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ABSTRACT

GEORGE, SRUTHIKA, |.Masters : January202Q

Master of Business Administration
Title:_Using Social Media Influencers to Promotet&pas a Tourist Destination
Supervisor of Project: Dr. Khurram, J, Sharif.

The main objective of this study is to understamal qualities of social media
influencers, in the travel and tourism industry,ichhgenerate trust in the followers,
thereby having an impact on the followers’ intentido visit a destination
promoted/recommended by the SMIis. The characsistientified are Quality of
Information provided by SMis, Attractiveness of ith€ontent on social media
platforms, Credibility of SMIs, Authenticity of SMland Popularity of SMIs and the
Engagement with their followers. Additionally, teeidy also investigates the effect of
Trust on the individual’s intention to visit a diesttion.

The results revealed that out of the five charaties, Quality of Information
was shown to have no impact on the trust generategteas other factors had a
significant positive impact on Trust. Furthermofiegust had a significant positive

impact on the follower’s intention to visit the tieation promoted by the SMIs.

Keywords: Social Media Influencers, Quality of Informatiomttractiveness of

Content, Credibility, Authenticity, Popularity, Emagement, Trust, Intention to Visit



DEDICATION

| dedicate this research to my family for their constant love, encouragement, and

support.



ACKNOWLEDGMENTS
| would like to thank my supervisor Dr. Khurranhdagir for his guidance, time
and encouragement towards the completion of tlugept. | would also like to express
my heartfelt gratitude to my professors and colleasgfrom Qatar University as well

as the management of Kone Elevators.



TABLE OF CONTENTS

DEDICATION L. e e e e e e et e e e e e eens v
ACKNOWLEDGMENTS ...ttt e e e e e \Y
LIST OF TABLES ...ttt eee e iX
LIST OF FIGURES ... .ot e e X
CHAPTER 1: INTRODUCTION ....coiiiiiiiiiiiiiiiieeeie et 1.
I I = T T3 (o [ o 11 ] o PO 3
1.2 Problem Statement ..........oooouiii e 5
1.3 ReSEArCh ODJECHIVE.........iiiiiii e ettt e e e e e eaa e aeens 5
1.4 Research QUESHIONS ........ccuuuuueiesemmmmcce e e e e e e e e et eeeeeanaeeeeeenn e e eennaeeeees 6
1.5 Significance of the StUAY............ oo 6
CHAPTER 2: LITERATURE REVIEW ...
2.1 Social Media Marketing and TOUISM .........coriiiiiiiiiie e 7..
2.2 Social Media Influencers and Influencer Mamk@ti...............cccvvviviiiiiieiiinnnns
2.3 Stimulus-Organism-Response Model ...
2.3.1 Social Media Influencers as Stmuli.............oiiiiiiiiiii e, 11
2.3.2 TruSt @S OrgaNISIM .......uuuueeeeees ot e e e e e e ee e e e e e e e eeennenae s 15
2.3.3 Intention to Visit 8S RESPONSE ... commreiriiiiiieeeiiiiiicee e 16
2.4 ReSearch MOdel ............cooiiiiiiiiiimmmm e 17
2.5 Hypotheses FOrmulation.................emmm e eeeieeiiiiiiee e 17

Vi



CHAPTER 3: RESEARCH METHODOLOGY ....couuiiiiiimmmmc e 19

3.1 RESEAICN DESIGN ...cvvtiiiii et e e e 19
3.2 Sampling and Data ColleCtioNn ... 19
3.2.1 QUESLIONNAINE STIUCTUIE........ceeee s e e e eeeeneeaeean e e eeeennnaeeeennaees 20
3.2.2 Measurement Variables..............coceemmmmiiiiiiiiiiiii s 20
3.3 Data AnalySes MethOUS ..........ccooiiitmn ettt 22
CHAPTER 4: RESULT S ...ttt eeeas 23
4.1 DeSCrIptivVe ANAIYSIS ....cooiiiiiiiii et eeeenan s 23
4.1.1 Profile of RESPONAENTS ...........uu e 23
4.1.2 Descriptive Statistics — Mean and Standandddien....................c......... 27
4.1.3 Reliability ANAlYSIS..........ciiiiiiiiime e 29
4.2 Correlation ANAIYSIS..........uu i ieeieee e 30
4.3 Exploratory Factor ANAIYSIS ............. o eeeeeeeieiiiiae et 31
4.4 RegreSSioN ANAIYSIS ......coiiuiiiieieiiimcec e ee e e e e e e 34
4.4.1 Regression ANALYSIS | ......oeuuiiii e 35
4.4.2 Regression ANALYSIS [l ......... i 36
CHAPTER 5: DISCUSSION .......uiiiiiiiiiiiie it 38
CHAPTER 6: CONCLUSION, LIMITATIONS AND FUTURE RESHRCH........ 40
6.1 CONCIUSION ...ttt st ettt e et e e e e e e mnn e e e ee e 40
6.2 LIMIEALIONS ...t e e e e e e ee e e e 40



0.3 FULUIE RESEAICH ... e e 41

REFERENCES ... .ot 42
APPENDIX .t ettt eennn e 53
Appendix A: Survey QUESTIONNAINE .........ccicee i a3

viii



LIST OF TABLES

Table 1. Source of Questions Used to Measure Masgab.................cc...cooe 21
Table 2.Profile of RESPONUENTS ............. ettt eeeenns 23
Table 3. Mean and Standard Deviation of Variahles...................ccoiiiiiiinineen, 28
Table 4. Cronbach’s Alpha for CONSIIUCES ....ceiiiiiiiiiieee e 29
Table 5. Correlation between the Variables................ooovviiiiiiiiiiiiiiiiiiiis 31
Table 6. KMO and Bartlett's TeSt..........cocememeriuiiiiiiiiii e 32
Table 7. Exploratory Factor Analysis for Indepentdéariables.............................. 33
Table 8. KMO and Bartlett's TeSt.........ccocememeriiiiiiiiiiii e 33
Table 9. Exploratory Factor Analysis for Dependéatiables..................ccccoeeee. 34
Table 10Model Summary Of REQIESSION .........cccoietmmmmmreeieaae e eeeeeeeiiiaae e eeeeeeens 35
Table 11 Anova for the MOdel ............ooiiiiiiiie e 63
Table 12. Regression AnalySis | OULCOMES ...couummmiiiiiiiiiiiiieeee i 36
Table 13. Model Summary of RegresSSsion ............cooveiviiiiiiiiiiiiee e 37
Table 14. Anova for the Model .............oimmmeiie e 37
Table 15. Regression Analysis Il QUtCOMES.......cc.uuieiiiiiiieeiiiiieeeeee e 37
Table 16. Summary of Hypotheses TeStiNg ....cocvvieeeiiiiiiiiiiie e, 39



Figure 1.
Figure 2.
Figure 3.
Figure 4.
Figure 5.
Figure 6.
Figure 7.
Figure 8.

Figure 9.

