for the intended audience. This systematic presentation aimed to communicate the 

insights effectively, highlighting the practical relevance of the thematic findings to current and future social 

media strategies in tourism. 

 
3.6 Declaration of Generative AI and AI-assisted Technologies 
in the Writing Process 

While preparing this work, I utilized ChatGPT to enhance readability and refine the language. Additionally, 

I employed AI-assisted technologies for creating tables, checking grammar and spelling, styling, translating 

languages, and aligning references throughout the paper. These tools were instrumental in ensuring that the 

final document was polished and adhered to academic standards. After employing these AI tools, I 

meticulously reviewed and edited the content as necessary, taking full responsibility for the publication's 

content. In utilizing these technologies, I ensured compliance with the guidelines set by UiT The Arctic 

University of Norway regarding the use of AI in academic work, as detailed in their article on exam 

assessment rules (UiT The Arctic University of Norway, 2023). This adherence underscores my commitment 

to maintaining the integrity and quality of my research while responsibly using advanced technologies. 
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Chapter 4: Findings & Discussion 

4.1 Overview 
 
This chapter synthesizes findings from semi-structured interviews I have conducted with social media 

managers from six tourism companies located in Tromsø. Discussing the findings, I explore the role of social 

media in enhancing tourist experiences in Northern Norway, focusing on how social media managers 

employ digital platforms to captivate potential visitors with targeted information. The interviews I have done 

go into the complexities of how social media is used to increase exposure and attract tourists, discussing 

strategic platform use, content production, and the challenges of adequately utilizing these digital tools in 

marketing. Participants from diverse companies, ranging from large established operators to small family- 

run ventures, provided insights into their strategies on social media. These discussions uncovered common 

themes and variations in approach, shedding light on the opportunities and challenges specific to social 

media marketing in Northern Norway's tourism sector. The interviews highlighted the critical role of social 

media in marketing strategies that cater uniquely to the aesthetic and cultural allure of Northern Norway— 

a region renowned for its pristine natural environments and distinctive cultural heritage. (Facts about 

Northern Norway, 2021) 

The collected data offers a wealth of information on the practical applications of social media strategies, the 

ethical considerations in digital marketing within the tourism industry, and the effectiveness of these efforts 

in engaging potential tourists. This overview sets the foundation for a deeper discussion of specific interview 

themes, illustrating the dynamic interplay between social media practices and tourism marketing. The 

chapter critically evaluates the strategic use of social media, the challenges encountered, and the emerging 

trends within the tourism sector, focusing on Northern Norway. It also seeks to identify practical 

implications for tourism marketers, offering actionable insights and recommendations to enhance the 

efficacy of social media marketing in drawing tourists and promoting sustainable tourism practices. 

By integrating empirical data from interviews with the theoretical frameworks reviewed in earlier literature, 

this discussion enriches our understanding of digital marketing strategies within the tourism industry. It also 

highlights the unique challenges and opportunities that tourism operators in Northern Norway face, paving 

the way for ongoing exploration and innovation in this field. This comprehensive approach connects 

empirical findings with established theories and underscores the significant contributions to the academic 

and practical aspects of tourism marketing. 
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4.2 Social Media Strategies 
 
The exploration of social media strategies employed by tourism businesses in Northern Norway reveals a 

multifaceted approach to digital marketing, each tailored to the specific needs and resources of the company. 

The interviews conducted with social media managers from six distinct tourism businesses offer a rich 

insight into the practical application and strategic management of social media within the region. 

Business 1, a medium to large-sized company, emphasizes strategically using visually compelling content 

to attract tourists. The social media manager highlighted the importance of "capturing the stunning 

landscapes of Northern Norway," which is crucial in attracting international tourists drawn to scenic 

photography and narratives about unique regional attractions. 

Business 2 and Business 6, managed by the same individual, showcase a unique approach due to their dual 

management. The manager noted, "We use targeted Facebook ads to reach specific demographics interested 

in our niche tourism offerings." This indicates a more analytical approach, utilizing data-driven strategies to 

maximize the impact of their campaigns. 

Business 3 focuses on community engagement and customer interaction. The manager stated, "Engaging 

with our followers through regular updates and interactive posts has significantly increased our booking 

rates." This strategy highlights the importance of building a community around the brand, which enhances 

brand loyalty and directly contributes to increased business. 

Business 4 implements a combination of storytelling and promotion of local culture. "We integrate stories 

from local guides and residents to make our social media feeds more engaging and personal," the manager 

explained. This strategy markets tourism services and promotes local heritage, which appeals to culturally 

curious travelers. 

Business 5, a smaller entity, uses social media to overcome budget constraints. The manager expressed, 

"Despite our small size, strategic use of Instagram stories allows us to compete with bigger players by 

showcasing real-time customer experiences." This shows the power of real-time marketing and the ability 

of small businesses to leverage social media for competitive advantage. 

Each business utilizes social media platforms differently, tailored to their specific market needs and 

operational capacities. Table 3 summarizes the key strategies used by each business: 
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Table 3 Social Media Strategy Highlights  

 
Business Strategy Hiughlights 

Business 1 Visual content to showcase landscapes 

Business 2 Targeted ads on Facebook 

Business 3 Community engagement and customer interaction 

Business 4 Storytelling and promotion of local culture 

Business 5 Real-time marketing through Instagram stories 

Business 6 Targeted ads on Facebook 

 
 
The discussion will delve deeper into how these strategies not only align with the goals of each business but 

also address the broader challenges and opportunities within the tourism sector in Northern Norway. 

 
Visual Content and Landscape Promotion 

 
In my study, I observed that Business 1 effectively utilizes visually compelling content to capitalize on 

Northern Norway’s natural beauty. This approach aligns with the 'Engaging through Visual Storytelling' 

theme I identified during data analysis. By focusing on scenic photography, Business 1 attracts attention on 

platforms like Instagram and resonates deeply with international tourists seeking unique natural experiences. 

Business 1 emphasized, "People want to see an amazing Northern Lights picture once they see an amazing 

Northern Lights picture with crazy swirls or crazy colors." This strategic focus on visual aesthetics not only 

enhances the destination’s appeal but also crafts a distinctive brand identity that stands out in the crowded 

social media landscape. 

Interestingly, Business 4 also highlights the importance of visual content but integrates local cultural 

elements into their imagery. They stated, "By sharing local stories and beautiful landscapes, we offer a 

deeper connection to our culture, which is something tourists are increasingly seeking." While both 

businesses recognize the power of visual storytelling, Business 1 primarily focuses on natural beauty, 

whereas Business 4 combines this with cultural narratives to create a richer, more engaging experience for 

their audience. 
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Data-Driven Targeting 
 
My study revealed that Business 2 and Business 6 employ sophisticated data-driven marketing strategies, 

corresponding to the theme 'Strategic Use of Analytics for Targeted Marketing.' By utilizing targeted 

Facebook ads, these businesses efficiently allocate resources to specific demographic groups likely to be 

interested in their unique tourism offerings. Business 2 noted, "We run targeted campaigns during peak times 

to capture the attention of potential tourists who are more likely to book our tours." They also highlighted 

the value of analytics, stating, "Using data analytics allows us to understand our audience better and tailor 

our messages to their preferences." 

Similarly, Business 5, although smaller in scale, also recognizes the importance of targeted marketing but 

faces challenges in implementation due to limited resources. They mentioned, "Even with limited resources, 

we try to focus our marketing efforts on specific audiences who show interest in our type of activities." This 

comparison shows that while larger businesses can fully leverage data analytics to optimize their marketing 

strategies, smaller businesses must be more selective and strategic in their application of these tools. This 

supports findings by Hudson and Thal (2013), who emphasize the importance of choosing platforms based 

on their ability to effectively reach and engage specific tourist profiles. 

Community Engagement 
 
From my study, I observed that Business 3’s emphasis on community engagement and interaction highlights 

the theme 'Building Community and Brand Loyalty.' This business has successfully increased booking rates 

through active engagement, demonstrating the potential of interactive social media strategies to build a loyal 

customer base. Business 3 noted, "Engaging with our audience on social media creates a sense of trust and 

personal investment, leading to direct bookings." They further added, "Our active engagement fosters a 

community spirit, encouraging repeat visits and word-of-mouth recommendations." 

