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ABSTRACT 

 

Aim: The study aimed to investigate the influence of Social Media Influencers endorsement on 

purchase intention in the tourism context and how each of the endorser's credibility dimensions 

influences this relationship. 

 

Method: A deductive research approach and survey strategy were used for the development of 

this research. The sample population consists of Millennials consumers in Brazil, selected by a 

convenience sampling process. The questionnaire was distributed on Facebook, WhatsApp, 

LinkedIn, and Instagram to the participants. The data collected were analysed through a 

descriptive and inferential statistic, carried out with the support of the SPSS software.  

 

Results: 

The results of the present study made it possible to empirically support the relationship between 

Social Media Influencer endorsement and purchase intention and the hypotheses related to 

dimensions of celebrity credibility: attractiveness, trustworthiness, and expertise. The analyses 

showed that the credibility dimension positively influences the intention to buy. SPSS was used 

to conduct a Spearman’s correlation, which showed a significant correlation between 

trustworthiness and expertise towards purchase intention. 

 

Conclusion/Recommendation: 

Lastly, several suggestions were made for future investigations related to this subject. The results 

provided relevant inputs for businesses to be aware of the right choice of the SMI to endorse 

their products and services. This research verified the substantive validity of some constructs 

involved in the SMIs scenario and their followers, proving that credibility can impact positively 

traveller's intention to choose travel destinations. 
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1. Introduction    

1.1 Contextualising the Research  

 

The communication and marketing environment is constantly evolving and has changed 

substantially in recent years. Technology and new media have fundamentally transformed the 

way people interact and communicate (Batra and Keller, 2016).  The increase in accessibility 

to all types of information has modified the purchasing decision-making process (Yannopoulos, 

2011). Social media emerged as a form of relationship in cyberspace, in which individuals 

find favourable conditions to share information, leading companies to immerse in this 

environment where there is adequate space for communication with customers and at the same 

time allows the dissemination of services and products.  Social media allows users to establish 

and participate in digital communities and provide the opportunity to express themselves and 

explore social behaviours. With the widespread use of social media, people are increasingly losing 

interest in traditional advertising. Services like Spotify, Netflix, and YouTube, where users pay a 

premium price to escape from advertisements, are becoming very popular. The annoyance 

factors that influence advertisement avoidance and the concern of ad blockers are 

leading organisations to move away from traditional advertising and start to 

embrace influencer marketing. 

  

A study conducted by Kantar Millward Brown, called AdReaction (2016), carried out with more 

than 20,000 consumers aged between 16 to 49 years old in 39 countries, explored the receptivity 

that generations X, Y, and Z have towards advertisements to establish when each group is more 

likely to behave favourably. The results showed that 82% of the participants skip ads as quickly 

as possible, and 52% use ad blockers. In 2016, a study carried out by the Reuters Institute and 

the University of Oxford showed that Brazil's ad blocking penetration rate was 21%. The recent 

research made by Blockthrough (2020) indicates that almost 765 million devices worldwide use 

AdBlock tools, and there was an increase of 64% in mobile in these tools. 
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Many businesses’ revenues are threatened by ad blocking tools, which raises concerns about the 

long-term sustainability of advertisements as a whole.   

  

The increasing difficulty in advertising and promoting products and services forced companies to 

adapt and find alternatives to overcome this barrier. In the digital scenario, social media enable 

the emergence of a new type of opinion leader, the Social Media Influencers (SMIs). An opinion 

leader can provide information, recommendations, product reviews and supplement 

professional knowledge to help a company to promote its products (Li and Du, 2011). The 

emerging community of these new SMIs wields significant power over the brand’s perceptions, 

and it is driven mainly by the rapid expansion of the social media channels through which 

influencers communicate (Booth and Matic, 2012). 

  

The SMIs can connect with the consumers with their appealing personalities and creativity 

(Gräve, 2019). Audrezet et al. (2018) state that factors such as exclusivity, originality, 

authenticity, and involvement are preponderant for these opinion-leaders to reach a certain level 

of exposure, further reinforced when there is compatibility between them and their 

audience. Influencer marketing is a strategy that creates more humane and direct 

communication, becoming intermediaries between the organisation and consumer (Hund, 

2019), acting as brand ambassadors and storytellers (Booth and Matic, 2012). Djafarova and 

Rushworth (2017) highlight that SMIs can enhance customer engagement, and brands achieve 

positive connotations. The authors also mention that it is worth mentioning that even aware that 

there is a commercial relationship involved, the audience tends to maintain the trustworthiness 

in the SMIs, without compromising the purchase intention. 

  

Due to the excess of information, the purchase decision process has turned into an extensive 

search, whether acquired through social media, search engines, websites, or even 

recommendations from friends and family. At this point, companies are associating with SMI and 

increasing their investment in influencer marketing. For tourism, the Internet can be considered 

the start point for planning trips, and consequently, have an online presence has become a 

determining factor for companies’ survival (Mason, 2016). Given the tourism sector's proportions 
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in recent years, it has become crucial to understand the trends and changes in attitudes towards 

tourism. Therefore, the motivations that lead people to travel is an important topic to 

understand consumer behaviour in the tourism sector.   

 

Digital environment has a huge impact on travel and how the tourism industry is perceived today 

(Xiang and Gretzel, 2010). This boom in travel information accessibility can be found in the form 

of user-generated content (UGC) on social media platforms such as Instagram, TikTok, Facebook, 

and YouTube through photos, videos, reviews, comments, hashtags, etc. It is a process with great 

implications for a brand's image. For hotels, airlines, and travel destinations, this method can give 

users access to more visual resources than what is offered by the company's websites. In this 

scenario, SMIs gain outstanding importance because travellers look for tips, content, and 

enthusiasm to make their decisions properly. Urry and Larsen (2011) state that users search for 

digital content created by SMIs, and they not only consume but also redefine what it means to 

be a "potential tourist". This bidirectional interaction between travellers and potential travellers 

caused rapid and radical changes, recreating tourism's consumption, and affecting the audience’s 

imagery (Correa, Mariano and Salazar, 2014). 

 

The role of SMIs in travellers’ decision-making and tourism management operations have been 

widely discussed as a tendency that has significantly affected this industry. Tourism 

companies have already started to incorporate SMIs in their strategy to improve the information 

search experience and strengthen customer relations. The actions on the web promoted by SMIs 

have revolutionised the principles that guide the marketing processes, allowing new insights 

about the content share. These individuals are considered an emerging phenomenon, with a 

growing power to influence and serve as a bridge of information transmission, especially 

between consumers and brands (De Veirman, Cauberghe and Hudders, 2017). More than ever, 

companies must generate valuable content to remain relevant to their audience and keep up 

with current changes. Therefore, it is considered relevant and pertinent to better understand the 

role of Social Media Influencers in the consumer’s purchase intention concerning tourist products 

and services.   
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 1.2 Research aims and objectives   

The study aims to investigate the impact that SMIs have on Brazilian consumers when searching 

for tourism products. In this context, the following objectives are established:  

 

I. To investigate the determinants of advertising avoidance.  

II. To understand if influencer marketing has a positive effect compared to traditional 

marketing.   

III. To identify if the physical attractiveness of SMIs influences the purchase intention and 

consumer attitudes towards tourism products and services.  

IV. To identify if the trustworthiness of SMIs influences the purchase intention and consumer 

attitudes towards tourism products and services.  

V. To identify if the expertise of SMIs expertise influences the purchase intention and 

consumer attitudes towards tourism products and services.  

 

The SMART objectives are listed below: 

 

Table 1. SMART objectives 

SPECIFIC 
Study of Social Media Influencers' impact on Brazilian millennials 
consumers' during the decision-making process of tourism products.  

MEASURABLE 

As an outcome indicator, specific and measurable terms were used 
(investigate and identify) to compare similar situations, systematise the 
determining points for their occurrence and analyse the relationship 
between the variables. 

ACHIEVABLE 
To be considered achievable, the research needs to be completed in a 
realistic time frame, which in this case is a stipulated period of 12 weeks. 

RELIABLE 
The data collected from the sample population should meet the 
established research objectives.  



 

15 
 

  

 

1.3 Research Question  

To fill the gaps in knowledge, the study will attempt to answer the following research questions:    

1. Does SMI’s attractiveness positively impact the intention to buy?   

2. Does SMI’s trustworthiness positively impact the intention to buy?  

3. Does SMI’s expertise positively impact the intention to buy?  

   

  

1.4 Research Hypotheses  

The hypotheses developed for this investigation followed the literature review and considered 

the research problem. The research’s key hypotheses would empirically evaluate the Social 

Media Influencers’ role in impacting consumers’ opinions about tourism products and services. 

The three hypotheses are described below:   

  

▪ H1 - SMI’s attractiveness positively influences purchase intention.  

▪ H2 - SMI’s trustworthiness positively influences purchase intention.  

▪ H3 - SMI’s expertise positively influences purchase intention.  