LIST OF FIGURES

Pillars of INfIUENCE........ooiiiee e 8
Stimulus-Organism-Response Model ... 10
Data QUAIILY .....eeieiiiiiee it 12
Research Model with Hypothesized Pathways.............ccccoooeeiiiiineene, 17
Respondents’ profiles based on age.........ccoooevviiiiiiiiiiiieee e, 24
Respondents’ profiles based on educatian................c.ccocceevvieieenennnn. 52
Respondents’ profiles based on gender............cc.oooiiiiiiiiiiiceennnnnn. 25
Respondents' profiles based on Natignalit................ccccoeeveeiiiiieennnnn, 62
Respondents’ profiles based on the chalig®cial media platform used to

fOIOW TraVel INFIUBNCEIS ... e e e 26



CHAPTER 1: INTRODUCTION

In recent times, social media has become one ofnibs& prominent tools for
marketing in almost all sectors (Mohsin, 2019)n&iiudes “websites and applications
that help users to create and share content oatiicipate in social networking”
(Stevenson, 2010). In 2018, the internet was besed by more than four billion people
around the world. Out of these four billion moranhthree billion people use social
media, which is a thirteen percent rise from 201@derwood et al., 2018). Due to the
wide reach and immense persuasive power of ontinelsmedia platforms, different
platforms such as Facebook, YouTube, InstagramitdnviSnapchat, etc., are being
utilized every day to promote brands, products, atiter marketing contents. In
addition to television and print media, companiagehbeen using sports personalities
or celebrities in the entertainment industry todiie& their online marketing campaigns
as well, in order to reach their consumers.
Over the past decade, a new trend of marketingeh@rged known as ‘Influencer
Marketing’ or marketing through influencers (Frepeat al., 2010). Influencers are
individuals who have the ability to have an effentthe purchase decisions of others
(Sudha and Sheena, 2017), which they are ablenie\acthrough their connectedness
and relatability with their audiences (Jerslev, @0IThese Influencers ‘influence’
consumers, who are their followers on various dauiedia platforms. Generally, the
influence is in the form of making people buy ataer brand or product. These
products/brands tend to be from different genrashsas lifestyle, fashion, beauty,
technology, travel, etc (Ledbetter, 2016). Accogdio Influencermarketinghub.com
(2019), influencers can be divided into four catég® such as “1) celebrities, 2)
industry experts and thought leaders, 3) Bloggerd eontent creators 4) Micro-

Influencers”.



The emergence of influencer marketing could bebaitied to celebrity endorsements,
however, using popular celebrities does not coneagly. This makes it difficult for
small businesses to use celebrities for their ptamal activities. Industry experts and
thought leaders include those who gain respect gntloair followers due to their
position, qualifications, experience or place ofrkvaBloggers and content creators
have been gaining popularity for some time now hade also been connected to
influencer marketing. There are a lot of blogstominternet where if a popular blogger
posts positively about a product, it may encourhigher followers to try out that
product. This shows how influential blogs can bettoir followers. Finally, micro-
influencers are common people who have become néizadgle for their knowledge in
a particular niche. They tend to have quite a langmber of followers, on online social
media platforms mainly, but not limited to, Instagr, Facebook, and YouTube. Their
followers find them more relatable, approachable ampart of their community when
compared to famous celebrities (Qudsi, 2018). Thisgory of influencers has attained
considerable fame, of late, so much so that fewhefm have risen from oblivion to
being as popular as a celebrity. Some of the niiftaencers may not have an
enormous number of followers, but, are still popufar their relatability and
connectedness with their followers (Influencermérghub.com, 2019).

Along with the beauty and fashion industry, inflaen marketing has also started to
gain popularity in the tourism sector. Travel igfhcers seem to motivate their
followers to visit the destinations being promotadough their social media posts
(Dickson, 2019)

Thus, a combination of both, i.e., using SMIs i@ tburism industry, unlocks immense
opportunities for travel brands and tourism orgatians or Destination Marketing

Organizations.



The objective of this research was to analyze th&roharacteristics of social media
influencers that have an impact on their followdravel decisions. In this context,
Social Media Influencers (SMIs) included bloggeecentent creators, and micro-

influencers.

1.1 Background

Social media have been playing an important roteamselection of travel destinations.
Most consumers (travelers) seek travel informatiospiration, and recommendation,
from social media largely for the reason thatives as a platform to share visuals and
experiences (Mangan, 2015). For example, Instagsansed to post pictures of the
destination, whereas Blogs and YouTube are usstdme extensive details about the
travel experience.

Destination Marketing is a form of marketing ainsgromoting tourism to a specific
destination such as a city, region or country. Théef objective of destination
marketing is increasing the number of visitordwat destination (Promodo.com, 2018).
According to Pike and Page (2014), a great numbaations, states, and cities have
formed Destination Marketing Organizations (DMOs)nmtanage its tourism policies
and regulations. DMOs have also started to idenhi&y persuasive power of Social
Media Influencers. Some of them are already cotating with the SMis to promote
the respective destination because SMI marketing een found effective in
influencing a consumer’s intention to travel tottastination (Ong and Ito, 2019).
Qatar has a large number of tourist attractions$ ith@ude, natural, historical and
cultural landmarks. In addition, there are alsoesglvannual festivals and art shows
that are held all through the year to entertaiitons and families.

The Qatar National Tourism Council (QNTC), earlierown as the Qatar Tourism

Authority (QTA), is the governing body for Qatattsurism sector (VisitQatar.ga). One
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of the main roles of the QNTC is to “promote Qataml quality destination for business
events and leisure travel, both regionally andriregonally”.

In 2014, QNTC launched the Qatar National Tourisot& Strategy 2030 (QNTSS)
in line with the objectives of the Qatar Nationasidn 2030. QNTSS was developed
with four underlying guiding principles — Fit witbocal Tradition and Moral Values,
Alignment with National Agenda, Economic Impactddnvironmental Sustainability.
The strategy has set up certain key performandeatats (KPIs) for the years 2022
(FIFA World Cup being hosted by Qatar) and 2030e ©hthe KPIs of QNTSS is to
achieve the arrival of 4.3 to 5 million visitors2022 leading up to 7 to 9 million visitors
in 2030. Other KPlIs include an increase in tousg®nd, impact on GDP, tourism jobs,
etc. (VisitQatar.qa).

One of the main marketing techniques used by QNI @ropagate Qatar’'s tourism
message to potential visitors is working with in@ional media. QNTC operates
closely with travel publications and editors ofioaal and regional media, lifestyle
magazines and other media partners. They collsdtogoublicize positive editorial,
feature articles and news updates on the varidesigs of Qatar’s tourism.

Using public relations (PR) is another activity algathers to keep the international
lifestyle and travel media updated with the develepts in Qatar’s tourism sector. This
is done via issuance of press releases, newslatgispress meetings with the
journalists.

Other promotional activities of QNTC comprise of dige familiarization visits and
collateral distribution. The former entails invigirtravel and lifestyle journalists to
Doha to provide them an experience of Qatar, thyegalonering positive international
media coverage. The latter is the distribution odchures and leaflets to spread

information about the offerings of Qatar’s tourigvisitQatar.qa).



Additionally, Qatar hosted the INFLOW Summit 201®hich was the biggest
influencer event conducted in Doha (Marhaba.comM920INFLOW (Influencers Of
the World) is a platform that brings influencersldrands together from around the
world. The 2019 VisitQatar Inflow summit had fomfluencers from the fashion, food,
travel and lifestyle industries. The event featu@atar as an ideal tourist destination
and provided a platform for various brands and stiels to make use of influencer
marketing. This indicates that QNTC is also expagdis marketing activities into the

world of social media influencers.

1.2 Problem Statement

Social media influencer marketing has risen asajrtbe biggest trends in marketing
mainly among lifestyle, beauty and fashion brar@mi¢ksman, 2017). According to

Glucksman (2017), consumers follow SMIs who ar&ewtic, engaging and confident
during their interactions with their followers. Bhresearch investigated the main
characteristics of SMIs which impacted the consgmétheir content, in the travel and

tourism genre.

1.3 Research Objective
This study will emphasize on understanding how &ddiedia Influencers in the travel
and tourism sector may be utilized to influencertii@lowers’ intention to visit a
destination, in order to promote Qatar as a toutesdtination. Therefore, the main
objectives of this research are:

« To analyze how consumers’, perceive travel andigourSocial Media

Influencers (SMIs)
* To investigate the qualities, in a travel socialdmaeinfluencer, that have an

impact on the followers’ intention to visit a destiion promoted by SMis.



* To examine the relationship between the qualitfeth® SMIs and followers’
emotional response to those qualities.
* To examine the relationship between the followensiotional response and

their intention to visit the destination.

1.4 Research Questions
Based on the objectives of the study, the followiggparch questions were developed:
* What are the general qualities that the followeokIfor in SMis in order to be
‘influenced’ by them?
» Do those qualities generate a positive emotiongspasse, i.e., trust in the
followers?
* How do these qualities have an impact on trust anfiollowers?
« How does the emotional response affect the follsivartention to visit a

destination promoted by SMIs?

