
IBIMA Publishing 

Journal of Internet Social Networking & Virtual Communities 

https://ibimapublishing.com/articles/JISNVC/2022/719520/ 

Vol. 2022 (2022), Article ID 719520, 13 pages, ISSEN : 2166-0794 

DOI : 10.5171/2022.719520 

 

________________ 

 

Cite this Article as : Salete ESTEVES, Elisabete PAULO MORAIS and Sérgio AZEREDO (2022), “ 
The Influence of the Internet and Social Networks on the Choice of the Tourist Destination Serra 
a Estrela", Journal of Internet Social Networking & Virtual Communities, Vol. 2022 (2022), Article 
ID 719520, DOI : 10.5171/2022.719520 

Research Article  

 

The Influence of the Internet and Social 

Networks on the Choice of the Tourist 

Destination Serra a Estrela 
 

Salete ESTEVES1, Elisabete PAULO MORAIS2 and Sérgio AZEREDO3 

1,3Instituto Politécnico de Bragança, CiTUR,  

Campus de Santa Apolónia, 5300-253 Bragança, Portugal 

 

2UNIAG (Applied Management Research Unit), Instituto Politécnico de Bragança  

Campus de Santa Apolónia, 5300-253 Bragança, Portugal  

 

Correspondence should be addressed to: Elisabete PAULO MORAIS; beta@ipb.pt 

Received date:24 March 2022; Accepted date:21 July 2022; published date:22 September 2022  

Academic Editor: Elisa Alén 

Copyright © 2022. Salete ESTEVES, Elisabete PAULO MORAIS and Sérgio AZEREDO. Distributed under 

Creative Commons Attribution 4.0 International CC-BY 4.0 

 

Introduction 

 

The tourism sector is one of the most 
important economic sectors, both for 
developed countries and developing  

 
countries. This sector has features such as 
globalization of the tourism market, 
mobility of tourists, and abundance of 
information. Also, all these features 
characterize an information society. 

Abstract  

 

Taking into account the growing importance of tourism, there is an increasing number of 
studies on the area and, for this reason, its conceptualization has also undergone changes, 
influenced either by the development of the activity or by social, economic, environmental 
and structural changes that have taken place. One of the main changes in tourism is related 
to the increasing influence of social networks, both in terms of tourism demand and in the 
offer and promotion of tourist destinations. 
Currently, the widespread use of these virtual platforms, as well as their exponential growth, 
with the emergence of new social networks, are causing changes in the search for tourist 
destinations as well as in the promotion of the destinations themselves. This paper focuses 
on one of the most emblematic Portuguese tourist destinations, Serra da Estrela, the main 
national winter sports destination, aiming to understand a set of aspects related to the use of 
social networks as a search tool for tourist destinations, as well as what is the influence of the 
Internet and social networks in the choice of a tourist destination. 

Keywords: Tourism, Social Networks, Winter Sports, Tourism Promotion, and Demand 



Journal of Internet Social Networking & Virtual Communities                                                                    2 
_________________________________________________________________________________ 

___________________ 
 
Salete ESTEVES, Elisabete PAULO MORAIS and Sérgio AZEREDO, Journal of Internet Social 
Networking & Virtual Communities, DOI : 10.5171/2022.719520 

Tourism has continuously expanded in 
conjunction with economic and social 
changes, including increased national 
income and leisure time and improved 
quality of life (Zhu, Lim, Xie, & Wu, 2018). 

Tourism is acknowledged to be very 
information intensive. Tourists need 
information before going on a trip to help 
them plan and choose between options, and 
also increasingly need information during 
the trip as the trend towards more 
independent travel increases. But for this, 
the information must be available and the 
tourism professionals with the capabilities 
to solve the problems.  

The theory of social networks identifies the 
role of social relationships in transferring 
data, directing personal or media power, 
and supporting attitudinal or behavioral 
change (Liu, Sidhu, Beacom, & Valente, T.W, 
2017). Network studies have become highly 
important in recent years and now are even 
more predominate in the fight against the 
COVID-19 pandemic. 