  

  

 1.5 The Rationale for the Research   

Despite the growing relevance of social media, the literature presents limited studies regarding 

Social Media Influencers in the tourism industry. Companies are beginning to acknowledge SMIs’ 

as valuable marketing tools. However, in the Brazilian context, the relationship between Social 

Media Influencers and the consumption of tourist products were weakly explored. A survey 

conducted by Instituto Brasileiro de Opinião Pública e Estatística (IBOPE) showed that in 

2019, 52% of Brazilian online users follow some influencer on social media, and half of the 

Internet users in the country have already purchased products or services indicated by them. In 
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addition, 35% have visited a destination suggested by SMI. According to Twitter (2016), almost 

40% of users say they have already made a purchase due to an influencer’s Tweet.  

 

There is considerable relevance in investigating this topic, as it allows understanding the Social 

Media Influencers as a new force in the communication flow due to their high engagement and 

low cost of the process (Uzunoğlu and Misci Kip, 2014). Furthermore, the increase in marketing 

spending and competition has resulted in companies employing more distinct strategies to 

achieve marketing goals. YouPix (2021) conducted a study that showed a clear evolution of 

Influencer Marketing in the Brazilian market. The study revealed that 71% of the companies have 

influencer marketing as an important communication strategy, and 83% claim that the pandemic 

has made SMIs more relevant to their business. According to previous studies that examined the 

effects of SMIs on the perception of products and brands, it was found that specific attributes 

and characteristics could enhance the effectiveness of the advertising message and 

generate favourable behavioural responses in consumers (Bergkvist and Zhou, 2016).  Hence, in 

an increasingly overloaded media environment, celebrity endorsers can easily attract consumers' 

attention to the endorsed products. 

 

In this regard, there is a lack of research related to the effects of SMI’s endorsements, despite 

the central role of these celebrities in digital marketing. The practical implications of studies 

related to social media in the tourism context are recent and are still being explored in the 

literature (Buhalis and Foerste, 2015).  Furthermore, it is important to understand the criteria for 

consumer's decision-making and identify the use of tools, logic, reasoning, justifications, and 

beliefs. Since a celebrity endorser can impact the perception of a brand's value, studies on the 

subject can reduce the risk of wrong choices and point out the main aspects to be measured and 

managed by marketers. Due to the challenges and the financial volume involved in the corporate 

decision to use an endorser celebrity, this study has relevance as it seeks to contribute to the 

development of this theme in the Brazilian market and investigate the population's perception 

of celebrity and assess the relationship with communication objectives. 
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1.6 Contributions of the Research   

Although this subject is relatively new to academics and professionals, the topic is relevant and 

has huge potential. This research aims to contribute to the discussion about the impact that SMIs 

can have on the perception of tourism products and the impression that these perceptions have 

on the consumers’ behaviour. As a result of this investigation, this study is expected to fill some 

gaps about this domain in the literature by improving the discussion regarding the perceived 

credibility of SMIs. From a business point of view, the relevance of this study is related to the 

marketing domain, mainly because it provides insights that can help companies innovate their 

marketing mix actions and strategies to the current market trends. Additionally, it is worth 

emphasising the importance for organisations to observe and analyse to what extent and in what 

way Social Media Influencers have impacted the purchase intentions of their customers, 

contributing effectively to marketing strategies used in the hospitality industry. 

  

 

 1.7 Limitations of the Research   

In any scientific investigation, it is essential to point out its limitations and make suggestions for 

future studies to promote new discoveries. The first identified limitation is the adoption of a non-

probabilistic sample for convenience, as the researcher's context could influence the results. 

Secondly, the sample size is a limitation, and for future investigations on the subject, larger 

samples would be preferable for more accurate validation of the results presented in this 

research. Additionally, the sample population has a restricted scope that includes only young 

adult participants and does not incorporate other age groups.  

 

Thirdly, despite being justified as an accurate research method, the quantitative method still has 

some limitations. Furthermore, it would be interesting to include a qualitative component to 

make the study more comprehensive. An example would be select a specific SMI in a particular 

social media to obtain new inputs or apply a focus group and interviews to collect consumers 

points of view, expectations, and experiences about the subject. These qualitative methods 
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would make it possible to go deeper into the theme, allowing a better understanding of the 

uncertainties relating to the topic, providing valuable contributions. 

 

Fourthly, the results do not permit applications to different situations or distinct segments, being 

valid only for the conditions analysed. The chosen instrument for collecting the data, the survey, 

has limitations such as the fact that respondents have to answer closed questions, and questions 

can be misinterpreted without the chance of further explanation or clarification. Consequently, 

future investigations should consider other types of sampling techniques to obtain more 

diversified samples and extrapolate the results with more reasonable confidence. These 

limitations do not allow the data to be extrapolated and generalised with a high confidence level 

to the population. Lastly, it is worth emphasising the complexity of the social media and SMIs 

study, which make it difficult to understand this phenomenon in totality as they are under 

continuous changes.
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2. Literature Review   

2.1 Introduction to the Literature Review  

The information evolution and communication technologies granted space to new platforms, 

modifying the relationship between companies and their audiences. The Internet has 

transformed how tourism information is distributed and how people search and plan their 

trips (Buhalis and Law, 2008). These changes and the highly competitive environment force 

marketers to reconsider their efforts and apply innovative marketing strategies (Gorlevskaya, 

2016). 

  

In this chapter, the theoretical bases that supported this research were addressed. The literature 

review aims to analyse the current SMI’s configuration in the tourism sector and identify 

construction elements around brands from interactions between Influencers and other social 

actors on the internet. Initially, the consumer behaviour on social media and the role of Social 

Media Influencers were explained. Further, the way companies adapt to meet the contemporary 

consumer’s demands were analysed. Finally, the characteristics of SMIs and their performance 

in the online environment were discussed and how these subjects disseminate their ideas and 

influence the attitudes of their audience relating to the tourism products.   

 

  

 2.2 Millennials (Generation Y)  

2.2.1 Characteristics of Millennial Generation  

The first generation that emerged in the information society was Generation Y, also known as 

Millennials, including individuals born between 1981 and 1996 (Pew Research Centre, 2019). 

Millennials are a generation that developed in a significant 

technological environment and with economic prosperity. According to Moore (2012), 

Generation Y is referred to as digital natives since technology is rooted in their lives. People who 

represent this generation are constantly connected, transiting easily through virtual spaces. All 

this interactivity formed the first generation of “global citizens”, developing a type of social 
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awareness. Also defined as a post-capitalist generation, Generation Y demonstrates a pragmatic 

sensitivity towards concrete goals of self-fulfilment. These young people live in a world of 

plenty, in an environment saturated by the media that feeds their consumer desires and their 

yearnings for a life less focused exclusively on work and more guided towards enjoying the 

pleasures of life (Graham and Handam, 1987). Millennials are heavily influenced by friends and 

peers, open to learning things collaborative and interactive, focused on entertainment, and 

immersed in digital culture (Benckendorff, Moscardo and Pendergast, 2010). The Millennials 

generation completely breaks society’s preconceived ideas and prioritises specific life goals, 

focusing on their well-being more than career advancement or social status.  

 

  

2.2.2 Buying Behaviour of Millennial Generation  

In the current market scenario, technology has created a convergence channel between 

companies and consumers. The new consumers no longer fit the consumption standards and 

play a relevant role as producers and content creators. Therefore, a concept called “prosumer” 

emerged (Toffler, 1991) to describe a phenomenon in which individuals are not limited to their 

role as consumers and become producers and co-creators. In the relationship with consumption, 

Generation Y was the pioneer in demanding authenticity from the brands, as they like to be 

involved and strengthen bonds with the brands they consume. Instead of the customer entering 

the brand’s world, the brand must penetrate in customer’s world (Mangold and Smith, 2012). 

  

According to Tapscott (2009), Generation Y grew up immersed in technology, and since 

childhood, they were used to seeing communication as a two-way street. Millennials do not 

behave passively as consumers, and somehow, they want to contribute to brands. This 

generation was a vital component in social media’s evolution (Mangold and Smith, 2012). The 

way Millennials consume media is also totally different from other generations. As the study 

conducted by Palm and Pilkington (2016) showed, communication via television and radio is 

losing relevance for this group, and social media and streaming services are gaining 

preponderance compared to more traditional formats. 
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In the tourism context, Millenials have an infinite number of tools at their disposal, including 

search engines, reservation systems, destination management systems, and specific social 

media. According to Lim et al. (2017), the use of mobile technologies during a trip is one of the 

essential instruments in the emotional involvement of Millennials in their experience as tourists. 

Virtual connectivity allows them to use the information more efficiently, producing a more 

complex decision-making process. The authors also suggest that technological involvement and 

virtual connectivity are based on a positive emotional experience.  

 

  

 2.3 Social Media  

New technologies have been transforming contemporary communication practices. Considering 

that every relationship is mainly based on interaction, the emphasis on tools is centred on social 

media in the digital marketing era (Dwivedi et al., 2020). Social media is present in people’s lives, 

reducing the distance between online and offline and constructing relationships based on similar 

interests, ideas, and values. Butler and Matook (2015) explain that people connect to 

social media to establish new relationships and collaboratively engage in media 

production. According to Lévy (2001), the three principles that guide cyberspace’s 

growth are interconnection, the creation of virtual communities, and collective 

intelligence. Jenkins (2008) states that personalised media was one of the digital revolution’s 

ideals. In the early 1990s, it was considered that digital media would be free from mass media’s 

tyranny, allowing the consumption of only contents that were considered personally significant 

for the audience. Social media are dynamic and in constant transformation, being influenced by 

interactions, where the potential actors can become opinion-makers and capable of affecting 

other people perceptions. 