1.5 Significance of the Study

Previously, many studies have been conducted tergtahd social media marketing
and its effects on consumers’ buying decisions (Ki2017; Gumg, 2017; Lim et
al.,2017). Since the concept of SMIs is relativedyv, there is limited research in this
area particularly relating to the tourism indusaryd specifically related to emerging
destinations. Therefore, this study aims to undedsthe persuasive power of SMis
and how they have an impact on their followersvétadecisions.

Since Qatar is a country that is rich in its cudfuraditions, and history, it has a high
potential to become a global tourist destinatioenée, it would be an added advantage

if this research could be usefully applied in tberism sector in Qatar.



CHAPTER 2: LITERATURE REVIEW
This chapter explores the current literature owisdomedia influencers,

influencer marketing and its growing effect on therism sector.

2.1 Social Media Marketing and Tourism

Barefoot & Szabo, (2010) defined social media mizmigeas promoting a company and
its products via social media platforms. It faeilés users of the internet to network,
and share original content as “blogs, videos, wik&views, or photos” (Boyd &
Ellison, 2008). Therefore, social media marketingtdes marketers to use social media
as a strong platform to produce and propagate eviabt affirmative word-of-mouth
marketing (Jashi,2013).

Leung, et al. (2013), suggests that in tourismlargpitality management, social media
seems to play a vital role as a strategic toolv@lexrs use social media to share
information and experiences (Xiang and Gretzel 020dy writing online reviews of
their travel or through pictures, videos, and bpagts. This creates an unbiased and

powerful textual and visual impact which leads totivating individuals to travel.

2.2 Social Media Influencers and Influencer Markethg

Social influence “occurs when one’s emotions, apisi or behaviors are affected by
others” (Surma, 2015). Freberg, et al. (2011) @e$iocial media influencers (SMIs) as
“a new type of independent third-party endorser si@pes audience attitudes through
blogs, tweets, videos and the use of other socalia. In the past few years, these
key opinion leaders (KOLs) are being deemed agbletand endorsers in comparison
with other marketing techniques such as marketsiggupopular celebrities. Using
such KOLs has been deemed effective as well asefiigent. (Harrison 2017; Patel

2016; Talaverna 2015). KOLs have been able to ayspbsitive results in customer



persuasion (Booth and Matic, 2011). Solis (201®ppsed that there are three pillars

that may be used as indicators for influence — Rel@elevance and Resonance.

Resonance
e —

Reach Frequency Relevance

Period

Popularity

I I I Authority

Amplitude

Proximity Trust

Goodwill Affinity

Foundation for Influence

Figure 1 Pillars of Influence (Solis, 2012)

Reach, which is the first pillar, measures the mxie which influencers are known and
indicates the popularity, proximity, and goodwithang their followers. Secondly, the
Relevance of an influencer lies in the factorswhanticity, trust, and affinity that the
followers feel towards the influencers. Resonasamainly about the engagement and
communication between influencers and their follmwehich are measured through
the frequency, period and amplitude of communicakietween them.

Influencer marketing is a technique that uses tl&#ks to market the product for the
company or brands. Generally, those that have #mssof followers on their social
media platforms are sponsored by companies to tskertheir products
(Tapinfluence.com, 2018). It has been reported thatconsumers have a higher

tendency of adhering to the recommendations of fagorite influencers (Talaverna,



2015) as they find the latter more dependable andincing due to their continuous
engagement with the followers (Berger, 2016).

A study conducted by a research company Nielsopi(flaence.com, 2017) showed
that an influencer marketing program yielded an 1R&turn on Investment when it
was applied for a company in the food industry (@oeceandConvert.com, 2016).
Another study showed that 72% of the brands halided influencer marketing in
their marketing budget in 2018 (Qudsi, 2018). Theambers show that SMIs are
becoming of great use to encourage the purchasetiobhs of customers. Before the
rise of social media influencers, advertising tartar consumers was one-sided. The
traditional methods of marketing such as televisids, billboards, print and radio ads
were one-sided. However, with the advancementdrabmedia and social networking
sites, there is now a two-way communication betwéeands and consumers.
Furthermore, consumers now connect more with sawalia influencers. Hence, using
SMis in their marketing strategy helps the brambsdve a positive interaction with
their consumers. (Glucksman, 2017).

In the travel and tourism industry, marketers hstagted to identify the potential of
SMis and how they may be used to get the messagesaim consumers who follow

them (Sigala & Gretzel, 2017).

2.3 Stimulus-Organism-Response Model

The “Stimulus-Organism-Response Model, S-O-R MadelNas proposed by
Mehrabian and Russell in 1974. It was first usedthea study of environmental
psychology which later extended to the field of lamer psychology. This theory
explains the inter-relationship between consumersbtions and behaviors (Belk,
1975). Stimulus in the S-O-R model is described as external el¢ésnehat

affect/stimulate individual$Organismis a result of the stimulus and is the intermexiat

9



factor between the external factors influencing iadividual and the resulting
behavioral action. Consequentiesponses the final outcome, or the decision made
by the individual (Bagozzi, 1986). The S-O-R franoekvhas been applied in many
studies. For example, according to Kotler and Aramgj (2010) marketing and
environmental stimuli have an influence on conswnetellectual state and resulting
decision-making processes. The S-O-R model sughéste the external inputs from
the exposed environment (Stimulus) triggers inteenaotion (Organism) and lead to
resulting behavior (Response). Owing to this ploipdg/, different consumers may
respond in different ways to the stimuli based bairt primary internal emotion

(Nunthiphatprueksa, 2017).

Stimulus " Organism »  Response

Figure 2 Stimulus-Organism-Response Model (Mehrabian and&us974)

The S-O-R model was used to develop the theordtaalework of this study. Bagozzi
(1986) says that, when the S-O-R system is useepi@sent consumer behavior, the
stimuli are external to the individual. In this dy) the characteristics of SMis are
chosen as the stimuli and its impact on the emati@sponses of the consumer, in this
case, the follower, is the organism. Recently coréd as “the ultimate goal of brand
marketing,” Trust is recognized as one of the nfagtors in creating a strong bond

between a consumer and a brand (Hiscock, 2002;aDel@allester et al., 2003).
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Therefore, it is considered as a positive emotienegated in the follower. The final
outcomes and decisions of followers represent tspBnse in the S-O-R model. These
outcomes can be either “Avoidance or Approach beinsiv(Donovan and Rossiter
1982; Sherman et.al, 1997). The focus of this stsd{Approach behaviors which
represent positive actions that might be directadhtd a particular setting”, i.e., the
intention to visit a destination.

Bandura’'s (1963) Social Learning Theory validatésttan individual derives
inspiration by observing other individuals or sdiciag agents. Previous studies in
marketing have used this theory to understandnfieeince of various socialization
agents such as celebrities, family, or peers osuwmer consumption behavior (North
and Kotze 2001; Clark et al. 2001; Martin and Ba€§i®0). According to Makgosa
(2010), social learning theory is effective in eaping the impact of celebrities or other
endorsers on consumers’ behaviors. The persuasiverf social media influencer,
who are also third-party endorsers somewhat sirtilarelebrates, can, therefore, be
analyzed using the social learning theory (Makg@84,0). This theory suggests that
the characteristics of the SMI's have an influenoethe behavioral intentions of an

individual

2.3.1 Social Media Influencers as Stimuli
Consumers on several social media platforms arestantly looking out for new
content from their favorite influencers. There amenerous qualities that they may find

relatable in the SMIs in order to be following them

- Quality of Information provided by the SMIsin their content
According to Magno (2017), the influence exercibgdhe SMIs partly depends on the
information quality provided by the influencersdhgh their blogs, posts or videos.

