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Abstract

Although the concept of social media is a relatively new study in the field
of destination marketing, the demand for research is still ongoing due to
the continuous exponential growth in social networks in recent years. This
study aims to summarize existing researches, theories and concepts for the
purpose of being able to understand how tourism authorities use social
media applications and provide a bridge from past research to future
success. A survey was conducted in order to find out the role of social
media in marketing of attractive Libyan destinations. The size of the
sample recommended was 384 (Krejcie and Morgan, 1970). However,
only 208 respondents were valid for the data analysis. Statistical Package
of Social Science (SPSS) has been used in this project. The collected data
was proofed to follow the nonparametric analysis. Therefore, the main
statistical ~techniques used were reliability test of Cronbach alpha;
frequencies and  descriptive  statisticsm, Kolmogorov-Smirnova test,
Binomial-test, Mann-Whitny, and kruskal-wallis. The key results of the
study show that there was a medium impact of social media on the tourism

sector, and lack off awarence about this matter.

The limitations of the study were, limited acess to previous studies, and
the small sample size. The recommendation and implication of the study
are the ministry of tourism should recognize the importance of social

media in marketing of desinations.
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