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Abstract : The way we research travel options and decide where to go has substantially changed in the digital age. Atypical
search engines like social networking sites like TikTok have evolved, influencing the preferences of various generations. The
influence of TikTok use as a search engine for choosing travel locations and its effect on a country's destination branding are
both examined in this study. The study specifically focuses on the comparative preferences and actions of Generations Y and Z
within the Egyptian community, shedding light on how these generations interact with travel related TikTok content and how it
influences their perceptions of various destinations. It also investigates how TikTok Accounts use tourism branding techniques
to promote a country's tourist destination. The investigation of how social media platforms are changing as unconventional
search engines has theoretical relevance. This study can advance our knowledge of how digital platforms alter information-
seeking behaviors and affect the way people make decisions. Furthermore, investigating the relationship between TikTok video
and destination branding might shed light on the intricate interplay between social media, perceptions of locations, and travel
preferences, enhancing theories about consumer behavior and communication in the digital age. Regarding the methodology of
the research, the study is conducted in two stages: first, both generations are polled, and from the results, the top three
destinations are chosen to be subjected to content analysis. As for the research's theoretical framework, it incorporates the
tourism destination branding model as well as the conceptual model of nation branding. Through the use of the survey as a
quantitative approach and the qualitative content analysis, the research will rely on both quantitative and qualitative methods.
When it comes to the theoretical framework, both the Nation Branding Model and the Tourism Branding Model can offer useful
frameworks for analyzing and comprehending the dynamics of using TikTok as a search engine to choose travel destinations,
especially in the context of Generation Y and Generation Z in the Egyptian community. Additionally, the sample will be drawn
specifically from both Gen-Y and Gen-Z. 100 members of Gen Z and 100 members of Gen Y will be chosen from TikTok users
and followers of travel-related accounts, and the sample for the content analysis will be chosen based on the survey's results.
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