In contrast, Business 2 and Business 6 also engage their communities but focus more on leveraging analytics 

to drive their engagement strategies. Business 2 stated, "By analyzing engagement metrics, we can tailor 

our interactions to better meet the needs and interests of our audience." This shows a more analytical 

approach to community engagement compared to Business 3’s more organic, relationship-driven strategy. 

Both methods highlight the importance of community engagement but from different operational 

perspectives. 

Cultural Storytelling 
 
In my study, Business 4 integrates local stories and cultural elements into their marketing content, aligning 

with the theme 'Promoting Local Culture and Storytelling.' This strategy enriches the content and serves to 

differentiate the brand in a crowded market. Business 4 mentioned, "We want to create fascination towards 
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the place by providing more information about the area and the historical factors behind it." They also stated, 

"By sharing local stories, we offer insights into our culture, which tourists are increasingly seeking." 

Business 1 also utilizes storytelling but focuses primarily on visual storytelling of natural landscapes. They 

noted, "Our visual content is our primary tool for storytelling, showcasing the natural beauty that attracts 

tourists." The key difference here lies in the emphasis; Business 4 combines cultural elements with natural 

beauty, whereas Business 1 prioritizes natural landscapes to attract their audience. This indicates that while 

both businesses recognize the importance of storytelling, they apply it in ways that best suit their brand 

identities and target audiences. 

Real-time Marketing 
 
My study reveals that Business 5 showcases the effectiveness of real-time marketing, which is associated 

with the theme 'Leveraging Real-Time Content for Competitive Advantage.' Despite its smaller size, 

Business 5’s strategic use of Instagram stories allows it to remain competitive by offering immediate, 

engaging content that captures the dynamism of tourist experiences as they happen. Business 5 emphasized, 

"Our Instagram stories help us stay relevant and engage with our audience in real-time." They further noted, 

"Maintaining an active social media presence through real-time updates is crucial for our competitiveness." 

Similarly, Business 3 also values real-time engagement but focuses more on fostering a sense of community. 

They stated, "Real-time interactions on social media help us build a closer relationship with our customers, 

making them feel more connected to our brand." This comparison highlights that while both businesses see 

the value in real-time marketing, Business 5 uses it to stay competitive, whereas Business 3 uses it to deepen 

customer relationships. 

 
Aligning Social Media and Marketing Objectives 

 
From my study, I found that integrating social media strategies with broader tourism marketing goals is 

crucial. Social media is strategically utilized as a promotional tool and a platform to engage with potential 

tourists, enhance brand visibility, and influence travel decisions. Business 4 highlighted, "Our social media 

activities are directly linked to our broader marketing objectives, aiming to create a cohesive brand image 

that resonates with our target demographics." They also mentioned, "We integrate our social media efforts 

with our overall marketing strategy to ensure consistency and reinforce our brand message." 

In line with this, Business 2 emphasized the strategic role of social media in their marketing efforts. They 

noted, "Our social media strategy is designed to complement our other marketing activities, creating a 

unified approach to reaching our audience." This integration supports Kaplan and Haenlein's (2010) 

advocacy for integrating social media into traditional marketing strategies to enhance consumer 
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communication and engagement. 

 
The Role of Content Strategy 
 

In my study, I emphasized that content strategy is central to aligning social media efforts with marketing 

goals. The findings show that authenticity and engagement are vital to creating meaningful and relatable 

content that attracts attention and fosters a connection with the audience. Business 5 remarked, "Quality 

over quantity is crucial, especially when the capacity to follow up on quantity is limited." They elaborated, 

"Authenticity in our posts helps us connect with our audience on a deeper level, which is essential for 

building long-term relationships." 

Similarly, Business 1 stressed the importance of high-quality content, noting, "We aim to create visually 

stunning content that not only captures attention but also tells a story." The emphasis on quality and 

authenticity underscores the role of a well-crafted content strategy in achieving marketing goals. This 

supports Muntinga et al. (2011), who note the importance of content engagement in driving emotional and 

behavioral responses from consumers, thereby supporting marketing objectives such as brand loyalty and 

customer retention. 

 
 
 

 
Challenges in Strategy Implementation 

 
From my study, I identified several challenges in implementing social media strategies effectively, such as 

resource limitations and the need for continuous adaptation to algorithm changes. These challenges reflect 

broader issues within digital marketing and can hinder the seamless integration of social media into 

marketing strategies. Business 2 mentioned, "Competing with larger companies is challenging due to budget 

constraints and the saturation of common keywords." They also noted, "We constantly need to adapt to 

changes in social media algorithms, which requires time and expertise." 

Business 5 shared similar sentiments but highlighted the additional challenge of resource limitations. They 

remarked, "With our smaller team, it is hard to keep up with the rapid changes in social media trends and 

algorithms." Overcoming these challenges often requires creative content solutions and a robust 

understanding of digital analytics to optimize engagement and reach, as suggested by Chaffey and Ellis- 

Chadwick (2019). 

From my study, I found that strategic integration of social media with marketing goals is essential for 

maximizing the impact of digital marketing efforts in the tourism sector. By aligning social media activities 

with the overall marketing strategy and addressing the challenges inherent in digital marketing, tourism 
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companies can enhance their ability to attract and engage tourists, achieving their marketing and business 

objectives more effectiv. This discussion underscores the importance of a nuanced approach to social 

media marketing that considers the unique strengths and challenges of each business, ultimately contributing 

to the sustainable growth of the tourism sector in Northern Norway. 

 
4.3 Content Creation and Curation 

 
In my study, I identified various strategies employed by six businesses in Northern Norway to create and 

curate content for their social media platforms. The findings, summarized in Table 4, revealed that 

businesses use a mix of user-generated content, professional photography, and real-time updates to engage 

their audience. Key themes include the importance of authenticity, leveraging local culture, using analytics 

to guide content strategies, and addressing challenges in content management. 

Business 1: This business, which operates in the Northern Norway tourism sector, places a significant 

emphasis on professional photography. They mainly focus on capturing the stunning natural landscapes of 

the region, including the Northern Lights, fjords, and snow-covered mountains. The objective is to highlight 

the unparalleled beauty of Northern Norway to attract tourists. By employing professional photographers, 

Business 1 ensures that the quality of their visual content is high, which is crucial for creating a strong visual 

appeal on platforms like Instagram. They believe that showcasing the natural beauty of the area can draw in 

tourists who are looking for unique and picturesque travel destinations. 

Business 2: This business adopts a data-driven approach to content creation. They leverage analytics to 

understand what types of content resonate most with their audience. Frequently, they post user-generated 

content, which involves sharing photos and stories from tourists who have visited Tromsø. This strategy not 

only builds trust and authenticity but also engages the audience by showcasing real experiences. Business 2 

believes that by analyzing engagement metrics, they can tailor their content more effectively, ensuring it 

meets the preferences and interests of their target demographic. 

Business 3: Focused heavily on community engagement, this business curates content that features stories 

and photos from their customers. By highlighting the experiences of their visitors, Business 3 fosters a sense 

of community and loyalty among their audience. They actively encourage customers to share their 

experiences on social media, which the business then reposts. This approach not only builds a strong 

community but also serves as a powerful marketing tool through word-of-mouth recommendations and 

repeat visits.. 

Business 4: This business integrates local cultural elements into its content, providing a unique and authentic 

view of Northern Norway’s heritage. They share stories about local traditions, history, and cultural events, 

which helps to differentiate their brand in a crowded market. By offering insights into the local way of life, 
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Business 4 attracts tourists who are interested in experiencing authentic cultural exchanges. This strategy 

not only enriches their content but also appeals to travelers seeking meaningful and educational experiences. 

Business 5: Known for its dynamic use of real-time content, this business relies heavily on Instagram stories 

and similar features to capture the experiences of tourists as they happen. They believe that real-time updates 

are crucial for engaging their audience and showcasing the excitement and spontaneity of travel. This 

approach helps Business 5 to remain competitive by providing fresh and engaging content that reflects the 

live experiences of tourists. They focus on immediate, visually appealing content that can quickly attract 

and retain the attention of viewers. 

Business 6: Managed by the same person as Business 2, this business also uses a data-driven approach but 

tailors its content to the specific audience of its second business. They analyze engagement data to create 

content that resonates with their followers, frequently incorporating user-generated content similar to 

Business 2. However, Business 6 adjusts its strategy to align with the unique interests and preferences of its 

distinct audience. This nuanced approach allows them to engage effectively with different demographic 

segments, ensuring that their content remains relevant and appealing. 