  

As defined by Lévy (2001), communication is now horizontal and public. According to Ansari and 

Khan (2020), social media was built to promote collaborative content creation and social 

interaction. Bailey et al. (2020) highlight that social media are structured for users to share 

information, such as opinions, ideas, values, feelings, abilities, and preferences, becoming 

an extension of the real-life. In the cyberculture universe, everyone can become an author and 
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content creator. According to the App Annie report (2020), Brazil is the third country where 

people spend more time on apps. From a business perspective, social media establish a two-

dimensional channel between companies and customers. The digital platforms make 

communication available on a large scale and contribute to companies’ advancement by having 

scalability, interactivity, flexibility management, and integrated communication (Castells, 2002). 

  

 

2.3.1 Social Media Marketing  

Social media have become an environment intrinsic of opportunities for organisations, which 

encouraged more investments in this segment. Companies seek to develop efficient commercial 

strategies to enhance customer loyalty and service improvement (Lipsman et al., 2012). Dwivedi 

et al. (2020) clarified that companies are motivated to adopt social media due to the easy access 

to these tools as relationship facilitators with potential customers and the capacity for 

implementing and propagating campaigns, which optimise the sales processes.  According 

to Kotler et al. (2019), while the Industrial Age was characterised by mass production and 

consumption, overstocked stores, advertisements everywhere, the Information Age led us to 

more accurate levels of production, targeted communications, and pricing supported by precise 

information bases. Social media can play a vital role in the business strategy, reducing costs, 

enabling innovation, and allowing profitability and market share.   

  

In this perspective, the production of tourism-oriented digital content has been earning space in 

recent years. These platforms are especially relevant as it is an information-intensive channel, 

mainly because consumers can search for travel’s information that assists in the planning and 

decision-making process. Social media can break space and time restrictions (Zhan et al., 2016), 

turning local into global (Berthon et al., 2012). In this context, the digital environment added a 

new dimension to travel information sources and made the search process more complex (Lehto 

et al., 2006). Huang, Yung, and Yang (2011) highlighted that organisations could obtain 

information about customer preferences by communicating with users through different social 

media to innovate their products or services. Social media have become one of the best tourism 

allies, especially to engage with travellers easily.   
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A study revealed that consumers’ perception of benefits over social media in the travel process 

translates into more appropriate choices, less uncertainty, and better travel costs (Öz, 

2015). According to Amaro and Duarte (2015), convenience and time savings are also significant 

advantages for using social media. For destinations, the benefits can be converted in an increase 

in the number of visitors, increase in preference for the destination, advertising, return on 

investment (Kiráľová and Pavlíčeka, 2015). B4Tcomm (2019) research shows that 69.4% of travel 

agencies and tour operators use social media to interact with their customers, and 88% share 

news and travel tips. The reports also showed that the most used social media in Brazil are 

Instagram (54%), Facebook (29.6%) and LinkedIn (7.6%). In addition, they use other media such 

as YouTube, Snapchat, and WhatsApp.   

  

Socialisation factors play a crucial role among Internet users that look for tourist information. For 

Kotler (2016), in the digital age, consumers can acquire products and services more efficiently, 

having access to valuable content to assist their decision-making. Social media has managed 

to exhibit the tourist products and services more realistically, and the tourism industry took 

advantage of this visual potential (Buhalis and Law, 2008). According to Sambhanthan and Good 

(2014), an increasing number of organisations are beginning to perceive 

online tourism promotion as a long-term customer relationship management during the sale 

stages. Liu et al. (2020) affirm that social media can provide travellers with a range of information 

and allow marketing organisations to have an innovative way to monitor their destinations in 

real-time. As one of the leading digital marketing tools, social media contribute to a closer 

relationship with the user, a stronger relationship that helps companies promote the 

dissemination of their brand.  

 

  

 2.4 Influencer Marketing  

Guinote (2017) states that influence was defined as the act of power, the ability to cause an 

effect or change in the behaviour of other people. Lou and Yuan (2018) highlight that 

the influencer marketing strategy involves partnerships with “key individuals”, including experts, 
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celebrities, bloggers, or famous personalities on social media, whose visibility, experience, and 

reliability influence their audience.  In this complex context based on social media, it is 

increasingly important for companies that use these platforms as a business instrument to 

amplify their messages. In turn, the need for a communication form where information does not 

only circulate by traditional media appears, requiring a decentralisation through other channels 

like the opinion leaders that can reach a broader audience. In the social media scenario, these 

opinion leaders are often called Social Media Influencers or simply Influencers. 

   

Influencer marketing is one of the fastest-growing strategies, and the proper use could result in 

a cost-effective way of promoting goods, services, and ideas, bringing creative content to 

companies and the ability to reach target groups virally. Carter (2016) describes influencer 

marketing as a rapidly expanding industry that tries to promote products and increase brand 

awareness through content disseminated by social media users who are considered to be 

influential. Even with its commercial potential recognised, influencer marketing is still an 

emerging practice. In Brazil, the relationship between influencer marketing and SMIs are 

promising, but it remains in development. 

   

  

2.4.1 Social Media Influencers  

The origin of Social Media Influencers comes from blogs. In the early 2000s, the emergence of 

the Blogger, Blogspot and WordPress platforms made blogging popular, transforming these 

platforms into virtual diaries (Larsson and Hrastinski, 2011). The SMIs are an evolution of the 

opinion leader theorised by Katz and Lazarsfeld (2005). Social Media Influencers are opinion 

leaders who can persuade through interaction with their followers by accessibility, credibility and 

intimacy (Abidin and Ots, 2015). Lincoln (2016) defines SMIs as people with the power to 

stimulate mindsets and affect the decisions of others through their knowledge, 

position, relationship, and authority. Hearn and Schoenhoff (2015) highlight that an Influencer 

works as a consumer idol, representing the ideal that the consumer aspires to be because 

they recognise them as a successful model. 
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According to the two-step flow theory of Katz and Lazarsfeld (2005), the information that reaches 

the opinion leaders are filtered by them and adapted to be published and shared with their 

audience. The messages disseminated by SMIs affect consumers’ attitudes and behaviour, as 

they transmit it in a way so that people do not feel directly influenced, which is different from 

what they experience with traditional media (Uzunoğlu and Misci Kip, 2014). Nisbet and 

Kotcher (2009) indicate that Influencers do not depend on formal power or prestige but on their 

ability to serve as the connective communication source that informs their followers about 

relevant topics such as political, social, and entertainment events.  

 

A study conducted by Buffer (2019) showed that from 1,800 companies analysed worldwide, 37% 

used Social Media Influencers to help them market their products, and 45% believed their 

strategies were effective. According to Edelman Brand Trust (2019), what SMIs say about 

companies is trusted by 63 %, far more than what companies declare about themselves. 

According to the study conducted by FleishmanHillard (2021), investments in Social Media 

Influencers has grown because consumers are more cautious and less confident in companies, 

brands, public figures, and news. The report released by Kantar IBOPE (2020) showed that 52% 

of Brazilian Internet users follow a SMI, and 74% follow them because they publish relevant 

content, present ideas (53%) and interact with followers (29%). 

 

The tourism sector has been marked by high competitiveness among destinations. Consequently, 

it is necessary to promote actions to increase the tourist activities in the market. 

Influencer marketing allows reaching the target audience more personally and 

emotionally. The application of these strategies involving SMIs, and social media has proved to 

be an attractive opportunity for tourism marketers to influence the way destinations are 

represented (Kislali, Kavaratzis and Saren, 2016). According to Sedera et al. (2017), users are 

subjected to SMI’s influence before travel when receiving feedback through comments or other 

travel content, impacting their expectations about destinations. Influencer marketing is gaining 

force in a world where traditional advertising is no longer as convincing as before, and people 

have more control of what they want to consume. From the studies carried out in this context, it 
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was evident the importance of SMIs and the development of influencer marketing as a strategy, 

particularly in the context of tourism.  

  

 

2.4.2 Source Credibility 

Perceived credibility is the dimension of trust that positively or negatively affects the acceptance 

of a message (Corritore, Kracher and Wiedenbeck, 2003). The Internet, particularly social media, 

is one of the most important ways people search for information. The credibility that consumers 

attribute to these sources affects their attitude towards products, brands, or services (Llodrà-

Riera et al., 2015). An experiment conducted by Turcotte et al. (2015) discovered that 

recommendations made on social media increased confidence levels, and these levels were 

amplified when the issuer was perceived as an opinion leader, which demonstrates that 

interpersonal communication can be directly linked to the individual’s credibility. 