Today people and organizations remain 
connected and updated through various 
forms of social networks like Facebook, 
Twitter, YouTube, LinkedIn, Instagram, etc. 
Users usually access social networks’ 
services via web-based technologies on 
computers, smartphones, tablets, etc. As 
users engage with these online services, 
they create highly interactive platforms 
through which individuals, communities, 
and organizations can share, co-create, 
discuss, and modify user-generated content 
or pre-made content posted online. 
Networks formed through social media 
change the way groups of people interact 
and communicate. They introduce 
substantial and pervasive changes to 
communication between organizations, 
communities, and individuals. Social media 
thus can be of vital importance for the 
tourism industry, especially in terms of 
engagement with the tourists. Social 
networks have not only created collective 
knowledge but have also become important 
information gathering sources for tourists 
(Bilgihan, Barreda, Okumus, & Nusair, 
2016) 

This paper will analyze the influence of 
social networks in the promotion and 

search for a tourist destination, namely 
Serra da Estrela, a place of excellence for the 
practice of winter sports in Portugal. 

The Serra da Estrela ski resort is unique in 
Portugal and consists of a set of 
infrastructures, allowing an offer based on a 
very diverse set of products. 

Tourism and Social Networks 

Tourism has grown, in terms of complexity 
of demand, trends, supply, industry, 
management, and planning instruments; its 
development around tourist products is 
replaced by a new perspective of valuing the 
experiences and sensations acquired by 
tourists in the places they visit. This is a new 
reality of Tourism, which promotes a new 
industry, new tourist markets, new forms, 
and new instruments of management and 
planning in the tourism sector. Tourism is 
considered one of the biggest industries in 
the world.  Under its relationship and 
interconnection with all other sectors of life 
(economic, social, cultural, environmental, 
and political), it is difficult to establish a 
clear and comprehensive definition of the 
term Tourism. Many studies consider that a 
universal definition will be almost 
impossible to achieve and that it would be 
more realistic to accept multiple definitions 
for specific purposes (Ramos & Costa, 
2017).  

Buhalis (2006), when analyzing the future 
of the tourism industry, in 2006, mentions 
that its evolution is the result of the 
evolution of the Consumption concept, and 
of consumer trends, who are more 
informed, and seek more sophisticated 
experiences. This evolution requires the 
creation of new products and new strategies 
for tourism management and organization. 
Evolution is inevitable and influenced by 
factors external to Tourism and the 
globalization of the sector. Probably, more 
than most sectors of activity, the Tourism 
sector is facing sharp change and at a 
galloping pace. This change contributes to 
the creation of a new tourism consumer. 
This new Tourism consumer is not an 
apologist for mass tourism, or for massive 
marketing. In fact, this new tourist is looking 
for differentiated Tourism, personalized 
treatment, knowing other ways of life, and 
experiencing authentic and genuine 
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experiences. It is an informed tourist, in 
whose life the technologies of information 
have a full presence. This new tourist knows 
what he is looking for, and respects the 
environment and the community (Costa , 
2013). Traditional tourism, to survive, must 
adapt, become better and more competitive, 
and be prepared for a tourist market that is 
more volatile. 

Since its appearance, the concept of social 
networks has evolved, and has become a 
very powerful tool for information and not 
just for socialization, as it seemed to be its 
initial objective. Social networks have 
become the main channel for accessing 
content on the Internet. Not only do users 
turn to blogs and social networks to clarify 
the most diverse doubts, but also to guide 
themselves in order to assess whether a 
purchase decision is the right one. Brand 
publications and positive word-of-mouth 
are also considered (Dasilva, et al., 2013). 
Rosa (2010) even states that users can save 
money and, above all, time when searching 

online on social networks about products 
and/or services. 

Currently, social networks are very 
important due to the enormous sharing and 
creation of opinions. Many users have a 
large number of “friends” or “followers”, so 
it is essential to understand the culture of 
influence and the strength of 
recommendation that these platforms 
represent for any business (Hanna, Rohm, & 
Crittenden, 2011). 

Although, apparently, all social networks 
look the same, this is not the case. Despite 
sharing a common objective or 
functionalities, they present different 
functions, thus providing their users with 
different possibilities (Kapoor, Tamilmani, 
& Rana, 2018). 

Tuten & Solomon (2018) divide social 
media into different zones, according to 
their use: Zone 1: Social Community; Zone 2: 
Social Publishing; 3rd Zone: Social 
Entertainment and, finally, Zone 4: Social 
Commerce (figure 1). 