Wang & Strong (1996) developed a preliminary comgalframework that put forward
11



some aspects of data quality (DQ) such as acchiysilbelevancy, accuracy, and
interpretability. Later, in the course of theiudy, they found that the above aspects
form a part of larger collectives and thus propofea dimensions for DQ, namely,
Intrinsic Data Quality, Contextual Data Quality, djResentational Data Quality, and
Accessibility Data Quality, wherein, each dimensoamstitutes of its own underlying
characteristics.

Intrinsic DQ measures the extent to which data iglexy conforms with the actual
situation and includes believability, accuracy,eativity, and reputation. Contextual
DQ is about the data that is relevant to the comssnThus, in addition to relevancy,
it also consists of timeliness, completeness, gpateness and value addition.
Representational DQ relates to the manner in winitiimation or data is presented to
the consumers and Accessibility DQ is about thee ezsaccess or availability of

information.

Data Quality
I

| | | l
initringic Corlext Repressntatianal Azzessinilty
Data Cusbty Data Clsaity Data Cluslty Data Cuality

Walye-added {2 Inbespretabiity (5) Accessiilty (T
Relevancy (3 Ease of understanding (5] Access security {18)
Timelinass (9) Representational cansisiency |13)
Completeness (10} Concisa represantation {17]
Apprognabe amound of data (13)

Figure 3 Data Quality (Wang and Strong, 1996)
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- Attractiveness of Content

The creation of content for initiating awarenessutproducts and services is known
as content marketing. This helps brands to havelarweach to their target audience
and establish a relationship with them (Penpecg&3R@ontent Marketing is primarily
done through social media platforms as it helpsreate a personal and efficient
communication with the consumers (Ahmad et al. 6201

To garner consumers’ brand loyalty and support]sSéhould strive to establish an
emotional connection with their followers. In ordeachieve an emotional connection,
SMis should create valuable and attractive cor(feuntri et al., 2013). Content created
by SMIs must be in line with the expectation ofitreudience (Gumg) 2017). The
content displayed should be visually appealingyeltas informative at the same time.
Ultimately, influencer content should be memoralblelpful, or otherwise make a

lasting impact on audiences (Subramanian, 2019).

- Credibility

One of the most widely used measures to analyzeetteetiveness of marketing
endorsements is credibility (Hovland and Weiss,119mghipoorreyneh and De Run,
2016). Goldsmith et al. (2000) emphasize that thedibility of brands affects
consumers’ perceptions positively. Two key elemeftsedibility are trustworthiness
and expertise (Friedman and Friedman, 1979). Allsieedource has the power to affect
consumers’ beliefs, opinions, approaches and ac{dfang et al. 2012). Expertise is
found to play a major part in consumers’ respomsesbehaviors (Wilson and Sherrel,
1993). It also has an impact on the attitude andh@ase intentions of consumers as
pointed out by Till and Busler (2000).

Erdogan (1999) describes that dignity, believahilgnd honesty are represented by

trustworthiness. Metzger et al. (2003) noted thatemdorser who is seemingly

13



trustworthy, as well as an expert in their fieldyuld lead to consumers' acceptance of
the message being delivered by the endorser. Tdreredocial media influencers who
are considered as experts and trustworthy have mnfiteence on their followers'

behaviors.

- Authenticity

SMis are able to resonate more with their followtarsugh the creation of original and
authentic content (#Hashoff.com, 2017). Glucksn2817) defined authenticity as the
relatability, candidness, and genuineness thahtheencers have with their followers.
With the increase in social media marketing, coremsmexpect authenticity from
brands and products (Chronis & Hampton, 2008). Anticity has also been shown to
have an impact on the consumers’ message accepfaaimecque et al., 2011) and
behavioral intentions (Napoli et al., 2014). Demis to follow a given influencer on
YouTube or Instagram are often based on the inflees degree of authenticity
(Piskorski, 2016). Some of the attributes of auticéy that have been identified are
“Consistency, customer orientation, congruency,atityr and originality” (Eggers et
al. 2013; Moulard et al. 2015). Eggers et al. (3@&80 found that authenticity is a key

factor that aids in driving and building trust argaonsumers.

- Perceived popularity of the Influencer and Engagement with followers

Presently, the popularity of an influencer is maiiéfined by the number of followers.

This reflects the size of the SMI's network. Conseatly, the higher the number of

followers, the larger is the reach of the endorsgmessage (De Vierman et al., 2017).
The study conducted by De Vierman et al. (20174 sdvealed that a large number of
followers create a positive attitude towards th#uencers. Followers assign more

opinion leadership to those SMIs who are considaseplopular.
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As per the annual report from #Hashoff.com (20166ial media influencers tend to
drive engagement rates that are ten times thasglelfrity sponsored posts. When there
is a high rate of interaction or engagement betvieemnfluencers and their followers,
trust is developed between the two. Engagementdctigity with followers is
achieved primarily by soliciting feedback (Glucksma2017). It is based on
collaborative communication and the exchange @rmftion. SMIs engage with their
followers mainly through the comments on the confgosted by them. Followers
provide their feedback and opinions positively egatively and when they see that the
SMis value their constructive criticisms, there'steonger bond that develops between

them. This results in a higher influential poweenthe followers (Wang and Li, 2016).

2.3.2 Trust as Organism

Lau and Lee (1999) describe trust as the willingriesely on another when faced with
risk and this happens when the parties involvedehav understanding among each
other. Trustis an expectation within specific staints and parameters and it involves
confident positive expectations about other pegptedtives (Boon and Holmes, 2001).
In the digital era, online trust is being discuseedely, as it plays an important role in
online transactions (Pavlou, 2003). Consumers ge¥ey financial information to
process their online transactions which necessitdi@t there must be sufficient trust
existing between the stakeholders involved (Eg2@06).

It is also vital to have trust in an influencefidaver relationship because the SMis can
persuade their followers to listen to their recomdaions only if the latter has faith in
the former (Delgado-Ballester et al., 2003). Evieaugh the motive of SMIs is to
generate more sales for a brand, consumers tetndstotheir opinions more than the
traditional advertisements through print media,ther same brand. Therefore, gaining

the trust of followers is an important factor tli@termines the influence of SMis on
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the purchasing decisions of their followers (Gnir).2018). Followers believe their
influencers when the latter gives them genuine esesi of products, positive or

negative, even if it is a sponsored content (PEkp2016).

2.3.3 Intention to Visit as Response

The behavioral intention of a consumer is a reibecof their future buying behavior
and could be used as a suitable indicator of tehtibior (Murray,1991). Influencer
marketing is primarily aimed to have a positiveeeffon the purchase decisions of
consumers (Che et al., 2017; Ajzen, 1985; Ayjenl1®8own et al., 2003)

Che et al. (2017) defined purchase intention as {tteat desire to buy a product in the
very near future”. However, the relationship betw#®e intention to purchase and the
final buying behavior depends on the decisions madéhe consumers. Che et al.,
(2017) has also posited that trust has a signifieapact on consumers’ purchase
intentions. In this research, the purchase imbargf consumers is the intention to visit
the destination. According to Xu and Pratt (2018gre needs to be a congruence
between the social media influencers and the degiim being promoted by them to
increase the likelihood of their followers' visiténtions. Magno and Cassia (2018) that
the followers’ intention to accept the recommeraai made by SMIs significantly

depended on trustworthiness and quality of thermétion provided by the SMIs.
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2.4 Research Model

Based on the above literature and applying the $0Rel, the below research model
was developed. Here, the characteristics of sauglia influencers, such as quality of
information provided by the SMis, Attractiveness thfeir content, credibility,
authenticity, popularity, and engagement with tiilivers, were used as stimuli. Trust

was the organism and intention to visit the deitnawas considered as the response.