 

Ohanian (1990) developed the Source Credibility model, which measures celebrity endorsers' 

effectiveness by analysing the endorser's expertise, trustworthiness, and physical attractiveness 

concluded that the dimensions, together with demographic and psychographic data, could 

predict purchase intention attitudes regarding specific products. The author highlights that the 

decision to choose the endorser must be based on three factors: trustworthiness, which concerns 

honesty and the degree of trust associated with the endorser; the expertise, which considers the 

consumer's perception of the endorser's knowledge, skills, and experience; the attractiveness, 

which refers to the consumer's perception of the endorser's physical appeal. In addition to these 

factors, Shimp (2002) includes a few more factors to consider when choosing an endorser. The 

author states that there are five essential elements that a celebrity needs to have to be chosen 

to endorse a product, namely: trustworthiness, expertise, attractiveness, respect, and similarity, 

which is linked to consumer admiration and identification of the celebrity. 

 

Engel, Blackwell and Miniard (2001) emphasise that consumers can see a celebrity's 

endorsement as a source of meaning transfer to the advertised product. Meanwhile, brands aim 
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to add value and a positive connotation to what is being endorsed by SMI, enhancing customer 

engagement. The practice of endorsement finds theoretical support in the psychological process 

of social influence. Endorsement is conceptually defined as a marketing technique in which an 

individual with public recognition transfers this advantage to a brand, product or service 

(McCracken, 1989). The author also states that the process of meaning transfer involves three 

steps: (1) the formation of the celebrity image; (2) the transfer of meaning from the celebrity to 

the product and, finally, (3) the transfer of meaning from the product to the consumer. According 

to the author, a celebrity endorser is any individual that possesses public recognition and utilises 

that popularity to promote a product or service. Silvera and Austad (2004) argue that the 

effectiveness of celebrity endorsement is dynamic and depends on the celebrity, the products 

and perhaps even the social conditions in the time and place where the ad is placed.  

 

Many companies appeal to the endorsement’s practice on social media to attract attention for 

their products due to the decrease in consumer’s interest levels relating to traditional advertising 

(Ahmad et al., 2019). To identify the effectiveness of celebrity endorsement, Knoll 

and Matthes (2016) carried out an analysis that confirmed the hypothesis that celebrity 

endorsement positively affects the attitude towards the endorsed object. A pioneering study was 

the online experiment conducted by Wood and Burkhalter (2014), which measured opinion, 

brand familiarity and behavioural intentions through content manipulation on Twitter. This study 

identified that celebrity endorsement arouses attention and disseminated brand information, 

increasing interest levels for unfamiliar brands. Subsequently, this practice positively influences 

purchase intention, especially when consumers perceive celebrities’ credibility, considering 

these subjects’ endorsements as reliable (Hwang and Zhang, 2018). Lincoln (2016) states 

that influencer marketing is one of the most effective ways to reach consumers who seek what 

the company offers, and SMIs manage to stand out among the vast existing online content.  

 

Although it has been proven through research that endorsement is a successful strategy in many 

cases, it is important to be aware that choosing the endorser is a crucial task and must meet 

certain criteria, such as the levels of attractiveness, trustworthiness, and expertise perceived by 
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the target audience. Celebrities are human beings like any other person and, therefore, are 

susceptible to making mistakes and getting involved in scandals, factors that can reflect on the 

brand image and interfere in the consumer's perception, causing an opposite effect to the 

desired one. Additionally to these risks, the celebrity's inadequacy with the endorsed brand or 

product can be extremely damaging to the success of the company’s strategy. Misra and Beatty 

(1990) stated that congruence is when the celebrity’s characteristics align with the brand’s 

values. Moreover, consumers tend to rate it more positively when the celebrity has high 

congruence with the brand and the product. Hsu and McDonald (2002) point out that empirical 

studies have shown that the congruence between the product and the endorser positively affects 

consumers' perception of purchase intention. Spry, Pappu and Bettina Cornwell (2011) pointed 

out that the endorser's credibility influences the brand's credibility, affecting the brand's value. 

 

According to Cheung et al. (2009), studies indicate that credibility is one of the most important 

aspects of eWOM. In this sense, SMIs have been used as a marketing strategy by companies that 

aim to propagate their brand with a reliable source (Uzunoğlu and Misci Kip, 2014). The authors 

also state that the SMI can be recognised as a credible source, as they share their experiences 

and opinions with their followers through eWOM and establish direct communication making 

their message considered more credible than corporate messages. The use of SMIs becomes 

attractive and effective because of their ability to create brand recall and trustworthiness, which 

can be justified by their ability to produce authentic and personalised content, which gives a 

sense of credibility (Ibáñez-Sánchez et al., 2021). Hence, the source’s credibility can be a crucial 

factor in determining the persuasiveness of brand endorsements. 

 

In tourism, SMIs became the new travel guides. The Influencers share their experience in the first 

person, which gives a sense of proximity, credibility, and authenticity (Lund, Cohen and Scarles, 

2018). Currently, there is more trust in relationships established at horizontal levels than at 

verticals. Therefore, SMIs depend on the consumer’s interpretation of his opinion through 

honesty, trustworthiness, and consistency (Bart et al., 2005). In tourism literature, the source's 

credibility is considered a critical factor as it determines the tourist's perception of what is being 
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claimed about a travel destination (Erdem, Swait and Louviere, 2002). Studies have shown that 

the source's credibility is a vital aspect of tourist destination marketing practice and is a key part 

of the decision-making process towards a travel destination.  

  

 

2.5 Consumer Decision Making Process  

Consumption can be understood as a symbolic, cultural and socialisation phenomenon. The 

purchase intention concept has been widely studied in marketing, analysed in several studies by 

different authors. According to Balakrishnan, Dahnil and Yi (2014), it is possible to determine the 

purchase intention as a judgment subjectively made by the consumer that interferes with the 

general evaluation of a product or service. Churchill and Peter (1998) state that recognising the 

need is the starting point for consumers to buy a product or service. Janakiraman, Lim and Rishika 

(2018) affirm that the purchase decision process is no longer linear. The diversity of channels, 

factors and variables that influence the customer’s journey has changed the way people search 

for information and buy products. In this sense, it is vital to understand and observe 

all transformations in the consumption patterns influenced by the digital environment, to 

optimise value creation and quality perception.   

  

Blackwell, Engel and Miniard (2001) proposed the Consumer Buying Decision Model, which can 

be analysed as a “road map” for consumers’ decisions. The authors explained that the model 

involves a sequence of seven steps, namely, need recognition, search for information, pre-

purchase evaluation of alternatives, purchase, consumption, post-consumption evaluation and 

divestment. The model also considers that consumption behaviour occurs through four 

components: stimuli (inputs), information processing, decision-making process, and 

environmental variables (exogenous). The authors state that the consumer incorporates all 

previous influences and consumption experiences. The choice’s evaluation is influenced by 

environmental variables (culture, reference group and family), individual characteristics 

(motivation, value, lifestyle, and personality) and situational (financial situation or 

purchasing power). The internal perspective, combined with external factors, influences the 

purchasing decisions. The schematic model proposed by the authors is represented in Figure 1.  
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Figure 1. Consumer Buying Decision Model 

 Source: Blackwell, Miniard and Engel, 2006. 

 

  

According to Solomon (2011), culture is like the society’s personality, and consumer choices 

cannot be understood without considering the cultural context in which they find themselves. 

Kotler and Armstrong (2012) affirm that culture is the main determinant of behavioural desires. 

The authors also state that consumer buying behaviour is influenced by cultural, social, personal, 

and psychological factors. Cultural factors exert the most decisive influence (Figure 2).   

  



 

31 
 

 

Figure 2. Factors influencing the purchase decision process 

Source: Kotler and Armstrong, 2012. 

  

 

Kotler and Keller (2016) explain that the consumer moves through certain stages between 

assessing alternatives and purchasing decisions. After the alternative evaluation, the consumer 

determines which product he intends to buy. During the assessment, two factors may 

interfere with the intention and the purchase decision: the attitude of others and situational 

factors.   

  

 

Figure 3.  Stages between the assessment of alternatives and the purchase decision 

 Source: Kotler and Keller, 2016  

  

The way travellers acquire and access tourism information and make their choices has changed 

considerably with the development of e-commerce (Zhu and Zhang, 2010). There is a tendency 
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among travellers to search and collect information during their planning and decision-making 

process to minimise the risks of making bad decisions. Travellers’ intentions to book tourism 

destinations are increasingly dependent on the opinions and ratings they find online. An 

important issue is the lack of direct experience with a tourist product before 

its consumption. The quality and perceived benefits can hardly be evaluated before consuming 

the product or service (Schmallegger and Carson, 2008). As a product and service, the intangible 

nature of tourism creates uncertainty in the tourist mind (Chauhan, Kaur and Medury, 2014). As 

such, tourists are highly dependent on information and visual content (Stepchenkova and 

Morrison, 2008).   

  

Agapito et al. (2014) state that tourism implies an experimental and sensory experience. The 

image is one of the main tools for travel marketing because it presents high value when 

promoting destinations. The destination’s image plays a key role in tourist decision making. Since 

the Influencers can affect the destination’s image construction, travel marketers must consider 

developing marketing strategies that integrate SMIs to convey a positive image and attract 

potential visitors. Otherwise, the travel attractions take the risk that their images are based on 

outdated or inappropriate stereotypes and associations, translating into negative consequences 

in the short and long term (Nixona, Popovaa and Irem Öndera, 2016). 