 
 
This table provides a summary of content types and strategies for businesses to fulfill the goal. 
 
 

 
Table 4 Summary of Content Creation and Curation Strategies 

 
Business Content Type Key Strategies Main Goals 
1 Professional 

Photography 
Focus on natural landscapes Enhance visual appeal, 

attract tourists 

2 User-Generated Content Data-driven posts, leverage user content Build trust, engage 
audience 

3 Community Stories Feature customer stories and photos Foster community, 
increase loyalty 

4 Cultural Content Integrate local cultural elements Provide authenticity, 
differentiate brand 

5 Real-Time Updates Use of Instagram stories Capture dynamic tourist 
experiences 

6 User-Generated Content Data-driven posts, leverage user content Build trust, engage 
audience 
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Authenticity and Accuracy 
 
From my study, it is evident that authenticity and accuracy are paramount in these businesses' content 

creation strategies. Business 1’s use of professional photography to capture the natural beauty of Northern 

Norway ensures that its visual content is both stunning and true to life. They stated, "We aim to create 

visually stunning content that not only captures attention but also tells a story." This commitment to 

authenticity is crucial in building trust with their audience and enhancing the destination's appeal. 

Similarly, Business 4’s integration of local cultural elements into their content ensures that the stories they 

tell are accurate and reflective of the region’s heritage. They mentioned, "By sharing local stories, we offer 

insights into our culture, which tourists are increasingly seeking." This focus on authenticity helps in 

attracting tourists who are looking for genuine cultural experiences. 

 
Ethical Content Practices 

 
Ethical content practices emerged as a significant theme in my study. Business 2 and Business 6 are 

particularly mindful of the ethical implications of using user-generated content. They ensure that all shared 

content is with the permission of the original creators and give proper credit. Business 2 noted, "We make 

sure to ask for permission and give credit to users when we share their content." This ethical approach is 

essential in maintaining a positive relationship with their audience and upholding the integrity of their brand. 

Business 3 also emphasizes ethical practices by actively engaging with its community and encouraging 

honest feedback and participation. They stated, "Engaging with our audience on social media creates a sense 

of trust and personal investment, leading to direct bookings." Ethical practices in content creation are crucial 

for building long-term relationships with customers and fostering a loyal community. 

 
Dynamic and Engaging Content 

 
Creating dynamic and engaging content is a common strategy among these businesses. Business 5, for 

example, leverages real-time content through Instagram stories to capture the dynamic experiences of 

tourists as they happen. They emphasized, "Our Instagram stories help us stay relevant and engage with our 

audience in real-time." This approach allows them to provide immediate and engaging content that reflects 

the vibrancy of tourist activities. 

Business 3 focuses on featuring customer stories and photos to foster a sense of community. They 

mentioned, "Our active engagement fosters a community spirit, encouraging repeat visits and word-of- 

mouth recommendations." By keeping their content fresh and interactive, these businesses maintain high 

levels of audience interest and engagement. 
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Challenges in Content Management 

 
From my study, it is clear that challenges in content management are significant for these businesses. 

Business 2 highlighted the difficulty of keeping up with rapid changes in social media algorithms and trends. 

The participant stated, "We constantly need to adapt to changes in social media algorithms, which requires 

time and expertise." Business 5, with its more minor team, echoed this sentiment, noting, "With our smaller 

team, it is hard to keep up with the rapid changes in social media trends and algorithms." Additionally, 

resource limitations can hinder the ability to produce high-quality content consistently. These challenges 

necessitate creative solutions and a robust understanding of digital analytics to optimize engagement and 

reach. 

Overall, the content creation and curation strategies of these businesses reflect a nuanced approach that 

considers the unique strengths and challenges of each business. By focusing on authenticity, ethical 

practices, dynamic content, and addressing management challenges, these businesses effectively engage 

their audience and enhance their brand presence on social media. The strategic use of these approaches 

ensures that the content remains relevant and compelling to the target audience. 

 
4.4 Ethical Considerations and Community Impact 

 
In my study, I identified several ethical considerations and their impact on the community as key factors 

influencing the strategies of businesses in Northern Norway. The findings, summarized in Table 5, revealed 

that businesses emphasize ethical practices in their content creation and community engagement to build 

trust and foster a positive relationship with their audience. Key themes include the importance of 

transparency, respect for local culture, and the promotion of sustainable tourism. 

Business 1: Focuses on maintaining transparency and accuracy in their content to build trust with their 

audience. They avoid exaggerated claims and ensure that their visual content accurately represents the 

natural beauty of Northern Norway. Business 2 emphasizes the ethical use of user-generated content by 

seeking permission and giving credit to the original creators. They also focus on promoting responsible 

tourism practices to their audience. 

Business 3: Actively engages with the local community by featuring their stories and respecting their 

contributions. They prioritize creating a sense of belonging and community among their audience and 

residents. 

Business 4: Ensures that their content respects and promotes local culture. They work closely with local 

communities to share authentic stories and traditions, enhancing cultural appreciation among tourists. 
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Business 5: Promotes sustainable tourism practices through real-time content that highlights eco-friendly 

activities and responsible travel behaviors. They also engage with their audience to raise awareness about 

environmental conservation. 

Business 6: Similar to Business 2, it focuses on ethical content practices by using user-generated content 

responsibly. They also promote community involvement by highlighting local initiatives and encouraging 

tourists to engage with the community respectfully. 

The table here illustrates how different businesses take into consideration their ethical grounds. 
 
Table 5 Ethical Considerations and Community Impact Strategies 

 
Business Ethical Considerations Community Impact Strategies Main Goals 

1 Transparency, accuracy Accurate representation 
of natural beauty 

Build trust, 
attract tourists 

2 Ethical use of user- 
generated content 

Promote responsible tourism Build trust, 
engage audience 

3 Community engagement, 
respect 

Feature local stories, foster sense of 
community 

Increase loyalty, 
enhance community 

4 Respect for local culture Share authentic stories 
and traditions 

Cultural appreciation, 
differentiate brand 

5 Sustainable tourism 
promotion 

Highlight eco-friendly activities, 
responsible travel 

Raise awareness, attract eco- 
conscious tourists 

6 Ethical use of user- 
generated content 

Highlight local initiatives, 
community involvement 

Build trust, 
engage audience 

 

 
Transparency and Accuracy 

 
From my study, it is evident that transparency and accuracy are crucial ethical considerations for these 

businesses. Business 1 focuses on maintaining transparency and accuracy in its content to build trust with 

its audience. They stated, "We avoid exaggerated claims and ensure that our visual content accurately 

represents the natural beauty of Northern Norway." This approach is essential for building a reliable and 

trustworthy brand image, which attracts tourists who value honesty and authenticity. Similarly, Business 2 

emphasizes the ethical use of user-generated content by seeking permission and giving credit to the original 

creators. They noted, "We make sure to ask for permission and give credit to users when we share their 

content." This practice not only respects the rights of content creators but also fosters a sense of trust and 

authenticity with their audience. 
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Respect for Local Culture 

 
Respect for local culture is another significant ethical consideration identified in my study. Business 4 

ensures that its content respects and promotes local culture. They mentioned, "We work closely with local 

communities to share authentic stories and traditions." This strategy not only enriches their content but also 

enhances cultural appreciation among tourists. By promoting local culture, Business 4 helps preserve and 

celebrate the heritage of Northern Norway, which differentiates its brand in a crowded market. Business 3 

also emphasizes respect for local culture by actively engaging with the community and featuring their 

stories. They stated, "We prioritize creating a sense of belonging and community among our audience and 

residents." This approach fosters a strong connection between the business and the local community, 

enhancing loyalty and mutual respect. 

Goodwin (2011) says taking responsibility for tourism is a vital necessity for realizing sustainable tourism 

globally. It is a hugely important challenge to those who organize and sell travel and tourism, as well as 

those who consume it. 