 

 

Figure 1 – social media Zones  

(source: Tuten & Solomon, 2018) 

 

The use of social networks is seen as an 
important tool for innovation in tourism. 
Today, many organizations use social 
networks to interact directly and 
dynamically with their customers, 

challenging the role of intermediaries and 
shortening the value chain (Lopes, 
Abrantes, & Kastenholz, 2014). 

Tourists, in order to reduce the uncertainty 
arising from their travel decisions, 
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increasingly collect essential information 
regarding the trip to be undertaken. 
Tourists increasingly trust the opinion of 
other travelers compared to official 
advertisements and marketing strategies, 
largely due to the spread and growth of 
social networks and other user-generated 
content sites. Many tourists need to get 
confirmation from other travelers that they 
are planning the best trip possible. An 
opinion or recommendation from an 
acquaintance or friend has a great impact on 
tourists' decision-making process 
(Rathonyi, 2013). Social networks allow 
consumers/tourists to interact with other 
consumers in order to share their 
experiences and also, due to the way they 
express themselves, it allows them to attract 
new customers, retain old customers or 
drive away customers (Yazdanifard & Yee, 
2014). 

Nowadays, tourists do not book hotels 
without consulting the opinion of other 
users who have previously stayed in that 
hotel. Social networks promote customer 
loyalty, interaction with customers, and 
therefore it is important to have a well-
crafted page, with strong content sharing 
(Zeng & Gerritsen, 2014). 

The change in tourist behavior is largely 
driven by social networks, which provide 
platforms for consumers to connect with 
tourism businesses, organizations, and 
other consumers. The explosive growth and 
popularity of social networks have had a 
huge impact on the tourism and hospitality 
industry, so it is consumers themselves who 
are changing the rules of marketing 
(Yazdanifard & Yee, 2014). 

According to Oliveira (2018), the following 
opportunities should be considered in the 
use of Social Networks in the area of 
tourism: 

• New customers: Using new channels 
different from the usual would increase the 
probability of reaching new people, thus 
being able to win new customers; 

• Effective communication: Knowing what 
they say about themselves on Social 
Networks, and participating in the 
communication, the company captivates 
and enhances its relationship with current 

and potential customers, conveying an 
image of credibility and trust; 

• Word of mouth: The so-called “word of 
mouth” is a powerful source of 
dissemination in the tourism area. People 
who are on travel-related Social Media are 
eager for relevant and original information. 
When they obtain it, they easily pass it on to 
other people, thus obtaining a “viral effect”; 

• Online reputation management: By being 
present on Social Networks and constantly 
monitoring and controlling them, the 
company can manage its brand image on 
them; 

• Fun technology: In the field of tourism, you 
have an excellent opportunity to use all the 
online tools and applications that can help 
you create original and fun content (videos, 
articles, photo albums, discussion groups, 
online events, contests, etc.) which, in turn, 
can help attract potential customers; 

• Partnering with brands that complete 
their own services: Depending on the area, 
making online partnerships with travel 
agencies, transport companies, restaurants, 
activity companies, hotels, etc., can 
complete your presence and offer on Social 
Networks; 

• Publicize a region: Any business in the 
area of tourism is located in a particular 
region that people want to visit and get to 
know, so it is important to arouse the 
curiosity of the visitor, so that he is not 
limited to just getting to know your hotel or 
restaurant. Social Networks should also be 
used to promote and publicize your region, 
creating a greater curiosity in the Internet 
user to visit it. 

The Serra da Estrela 

Portugal has two large areas demarcated by 
its geography: the south tends to be flatter, 
from Ribatejo to the Algarve and the 
mountainous areas of the North, passing 
through the islands, the highest point is 
located on the island of Pico, in the Azores. 
Madeira Island is highly mountainous. 
However, it is in the northern part of the 
country where mountain areas 
predominate, which are fundamental for its 
geography and history as well as for the 
complementary relations of forest-pastoral 
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ways of life, which are established with the 
valleys, plains, and plateaus (Silva, 
Abrantes, & Kastenholz, 2018). In Portugal, 
and according to the same authors, about 
40% of the territory has physical and 
socioeconomic mountain characteristics. 

However, altitudes above 700 meters do not 
reach 12%, with a strong contrast to the 
north and south of the Tejo river, with 95% 
of the territory over 400 meters above this 
river. 