  

Studies reveal that the perception of the destination’s image is a good predictor of behavioural 

intentions related to travel, such as the choice of destination and future travel intentions (Bruwer 

and Joy, 2017). The intangibility inherent in the tourist products makes the destination’s image 

so important, as it transposes a representation of a place in the tourist’s mind, capable of 

influencing the individual’s subjective perception and, consequently, the choice of destination 

(Muhoho-Minni and Lubbe, 2017). Travel intentions are articulated and analysed within the 

scope of travel behaviour and planning as part of complex decision-making and behavioural 

process (Yun, MacDonald and Hennessey, 2010). Since SMIs can cause effects and change 

consumer’s behaviour, this influence can also be verified in the intention to visit a tourist 

destination or buy a tourism product.  
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2.6 Conclusion  

The researcher identified a gap in the literature related to the effects of SMIs, especially in 

the tourism industry. The methodology used to address the research purpose was covered in the 

following chapter. The validation of the theoretical model’s hypotheses supports the 

investigation and leads to results that translate into academic and practical contributions to the 

knowledge advancement about the influence of social media and SMIs strategies relating to 

tourism products.
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3. Research Methods and Methodology Chapter 

3.1 Introduction to Research Methodology 

The methodology refers to the procedures and set of techniques that are used in the research. 

The methodology includes the application of methods and processes to conduct a research 

project. For the development of research, it is necessary to observe some procedures that help 

to ensure the reliability of the results (Saunders et al., 2009). The authors also state that the 

methodology refers to the theory on how research should be carried out. There are several 

methodological choices, represented by a robust set of procedures that indicated the researcher 

to approach the study’s objective. This section presents the methodological aspects adopted to 

carry out the research, highlighting aspects related to its approach, strategies, the sample 

population, operational procedures and criteria used for data collection and analysis.  

 

 

3.1.1 Research Objectives  

In this section, the objectives that were pursued during this research are presented. To respond 

to the research problem, the following objectives were identified:  

I. To investigate the determinants of advertising avoidance.  

II. To understand if influencer marketing has a positive effect compared to traditional 

marketing.   

III. To identify if the physical attractiveness of SMIs influences the purchase intention and 

consumer attitudes towards tourism products and services.  

IV. To identify if the trustworthiness of SMIs influences the purchase intention and consumer 

attitudes towards tourism products and services.  

V. To identify if the expertise of SMIs expertise influences the purchase intention and 

consumer attitudes towards tourism products and services.  
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3.1.2 Research Questions  

The research question that guides the conduction of this study is the following ones:  

1. Does SMI’s attractiveness positively impact the intention to buy?   

2. Does SMI’s trustworthiness positively impact the intention to buy?  

3. Does SMI’s expertise positively impact the intention to buy?  

 

 

3.1.3 Research Hypotheses  

Based on the literature review, it was possible to elaborate the hypotheses for this investigation. 

According to Kerlinger (1979), a hypothesis is a proposition made to verify the validity of an 

existing answer to a problem. An assumption precedes the finding of facts and is characterised by 

a provisional formulation necessary to be tested to determine its validity. Right or wrong, the 

hypothesis always leads to empirical verification. Towne and Shavelson (2002) highlight that the 

hypothesis function in scientific research is to propose explanations for specific facts and, at the 

same time, guide the search for other information. Hypotheses are the research guides and 

indicate what is trying to be proved and can be defined as provisional explanations of the 

investigated phenomenon (Creswell, 2013). According to the tests, the hypothesis is defined as 

true or false, and if recognised as a valid result, the hypotheses can be considered an answer to 

the problem (McGuigan, 1997). Therefore, it is intended to test the following hypotheses:   

 

▪ H1 - SMI’s attractiveness positively influences purchase intention.   

▪ H2 - SMI’s trustworthiness positively influences purchase intention.  

▪ H3 - SMI’s expertise positively influences purchase intention.  

 

3.1.4 Research Approach 

The research approach concerns the logical foundations and the reasoning processes adopted. 

According to Saunders et al. (2009), there are two main research approaches, deductive and 

inductive. In the inductive approach, generic conclusions are drawn from particular facts. This 

approach starts from particular findings to more general or comprehensive ones. A general truth 
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is inferred from observations and particular assumptions. The authors also explain that, on the 

other hand, the deductive approach supports a deductive logic in the investigation process that 

from general considerations, particulars conclusions are drawn. The logic moves from the general 

to the particular, taking the researcher from the known to the unknown with little margin for 

error. Considering the study’s aims, the deductive approach was adopted through quantitative 

analysis to understand the role of SMIs in promoting tourist destinations. In quantitative-

descriptive research, it is possible to measure and describe the characteristics of a given 

population or phenomenon or the establishment of relationships between variables (Bickman 

and Rog, 2009). 

 

 

3.1.5 Research Strategy 

The research strategy can be explained as methodological procedures that help researchers 

adequately answer their research questions. Yin (2018) states that the research strategy defines 

how data will be collected and analysed. According to Saunders et al. (2009), several strategies 

can be adopted in scientific investigation processes, such as experiments, surveys, case studies, 

action research, grounded theory, ethnography, and archival research. According to Malhotra 

(2018), a survey is a research strategy that systematically uses questionnaires to collect data and 

information. The author also explains that it is possible to identify behavioural characteristics, 

such as intentions, attitudes, perceptions, motivations, and respondents’ lifestyles.  

 

According to Schutt (2019), one of the advantages of using the survey as a research strategy is 

the direct knowledge of reality. As people themselves inform about their behaviour, beliefs and 

opinions, the investigation becomes free from interpretations based on the researchers' 

subjectivism. It also points to economy and speed in obtaining data. The data obtained can be 

grouped in tables, enabling statistical analysis. The variables under study can be coded, allowing 

the use of correlations and other statistical procedures. Surveys are a useful strategy for studying 

opinions and attitudes, but they are not well suited to studying related problems and complex 

social structures.  
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Malhotra (2018) complements as strengths of this method the facility in its application, 

highlighting the quality of the collected data since the answers are limited to established 

alternatives. The author also points out that it is a method easy to code, analyse and interpret. 

The presentation of objective and standardised questions, which guarantee uniformity of 

answers, are important points that facilitate the conversion of data for the researcher. 

Considering the presented advantages and limitations, a survey strategy is appropriate for this 

research since this research seeks to understand the behaviours, attitudes, and interests of 

Generation Y regarding the use of SMIs as a source of information for tourist products. 

 

 

3.2 Participants 

To carry out research in which the survey strategy is used, the definition of the sample population 

is an essential process. Malhotra (2018) states that when it comes to researching and 

investigating some aspect of a large and numerous group, the survey of the entire population 

may become impossible, thus indicating the selection of a sample, defined by the authors as a 

portion selected from the study population. According to Cooper e Schindler (2014), the 

population is understood as the set of individuals with at least one characteristic in common, 

emphasising that this common characteristic must be relevant to the study. The population of 

this survey includes Brazilian Millennials consumers who have an interest in SMIs and tourism 

products.  

 

 

3.2.1 Sampling Design Process 

While developing the sampling design process, the researcher followed the steps suggested by 

Saunders et al. (2009). The target population consists of Brazilian Millennials consumers between 

25 and 40 years old (Pew Research Center, 2019). The sample frame is a conveniently selected 

portion of the target population (Kerlinger, 1979). This study considered participants interested 

in Social Media Influencers and purchasing tourist products. Additionally, respondents must have 

taken a holiday, domestic or international, at least once in their lives. In this study, participants 
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were chosen because they fit the research purposes, as a representative group in Brazil 

responsible for impacts and changes in the market and consumer relations. 

The sample size corresponds to the number of elements to be included in the study. The target 

population for this research is Brazilians Millennials. According to the IBGE and the survey 

Unraveling the Habits of Generation Y in Brazil (2019), conducted by Itaú BBA, it represents about 

70 million people, equivalent to 34% of the Brazilian population. To calculate the adequate 

sample size for this research was used a formula represented in Figure 4. As a result, it was 

determined that the sample size of this research would be at least 385 participants. 

 

 

Figure 4. Sample size calculation 

Source: SurveyMonkey, 2021. 

 

N = population size, e = Margin of error (percentage in decimal form), z = z-score. The desired 

confidence level is 95% and the Margin of Error is 5% (SurveyMonkey, 2021). 

 

This would be the ideal situation. The optimum sample illustrates all the required criteria of 

efficiency, representativeness, reliability, and flexibility. However, due to logistical and 

operational limitations, the optimal sample size was not achieved. Firstly, the time frame for the 

survey application was short. Furthermore, the researcher encounters a challenge regarding the 

respondent’s willingness to take part in the study. The online environment has high levels of 

distraction, making it difficult to retain people’s attention to complete tasks, including answer a 

questionnaire. Lastly, another limitation was that the sample population was restricted to only 

participants interested in tourism and SMIs.  
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Samples can be classified as probabilistic and non-probabilistic (Saunders et al., 2009). The 

sample of this study is classified as non-probabilistic for convenience. According to Anderson et 

al. (2014), it is a sampling technique in which, as the name implies, the sample is identified 

primarily for convenience. Elements are sampled with no previously specified or known 

probabilities that they will be selected. To validate the questionnaire, a pilot test was carried out 

to obtain feedback from respondents on the level of understanding of the questions and to match 

the questions with the variables to be tested. Through pilot tests, it is possible to examine the 

elaborated instrument and point out the difficulties and doubts that could arise when forwarding 

the final collection (Kothari, 2013). 