 
Promotion of Sustainable Tourism 

 
The promotion of sustainable tourism practices is a crucial theme in my study. Business 5, for example, uses 

real-time content to highlight eco-friendly activities and responsible travel behaviors. They emphasized, 

"We promote sustainable tourism practices through our content to raise awareness about environmental 

conservation." This strategy attracts eco-conscious tourists who value sustainable travel options and 

encourages responsible tourism behaviors. This is supported by Font, Garay, and Jones (2016), who discuss 

the importance of ethical marketing in building sustainable tourism practices that respect both the 

environment and local cultures. From my findings, Business 2 also focuses on promoting responsible 

tourism practices to their audience. They noted, "We encourage our audience to engage in responsible 

tourism practices to preserve the natural beauty of Northern Norway." This approach not only benefits the 

environment but also enhances the overall tourist experience by promoting sustainable and respectful travel 

behaviors. 

 
Community Engagement and Impact 

 
Community engagement is a critical factor in these businesses' content strategies. Business 3, for example, 

actively engages with the local community by featuring their stories and respecting their contributions. They 

stated, "Engaging with our audience on social media creates a sense of trust and personal investment, leading 

to direct bookings." This strategy fosters a sense of community and loyalty among their audience and 

residents. Business 6 also promotes community involvement by highlighting local initiatives and 
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encouraging tourists to engage with the community respectfully. They noted, "We highlight local initiatives 

and encourage tourists to participate in community activities." This approach not only supports the local 

community but also enhances the tourist experience by providing opportunities for meaningful interactions. 

Therefore, from my findings, it is clear that the ethical considerations and community impact strategies of 

these businesses reflect a commitment to transparency, cultural respect, sustainable tourism, and community 

engagement. These practices not only build trust and loyalty among their audience but also contribute to the 

preservation and promotion of local culture and the environment. By integrating ethical considerations into 

their content strategies, these businesses effectively enhance their brand image and foster positive 

relationships with both their audience and the local community. 

 
4.5 Challenges in Social Media Marketing 

 
In my study, I identified several challenges faced by businesses in Northern Norway in their social media 

marketing efforts. These challenges, which are summarized in Table 6, vary depending on the size of the 

company, the resources available, and the specific goals of their marketing strategies. Key themes include 

adapting to changing algorithms, managing limited resources, handling user expectations, maintaining 

cultural sensitivity, creating consistent real-time content, and managing negative feedback. 

Business 1: This business faces significant challenges in adapting to the constantly changing algorithms of 

social media platforms like Facebook and Instagram. The root cause of this issue lies in the frequent updates 

and changes to these platforms’ algorithms, which can drastically affect the visibility of posts. Business 1 

emphasized the need for regular updates and ongoing staff training to keep up with these changes. They 

stated, "We find it challenging to maintain our reach due to frequent algorithm changes. Continuous training 

and staying updated with the latest trends is crucial." 

Business 2: Struggles with limited resources, which makes it difficult to maintain a presence on multiple 

social media platforms. The primary challenge here is the allocation of both time and financial resources. 

Business 2 must carefully choose which platforms to prioritize and how to use analytics to optimize their 

resource allocation effectively. They mentioned, "With a limited budget and staff, we focus on platforms 

where we can get the most engagement, using data analytics to guide our decisions." 

Business 3: Finds it challenging to manage user expectations and maintain regular engagement. The root 

cause of this challenge is the high level of interaction and responsiveness expected by users on social media. 

Business 3 has to balance its regular business operations with the demands of social media engagement. 

They focus on transparent communication and consistent engagement to build trust and loyalty. They 

explained, "Our customers expect quick responses and regular updates. We strive for transparency and 

consistent interaction to keep them engaged." 
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Business 4: Faces the challenge of balancing cultural sensitivity in their content. This involves working 

closely with local communities to ensure that their representation is both respectful and authentic. The root 

cause of this challenge is the diverse cultural landscape of Northern Norway, which requires a nuanced 

approach to avoid misrepresentation. Business 4 highlighted, "It is important for us to portray the local 

culture accurately. We collaborate with community members to share authentic stories and traditions." 

Business 5: Experiences difficulties in creating consistent real-time content due to the demands of 

continuous posting. The main issue is the labor-intensive nature of producing and managing real-time 

content. To address this, Business 5 develops content calendars and dedicates staff specifically to manage 

social media activities. They noted, "Keeping our audience engaged with real-time content is challenging. 

We use content calendars and have a dedicated team to manage this." 

Business 6: Handles negative feedback as a significant challenge. This involves dealing with customer 

complaints and negative comments on social media platforms. The root cause here is the public nature of 

social media, where negative feedback can quickly impact the brand's reputation. Business 6 implements 

proactive customer service and timely responses to maintain a positive brand image and build trust. They 

stated, "Negative feedback can be damaging if not handled promptly. We prioritize quick, respectful 

responses to manage our online reputation." 

This table summarizes the challenges and showcases strategies to overcome them. 
 
Table 6 Challenges in Social Media Marketing 

 
Business Challenges Faced Strategies to Overcome Impact on Goals 

1 Adapting to 
changing algorithms 

Regular updates and staff training Maintain visibility 
and engagement 

2 Limited resources Prioritizing key platforms, 
leveraging analytics 

Optimize resource 
allocation, effective 

engagement 
3 Managing user 

expectations 
Transparent communication, 

regular engagement 
Build trust, 

enhance loyalty 

4 Balancing cultural 
sensitivity 

Close collaboration 
with local communities 

Respectful and authentic 
representation 

5 Creating consistent 
real-time content 

Developing content calendars, 
dedicated staff 

Ensure continuous 
audience engagement 

6 Handling negative 
feedback 

Proactive customer service, 
timely responses 

Maintain positive brand 
image, build trust 
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The challenges faced by businesses in Northern Norway in their social media marketing efforts reveal both 

commonalities and unique differences. By analyzing these challenges, we can gain deeper insights into how 

these businesses navigate the complex landscape of social media marketing. 

 
Adapting to Changing Algorithms 

 
Bucher (2018) discusses how algorithm changes can compel digital marketers to modify content formats 

and engagement tactics frequently to maintain visibility and user engagement, and it is a significant 

challenge for Business 1 to adapt to the often changing algorithms of social media platforms. They 

emphasized the need for continuous staff training and staying updated with platform changes. However, the 

way they address it—through ongoing training and updates—highlights their proactive approach. Unlike 

Business 1, other businesses did not mention algorithm changes as a primary concern, indicating that their 

focus might be more on content and engagement rather than technical aspects. 

 
Limited Resources 

 
Business 2 needs more resources, impacting its ability to maintain a presence on multiple social media 

platforms. They prioritize key platforms and leverage analytics to optimize resource allocation. This 

challenge is also echoed by Business 5, which, despite its smaller size, similarly focuses on maximizing the 

efficiency of its limited resources by developing content calendars and dedicating staff to manage social 

media activities. The difference lies in their strategies—Business 2 uses data-driven decision-making, while 

Business 5 emphasizes organized content planning. 

Seasonal Fluctuations in Tourist Interest 
 
Seasonal fluctuations pose another significant challenge, especially in regions like Northern Norway, where 

tourist activities depend highly on the season. Maintaining interest during off-peak seasons requires creative 

and strategic content planning. "Engaging potential tourists during the quieter months requires innovative 

content that highlights lesser-known attractions and experiences available outside the peak season," 

mentioned Business 4. This approach is aligned with findings from Butler (2001), who explores how 

destinations can manage demand throughout the year by promoting seasonal diversity in their attractions 

and activities. 

Managing User Expectations 

Business 3 faces the challenge of managing user expectations and maintaining regular engagement. The 

high level of interaction expected by users requires them to balance their regular business operations with 
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social media demands. They focus on transparent communication and consistent engagement to build trust 

and loyalty. This issue is particularly significant for businesses that rely heavily on direct customer 

interaction through social media, unlike Business 1 and Business 4, which focus more on content accuracy 

and cultural representation, respectively. 

 
Balancing Cultural Sensitivity 

 
Business 4 deals with the challenge of balancing cultural sensitivity in its content. They work closely with 

local communities to ensure respectful and authentic representation. This emphasis on cultural sensitivity is 

unique to Business 4 due to its focus on cultural tourism. While other businesses, such as Business 3, also 

engage with local communities, their primary focus is on fostering a sense of belonging and community 

rather than explicitly addressing cultural sensitivity. 

 
Creating Consistent Real-Time Content 

 
For Business 5, creating consistent real-time content is a significant challenge due to the continuous demand 

for fresh and engaging posts. They address this by developing content calendars and dedicating staff to 

manage social media activities. This approach is shared with Business 2, where resource constraints 

necessitate efficient planning and allocation. However, the emphasis on real-time content is more 

pronounced in Business 5, indicating a strategic focus on immediate engagement. 