The main Portuguese mountains have 
altitudes around 1500 meters, with the 

highest value in mainland Portugal being 
located in Serra da Estrela, with 1993 
meters and 2351 in Pico, in the Autonomous 
Region of the Azores. 

The Cordillera Central is the most important 
mountain system in Portugal, and at its 
highest point, the Torre, Serra da Estrela 
reaches an altitude of 1993 meters (figure 
2). This mountain thus occupies a 
prominent position, presenting an 
unparalleled value in terms of geographic 
and geological heritage. 

 

 

Figure 2 – The highest point in mainland Portugal  

(Source: 1001topvideos) 

 

Serra da Estrela extends for about 115 km, 
from the Guarda region to the Lousã massif, 
consisting of plateaus elongated in the SW-
NE direction. The highest altitudes are 
located on the Southwest side, on the 
Planalto da Torre. Gradually, the altitudes 
decrease until, near Guarda, the mountain 
almost blends in with the plateaus of Beira 
Transmontana, meaning that Serra da 
Estrela is, above all, imposing on its 
southwest side (Ferreira & Vieira, 1999). 

The Serra da Estrela Central Plateau area is 
classified as a Biogenetic Reserve, 
comprising an area of 10610 ha, and is part 
of the European Network, created by the 
Council of Europe. This protected area 
represents 12% of the entire Serra da 

Estrela National Park and is currently 
included in the Natura 2000 Network. 

The Beira Interior region, where Serra da 
Estrela is located, includes a diversity of 
differentiating tourist resources that 
characterize the potential that this region 
has to be a relevant tourist destination, 
namely (Silva, Kastenholz, & Abrantes, 
2018): 

i. natural, landscape, and environmental 
resources; 

ii. traditional culture and customs; 

iii. natural, leisure, and sports spaces; 

iv. tourism in rural areas; 

v. the historical, monumental, cultural 
heritage; 
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vi. the traditional built heritage; 

vii. gastronomy and wines; 

viii. handicrafts, festivals, fairs, and 
traditional pilgrimages; 

ix. thermalism; 

x. winter tourism, with the attractions of 
snow. 

In the specific case of Serra da Estrela, there 
is no doubt that Environmental Tourism, 
due to the Serra da Estrela National Park, as 
well as the region’s flagship product – Snow 
and Mountain – are the main attraction of 
the central massif, continuing to be the main 
focus of Serra da Estrela Tourism, namely 
with the new equipment for this purpose, 
and in the Portuguese context, Serra da 
Estrela is the only national response to this 
type of demand (Costa, Pereira, & Patudeia, 
2012). 

Skiing is, therefore, the sport par excellence 
practiced over the years in Serra da Estrela, 
and in recent years another sport, 
snowboarding, has become popular, 
especially among the younger layers. For 
the practice of these modalities, there is, in 
the Tower, the highest point of the entire 
Serra da Estrela, the Ski Resort of Serra da 
Estrela, located at 2000 altitude. This resort 
is equipped with the most recent facilities, 
housing all the necessary infrastructures for 
the practice of these modalities, being 
equipped with modern and sophisticated 
equipment: such as state-of-the-art 
mechanical means, a system of 
identification of ski passes, one of the most 
modern in Europe and an innovative 
artificial snow production process that 
ensures 120 to 150 days of snow per year 
(figure 3). 

 

 

Figure 3: The Serra da Estrela Ski Resort  

(Source: skiserradaestrela.com) 

Methodology  

The main objective of this study is to 
understand the motivations that lead a 
tourist to practice winter sports in Serra da 
Estrela, as well as the influence of the 
Internet and social networks on the choice 
of tourist destination. A questionnaire was 

constructed in order to obtain an answer to 
these questions. A quantitative 
methodology was used through a 
questionnaire survey, with the main 
methodological elements described in Table 
1. The statistical analysis of the data was 
performed using the statistical software 
IBM SPSS Statistics, version 26. 
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Table 1 - Summary of the survey 

Temporal Basis Cross-Section 

Unit of analysis Potential winter sports users 

Sampling Convenience 

Sample 180 

Data Collection Questionnaire survey available in paper and online 

Application Data March 2021 

Data Analysis univariate and multivariate 

Analysis of Data Obtained 

Table 2 summarizes the sample 
characteristics.  The majority of the 

respondents are women (51.7%), the most 
represented age group is 25 or less (27.8%), 
and 51.6% of the sample have basic or 
secondary education.

