


 





 















        





             

















            



 



 

















 



WEB, SOCIAL MEDIA AND GEOLOCATION IN TOURISM RESEARCH 
AND PLANNING 

Pilar Díaz Cuevas y Daniel Becerra Fernández 
Universidad de Sevilla y Universidad de Córdoba (España) 

In recent years, the revolution experienced by information and communication technologies, in 
addition to generating a large amount of information that sets us in a context of big data, has led to a 
paradigm change, where users become both producers of data and particularly geographic data, as 
each tablet, smartphone, etc., allows the generation of geolocated data. In addition to all this is the 
expansion of wireless internet networks, which allows real-time connection from virtually anywhere 
on the planet. 

Online social networking applications have become a common way of exchanging information and 
have a high penetration rate that continues to increase. In line with this, social networks based on 
geolocation -Location-Based Social Networks-, such as Twitter, Instagram or Facebook, make 
available a large amount of geolocated information that can be processed by a Geographic 
Information System and, therefore, can be considered a reliable tool for analysing the research of 
new trends, geomarketing, etc.   

Objetives
This work is based on the possibilities of applying geolocated data from social networks to research 
and planning in the tourism sector. The aim is to analyse the potential of these new unofficial 
geolocated data sources in the generation of geographic information that can be integrated into 
tourism planning and management processes. To this end, this work is focused on the information 
derived from the photos that users upload to Instagram. This data will enable to analyse about their 
movements and their assessment of the tourist resources in a study case. 

Methodology 
The methodology used is based on a review of experiences that have used social networks and the 
data generated from them for tourism research. The data of geolocated photos through the social 
network Instagram, together with other information, will then be compiled and analysed by means 
of a Geographic Information System to identify and characterise the tourist areas and spaces that are 
highly valued by users. Likewise, the less valued areas will be identified and analysed in order to 
identify possible tourist resources and develop different proposals for action.

Conclusions 
The results show the opportunity of using social network data for tourism research and provide 
added value to research carried out with traditional media and data. 

Keywords: Social Networks, Geolocation, User Generation Content, Tourism, Geographic 
Information Systems. 
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