 
Handling Negative Feedback 

 
Business 6 faces the challenge of handling negative feedback on social media. The public nature of these 

platforms means that negative comments can quickly affect their brand's reputation. They implement 

proactive customer service and timely responses to manage this. "Negative feedback can be damaging if not 

handled promptly. We prioritize quick, respectful responses to manage our online reputation," they stated. 

This challenge is distinct from the other businesses, as it highlights the reactive aspects of social media 

management, whereas others focus more on proactive content creation and engagement. 

The analysis of these challenges and their approaches provides valuable insights into effective social media 

marketing practices in the tourism sector. By focusing on adaptability, resource optimization, user 

engagement, cultural sensitivity, content consistency, and reputation management, these businesses navigate 

the complex landscape of social media marketing, ultimately enhancing their brand presence and achieving 

their marketing objectives. 



 
65 

4.6 Effectiveness of Social Media Marketing 
 
From my study, I will discuss the effectiveness of social media strategies employed by tourism businesses 

in Northern Norway. These strategies are measured through various methods, highlighting both the 

challenges and successes of leveraging social media for marketing purposes. Table 7 provides a summary 

of how effectiveness is measured in the businesses. 

One of the primary challenges that emerged is the need for more directly linking social media activities to 

tangible outcomes like bookings and revenue increases. Business 2 noted, "While we can observe 

engagement and follower growth, linking these metrics directly to increased visitation or revenue remains 

elusive." This challenge is prevalent across the board, indicating a common struggle among businesses to 

quantify the direct financial impact of their social media efforts. 

To overcome this challenge, businesses rely on a variety of analytics tools. Business 5, for example, uses 

Google Analytics and Facebook Insights to track user interactions and measure the performance of their 

posts. "We rely heavily on analytics tools to track which types of posts generate the most interaction and to 

understand our audience better," they stated. This data-driven approach is echoed by Business 2, which also 

utilizes advanced analytics tools to set clear KPIs and track conversions and sales. The similarity here lies 

in their reliance on analytics to gather actionable insights, although the specific metrics and tools they 

prioritize can differ. 

Engagement metrics, such as likes, comments, shares, and interaction duration, are widely used to measure 

social media effectiveness. Business 4 mentioned, "We measure success by engagement levels. High 

engagement often leads to higher brand awareness and loyalty, indirectly boosting our business." This 

approach is supported by Business 3, which combines customer feedback with repeat visits to assess 

effectiveness. "We look at customer feedback and how often they return, which gives us a good indication 

of our social media impact," they stated. Both businesses value engagement as an indirect measure of 

success, but Business 3 adds an extra layer by incorporating qualitative feedback from customers, 

highlighting a nuanced difference in their measurement approaches. 

Social media's role in enhancing brand awareness and destination image is profoundly recognized. Business 

6 emphasized, "Our social media efforts are as much about building a positive brand image and increasing 

awareness as they are about direct sales." Similarly, Business 4 uses engagement metrics to boost brand 

loyalty and awareness. The primary similarity is the focus on long-term brand building rather than 

immediate sales. At the same time, the difference lies in the emphasis on customer sentiment and feedback 

in Business 6's strategy, which helps refine its image continuously. 
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The table here illustrates how different businesses measure the effectiveness of their social media marketing 

strategies, showcasing a range of metrics and tools employed to achieve their goals. 

 
 
Table 7 Measuring Effectiveness of Social Media Marketing 

 
Business Metrics Used to 

Measure Effectiveness 
Tools and Techniques 

Employed 
Outcomes Achieved 

1 Engagement metrics, 
booking inquiries 

Google Analytics, 
social media insights 

Improved brand visibility, 
indirect financial returns 

2 Conversions, sales Advanced analytics tools, 
KPIs 

Direct measurement of 
financial returns 

3 Customer feedback, 
repeat visits 

Surveys, customer 
interaction tracking 

Enhanced customer loyalty 
and satisfaction 

4 Likes, comments, shares Social media monitoring tools Increased brand awareness 
and loyalty 

5 Real-time interactions Google Analytics, 
Facebook Insights 

Immediate strategy 
adjustments 

6 Customer sentiment, 
feedback 

Sentiment analysis 
tools, reviews 

Positive brand image, 
long-term benefits 

 

 
Measuring ROI 

 
Assessing the return on investment (ROI) from social media marketing is a significant challenge for 

businesses in Northern Norway, with each employing distinct strategies. Business 1 tracks engagement 

metrics such as likes, shares, and comments to measure the success of their social media activities. They 

emphasized, "We find it challenging to link these metrics to sales directly, but high engagement shows we're 

on the right track." This reflects their focus on indirect indicators of success. This reflects findings in 

academic literature, such as Dwyer (2007), who discusses the challenges in directly linking social media 

strategies with concrete financial outcomes due to the intangible nature of some benefits. Again, from my 

findings, Business 2 uses online analytics to measure the impact of its social media efforts; as the manager 

stated, "We use analytics to guide our social media strategies and measure performance." Business 3 relies 

on customer feedback and repeat visits to evaluate its social media ROI. They value qualitative data 

alongside quantitative metrics to understand the impact of their social media efforts. "We listen to what our 

customers say and how often they come back, which tells us a lot about the effectiveness of our social media 

presence," they stated. This approach balances customer satisfaction and loyalty. Business 4 integrates social 
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media performance with broader marketing outcomes, considering the overall lift in brand awareness and 

engagement. They noted, "It's difficult to isolate social media's impact on sales, but we see an overall 

increase in brand interactions, which is promising." This holistic view helps them understand the broader 

effects of their social media efforts. Business 5 uses real-time engagement metrics to assess ROI, focusing 

on immediate interactions with their content. They stated, "Real-time reactions help us see what is working 

instantly, which is crucial for adjusting our strategy on the fly." This immediate feedback loop is essential 

for their dynamic content approach. Business 6 monitors customer sentiment and feedback to refine their 

social media strategies continuously. They mentioned, "We pay close attention to what people are saying 

about us online and use that feedback to improve our campaigns, ensuring we are meeting customer 

expectations." This proactive strategy focuses on maintaining a positive brand image and responding to 

customer needs. 

Despite the differences in their methods, a common theme among these businesses is the need for ongoing 

adaptation and strategy refinement to measure and enhance ROI effectively. From my study, it is clear that 

while companies in Northern Norway face common challenges in social media marketing, their strategies 

to overcome these challenges vary based on their specific contexts and goals. 

 
Utilizing Analytics Tools 

 
To mitigate the challenge of tracking ROI, businesses have turned to analytics tools. Business 5 relies on 

tools like Google Analytics and Facebook Insights to track user interactions and adjust their strategies in 

real-time. "We rely heavily on analytics tools to track which types of posts generate the most interaction and 

to understand our audience better," they stated. This approach is shared by Business 2, which also uses 

analytics to guide its social media strategies, although its focus is more on setting clear KPIs for better 

performance measurement. The similarity between these businesses is their reliance on data-driven 

decisions to optimize their social media strategies. However, the degree of emphasis on specific metrics and 

tools marks a point of difference. While Business 5 prioritizes real-time adjustments, Business 2 is more 

focused on overall strategic alignment through KPIs. 

 
Engagement as a Metric of Success 

 
Engagement metrics such as likes, comments, shares, and interaction duration are crucial for many 

businesses. Business 4 noted, "We measure success by engagement levels. High engagement often leads to 

higher brand awareness and loyalty, indirectly boosting our business." This sentiment is echoed by Business 

3, which combines customer feedback and repeat visits to assess effectiveness. "We look at customer 

feedback and how often they return, which gives us a good indication of our social media impact," they 
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stated. Both businesses value engagement metrics as indirect indicators of success, showing a shared 

understanding of the importance of building a relationship with the audience. The difference lies in the 

additional metrics used by Business 3, incorporating qualitative data from customer interactions. 

 
Impact on Brand Awareness and Image 

 
Social media’s role in enhancing brand awareness and destination image is profoundly recognized. Business 

6 emphasized that their efforts are geared towards building a positive brand image, stating, "Our social 

media efforts are as much about building a positive brand image and increasing awareness as they are about 

direct sales." This approach is similar to Business 4's strategy of using engagement to boost brand loyalty 

and awareness. The primary similarity is the focus on long-term brand building rather than immediate sales. 