 

 

3.3 Design 

According to Saunders et al. (2009), there are two types of methodological orientation to carry 

out a study, the qualitative and quantitative methods. Qualitative research can be defined as the 

examination of complex and strictly particularised situations, so subjectivity will be more present 

in seeking to understand social and human activities (Richardson, 1999). In contrast, quantitative 

research involves collecting and analysing numerical data and applying statistical tests to collect 

and process data. In social sciences, quantitative research refers to the systematic and empirical 

investigation of a phenomenon through statistical, mathematical, or computational techniques. 

Mathematical language is used to describe the causes of a phenomenon and the relationships 

established between variables (Mohajan, 2018). Thus, the use of statistical methods provides a 

margin of safety regarding the inferences made.  

 

The quantitative approach is rooted in positivism, emphasising deductive thinking, logic, and the 

measurable properties of human experience (Kwadwo Antwi and Hamza, 2015). The objective is 

to develop and employ mathematical models, theories or hypotheses related to the studied 

phenomena. Creswell (2013) states that the quantitative method represents, in principle, the 

intention to guarantee the accuracy of the results, to avoid distortions in the analysis and 
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interpretation, enabling a margin of safety regarding the inferences. The reasons for using one 

or another method depending on the research objectives and the type of data the research needs 

to collect.  

 

Supporters of quantitative research justify its adoption due to low cost, speed, versatility, and 

the possibility of establishing comparisons and generalisations between the studied phenomena. 

On the other hand, the qualitative strategy provides a deep understanding of certain social 

phenomena. Therefore, for this study, the researcher chose the quantitative method. This 

research design used a cross-sectional correlation method, in which the variables are analysed 

without influencing them. Saunders et al. (2009) describe three possible methodological choices, 

the mono-method, multiple-method, and mixed-method. As the term itself indicates, the mono-

method is the choice of a single technique to perform data collection. On the other hand, the 

multiple methods can use more than one data collection technique. For this research, the 

researcher used a mono-method operating a single technique for collecting quantitative data. 

The time horizon of the study is characterised as cross-sectional because the investigation was 

carried out at a certain point in time (Saunders et al., 2009). 

 

 

3.4 Materials / Apparatus 

This chapter describes the survey design process by following Malhotra’s Questionnaire Design 

Process (QDP) framework. The choice of the questionnaire as a research data collection method 

requires evaluation steps that ensure quality and application validation. Malhotra (2018) 

prepared a validation checklist for the questionnaire instrument, which is represented below: 

 

I. Information needed 

The initial phase of the survey design process will establish the information needed. The purpose 

of the study will determine the concepts to be investigated in a given survey. Firstly, it is 

necessary to focus on the research objective, on the questions that the researcher wants to 

answer through it. It is important to be clear about the reason why to include each item in the 
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instrument, and also know what the answers implied for the progress of the research. A careful 

review of the first stages of the research project is necessary, analysing the components, such as 

the research problem, objectives, hypothesis, and sample population (Malhotra, 2018). 

 

II. Individual Question Content 

The questionnaire was developed considering the answers and the particularities of the target 

audience, such as educational level and experience. The language used in the context of the 

questions was prepared to be easy to understand, trying to avoid ambiguities and indecisive 

answers. To avoid any confusion and misinterpretation, the double-barrelled questions were 

excluded. 

 

III. Overcoming Inability and Unwillingness to Answer 

Respondents may not be able to answer the questions asked (Malhotra, 2018). In this case, the 

researcher must help the respondents overcome this limitation by providing contextualisation 

information about the questions so that the participants can articulate the answers 

appropriately. In this research, which requires specialised knowledge, the filter questions were 

asked first, measuring participants’ familiarity with Social Media Influencers. This filter was used, 

allowing the researcher to eliminate those interviewed who were not sufficiently informed about 

the research subject from the analysis. 

 

IV. Choosing Question Structure 

The questionnaire was constructed and divided into three sections to follow the logical order of 

the dimensions. The first section is organised in multiple-choice questions. The second section is 

integrated into multiple-choice questions, rating scales, and 5-point Likert-scales. The answers to 

evaluate the likelihood levels was organized in (1) Very Unlikely; (2) Not likely; (3) Neutral; (4) 

Likely; (5) Very Likely. The response format to measure the level of difficulty was (1) Very Easy; 

(2) Easy; (3) Moderate; (4) Difficult; (5) Very Difficult. The third section was organized into 

dichotomous, multiple select box questions and items on a five-point Likert-type scale to 
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measure the level of intrusiveness being (1) Not intrusive; (2) Slightly intrusive; (3) Somewhat 

intrusive; (4) Intrusive; (5) Very intrusive.  

 

The fourth section includes dichotomous, multiple-choice and Likert-scale questions. The Likert-

scale categories were divided to measure frequency (1=Very Rarely; 2= Rarely; 3= Occasionally; 

4= Frequently; 5= Very Frequently; 6= N/A), importance (1=Very Important; 2= Important; 3= 

Moderately Important; 4= Slightly Important; 5= Not Important) and agreement levels 

(1=Strongly Disagree; 2=Disagree; 3=Neither agree nor disagree; 4=Agree; 5=Strongly Agree). In 

the last section, the response format consists of dichotomous, multiple-choice, multiple select 

boxes and 5-point Likert-scales. To assess the level of satisfaction, the survey items were 

arranged into (1) Very dissatisfied, (2) Dissatisfied, (3) Neither satisfied nor dissatisfied, (4) 

Satisfied, (5) Very satisfied. The Likert-scales to measure the likelihood and agreement levels 

were also included. The Likert scale is beneficial for this type of analysis, as it facilitates the 

respondents to indicate their degree of agreement regarding a given statement.  Such questions 

were designed to help the researcher evaluate and understand the attitudes and behaviours of 

the sample population. Hence, the parts of the questionnaire do not just follow a systematic 

compositional structure but an interpretive logic within the studied reality. 

 

V. Choosing Question Wording 

According to Malhotra (2018), translate the necessary information into clearly worded questions 

that are easy to understand is the most challenging aspect of developing a questionnaire. As for 

the language used in the formulation of the items, the researcher avoids abbreviations, slang or 

any regional terms, and specific or sophisticated terms. The researcher considered using familiar 

words, preventing ambiguous sentences with implicit assumptions, and questions that induce 

answers. To ensure this process to be a brief task, reducing the mental effort required from the 

participants. 

 

VI. Determine the Order of Questions 
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Questions should be organised in a logical order and by topics (Malhotra, 2018). The researcher 

considered the arrangement of the opening questions by placing the simple questions first and 

leaving the complex and sensitive ones to the end. The initial questions were strategically placed 

before the related questions so that the participant had an introduction about the topic, avoiding 

bias for answers to the general questions.    

 

• Section 1: This section seeks to identify characterisation aspects of the population 

sample. The filter questions included access to the internet, interest in SMIs, 

sociodemographic aspects, namely age, gender, academic qualifications, internet access, 

and employment status.  

• Section 2: In this section, the preferences characteristics were evaluated. The questions 

measured the avoidance and assessed the effectiveness of traditional marketing.  

• Section 3: This section is intended to understand the use of Ad Blockers by internet users 

and the most common reasons for using these tools. 

• Section 4: In the last part, the behavioural factors will be addressed to determine the 

perceived credibility and trustworthiness of the SMIs as information sources and the 

consumer’s purchase intention. 

 

VII. Pretesting 

To improve the questionnaire quality and to validate the instrument, a pre-test was carried out.  

It was intended to test the scales to verify the clarity, perceptibility, and unambiguity of the 

questions. At this point, semantic adjustments were carried out to ensure a satisfactory level of 

understanding and good performance of the participants. The pre-test was carried out between 

the 18th and 21st of August 2021, with a small sample of 15 respondents to eliminate possible 

problems. According to the pre-test participants, in the first part of the questionnaire, some 

alternatives intersected each other, causing doubt. For the other sections, the respondents 

indicated other variables that caused ambiguous interpretation in their statements. Considering 

this feedback, the indicated issues were revised. The researcher corrected the terminology and 

layout and improved the average time needed to complete the survey. 
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3.5 Procedure 

Previously to the data collection, the dissertation research proposal was approved by DBS. 

Subsequently, the questionnaire was prepared on Google Forms and shared online through email 

and social media such as Facebook, Instagram, WhatsApp, and LinkedIn. The data collection was 

carried out between the 21st and 31st of August. The survey contained 28 questions divided into 

three sections (See appendix 3). The researcher provides some general instruction to the 

participants. The questionnaire begins with some guidelines to avoid misunderstanding on the 

part of the respondent.  