Quality Of Information Provided ™
~ -

Attractiveness of the Content

i
}
§
i

ORGANISM RESPONSE
Perceived Popularity and Engagement

SOCIAL MEDIA INFLUENCERS AS STIMULI

J

Intention

He N tovisit the

|

Destination

J
\Eq

|

Figure 4 Research Model with Hypothesized Pathways

2.5 Hypotheses Formulation

- H1: Quality of Information provided by the SMlasa significant and positive impact
in generating trust

- H2: Attractiveness of the Content displayed iy $Mls has a significant and positive
impact in generating trust

- H3: Credibility of the SMIs has a significant apdsitive impact in generating trust

- H4: Authenticity of the SMIs has a significantdgpositive impact in generating trust
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- H5: Perceived Popularity and Engagement of thésSMth their followers have a

significant and positive impact in generating trust

- H6: Trust in the SMIs has a significant and pesiimpact on the intention to visit

the destination
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CHAPTER 3: RESEARCH METHODOLOGY
This chapter provides details regarding the retseaesign, sampling, data
collection method and data analysis techniques urséuis study in order to test the

proposed hypotheses.

3.1 Research Design

The main aim of this study was to understand whatcharacteristics of SMis in the
travel industry were that are most liked by theilldwers leading them to trust the
former and thus increasing the intention to visé tlestination that is being promoted
by the SMis. For this purpose, the primary datdectibn was done by means of an
online survey. Collected data were analyzed anddhelts of hypotheses testing are

presented.

3.2 Sampling and Data Collection

The target population for this research includeédramise who were 18+ years of age,
residing in or outside Qatar, and following at te@se SMI in the travel industry across
different social media platforms. The sampling feaoonsisted of active members on
social media platforms, namely, Instagram, FacepgokTube and Blogs who follow
at least one social media influencer. The survegstionnaire (Appendix A) was
developed in English. It was distributed to theeptil respondents via Survey
Monkey. Additional respondent touchpoints were taéahrough email, WhatsApp,
Instagram, and Facebook. Given the wide dispersfahe target population, it was
decided to raise an online data collection method.

A pilot study was conducted with 8 participantsonder to understand the clarity of
questions in the survey. Based on the feedback fnenpilot study, the questionnaire

was modified to correct grammatical errors. Soméhefquestions were rephrased to
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improve its clarity. In total, 288 responses wentected out of which 104 responses
were excluded as they did not follow any SMI in tin@vel industry. Further, 60
responses were excluded owing to questionnairenmipteieness and display of
potential bias in the responses given. The fingpoase count was 124 which showed

a completion rate of 82%.

3.2.1 Questionnaire Structure

The survey questionnaire was divided into 3 maatiges.

- Questions 1 — 4 were used to collect demograpfacrimation

- Questions 5 — 8 asked about the most used socidlanptatforms and most
followed travel-related social media influencersisT section also filtered the
respondents based on whether they follow at le@st3MI in the travel genre or
not.

- Question 9 was further divided into 24 sub-question
These included statements used to measure theisat@racteristics of SMis (Q1
to Q16), Trust generated (Q17 to Q20) and the imnpadntention to Visit (Q21 to
Q24). The respondents were asked to select an amawging from Strongly

Disagree (1) to Strongly Agree (5) on a 5-pointdrikScale.

3.2.2 Measurement Variables
The variables measured in this study were Qualitinformation, Attractiveness of
Content, Credibility, Authenticity, Popularity, aithgagement, Trust and Intention to

Visit. Table 1 presents the items that were usdbdemmulti-item constructs.
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Table 1. Source of Questions Used to Measure Masab

Constructs Items Source
1. | get detailed and accurate informatior
about a particular destinati
Quality of 2. They help me get an insight into the Ahmad et al., 2016
Information culture and lifestyle of the peop
3. | can easily access the information
provided by thet
4. |find their content reliable in helping n
to plan my trave
Attractiveness of5. Their social media page is visually Ki and Kim, 2019
Content appealin
6. | like their appearance and presentation
on the Social Med
7. | get honest information from the
Credibility 8. They have the expertise in this fi Metzger et al., 2003
9. I find them trustworth
10. | find them genuin
11. | feel a sense of similarity between our
Authenticity personalitie Glucksman, 2017
12. | feel they do their job morally and
ethically
13. They have a large number of follow
14. They frequently interact with their

Popularity and

Engagement  15.
16.
17.
18.

19.

Trust

20.

21.

22.

Intention to visit

the Destination 23,

24.

followers on social med

They are warm and welcoming towards Ki and Kim, 2019
their follower:

They listen to their followers’ feedback

and make improvemet

| believe that the information provided

by the travel influencers is tr

| believe their recommendations are

reliable

Based on their posts and updates on

social media, | believe they are honest iButler (1991); Liu et
their work al., 2015

| believe my favorite travel influencers

care about their followers’ interests

while posting their content onlir

Browsing through the social media pai

of the travel influencer, makes me war

to trave

It is likely that | would visit the

destination based on the travel

influencers recommendati

It is likely that | would visit the same

locations and follow a similar itinerary Ki and Kim, 2019
as recommended by the travel influel

It is likely that | would keep in mind

some of the tips recommended by the

travel influencers when | visit the

destinatiol
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3.3 Data Analyses Methods

The results obtained from the survey were analym#ag the SPSS 26 software. The
data analysis methods used comprised both deseri@tnd inferential analyses. The
descriptive analysis comprised of the demographiorimation of the respondents
(such as age, gender, education, and nationality)d@scriptive statistics, including
mean and standard deviations, validity and religbiests. The inferential analysis

consisted of the Exploratory Factor Analysis, Clatien Matrix, and Multiple

Regression Analysis.
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CHAPTER 4: RESULTS

In this section, the results obtained from the erftentioned data analysis are

presented.

4.1 Descriptive Analysis

4.1.1 Profile of Respondents

The first section consists of the demographic dathe participants. It includes the age

group, gender, education level, and social medicels of the respondents. This part

also gives information about the usage of vari@esad media platforms that are being

used to follow the travel influencers. Table 2 seavsummary of the respondents’

demographics.

Table 2.Profile of Respondents

Item Frequency Percent
18-20 Years 14 11.3
21-25 Years 29 23.4
Age 26-30 Years 24 19.4
31-35 Years 41 33.1
36-40 Years 11 8.9
Above 40 Years 5 4
High School or Below 5 4
Education Bachelor's Degree 76 61.3
Master's or Above 43 34.7
Gender Male 34 27.4
Female 90 69.2
_ Instagram 93 75
Choice of  Facebook 27 21.77
SOC'.al YouTube 46 37.1
Media Snapchat 31 25
Platform . iter 7 5.65
to follow :
SMls Blogs 8 6.45
Other (please specify) 0.0081 0.81
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The results showed that 69.2% of the participamseviremales and only 27.4% were
Males. Respondents were mostly aged between 23 yed&t's. When asked about their
most used social media platform to follow their dete travel influencer, 75%
responded with Instagram, 37.1% responded with YibeTfollowed by other social
media choices. This study was aimed at potentialigsts who may be interested in
traveling to Qatar or maybe considering Qatar psogpective destination to visit in
the future. Hence, most of the respondents wera fratside of Qatar. 63.89% of the

respondents were Non-Qataris and 36.11% were Qatari

Age

H18-20 Years
W 21-25 Years
W 2630 Years
[31-35 Years
[136-40 Yzars
B Above 40 Years

Figure 5 Respondents’ profiles based on age
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Education

Figure 6 Respondents’ profiles based on education

Gender

Figure 7 Respondents’ profiles based on gender

E High School or Below
M Bachelor's Degree
W Master's or Above

[ male
W Female
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Nationality =
= Non-Qatari

m Qatari

Figure 8 Respondents' profiles based on Nationality

lnStagram _
Snap{:hat -

Facebook

Twitter

Other (please
specify)

0%  10% 20% 30% 40% B0% 60% 70% 80% 20% 100%

Figure 9 Respondents’ profiles based on the choice of sawgdlia platform used to

follow travel influencers
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4.1.2 Descriptive Statistics — Mean and Standard D&tion

Table 2 below gives a summary of descriptive dtais Among the independent
variables, Statement 1 — “| get detailed and adeursformation about a particular
destination” with a mean of 4.01, Statement 2 —€{Thelp me get an insight into the
culture and lifestyle of the people” with a mead¥1(which are items measuring the
quality of information) and Statement 6 — “| likeeir appearance and presentation on
the Social Media” with a mean of 4.10 (which isi@m measuring the attractiveness
of content), have the highest mean score. Thisated that the participants were likely
to agree that the quality of the information praddyy the SMIs and the attractiveness
of their content played an important role in chagdheir favorite SMI.

