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The role of viral marketing methods on social media for 

tourism promotion institutions in achieving user interaction 

 
Abstract 

This study aims to identify the extent to which tourism promotion institutions 

use viral marketing methods in tourism marketing posts and content they 

publish on social media, and to determine users' interaction with this content, 

using a que general public who follow the pages and accounts of tourism 

promotion institutions on the social networking site Facebook. The study 

concluded that v stionnaire as a tool to collect quantitative and qualitative data 

from the Egyptian iral marketing increases awareness of tourism institutions, 

increases followers, increases sales, and thus increases trust between the public 

and the institution, highlights the institution's identity in a distinctive way, and 

also creates lasting relationships between users and tourism institutions. 

Investing in improving the attractiveness of content can lead to enhancing the 

digital presence of the authority and increasing the level of interaction and 

influence on the target audience. Tourism promotion institutions can build a 

strong strategy to interact with customers through viral marketing. It 

recommended studying the digital user experience and its relationship to content 

attractiveness and sustainability of interaction, and also encouraging studies that 

explore the role of artificial intelligence in customizing digital tourism 

campaigns. 
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