However, Business 6 places a slightly greater emphasis on direct customer feedback to refine its image 

continuously, indicating a proactive approach to brand management. 

Finally, the effectiveness of social media marketing in Northern Norway’s tourism sector is multifaceted, 

with businesses employing various strategies to measure success. While challenges in tracking ROI are 

common, the use of analytics tools, engagement metrics, and brand awareness efforts highlight a 

sophisticated and adaptive approach to social media marketing. Despite the differences in specific strategies 

and tools, the overarching goal remains the same: to enhance engagement, build a strong brand image, and 

ultimately drive business success. 

 
4.7 Use of Artificial Intelligence in Social Media Marketing in the Tourism Industry 

 
From my study, I found that the use of Artificial Intelligence (AI) in social media marketing is becoming 

increasingly important for tourism businesses in Northern Norway. Initially, AI was not a focus of my 

research; however, after the first interview highlighted its importance, I incorporated it into subsequent 

interviews. This section discusses my findings on how AI is utilized in social media marketing within the 

tourism industry, detailing the benefits it offers, the challenges businesses face in its implementation, and 

the future potential as perceived by the participants. 

 
Optimizing Ad Campaigns 

 
AI plays a critical role in optimizing social media ad campaigns. By analyzing large datasets, AI can identify 

the most effective targeting strategies, thereby enhancing the efficiency of advertising efforts. Business 6 

mentioned, "AI tools analyze our ad performance and suggest adjustments to improve targeting and reduce 

costs. This has made our advertising much more efficient." The ability of AI to optimize ad campaigns is 

well-documented in academic literature, with researchers highlighting its role in improving ROI through 
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better-targeted and more effective ad placements (Chaffey & Ellis-Chadwick, 2019). By leveraging AI for 

ad optimization, businesses can ensure that their marketing budgets are utilized more effectively, reaching 

the right audience with the right message at the right time. 

 
Future Potential of AI in Social Media Marketing 

 
The future potential of AI in social media marketing is a topic of great interest among the participants. Many 

businesses see AI as a critical driver of innovation and efficiency in their marketing strategies. Business 3 

remarked, "In the future, we expect AI to help us create even more personalized experiences for our 

customers, using advanced data analytics to predict trends and preferences." This expectation aligns with 

the broader industry trend of utilizing AI for predictive analytics to anticipate customer needs and behaviors 

(Gretzel, 2011). 

Furthermore, Business 6 emphasized the importance of AI in maintaining competitive advantage, "As AI 

technology evolves, we need to stay ahead by adopting the latest tools and techniques to optimize our 

marketing efforts and stay competitive." This proactive approach reflects the need for continuous innovation 

and adaptation in the rapidly evolving digital marketing landscape (Kietzmann et al., 2018). 

However, participants also acknowledged the challenges associated with future AI implementation. 

Business 2 expressed concerns about data privacy and the ethical use of AI, "As we move forward, it is 

crucial to ensure that our use of AI respects customer privacy and adheres to ethical standards." 

 
 
 
Challenges in Implementing AI 

 
Despite the numerous benefits, implementing AI in social media marketing takes time and effort. High costs, 

the need for specialized skills, and data privacy concerns are significant barriers to AI adoption. Business 2 

remarked, "Implementing AI has been a significant investment for us, both in terms of cost and training our 

staff to use these tools effectively." The financial investment required for AI technologies and the ongoing 

need for skilled personnel to manage and interpret AI outputs can be daunting for many businesses. 

Additionally, ensuring compliance with data protection regulations when using AI to analyze customer data 

is crucial. 

 

 
Moreover, the complexity of AI systems requires continuous updates and maintenance to ensure their 

effectiveness. Businesses must stay abreast of technological advancements and be prepared to invest in 

regular training and development to keep their AI tools functioning optimally. This continuous need for 
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investment and adaptation can be challenging, particularly for smaller tourism businesses with limited 

resources. 

Integration of Findings 
 
The integration of AI in social media marketing offers substantial opportunities for tourism businesses in 

Northern Norway. From enhancing customer engagement through personalized content to automating 

customer service and optimizing ad campaigns, AI tools provide valuable insights and efficiencies. 

However, the successful implementation of AI requires careful consideration of the associated costs, skill 

requirements, and data privacy issues. The insights gained from the interviews align with the academic 

literature, reinforcing the transformative potential of AI in marketing. As businesses continue to explore and 

adopt AI technologies, they must navigate the challenges to leverage AI's potential and achieve their 

marketing objectives fully. In conclusion, AI is revolutionizing social media marketing in the tourism 

industry by providing tools for personalized engagement, efficient customer service, sentiment analysis, and 

ad optimization. While the implementation of AI poses challenges, the benefits it offers make it a worthwhile 

investment for businesses aiming to enhance their marketing effectiveness and drive growth in the 

competitive tourism sector. 

 

 
4.8 Future Trends & Strategic Recommendations 

 
 
From my study, it is evident that the future of social media marketing in the tourism industry in Northern 

Norway is shaped by various anticipated trends. These trends include increased personalization, a strong 

focus on sustainability, the growing importance of video content, and the strategic value of collaborations 

and partnerships. While some businesses still need to integrate these strategies fully, they recognize their 

potential and are cautiously optimistic about their future implementation. These insights from the interviews 

provide a roadmap for strategic recommendations that can help tourism businesses effectively leverage these 

emerging trends. 

 

 
One of the most significant future trends is the increasing importance of personalization and customer- 

centric strategies. Business 3 emphasized that future marketing efforts will rely heavily on personalized 

experiences tailored to individual preferences. By using advanced data analytics, businesses can understand 

past behaviors and predict future trends, allowing them to tailor content accordingly. This proactive 

approach aims to create a more engaging and relevant experience for potential tourists, thereby enhancing 

customer loyalty and satisfaction. "We believe that understanding and anticipating what our customers want 
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before they even know it will set us apart," said Business 3. This trend indicates that businesses should 

invest in sophisticated data analytics tools and develop the skills necessary to interpret and act on these 

insights. 

 
 
 

 
The potential of augmented reality (AR) and virtual reality (VR) to enhance the tourist experience is another 

significant trend. Although businesses have yet to integrate AR and VR into their social media campaigns, 

they recognize the substantial potential these technologies hold. Business 5 mentioned, "While we have not 

implemented AR and VR yet, we see them as transformative tools that could offer immersive previews of 

our destinations." This acknowledgment indicates that businesses are considering these technologies for the 

future. AR and VR could allow potential visitors to explore attractions virtually before making travel 

decisions, offering a more interactive and engaging way to attract tourists. However, there is also some 

uncertainty about the success of these technologies in the specific context of Tromsø. Business 5 expressed 

doubts, "We are not entirely sure if AR and VR will resonate with our audience in Tromsø. It is something 

we are cautious about investing in without further research." 

 

 
Sustainability has emerged as a critical focus for future marketing strategies. Business 4 highlighted the 

growing consumer demand for sustainable and responsible tourism practices, planning to incorporate 

sustainability more prominently into their marketing messages. "Sustainability is not just a trend; it is a 

necessity. Our future marketing will highlight our commitment to preserving the natural beauty of Northern 

Norway while promoting responsible tourism," stated Business 4. This trend indicates that businesses should 

integrate sustainability into their core marketing narratives, showcasing their eco-friendly initiatives and 

encouraging responsible travel behaviors to attract environmentally conscious travelers. 

 

 
The importance of video content in future social media strategies was also underscored. Business 6 pointed 

out that video content tends to generate higher engagement compared to other forms of media, and they plan 

to invest more in creating high-quality, compelling video content. "Videos capture the essence of our 

destinations in a way that photos and text simply cannot. We aim to produce more immersive and visually 

appealing videos to engage our audience," said Business 6. This trend suggests that businesses should 

prioritize video production in their marketing budgets and strategies, focusing on creating visually stunning 

and emotionally engaging content that can effectively convey the unique attractions of Northern Norway. 
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Collaboration and partnerships were identified as critical strategies for future growth. Business 2 

emphasized the value of partnering with local businesses and influencers to broaden their reach and enhance 

their marketing impact. "By collaborating with local businesses and influencers, we can create more 

authentic and compelling content that resonates with a wider audience," mentioned Business 2. This trend 

indicates that businesses should actively seek out and foster partnerships with local stakeholders to leverage 

their influence and reach, creating more diverse and engaging marketing campaigns. 