 

Firstly, the purpose of the research was explained to contextualise the respondents. Secondly, in 

the survey’s introduction, participants received all the relevant contact details, and all the 

confidentiality policies were mentioned, describing that the information provided was used 

exclusively for this investigation and the voluntary participation was clarified (See appendix 

1). The questionnaire also presented the timing and length for the completion. 

 

 

3.6 Ethical Consideration 

The development of scientific research, regardless of its area of expertise, must be conducted to 

guarantee the integrity of the study and is based on ethical behaviour so that the process can be 

carried out without prejudice to the participants and its results. The research excluded the 

socially vulnerable communities. Participants did not receive any reward for their contribution to 

this research, and their participation was entirely voluntary. 

 

The first section of the questionnaire included a statement of the study’s objectives and how the 

researcher plans to use the data collected. Although respondents are required to answer the 

questionnaire honestly, it will be made clear that participate in this research is entirely optional, 

and they can exit the webpage at any moment. To proceed with the questionnaire, respondents 

must declare that they provided explicit consent to join the survey. The questionnaire does not 
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identify the respondents, starting with an “Information sheet” and an “Informed consent form”. 

Both documents clarify the purposes of the research, as well as the voluntary nature of the study. 

The respondents were guaranteed the right to privacy, full clarification on the research proposal, 

and the right to refuse to participate in the study. All information indicating the participant’s 

involvement will be kept confidential and will not be named in any published studies that may 

emerge from this research. All data and hard copies will be preserved and archived by Dublin 

Business School for five years after the research is completed. 

 

The participants were informed about the absence of physical risks since the survey is conducted 

through an online platform. Furthermore, suppose the participant believes that some questions 

cause discomfort and awkwardness. In that case, the individual has full autonomy to decline the 

participation or withdraw consent at any point of the project. This research has considered and 

followed all the ethical recommendations. 

 

 

3.7 Data Analysis 

Data analysis used a series of statistical methods. According to James et al. (2013), this type of 

analysis helps identify the characteristics of the data in a summarised form, facilitating the 

understanding of the existence of a relationship between the variables. For data analysis 

purposes, descriptive and inferential statistics were used in this research. 

 

3.7.1 Descriptive Statistics 

Descriptive analysis is the initial phase of this process. The data were analysed through 

descriptive statistics by employing percentages, frequency counts, and cross-tabulation of the 

studied variables, highlighting the essential points for the research. The descriptive statistical 

methods were used to organise, summarise and describe the most relevant aspects of the 

observed characteristics of the sample population (Kumar, 2018). According to Lee et al. (2013), 

this type of statistics describes the data collected and explains the observed phenomena.  
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The data collected from the online survey was coded using Statistical Package for Social Sciences 

(SPSS). The process of codification is an operational technique used to categorise the data that 

relate. The data is transformed into symbols through codification, tabulated and counted 

(Kothari, 2013). The data were classified and grouped under specific categories. Descriptive 

statistical tools such as a schematic and tabular representation of the result were used to 

organise the data and visually represent the relationships between variables. This is a part of a 

technical process of statistical analysis, which synthesis the data observation and represent it 

graphically. In this way, the information collected can be better understood and interpreted 

quicker. Data were classified by dividing into subgroups and gathered so that hypotheses could 

be proven or refuted. These resources facilitate the comparison to establish conclusions by 

presenting the summary of the data survey simply and dynamically. 

 

 

3.7.2 Inferential Statistics 

Once the data has been manipulated and the results obtained, the next step is the analysis and 

interpretation. Inferential statistics consists of procedures for making generalisations about the 

characteristics of a population based on the analysis and observation of samples (Hogg and Tanis, 

2014). From the sample population and the data provided, it was possible to make probabilistic 

statements about the study population. Correlation analyses were used to investigate how two 

or more variables are related to a population. This type of statistics was applied to compare data, 

test hypotheses, and make predictions for future studies.
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4. Data Analysis and Findings 

Data analysis is the categorisation, ordering, manipulation, and summarisation of data. This 

process aims to reduce large amounts of raw data by converting it into an interpretable and 

manageable form so that the sample’s characteristics can be briefly described and the 

relationships between variables studied and interpreted. Statistics is the method of analysing the 

data obtained from the sample observations to describe populations, study, and compare 

sources, make decisions about accepting or rejecting relationships between variables, and make 

reliable inferences of empirical observations (Kerlinger, 1973).  

 

The purpose of this section is to present the results obtained through the data collection. A 

questionnaire was applied with 203 respondents, among which 13 participants were excluded 

for not being suitable for the purpose of the research. This session was divided into two parts. 

The first part refers to the presentation of descriptive data, and the second part to inferential 

statistics with the hypothesis test result. 

 

 

4.1 Descriptive Statistics 

In this part, the descriptive analysis of the data for the independent and dependent variables of 

the study are presented. This analysis indicates the percentages, means, and standard deviations 

of these variables. To present the data and facilitate the analysis, the data was organised in 

graphs and tables. Tabulation provides a structured way to determine the accuracy of the data 

collected. This process makes it possible to observe the statistics and determine the importance 

of the values found. 

 

 

4.1.1. Sample description 

The formation of the final sample to carry out the research was defined by applying the 

investigation questionnaire in an electronic survey format. After implementing the study, it is 
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essential to analyse the results obtained. The sample must be characterised and classified to 

facilitate the data analysis. In the sample characterisation, features related to gender, age, level 

of education and profession were considered to describe the participant’s profile. 

 

▪ Age of Respondents  

Regarding the first question, respondents were asked to inform their age by selecting “under 25 

years old”, “25-30”, “31-40”, “over 40 years old”. The vast majority (71.5%) of respondents were 

between 25 and 30 years old, while 28.5% were aged between 31 to 40 years old. The 

respondents that answered “under 25 years old” or “over 40 years old” were excluded from the 

sample population as they do not meet the requirements to participate in this study. 

 

 

Figure 5. Age of Respondents 
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▪ Gender of Respondents 

In question 2, respondents were asked to select their gender. There was a predominance of 

females (52.1%) in this sample, followed by 46.8% of male participants and 1.05% marked 

“Other”. The results indicate that the sample population’s gender is balanced. 

 

 
Figure 6. Gender of Respondents 

 

 

 

▪ Level of Education 

Question 3 asked respondents what was their highest level of education. Concerning education 

level, 1.1% preferred not to answer this question, 3.2% of the respondents completed doctorate 

degree, 7.3% completed technical/vocational Training, 8.9% have high school degree or 

equivalent, 16.8% completed postgraduate degree, and 18.9% have a master’s degree. The most 

significant numbers were from respondents with bachelor’s degrees (43.7%), which according to 

Table 11 (Appendix 12), the distribution of the participant’s genders revealed that 47.5% were 
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females, 40.4% were males.  No participants were registered, completing the category of Some 

high school, no diploma.  

 

 

 

Figure 7. Level of Education 

 

 

▪ Employment Status 

In question 4, respondents answered about their current employment status. 2.1% of 

respondents were homemakers, 2.1% were retired, 5.8% were unable to work, 15.8% were 

students, and 17.9% were self-employed. Most respondents were employed (53.7%), and from 

this percentage 54.5% were female while 52.8% were male, indicating a very balanced 

distribution between genders (Appendix 13).  
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Figure 8. Employment Status 

 

 

▪ Effectiveness of Advertisement 

Question 5 asked respondents, “Have you ever been exposed to advertisements on the following 

channels?”. The data presented in Table 2 showed that social media (92.6%) was the channel 

with the highest level of advertisement exposure, followed by email (90%) and search engines 

(87.8%), television (81.1%) and newspapers/ magazines (78.3%). Radio (77.8%) came out as the 

channel with the lowest level of ads exposure.   
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Table 2. Advertisements Exposition 

Channels Yes No I am not sure I do not use this 

Television 81.1% 12.7% 2.7% 3.2% 

Newspapers/ Magazines 78.3% 11.1% 1.6% 9.0% 

Radio 77.8% 11.1% 1.6% 9.5% 

Search Engines 87.8% 6.9% 5.3% 0.0% 

Social Media 92.6% 4.2% 3.2% 0.0% 

Email 90.0% 6.4% 3.7% 0.0% 

 

 

▪ Assessment of the Level of Value of Advertising Information 

Question 6 asked participants to answer, “Do you consider that the advertisements in the 

channels listed below provide valuable information?”. The statistics presented showed that 

participants believe that search engines (38.1%) were the channel that provides the most value 

to their users, followed by social media (31.8%) and email (23.8%). Television, newspapers/ 

magazines, and radio had the same percentage of 20.1%. However, participants also assess that 

those channels provided valuable content sometimes. In this category, television (56.1%) had the 

highest evaluation, followed by email (54%), newspapers/ magazines (53.4%), social media 

(51.3%), search engines (46.6%), and radio (45%).   