 

Table 2 - Sample socio-demographic characterization 

 Frequency % 

Sex    

Female 93 51.7 

Male 87 48.3 

Age  
 

25 or less 50 27.8 

26 -35  33 18.3 

36 - 45  48 26.7 

46 - 55  30 16.7 

56 or greather 19 10.6 

Education  
 

Primary School 24 13,3 

Secondary Education 69 38,3 

Highter education (Bachelor degree)  72 40,0 

Master 15 8,3 

 Source: Research Data 

Several aspects related to the use of social 
networks as a search tool for tourist 
destinations were evaluated (Table 3). The 
answers were given according to a Likert 
Scale with the following correspondence: 1. 
“I completely disagree”; 2. “disagree”; 3. 
“indifferent”; 4. “I agree”; 5. “I absolutely 
agree”.  In the first stage, reliability analysis 
was conducted to evaluate the stability and 
consistency for measured items.  The item 
means and standard deviation ranged 

between the highest for Internet usage for 
tourist destinations 4.26±1.13 and the 
lowest for the promotion of Serra da Estrela 
on social media 3.26±1.34. The results of 
this analysis showed the homogeneity of 
items. In fact, Table 3 shows that all items on 
the scale had acceptable corrected item-
total correlation (0.50 to 0.79). Internal 
consistency was analyzed, calculating 
Cronbach’s alpha coefficient for the scale 
which indicated an overall coefficient 
r=0.93. 
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Table 3 – Total reliability analysis of items of Internet and Social networks 

 

Mean SD Corrected item- 

Total 
correlation 

Alpha if 
item 

deleted 
I often search in the Internet for tourist 
destinations  

4.26 1.130 .600 .928 

I usually buy tourist and travel services 
over the Internet  

3.91 1.302 .505 .932 

I turn to social media to look for a new 
tourist destination  

3.93 1.244 .753 .923 

Social networks keep me updated on the 
main places of interest and their activities  

3.84 1.256 .788 .922 

I turn to social media to analyse other 
people's comments about tourist 
destinations  

3.58 1.290 .701 .925 

Social networks have a great influence 
when choosing a winter destination  

3.54 1.355 .763 .922 

Social networks are very important for 
the promotion of winter tourism  

4.06 1.089 .762 .923 

I believe that Serra da Estrela is well 
represented on social media  

3.73 1.170 .766 .923 

The promotion of Serra da Estrela on 
social media influenced my choice  

3.26 1.342 .751 .923 

Other people's comments and ratings 
influence my choice of Serra da Estrela 
destination  

3.39 1.248 .592 .929 

Winter sports are well promoted by 
tourism in Serra da Estrela  

3.60 1.213 .684 .925 

Winter sports are the main attraction of 
Serra da Estrela  

3.66 1.207 .521 .931 

Winter sports in Serra da Estrela have a 
strong presence on social media  

3.61 1.243 .754 .923 

 

Table 4 shows the results of the principal 
component analysis, after rotation using the 
varimax procedure. The Kaiser– Meyer–
Olkin measure of sampling adequacy (MSA) 
was 0.93 and Bartlett’s Test of Sphericity 
reached statistical significance (chi-squared 
= 1684.17, df = 78, p < 0.001), supporting 
the factorability of the correlation matrix. 
Two factors were found and accounted for 
67.3% of the variance (55.5%, and 11.9% 
respectively). For factor 1 a Cronbach's 
Alpha coefficient of 0.909 was obtained, and 
for factor 2 a Cronbach's Alpha coefficient of 
0.897. 

The first factor entailed seven items all with 
loadings of at least 0.67. The items included 
were: searching for tourist destinations on 
the Internet; purchase of tourist and travel 
services over the Internet; turn to social 
media to look for a new tourist destination; 
Social networks are a source of updates on 
the main places of interest and their 
activities; using Social networks to analyze 
other people's comments about tourist 
destinations; Social networks have great 
influence when choosing a winter 
destination and Social networks are very 
important for the promotion of winter 
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tourism.  The factor can be termed as 
“Internet and Social networks”. 

