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Abstract

The tourism industry has undergone a significant transformation in recent years due to the digital
revolution, particularly with the widespread adoption of Information and Communication Technologies.
This shift has revolutionized how travelers perceive, engage with, and disseminate information about
tourist destinations and activities. With over 5.3 billion people connected to the internet globally by
2023, representing over 65% of the world's population, the impact of digital platforms cannot be
understated. This research investigates the convergence of authenticity and instagrammable sceneries
within the tourism sector. Using a qualitative approach with explorative and descriptive strategies, the
study examines how city and state governments in Porto de Galinhas, Brazil, consider authenticity when
creating and promoting instagrammable sceneries. Extensive literature reviews, Instagram documentary
research, and semi-structured interviews with city and state Tourism Authorities' representatives
highlight perceptions, strategies, and practices related to authenticity and instagrammable sceneries.
Findings reveal varying interpretations of instagrammable sceneries among stakeholders. Interviewed
representatives did not consider authenticity when creating said sceneries, although they acknowledged
the importance of social media for destination marketing. The research highlights the need to balance
authenticity with commercial appeal in destination branding and the challenges Tourism Authorities
face in meeting modern travelers' evolving demands. Through a content analysis and the use of
MAXQDA software, the study identifies key themes and insights from the interviews, emphasizing the
significance of specific words and expressions in the discourse. Despite limited investment from
Tourism Authorities in creating instagrammable sceneries, there is a growing demand among tourists.
The presence of privately owned instagrammable scenes and tourists' willingness to pay for their use
emphasize the economic opportunities of this trend. By examining the complexities of instagrammable
sceneries and their impact on tourist behavior, the research provides valuable insights for policymakers,
destination marketers, and industry stakeholders navigating the evolving landscape of modern tourism.
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Resumo

A industria do turismo passou por uma transformacao significativa nos ultimos anos devido a revolugao
digital, particularmente com a adogdo das Tecnologias da Informacdo e Comunicagdo. Essa mudanga
revolucionou a maneira como 0s viajantes percebem, interagem ¢ disseminam informagdes sobre
destinos e atividades turisticas. Com mais de 5,3 bilhdes de pessoas conectadas a internet globalmente
até 2023, mais de 65% da populacao mundial, o impacto das plataformas digitais ndo pode ser
subestimado. Esta pesquisa investiga a convergéncia entre autenticidade e cenarios instagramaveis no
setor de turismo. De abordagem qualitativa, com estratégias exploratorias ¢ descritivas, o estudo
examina como os governos municipal e estadual em Porto de Galinhas, Brasil, consideram a
autenticidade ao criar ¢ promover cendrios instagramaveis. Revisdes extensivas da literatura, pesquisas
documentais no Instagram e entrevistas semiestruturadas com representantes das Secretarias de Turismo
municipal e estadual destacam percepgdes, estratégias e praticas relacionadas a autenticidade e cenarios
instagramaveis. Os resultados revelam interpretacdes variadas dos cenarios instagramaveis entre os
stakeholders. Os entrevistados ndo consideraram a autenticidade ao criar esses cenarios, embora
reconhegam a importancia das midias sociais para o marketing. A pesquisa destaca a necessidade de
equilibrar autenticidade com apelo comercial no branding de destinos e os desafios que as Secretarias
enfrentam para atender as demandas dos viajantes modernos. Através de analise de contetido e do uso
do software MAXQDA, o estudo identifica temas e insights principais das entrevistas, enfatizando a
importancia de certas palavras e expressoes no discurso. Apesar do investimento limitado das Secretarias
na criacdo de cenarios instagramaveis, hda uma demanda crescente entre os turistas. A presenga de
cenarios instagramaveis de propriedade privada ¢ a disposi¢do dos turistas em pagar pelo seu uso
ressaltam oportunidades econdmicas. Ao examinar as complexidades dos cenarios instagramaveis e seu
impacto no comportamento dos turistas, a pesquisa oferece insights valiosos para formuladores de
politicas, profissionais de marketing de destinos e stakeholders da industria que buscam navegar pelo
cendrio evolutivo do turismo moderno.
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