 

 
Based on these future trends, several strategic recommendations can be made for tourism businesses in 

Northern Norway. Firstly, investing in advanced data analytics is crucial to enhance personalization and 

anticipate customer needs effectively. By developing robust data analysis capabilities, businesses can tailor 

their marketing strategies to meet the specific preferences and behaviors of their target audience. Secondly, 

businesses should enhance their engagement strategies by leveraging real-time interactions and customer 

feedback. Implementing tools that allow for immediate response and interaction can significantly improve 

customer satisfaction and loyalty. This approach ensures that businesses remain responsive to customer 

needs and can adapt their marketing strategies quickly based on real-time data and feedback. Thirdly, 

emphasizing sustainability in marketing messages can attract eco-conscious travelers and enhance the 

destination's reputation. Businesses should highlight their commitment to sustainable practices and 

responsible tourism, integrating these values into their branding and communications. Fourthly, focusing on 

high-quality video content is essential to capture and retain audience attention. Businesses should allocate 

resources to produce visually appealing and emotionally engaging videos that showcase the unique 

attractions and experiences Northern Norway has to offer. Lastly, fostering collaborations with local 

businesses and influencers can create more authentic and impactful marketing campaigns. By building solid 

partnerships, businesses can tap into local networks and audiences, enhancing their marketing reach and 

effectiveness. 

 

 
In conclusion, the future of social media marketing in the tourism industry in Northern Norway is shaped 

by trends such as personalization, technological innovation, sustainability, engaging content, and strategic 

partnerships. These trends highlight the need for continuous adaptation and innovation to meet the evolving 

expectations of travelers and maintain a competitive edge in the dynamic tourism market. By investing in 

advanced technologies, embracing sustainability, producing high-quality content, and fostering 

collaborations, businesses can effectively leverage these trends to enhance their marketing strategies and 
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drive growth in the tourism sector. The insights from the interviews underscore the importance of being 

forward-thinking and proactive in leveraging new technologies and strategies to create compelling 

marketing campaigns. 
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Chapter 5: Conclusion 
 

The central research question guiding this thesis was: How do tourist companies in Northern Norway utilize 

social media to attract tourists? This study aimed to explore the strategies employed by tourism businesses to 

harness the power of social media in engaging potential tourists and driving visitation to the region. Through 

qualitative research, including in-depth interviews with social media managers and marketing professionals, I 

gathered rich insights into the practices and challenges associated with social media marketing in Northern 

Norway.  

 

The findings from my research reveal several vital themes that collectively answer the overarching research 

question. Tourism businesses in Northern Norway utilize a variety of social media platforms, primarily 

Instagram, Facebook, and TikTok, each serving different strategic purposes. Instagram is leveraged for its 

visual storytelling capabilities, Facebook for detailed consumer engagement, and TikTok for creating dynamic, 

viral content appealing to younger audiences. This strategic selection of platforms enables businesses to target 

and engage diverse demographic groups effectively. High-quality visual content, particularly images and 

videos showcasing Northern Norway’s natural beauty and cultural richness, is central to the social media 

strategies of these businesses. Authenticity and accuracy are paramount, ensuring that the content aligns with 

the actual experiences tourists can expect. This not only manages visitor expectations but also enhances overall 

satisfaction and brand loyalty. Engagement metrics such as likes, comments, shares, and user-generated 

content are crucial indicators of social media success. Businesses actively foster a sense of community by 

interacting with followers, responding to queries, and encouraging participation. This approach not only boosts 

brand loyalty but also provides valuable feedback that can inform future strategies.  

 

The use of analytics tools like Google Analytics and Facebook Insights is widespread among the tourism 

businesses studied. These tools help track engagement, reach, and conversion rates, providing data-driven 

insights that guide marketing decisions. However, directly linking social media activities to tangible outcomes 

such as bookings and revenue remains challenging, highlighting a need for more sophisticated metrics. 

 

Despite the extensive use of analytics, businesses find it difficult to correlate social media activities with 

increased bookings and revenue directly. This challenge underscores the complexity of measuring social media 

ROI and the need for more integrated measurement approaches that can capture the multifaceted impact of 

social media marketing. Emerging trends and innovations are also shaping the future of social media marketing 

in the region. Businesses are cautiously optimistic about integrating advanced technologies such as artificial 
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intelligence (AI). While AI is still in the exploratory phase for many, its potential for enhancing customer 

engagement, automating content creation, and providing personalized marketing solutions is recognized. 

However, there are also concerns about the ethical implications and data privacy issues associated with AI. 

Ensuring ethical content practices, including transparency, data privacy, and responsible marketing, is a 

growing focus. Businesses acknowledge the importance of maintaining consumer trust through ethical 

behavior and transparent communication. A strong emphasis on sustainability and authenticity in marketing 

messages is evident. Highlighting eco-friendly initiatives and promoting responsible tourism practices resonate 

with the increasing demand for sustainable travel options among tourists. This focus on sustainability not only 

aligns with global trends but also enhances the appeal of Northern Norway as a destination that values and 

protects its natural environment. 

 

Based on the identified trends and challenges, several strategic recommendations emerge for tourism 

businesses in Northern Norway. Investing in advanced analytics is crucial to measuring the effectiveness of 

social media strategies. These tools can provide deeper insights into consumer behavior, optimize ad targeting, 

and personalize marketing efforts, thereby enhancing engagement and conversion rates. Marketing messages 

should consistently highlight the authenticity and sustainability of the experiences offered. By showcasing 

eco-friendly practices and authentic local experiences, businesses can attract environmentally conscious 

travelers and differentiate themselves from competitors.  

 

Businesses should continue to build and nurture their online communities by actively engaging with followers 

and encouraging user-generated content. Real-time interactions and personalized responses can significantly 

boost customer satisfaction and loyalty. Partnering with influencers who align with the brand values and target 

demographic can amplify reach and credibility. Influencers can provide authentic endorsements and create 

engaging content that resonates with potential tourists. Expanding content formats to include immersive 

experiences such as virtual tours and augmented reality can offer a more interactive and engaging way for 

potential tourists to explore Northern Norway. This innovation can set the destination apart and provide a more 

decadent preview of what it offers. Given the rapid pace of change in social media trends, continuous training 

for social media managers on the latest tools and best practices is essential. Staying updated with technological 

advancements and shifts in consumer behavior will help businesses maintain a competitive edge. Implementing 

robust ethical guidelines for content creation and data usage is crucial. Businesses should prioritize 

transparency, data privacy, and responsible marketing to build and maintain consumer trust. 
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Finally, this study has provided comprehensive insights into how tourism businesses in Northern Norway 

utilize social media to attract tourists. The findings underscore the importance of a strategic, data-driven 

approach that emphasizes authenticity, sustainability, and continuous adaptation to emerging trends. By 

leveraging advanced technologies, engaging content, and ethical practices, tourism businesses can enhance 

their social media marketing effectiveness and drive growth in a competitive industry. The strategic 

recommendations outlined provide a roadmap not only for the businesses but also for the social media 

marketers for future efforts, ensuring that Northern Norway remains an attractive and sustainable destination 

for tourists worldwide. 
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Appendices 
 
Appendix A Consent Form 

 
Would you be interested in participating in our research study? " How do tourist companies in 

Northern Norway utilize social media to attract tourists?" 

 
This document invites you to participate in a research project focused on examining the role of social 
media in attracting tourists, particularly analyzing how tourist companies in Northern Norway utilize 
these platforms. The purpose of the project, along with details about your potential involvement, will be 
outlined in this communication. 

 
Purpose of the project 

 
This project is for my thesis for the master's degree program in tourism studies at UiT, the Arctic 
University of Norway. This research will delve into the influence of social media on tourist attraction 
strategies, with a particular focus on tourism companies in Northern Norway. I have studied my program 
here and worked in the tourism business from the beginning of my program. Therefore, my experiences 
in the tourism sector and familiarity with the region's dynamics enhance my perspective, enabling me to 
approach this research with professional insight and a personal connection to the subject. Social media 
significantly impacts the footfall of tourists here in Northern Norway. However, this area of research is 
undeveloped, and my project seeks to fill this gap by exploring innovative ways these companies engage 
with social media to draw tourists. While the study primarily concentrates on Northern Norway, its 
findings could have broader implications that could apply to similar contexts beyond this geographical 
boundary. 