The second factor consists of six items with 
loadings of at least 0.58. The items included 
were: the Social media representation of 
Serra da Estrela; the influence of Social 
media on Serra da Estrela promotion; the 
influence of social media comments on the 

choice of Serra da Estrela; the promotion of 
winter sports through tourism in Serra da 
Estrela; if winter sports are the main 
attraction of Serra da Estrela and if Winter 
sports in Serra da Estrela have a strong 
presence on Social media. The factor can be 
termed as “Serra da Estrela and winter 
sports”. 

Table 4 - Principal components solution with varimax rotation 

  
Factor 

loading 1 

Factor 

loading 2 

I often search the Internet for tourist destinations  .773   

I usually buy tourist and travel services over the 
Internet  

.674   

I turn to social media to look for a new tourist 
destination  

.830   

Social networks keep me updated on the main places of 
interest and their activities  

.821 
 

I turn to social media to analyze other people's 
comments about tourist destinations  

.710   

Social networks have a great influence when choosing 
a winter destination  

.747   

Social networks are very important for the promotion 
of winter tourism  

.702 
 

I believe that Serra da Estrela is well represented on 
social media  

  .653 

The promotion of Serra da Estrela on social media 
influenced my choice  

  .690 

Other people's comments and ratings influence my 
choice of Serra da Estrela destination  

 
.580 

Winter sports are well promoted by tourism in Serra da 
Estrela  

  .858 

Winter sports are the main attraction of Serra da 
Estrela  

  .824 

Winter sports in Serra da Estrela have a strong 
presence on social media  

  .862 

Source: Research data 

 

The previous two components, together 
with the age, were then used as clustering 
variables. First, a hierarchical clustering 
approach was adopted (Ward method and 
squared Euclidian distance) to explore 
cluster patterns and their composition. 
Three clusters were identified, and 
subsequently, a non-hierarchical k-means 
clustering analysis identified the 
association of the cases to each cluster. 
Results reveal the existence of three distinct 

clusters of visitors to Serra da Estrela that  
are a little bit different in size, ranging from 
31 to 80 members (Table 5). The second 
cluster is the biggest, accounting for 44.4% 
of visitors. 

The analysis of the clusters’ profiles is 
presented in Table 5, presenting statistically 
significant differences between the three 
clusters in the demographic profile, sources 
of information about tourism destinations, 
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and Social networks used for the 
researching of a tourist destination.

Table 5 – Cluster profiles 

 

Cluster 1 

(N=69) 

(38.3%) 

Cluster 2 

(N=80) 

(44.4%) 

Cluster 3 

(N=31) 

(17.2%) 

Chi-square 

test 

χ2(p-value) 

Socio-demografic variables     

Sex     

Female 60.9 47.5 41.9 
NS 

Male 39.1 52.5 58.1 

Age     

 25 or less 72.5 0 0 

203.18(<0.001) 

 26 - 35  27.5 17.5 0 

36 - 45  0 53.8 16.1 

46 - 55  0 23.8 35.5 

56 or greather 0 5.0 48.4 

Education     

9th grade  10.1 7.5 35.5 

27.47(<0.001) 

Secondary school completed 40.6 36.3 38.7 

Highter education (Bachelor 
degree)  46.4 40.0 25.8 

Master 2.9 16.3 0 

Social Media     

Sources of information about 

tourism destinationa     

Travel agencies 23.2 41.3 51.6 9.14(0.01) 

Travel brochures, newspapers, 
and magazines 

13 18.8 19.4 NS 

Search engines (eg google) 76.8 71.3 25.8 26.71(<0.001) 

Social networks 62.3 42.5 16.1 18.94(<0.001) 

Official website of the 
destination or region  

49.3 33.8 25.8 6.26(0.044) 

Social network(s) for 

the researching of a 

tourist destination a    
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Facebook 66.7 60.0 48.4 NS 

Youtube 47.8 31.3 19.4 8.73(0.013) 

Instagram 66.7 28.7 9.7 36.54(<0.001) 

Notes: NS – not significant (p > .05); a- Dichotomic variable – the results represent the answer “Yes” 

Cluster one - The first cluster is mainly 
women (56%) and its members are younger 
than those of the other clusters (72.5% have 
25 or fewer years) and have a higher 
education degree (46.4%). Relatively to the 
sources of information about tourism 
destinations, this cluster gives more 
importance to search engines (76.8%) and 
social networks and less to Travel agencies 
(23.2%) and Travel brochures, newspapers, 
and magazines (13%). The Social networks 
used for the research of a tourist destination 
are Facebook and Instagram. 