Proceeding to the dependent variables, the staten®n— “Browsing through the
social media page of the travel influencer, makeswant to travel” (mean — 4.26) and
24 — "It is likely that | would keep in mind sométbe tips recommended by the travel
influencers when | visit the destination” (mean.28} which measure the intention to
visit the destination, have the highest mean scarkgEh showed that the respondents
were likely to agree that following the travel SMjsnerated an intention to visit the
destination promoted by the influencers.

Highest standard deviations were showed by theragit 5 — “their social media page
is visually appealing” (.936), statement 8 — “tleywe expertise in this field” (.916) and

statement 13 — “they have a large number of follgivEl.009).
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Table 3 Mean and Standard Deviation of Variables

Descriptive Statistics

Variables Items Mean Std.
Deviation
1. | getdetailed and accurate information 4.01 .860
about a particular destinati
Quality of 2. They help me get an insight into the 4.01 .841
Information culture and lifestyle of the peop
3. | can easily access the information 3.96 .769
provided by thet
4. | find their content reliable in helping me 3.97 .785
to plan my trave
Attractiveness of 5. their social media page is visually 3.97 .936
Content appealin
6. | like their appearance and presentation 4,10 .784
the Social Medi
7. | get honesinformation from ther 3.7¢ .851
Credibility 8. they have the expertise in this fi 3.72 .91¢
9. | find them trustworth 3.82 .76€
10. | find them genuin 3.82 77¢€
11. | feel a sense of similarity between our 3.24 .949
Authenticity personalitie
12. | feel they do their job morally and 3.70 .826
ethically
13. they have darge number of follower 3.72 1.00¢
14. they frequently interact with their 3.76 .840
Popularity and followers on social med
Engagement 15. they are warm and welcoming towards 3.78 .861
their follower:
16. they listen to their followers’ feedback a 3.70 .796
make improvemen
17. | believe that the information provided b 3.81 .810
the travel influencers is tr
18. | believe their recommendations are 3.89 757
reliable
19. Based on their posts and updates on so 3.79 .858
Trust media, | believe they are honest in their
work.
20. | believe my favorite travel influencers 3.80 .754
care about their followers’ interests whili
posting their content onlir
21. Browsing through the social media page 4.26 .845
the travel influencer, makes me want to
trave
22. ltis likely that | would visit the destinatio 3.89 .746
based on the travel influencers
Intention to visit recommendatic
the Destination 23. It is likely that | would visit the same 3.58 .903
locations and follow a similar itinerary as
recommended by the travel influen
24. ltis likely that | would keep in mind som 4,18 .687

of the tips recommended by the travel
influencers when | visit the destinat
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4.1.3 Reliability Analysis

Reliability tests the consistency and stability tbé used constructs (Sekaran and
Bougie, 2016). Cronbach’s alpha coefficient is sneh test that gives the internal
consistency of the constructs used (Cronbach, 19&Tprding to Sekaran and Bougie
(2016), the Cronbach’s alpha value of below Ogoissidered as poor, 0.6 to 0.7 range
is acceptable and above 0.8 is good.

Hinkin, (1998) says that at least 3 items shouldded in order to measure a particular
construct. In this study, the constructs being miests were Quality of Information
consisting of 3 items, Attractiveness of Contemisisting of 3 items, Authenticity
consisting of 3 items, Credibility consisting oft@ms, Popularity and Engagement of
influencers having 4 items, Trust having 4 itemd artention to Visit the Destination
consisting of 4 items.

As summarized in Table 3, the Cronbach’s alphaevahinged from 0.648 for the
Attractiveness of Content to 0.836 for Credibilifyhis suggested that the constructs

used attained the acceptable level of 0.6 and ainaeems of reliability.

Table 4. Cronbach’s Alpha for Constructs

Variable: No. of Item:  Cronbach's Alpfk
Quality of Informatiol 3 0.78¢
Attractiveness of

Conten 3 0.64¢
Authenticity 3 0.76¢
Credibility 3 0.83¢
Popularity &

Engagemel 4 0.81¢
Trusi 4 0.85¢
Intention to Visi 4 0.74¢
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4.2 Correlation Analysis

Correlation Analysis was performed using Pears@uosrelation in order to test the
strength of the relationship between the variabkedditionally, Correlation Matrix
serves as an indication (measure) of discriminaldiy. When the items of a construct
correlate higher among themselves than their cdrosl with items from other
constructs, they are assumed to have discriminalidity (Zait and Bertea, 2011.)
Table 4 gives the correlation between the measused in this study. The results
showed that all the independent variables namelgliQuof Information (IV1),
Attractiveness of Content (IV2), Authenticity (IV3Eredibility (IV4) and Popularity
and Engagement (IV5) were positively correlatechviite dependent variable Trust
(DV1) with the Pearson Correlation Coefficient ramggfrom r = 0.577 (between
Quality of Information with Trust) to r = 0.750 (fweeen Credibility with Trust).
Furthermore, the correlation between Trust (DV1J &mtention to Visit (DV2) was
also shown as correlated positively with r = 0.680.the results were significant at
the 0.01 level (2-tailed). Moreover, as none of¢baelation coefficients approached
1, the matrix suggested an adequate level of digeaint validity (Fornell and Larcker,
1981). On the strength of the above statisticablewie, the analysis presented
satisfactory justification for the appropriate ditly and reliability of the measures

used.
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Table 5. Correlation between the Variables

Correlations
Vi V2 V3 V4 IV5 DVl DV2

IV1 Pearson 1
Correlation

IV2  Pearson 817" 1
Correlatior

IV3  Pearson .655" .646" 1
Correlatior

IV4  Pearson 562" .604" .667" 1
Corielatior

IV5 Pearson 596" 592" 476" .530" 1
Correlatior

DV1 Pearson 577 644" 682" .750" .624" 1
Correlatior

DV2 Pearson 654" 675" .608° .564" .633" .680" 1
Correlatior

Level of Significance ** Correlation is sifjisant at the 0.01 level (2-tailed)

4.3 Exploratory Factor Analysis

Exploratory Factor Analysis (EFA) was used in ortterdentify and understand the
relationship between the items in the datasetalt eonsidered useful to perform EFA
to further test the fitness of items in terms oéithassociation with a particular
construct. EFA was run so as to let items load argpecific construct (Yong & Pearce,
2013). As a result of the conducted EFA (shown abl& 7), five components were
identified. These formed the exogenous and endagerariables of the research
model.

Principal Component Analysis (PCA) was used onlenty-four items which include
the independent and dependent variables. First, E&# performed on sixteen items
for Quality of Information, Attractiveness of Conte Credibility, Authenticity and
Popularity and Engagement, respectively. Tableo@vshihe Kaiser-Meyer-Olkin value
to be 0.893 which is above the recommended valug®{Kaiser 1970; 1974) and
Bartlett’'s Test of Sphericity was shown to be digant at p-value less than .001

(Bartlett, 1954). As represented in Table 7, thespnce of five components was
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exposed. Factor 1 had three loadings which corresgab to the variable Credibility
(Questions 7 to 9). Four items were loaded on Factepresenting the Popularity and
Engagement variable (Questions 13 to 16), whileghtems each were loaded on
Factor 3 representing Attractiveness of Contente@fans 4 to 6), Factor 4
representing Quality of Information (Questions 13pand Factor 5 representing
Authenticity (Questions 10 to 12).

The second EFA was performed on eight items wiegiasented Trust and Intention
to Visit. Here, the Kaiser-Meyer-Olkin value wa816 which is again well above 0.6
and Bartlett’'s Test of Sphericity was shown to igmificant at a p-value of less than
.001. Factor 1 had four loadings that corresporiddgte variable Trust (Questions 16
to 20), whereas four items were loaded on Factas 2vell which represented the
Intention to Visit variable (Questions 21 to 24heTresults are presented in Tables 8

and 9.