 
Which institution is responsible for the research project? 

 
UiT - The Arctic University of Norway. 

 
Why are you being asked to participate? 

 
Your participation in this study is requested due to your experience as a social media manager or your 
involvement with social media in the field of tourism in Northern Norway. Your unique insights and 
stories are vital to enriching the research data, especially regarding the use of social media in tourism 
promotion. Sharing your experiences will significantly contribute to understanding the effectiveness 
and impact of social media strategies in this sector and what gaps should be addressed. 
 
What does participation involve for you? 
 
As a participant in this research, your contribution is significant to our exploration of socialmedia and 
tourism in Northern Norway. You will engage in comprehensive interviews, sharing your experiences 
and insights on social media marketing within the tourism industry. Additionally, your input will help 
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us understand the implications of these marketing strategies, including their influence on tourist 
expectations and the perception of Northern Norway as a travel destination. Your contribution is 
invaluable in providing a nuanced understanding of the interplay between social media and tourism. 

 
Participation is voluntary. 

Participation in the project is voluntary. If you choose to participate, you can withdraw your consent 
without giving a reason. All information about you will then be made anonymous. You will have no 
negative consequences if you choose not to participate or later decide to withdraw. 

 
Your privacy – how we will store and use your data. 

 
I will record our discussions/interviews electronically, if applicable, or in writing. 

I will only use your data for the purpose(s) specified in this letter. 

This research will not use any business or your name. In this case, I will not publish your name, but I 
will ask your permission to use demographic information such as will not disclose your identity. Your 
nationality, profession, gender, and age differentiate one informant from another. Remaining 
anonymous means I will not publish photos or videos from your business’s social media page. The 
recordings of our interviews/discussions will be protected with a password that only I can access, and 
your name will be replaced with a code. The list of names, contact details, and respective codes will be 
stored separately from the rest of the collected data. 

 
I will process your data following data protection legislation (the GDPR). The only person who has 
access to the collected data is me. My supervisor will have access to the text I am producing and sharing 
with her (with your consent). You can find my supervisor's name and contact details at the end of this 
letter. 
What will happen to your data at the end of the research project? 

 
The project is scheduled to end in May 2024. After this, all the recordings will be deleted. 
Your rights 

 
So long as you can be identified in the collected data, you have the right to: 

- Access the personal data that is being processed about you. 
- Request that your data be deleted. 
- Request that incorrect personal data about you be corrected/rectified. 
- Receive a copy of your data (data portability), and 
- Send a complaint to the Norwegian Data Protection Authority regarding processing your data. 



87  

What gives us the right to process your data? 

 
We will process your data based on your consent. 

 
Based on an agreement with the Arctic University of Norway (UiT), The Data Protection 
Services of Sikt (Norwegian Agency for Shared Services in Education and Research) has 
assessed that the processing of personal data in this project meets the requirements of data 
protection legislation. 

 
Where can I find out more? 

 
If you have questions about the project or want to exercise your rights, contact: 

• Amitangshu Datta, Master student, ada133@uit.no 
• Trine Kvidal-Røvik, Supervisor, trine.kvidal@uit.no 
• UiT’s Data Protection Officer: Annikken Steinbakk, Email: 

personvernombud@uit.no Phone: 00 47 776 46 153 
• If you have questions about how data protection has been assessed in this project 

by SIKT Norwegian Agency for Shared Services in Education and Research, 
contact SIKT by email (personverntjenester@sikt.no) or by telephone: +47 53 21 
15 00. 

Yours sincerely, 
 

Amitangshu Datta Trine Kvidal-Røvik 
Student of tourism studies Vice Dean for Research and 

Professor in Communication and 
Cultural Studies, supervisor 

 

 
Consent form 

 
I have received and understood information about the project master thesis ("Exploring the 
Role of Social Media in Attracting Tourists: An Analysis of Tourist Companies in Northern 
Norway ") and have been allowed to ask questions. I give consent: 

 
o to participate in an interview 
o to the named researcher to record the interview 
o to information about me to be published anonymously 

 
I consent to my data being processed until the end of the project, May 2024. 

 
 

 

(Signed by participant, date) 

mailto:ada133@uit.no
mailto:trine.kvidal@uit.no
mailto:personvernombud@uit.no
mailto:(personverntjenester@sikt.no
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Appendix B Email 
 
 
Subject: Request for Participation in master’s Thesis on the Role of Social Media in Tourism 

 
Hi! 

 
I hope this email finds you well. I am a master's student in tourism studies at UiT Norges Arktiske 

Universitet. I am currently working on my master's thesis, titled " How do tourist companies in 

Northern Norway utilize social media to attract tourists." Your insights and experience with 

(position) at (company) would be invaluable for my study. I would like to interview you at your 

earliest convenience. This discussion will be pivotal in understanding the effectiveness of our 

social media engagements. 

 
I am attaching my research proposal and the notification form to this email for your review. Please 

let me know the time that suits you best for the interview. Your contribution will be instrumental 

in the success of my research, and I assure you that it will be one hour at maximum. 

 
Thank you very much for considering my request. I am looking forward to your positive response. 

 
 
Regards, 

Amitangshu Datta 

Tourism Studies, 

UiT The Arctic University of Norway 
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Appendix C The Interview Guide 
 
 
 
Background and Strategy: 
 
 

1. What is your position in the company? 

2. How long have you been working with social media/marketing or management, and is 
this a full- or part-time role? 

3. Do you need to be physically available for your work? Is it onsite, hybrid, or distant 
working? 

4. Can you describe the role of social media in your company's overall marketing 
strategy? 

5. How did your company's approach to social media evolve to cater to the tourism 
sector, particularly in Northern Norway? 

6. How has social media impacted your business goals, especially in attracting tourists to 
Northern Norway? 

7. In your experience, how significantly does social media influence a tourist's decision to 
visit Northern Norway? 

 
Platform Specifics: 
 
 

1. Which social media platforms does your company prioritize for tourism marketing? 

2. What criteria do you use to select which social media platforms to focus on for 
marketing Northern Norway as a tourist destination? 

3. How do you align your choice of social media platforms with the preferences of your 
target tourist demographic? 

4. How do you tailor your content to suit the different social media platforms? 
 
 
Content Development: 
 
 

1. What kind of visual content (photos, videos, etc.) do you find most effective in 
attracting tourists, and why? 

2. What types of content do you consciously avoid or decide not to include in your social 
media strategy, and what are the reasons for steering clear of such content? 

3. How do you incorporate storytelling or narrative elements into your social media content 
to make it more appealing to potential tourists?Do you prioritize aligning your social 
media content with the unique cultural and natural characteristics of Northern Norway? 
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4. Do you ensure cultural sensitivity and authenticity in your content, considering the 
diverse audience on social media? Can you give simple examples of how you keep your 
social media posts culturally respectful and authentic? 

 
Engagement and Interaction: 
 
 

1. Can you provide examples of successful social media campaigns or interactions that 
significantly boosted tourist interest or engagement? 

2. How do you measure the success and impact of your social media initiatives? 

3. How do you personalize interactions with potential tourists on social media to enhance 
their engagement? 

4. How do you handle interactions with users on your social media platforms, especially 
when dealing with inquiries or feedback? 

Challenges and Adaptation: 
 
 

1. What are some of the main struggles and challenges you face in using social media for 
tourism marketing? 

2. How has your social media strategy adapted to the changing digital landscape and 
tourist expectations? 

3. How does your company handle negative feedback or crises on social media? What 
strategies or processes does your company employ to effectively manage and respond 
to negative comments or crises that arise on your social media channels? 

 
Training and Operational Insights: 
 
 

1. How is your team trained in social media management, and do you feel there is a need 
for further education or improvement in certain areas? 

2. What additional skills or developments do you believe are necessary to enhance your 
social media strategy effectively? 

3. How much time is typically dedicated to social media management and engagement in 
your daily operations? 



Future Trends and Insights: 
 
 
 
 
 

1. What future trends in social media marketing do you think are most relevant for the 
tourism industry in Northern Norway? 

 
2. Can you share any insights or predictions about the role of social media in shaping 

the future of tourism marketing? 
 
 
 
 
 
 
Question or feedback: 
 
 
 
 
Do you have any questions or feedback for me regarding the research? 
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