Cluster two - The second cluster is gender-
balanced, the majority are in the age group 
between 36 and 35 years, and it is the 
cluster that has the highest number of 
individuals with higher education (56.3%), 
particularly a Master's degree. Relatively to 
the sources of information about tourism 
destinations, this cluster gives more  

importance to search engines (71.3%) and 
less to Travel brochures, newspapers, and 
magazines (18.8%). The Social network 
used for the research of a tourist destination 
is Facebook. 

The third cluster is mainly men and its 
members are older than those of the other 
clusters. Over a quarter possesses higher 
education and 38.7% have completed 
secondary school.  These tourists use the 
travel agencies for sourcing information 
about tourism destinations, and the social 
network more used for the research of a 
tourist destination is Facebook (48.4%). 
These tourists don’t use YouTube or 
Instagram.  

Cluster one is distinguished from the other 
clusters by choosing the practice of winter 
sports as the main attraction of Serra da 
Estrela (see Table 6). 

 

Table 6 – Winter sports like main attraction 

 

Cluster 

1 (%) 

Cluster 

2 (%) 

cluster 

3 (%) 

Chi-square 

test 

χ2(p-value) 

The practice of winter sports is the main 
attraction  

 

   

yes 68.1 41.3 38.7 13.06 (0.001) 

No 31.9 58.8 61.3 

     

 

It was then asked who answered that winter 
sports were not the main attraction of Serra 
da Estrela, which was the main attraction of 
Serra da Estrela, and the answers can be 
found in Figure 4.  

The majority of cluster 2 prefers nature and 
the majority of cluster 3 prefers snow (non-
sports related), like cluster 1, which also 
prefers snow. 
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Figure 4 - Preferences of tourists whose main attraction is not winter sports 

Discussion and Conclusions 

Nowadays the presence of social networks 
is a reality for the world. These virtual 
platforms have revolutionized the way we 
communicate, buy and search for 
information. Tourism, following the global 
trends of positioning on social networks, 
has embraced these tools quite intensely, 
and today it is almost impossible to promote 
a tourist destination without using social 
networks. 

This paper aimed to analyze several aspects 
related to the use of social networks as a 
tool to search for tourist destinations. 

It is concluded that tourists use the Internet 
to search for tourist destinations and that 
social networks are an important factor in 
the promotion of winter sports. 

A factor analysis was carried out, and two 
factors were found that together with age 
gave rise to three clusters. 

The first cluster is mainly women, its 
members are younger than those of the  

other clusters and mostly have a higher 
education degree. Relatively to the sources 
of information about tourism destinations, 
this cluster gives more importance to search 
engines and social networks. The Social 
networks used for the search of a tourist 
destination are Facebook and Instagram. 

The second cluster is gender-balanced; the 
majority are in the age group between 36 
and 35 years, and it is the cluster that has 
the highest number of individuals with 
higher education, particularly a Master's 
degree. Relatively to the sources of 
information about tourism destinations, 
this cluster gives more importance to search 
engines (71.3%), and The Social network 
used for the research of a tourist destination 
is Facebook. 

The third cluster is mainly men and its 
members are older than those of the other 
clusters. These tourists use the travel 
agencies for sourcing information about 
tourism destinations, and the social 
network more used for the research of a 
tourist destination is Facebook. These 
tourists don’t use YouTube or Instagram.  

Cluster one is distinguished from the other 
clusters by choosing the practice of winter 
sports as the main attraction of Serra da 
Estrela, however, snow and nature are also 
important factors of the tourist destination 
Serra da Estrela. 

This scientific work, like all scientific work, 
had limitations. The main limitation of the 
present study refers to the application of the 
data collection instrument. In the initial 
phase of the work, the application of 
questionnaires to visitors, in person, in 
Serra da Estrela, was considered. However, 
due to the covid-19 pandemic, the 
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methodology was readjusted with the 
implementation of online questionnaires. 
Data collection in this format conditioned 
the study sample and probably the 
information collected. 
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