Table 6. KMO and Bartlett's Test
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling .893

Adequacy

Bartlett's Test of Approx. Ch-Scuare 1064.66!

Sphericity df 12C
Sig. .00(C
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Table 7. Exploratory Factor Analysis for Indepertdéariables

Componer
1 2 3 4 5
Credibility they have the expertise in thisfi  .907
| find them trustworth .821
| get honet information from ther  .80€
Popularity and  they frequently interact with their .702
Engagement followers on social med
they are warm and welcoming 617
towards their followel
they have a huge number of .665
followers
they listen to their followers’ .556 518
feedback and make improveme
Attractiveness  their social media page is visually 979
of Content appealin
| find their content reliable in .905
helping me to plan my tra\
| like their appearance and .880
preseration on the Social Mec
Quality of | can easily access the informatic .608
Information provided by ther
They help me get an insight into 572
the culture and lifestyle of the
people
| get detailed and accurate .590
information about a particular
destinatiol
Authenticity | feel a sense of similarity betwee 717
our personalitie
| feel they do their job morally ani  .874 726
ethically
| find them genuin .65%
Extraction Method: Principal Component Analysis.
Rotation Method: Promax with Kaiser Normalizat®
a. Rotation converged in 8 iteratic

Table 8. KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling .876

Adequacy

Bartlett's Test of Approx. Ch-Squar: 449.47.

Sphericity df 28
Sig. .00C
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Table 9. Exploratory Factor Analysis for Dependdatiables

Componer
1 2

Trust Based on their posts and updates .896

social media, | believe they are

honest in their wol.

| believe that the information .888

provided by the travel influencers

true

| believe their recommendations a .862

reliable

| believe my favorite travel .606

influencers care about their

followers’ interests while posting

their content onne
Intention to Visit the Itis likely that | would visit the .901
Destination same locations and follow a simila

itinerary as recommended by the

travel influence

It is likely that | would visit the .861

destination based on the travel

influencers ecommendatic

Browsing through the social medie .750

page of the travel influencer, make

me want to travi

Itis likely that | would keep in min 612

some of the tips recommended by

the travel influencers when | visit

the destinatio

Extraction Method: Principal Component Analysis.
Rotation Method: Promax with Kaiser Normalization.?
a. Rotation converged in 3 iterations.

4.4 Regression Analysis

Regression Analysis was carried out to test thpgeed hypotheses. This was done in
two parts. First, the regression analysis was dmnenalyze the impact of the
independent variables (Quality of Information, Atttiveness of Content, Credibility,
Authenticity, and Popularity and Engagement) onsTrwvhich was the dependent
variable. In the next regression analysis, IntentmVisit was the dependent variable

while Trust as the independent variable.
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4.4.1 Regression Analysis |

The first regression analysis was performed wital@uof Information, Attractiveness
of Content, Authenticity, Credibility and Populgriand Engagement as Independent
Variables and Trust as the Dependent Variable.

Results obtained from the regression analysis tegreesented in Tables 10, 11 and 12.
Table 10 shows the R square value of .682 andstiggests a satisfactory model fit.
Furthermore, this implies that the independent aldeis, namely, the Quality of
Information, Attractiveness of Content, AuthenficiCredibility and Popularity &

Engagement can explain 68.2% of the variance inetbied part of the research model.

Table 10 Model Summary of Regression

Model Summary
Adjusted R Std. Error of
Model R R Squar Squar the Estimat
1 .82¢2 .682 .66¢ .3840¢

a. Predictors: (Constant), Popularity, Credibilythenticity, information
quality, Attractiveness of Conte

The Anova test (Table 11) showed that the model &astatistically significant
predictive ability with a p-value of less than QLOQThis implied that Trust was
impacted by at least one of the independent vasalsirom the variables of the model
(Table 12), it could be verified that the Qualitl laformation was not significant
statistically, as it had a non-significant p-vallibus, Hypothesis H1 was not supported
and hence, rejected. However, all the other vagmblere found to be significant with
p values less than 0.001 for Authenticity and Papiyl & Engagement; p = 0.002 for
Credibility and p = 0.047 for Attractiveness of @emt, thereby supporting and

retaining the Hypotheses H2, H3, H4, and H5.
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Table 11 Anova for the Model

ANOVA?
Sum of Mean
Model Square df  Squar F Sig.
1 Regressio 3731« 5 7.467 50.58t¢ .00C°
Residue 17.40¢ 11€ .14¢
Total 54.72: 12:%

a. Dependent Variable: Tr
b. Predictors: (Constant), Popularity, Credibiliythenticity, information quality,

Attractiveness of Conte

Table 12. Regression Analysis | Outcomes

Coefficients
Unstandardized Standardized
Coefficient: Coefficient:

Model B Std. Erro Bete t Sig.

1 (Constant .39¢ 231 1.68: .09t
Information Qualit -.11C .097 -11C -1.14C .257
Attractiveness of .189 .100 182 2.189 .047
Conten
Credibility .22€ .07z 24¢ 3.15€ .00z
Authenticity .382 .071 402 5.36¢ .00C
Popularity .23€ .06t 24¢ 3.64% .00C

a. Dependent Variable: Trust

4.4.2 Regression Analysis Il

The second regression analysis was performed withkt Bs the Independent Variable
and Intention to Visit the Destination as the Dejsari Variable.

The R square value was .462 (Table 13) which sugddbkat 46.2% of the variance in
the Intention to Visit was explained by Trust. T@dl4 showed that the model's
predictive ability was statistically significant tivia p-value of less than 0.001. Lastly,
Table 15 revealed that the model was also stalbtisignificant as Trust has a

significant p-value less than 0.001. This resutipsuts the Hypothesis.
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Table 13. Model Summary of Regression

Model Summary
Adjusted R  Std. Error of
Model R R Squar Squar the Estimat
1 .68(2 462 45¢ 4424+

a. Predictors: (Constant), Tr

Table 14 Anova for the Model

ANOVA?
Sum of
Model Square df Mean Squal F Sig.
1 Regressio 20.54¢ 1 20.54¢ 104.95: .00C°
Residue 23.88. 122 .19¢
Total 44.427 12%

a. Dependent Variable: Intentiontov
b. Predictors: (Constant), Tr

Table 15. Regression Analysis Il Outcomes

Coefficients?
Unstandardized Standardized
Coefficient: Coefficient:
Model B Std. Erro Bete t Sig.
1 (Constant 1.63¢ .23z 7.03¢ .00C
Trust 617 .06( .68C 10.24: .00C

a. Dependent Variable: Intentiontov
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CHAPTER 5: DISCUSSION

This section of the study examines the resultaiobt in the last chapter.
The regression analysis | revealed that the qualfithe information provided had no
effect on generating trust among the followers @ivel influencers. This was
contradicting a previous study conducted by Mad@i7) which said that the quality
of information presented in the posts of the inficers had an impact on the influence
they have on their followers. One of the possiklesons for this finding could be that
most of the people involved in this study followeevel influencers on Instagram
(Section 4.1.1, Figure 8), which is primarily a tfitam used to post and share
photographs and videos. Hence, it is possibletttgindividuals focused more on the
visual appeal of the content rather than the olguallity of information that the posted
content generated.
The other factors such as the attractiveness adengnauthenticity, credibility and
popularity and engagement of SMIs had a signifigaogitive impact on generating
trust. These findings were in line with the predeasearch (Turri et al., 2013; Metzger
et al., 2003; Eggers et al.,2013; De Vierman et28l17). The research model showed
that the characteristics of social media influeacer the travel and tourism genre,
which are most liked by their followers, act asmtii and generate a sense of trust in
these influencers.
Furthermore, the model also revealed that the griserated had a significant positive
impact on the intention to visit the destinatiohisTresult also agreed with the previous
literature (Che et al., 2017). It could be said thast in the SMIs, which is the organism
as per the proposed research model, led to a resomong the followers, which is the
intention to visit the destination that is recomihesh by their favorite SMIs.

Table 16 represents a summary of the results ohyjpetheses testing used in this
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study.

It can be noted that from six proposed hypothebes were supported (H2, H3, H4,
H5, and H6) and one was not supported (H1). Thyggests that followers trust those
travel SMIs who put up visually attractive contemho are credible, original, popular

and interact/engage with their followers.

Table 16. Summary of Hypotheses Testing

Hypothesis Result
H1: Quality of Information provided by the SMIs has
significant positive impact in gerating trus Not Supporte
H2: Attractiveness of Content displayed by the Skis
a significant positive impact in generating t Supporte:
H3: Credibility of the SMIs has a significant post
impact in generating trt Supporte:
H4: Authenticity of the SMIs has a significant pos
impact in generating trt Supporte
H5: Perceived Popularity of the SMIs and Engagen
with their followers has a significant positive iaxgt in Supported

generating tru:
H6: Trust in the SMIs has a significant positivepaat on
the intention to visit the destinati Supporte
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CHAPTER 6: CONCLUSION, LIMITATIONS AND FUTURE RESEA RCH

6.1 Conclusion

The main objective of this study was to understdmel qualities of social media
influencers, in the travel and tourism industry,iethgenerate trust in the followers,
thereby having an impact on the followers’ intentido visit a destination
promoted/recommended by the SMIs. The characesigtentified for the purpose of
the study were Quality of Information provided bWIS, Attractiveness of their
Content on social media platforms, Credibility d¥1IS, Authenticity of SMIs and
Popularity of SMIs and the Engagement with theilofeers. Out of the five, Quality
of Information was shown to have no impact on thesttgenerated whereas other
factors had a significant positive impact on TruAdditionally, the study also
investigated the effect of Trust on the individgahtention to visit a destination. The
results showed that trust had a significant pasitiwpact on the follower’s intention to
visit the destination promoted by the SMis.

Identifying the appropriate travel social mediduehcers who have an impact on the
followers’ travel choices can be useful to promQatar as a tourist destination. In
addition to the already existing promotional toslsch as advertising and media
familiarization visits, QNTC can also incorporatafluencer marketing into their
marketing strategy. This could aid in further exgiag Qatar as a popular destination

for travel and tourism.

6.2 Limitations
One of the main limitations encountered in thisdgtwas the low sample size. Even
though 288 participants responded to the survey, 184 responses could be retained.

Larger sample size could have given a more accutata. Additionally, in this
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research, there were only 4.03% of participantsl &feand above. The results could
have been different had the distribution of responsl based on age been somewhat
close to each other. Furthermore, the study waselinonly to the followers’
perspective and not from the SMI’s perspectivecabdw they are able to have an

influence on their followers.

6.3 Future Research

In the future, this research could be conductednalyze individually, the impact of
each quality mentioned in this study (such as antitiey, popularity) on the followers’
intention to visit a destination.

Also, another approach could be to study how theairhof social media influencers
varies across different social media platforms saaglYouTube, Instagram, Facebook,
Twitter, Snapchat and Blogs.

Furthermore, SMIs are also active in various othdustries to include food, beauty,
fashion, lifestyle, and consumer technology. Hentes recommended that more
studies be conducted on how SMIs can be used togieothese particular industries.
In addition, small businesses in a country suchieataurants, independent fashion
stores could also be a target of a study that ateduthe impact of influencer activity

on their promotional effectiveness.
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APPENDIX

Appendix A: Survey Questionnaire

Dear Participant,
This study is approved by the Qatar University Insitutional Review Board with
the approval number...................... ; If you have any questins related to ethical

compliance of the study you may contact them at QURB@qu.edu.qa.

The survey is conducted as part of the Applied Gatidn Project for MBA at Qatar
University and your participation in this is highppreciated. The study aims to
understand the importance of Social Media Influes¢8MIs) in promoting Qatar as a
tourist destination. The research investigategp#récipants’ perspective on choosing
their favorite SMI within the travel industry, amdw the former's travel choices are
affected by these SMis.

This study is targeted only at those who are ofeat's of age and above and are active
on social media platforms. Participation in thedgtis completely voluntary and does
not involve any cost or financial benefits. By j@Epating, you offer great help and
benefit to research within the field. Moreover,tgapants can withdraw from the study
at any given time with no explanation required smich withdrawal. All possible
considerations were given to guarantee and ensarsafety of the participants, avoid
any harm, and maintain their well-being. Your resgmwill be used solely for research
purposes. Participants’ identities will remain ayroous, and all the collected data will
remain strictly confidential. The collected datdl Wwe only accessed by the student and
the supervisor, will not be shared with any thi@tp and will be stored in safely
protected media and/or place.

The research questionnaire will take approximabatyinutes of your time. The results
of the study will be available to the participatiteough the thesis, on its completion,
or related publication.

If you have any questions regarding the surveyesearch study, please feel free to
contact;
1. PI1

Name : Sruthika George
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Address : PO Box 37143
Email :201512872@qu.edu.qa
Phone : +974 40071024

2. PI 2 (Project Supervisor)

Name: Dr. Khurram Sharif
Address: College of Business & Economics, Qatawehsity, P . O. Box 2713,
Doha,
Qatar
Email : ksharif@qu.edu.qga
Phone : +974 44035035
Please indicate that you have read, understoodf gnd agree to participate.
Kindly click on “Yes” to start the survey.
If you do not wish to participate, kindly exit tearvey.

Thank you for your valuable time.

1. Age

- Below 18
- 18-20
- 21-25
- 26-30
- 31-35
- 36-40
- Above 40

2. Nationality

3. Gender

- Male
- Female

4. Education
- High School or below
- Bachelor's Degree

- Master’s or above

5. Which of the following social media platforms do ya use the most?
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- Instagram

- Facebook

- YouTube

- Snapchat

- Twitter

- Blogs

- Others (please specify)

Do you follow any travel influencers on social medi?

- Yes

- No

*(If No, thank you for your time, you may exit tiservey)
* (If yes, please continue with the rest of the sjimnaire)

Please name some of the travel influencers that ydallow on social
media.

. On which social media platform do you follow your &vorite travel
influencers the most? (you may choose more than osecial media
platform)

- Instagram

- Facebook

- YouTube

- Snapchat

- Twitter

- Blogs

- Others (please specify)

Please indicate the extent to which you agree withe following
statements

| like to follow my favorite tralafluencers because

Strongly | Disagree | Neither Agree| Agree | Strongly

Disagree nor Disagree Agree
1 2 3 4 5

| get detailed and

accurate

information about

a particular

destinatior
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They help me get
an insight into the
culture and
lifestyle of the
people

| can easily access
the information
provided by then

| find their content
reliable in helping
me to plan my
trave

| like their
appearance and
presentation on th
Social Medie

D

6. their social media
page is visually
appealing

7. 1 get honest

information from
therr

they have the
expertise in this
field

| find them
trustworthy

10.

| find them
genuine

11.

| feel a sense of
similarity between
our personalitie

12.

| feel they do their
job morally and
ethically

13.

they have a huge
number of
followers

14.

they frequently
interact with their
followers on social
medie

15

. they are warm and

welcoming
towards their
followers

16.

they listen to their
followers’
feedback and
make
improvement

17.

| believe that the
information
provided by the




travel influencers
is true

18.

| believe their
recommendations
are reliable

19.

Based on their
posts and updates|
on social media, |
believe they are
honest in their
work.

20.

| believe my
favorite travel
influencers care
about their
followers’
interests while
posting their
content online

21.

Browsing through
the social media
page of the travel
influencer, makes
me want to trav

22.

Itis likely that |
would visit the
destination based
on the travel
influencers
recommendatic

23.

It is likely that |
would visit the
same locations and
follow a similar
itinerary as
recommended by
the travel
influence

24.

It is likely that |
would keep in
mind some of the
tips recommended
by the travel
influencers when |
visit the
destinatiol
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