 

Table 3. Advertising Value 

 Channels Yes Sometimes No I am not sure 

 Television 20.1% 56.1% 21.2% 2.7% 

 Newspapers/ Magazines 20.1% 53.4% 22.2% 4.2% 

 Radio 20.1% 45.0% 29.1% 5.8% 

 Search Engines 38.1% 46.6% 14.8% 0.5% 

 Social Media 31.8% 51.3% 0.5% 16.4% 

 
Email 23.8% 54.0% 20.1% 2.1% 

 



 

53 
 

 

Question 7 asked participants, “On a scale of 1 to 5 (1 = Very Unlikely / 5 = Very Likely), how likely 

are you to buy a service or product after seeing a promotional offer through traditional 

advertising?”. A Likert scale was used in which 1 represents “Very Unlikely”, 2 is “Not likely”, 3 is 

“Neutral”, 4 is “Likely”, and 5 is represented by “Very Likely”. The majority of respondents had a 

neutral (27.3%) opinion about the statement made. 25.7% stated that they were not likely, and 

17.8% stated they were very unlikely to buy something after seeing an advertisement on 

traditional media. However, 17.3% of respondents answered that they were likely, and only 

11.5% stated they were very likely to buy something (mean=2.79, SD=1.25).   

 

 

 

Figure 9. Traditional Media Impact on Purchase Intention 
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▪ Advertising Avoidance  

In question 8, respondents were asked to consider how easy it was to ignore marketing messages 

received in the channels listed in Table 4. Newspapers/ magazines (31.8%) came out as the 

easiest channel to ignore advertisements, followed by email (31.7%), television and radio with 

25.4%, search engines (13.8%), social media (12.7%). Although, the channels considered by the 

participants as very difficult to avoid ads were search engines (14.8%), social media (12.7%), and 

email (9%).   

 

 

Table 4. Advertising Avoidance 

Channels 
Very 
Easy 

Easy Moderate Difficult 
Very 

Difficult 
I do not 

use it 
Mean SD 

Television 25.4% 36.5% 18.5% 9.0% 6.9% 3.7% 3.53 1.78 

Newspapers/ 
Magazines 

31.8% 40.7% 12.7% 4.2% 3.2% 7.4% 3.64 1.81 

Radio 25.4% 32.3% 19.1% 8.5% 7.9% 6.9% 3.61 1.75 

Search Engines 13.8% 29.1% 28.0% 14.3% 14.8% 0.0% 2.84 1.24 

Social Media 12.7% 25.4% 30.7% 18.5% 12.7% 0.0% 2.75 1.26 

Email 31.7% 29.6% 20.6% 9.0% 9.0% 0.0% 3.24 1.41 

 

 

▪ Traditional Marketing Annoyance  

Question 9 of the questionnaire asked if respondents consider traditional marketing annoying. 

The statistics showed that most participants answered sometimes (51.1%), and 37.8% said yes, 

compared to only 7.3% that said no, and 3.6% that stated they were unsure.   
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Figure 10. Advertising Annoyance 

 

 

 

▪ Digital Marketing Intrusiveness  

In question 10, participants were asked to assess the level of intrusiveness of digital advertising. 

It was discovered that 50% of respondents find online ads very intrusive, 31.5% considered them 

intrusive, and 11.1% believed they were somewhat intrusive. In contrast, 4.7% of respondents 

considered that online ads could be slightly intrusive, and 2.6% respond not intrusive 

(mean=4.22, SD= .998).  Related to gender, 26.3% of females had indicated to consider digital 

marketing intrusive, comparing to 23.2% of male respondents (Appendix 8). 
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Figure 11. Online Advertising Intrusiveness 

 

 

▪ Adblocking Penetration Rate 

Question 11 asked participants if they use ad blockers or browser extensions to avoid online 

advertising, and 77.3% said yes compared to 22.6% that said no. The results also showed that 

statistics varied by only 1.6% related to genders, having a slight predominance of females (39.5%) 

using adblockers compared to males (37.9%). However, the age analysis presented more 

discrepant data, with the majority of AdBlock users being aged between 25 to 30 years (54.2%) 

compared to 23.4% of respondents aged between 31 to 40 years old (See Appendix 7). 
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Figure 12. Adblocking Penetration Rate 

 

 

Those who answered yes to question 11 were asked to select why they felt the need to block 

online ads.  The statistics described in Figure 13 reveal that most participants that used ad 

blockers believe ads were annoying and intrusive (29.3%), and 27.4% felt that ads tend to be 

disruptive. Respondents also point out that they used ad blockers due to privacy and security 

concerns (18.9%), offensive and inappropriate content (8.8%), and other reasons (3%).   
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Figure 13. Reasons for Blocking Ads 

 

 

▪ Social Media Influencers  

Question 13 asked participants if they follow any Social Media Influencers on social media, and 

91.1% said yes, compared to 8.9% that answered no. In which 96.0% were female while 85.4% 

were male, representing a reasonable balance between the SMI’s audience. 
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Figure 14. Do you follow any Social Media Influencers on social media? 

 

 

Those who answered yes to question 13 were then questioned how many Social Media 

Influencers they currently follow on social media. Most of the participants stated that they follow 

over 15 influencers (30.6%), 26.5% marked between 1 to 5, 25.4% follow between 6 to 10, and 

17.3% follow between 11 to 15 Social Media Influencers. 
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Figure 15. Number of Digital Influencers 

 

 

▪ Use Frequency of Social Media platforms 

In question 15, respondents were asked, “How often do you use the social media channels listed 

below to access Digital Influencers?”. The data collected presented in Table 5 shows the 

frequency level of usage of the listed social media. In addition, the social media channels used as 

the alternatives were those that, after some studies, were considered the “top” most used social 

media in Brazil to understand the degree of preference of the participants. Therefore, the Likert 

scale was used to facilitate the analysis of the variables in the SPSS software. In this case, 1 

represents “Always”, 2 represents “Very Frequently”, 3 is “Occasionally”, 4 is “Rarely”, and 5 is 

“Never”. 
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Table 5. Social Media Channels Usage to Access SMIs 

Channels Always 
Very 

Frequently 
Occasionally Rarely Never Mean SD 

Facebook 17.4% 26.3% 20.5% 14.7% 20.5% 3.12 1.45 

Instagram 56.8% 4.7% 7.9% 3.2% 26.8% 2.38 1.75 

YouTube 37.4% 4.2% 20.0% 8.9% 28.9% 2.87 1.67 

Tik Tok 19.5% 37.9% 15.3% 11.1% 15.8% 2.66 1.34 

Twitter 13.7% 37.9% 12.6% 19.5% 15.8% 2.86 1.32 

Snapchat 6.8% 55.8% 13.7% 13.2% 10.0% 2.64 1.12 

 

 

▪ Social Media Influencers characteristics 

In question 16, the results referring to the SMIs’s characteristics were addressed to identify those 

that may be directly linked to their ability to impact their audience. According to the statistics 

presented in Table 6, it is possible to infer that trustworthiness (62.6%) is the characteristic 

considered very important to the respondents. Participants also classified creativity (51.6%) as 

being a very important aspect of SMIs, followed by transparency (51.1%), expertise (50.5%), and 

charisma (50%). However, the participants highlighted that the characteristic considered less 

important was attractiveness (14.7%), followed by inspirational (4.7%) and charisma (3.7%).   

 

 

Table 6. Social Media Influencers Characteristics 

Characteristics 
Very 

Important 
Important 

Moderately 
Important 

Slightly 
Important 

Not 
Important 

Mean SD 

Attractiveness 24.7% 33.2% 15.3% 11.6% 14.7% 2.79 1.59 

Charisma 50.0% 32.6% 10.0% 3.2% 3.7% 3.29 1.84 

Spontaneity 40.5% 36.8% 12.6% 6.8% 2.6% 3.01 1.82 

Expertise 50.5% 35.3% 7.4% 4.7% 1.6% 3.27 1.88 
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Creativity 51.6% 32.6% 10.5% 2.6% 2.1% 3.29 1.86 

Transparency 51.1% 30.0% 10.0% 5.8% 2.6% 3.37 1.82 

Trustworthiness 62.6% 22.6% 7.9% 3.2% 3.2% 3.74 1.73 

Inspirational 36.3% 32.6% 17.4% 8.4% 4.7% 2.97 1.75 

 

 

Respondents were asked in question 17, “Please indicate the degree of importance you attribute 

to the following aspects related to Digital Influencers”. The data analysis allowed to identify the 

level of importance respondents’ attributes to SMI’s characteristics. 40.2% of the sample 

population consider recommendations (40.2%) the most important characteristic, followed by 

interaction with followers (35.9%) and entertainment and information (32.2%). Although for 

those that evaluate the less important characteristics, quality content (67.2%) came out as being 

not important for SMI’s followers, subsequently entertainment and information (55%), and 

interaction with followers (31.2%).   

 

 

Table 7. Social Media Influencers Profile Characteristics 

Characteristics 
Very 

Important 
Important 

Moderately 
Important 

Slightly 
Important 

Not 
Important 

Mean SD 

Number of 
followers 

23.8% 24.9% 19.1% 13.7% 18.5% 2.77 1.43 

Interaction with 
followers 

35.9% 15.3% 7.4% 10.1% 31.2% 2.84 1.71 

Quality Content 24.3% 3.2% 1.1% 4.2% 67.2% 3.85 1.74 

Entertainment and 
information 

32.2% 6.8% 2.7% 3.2% 55.0% 3.41 1.86 

Recommendations 40.2% 16.9% 6.8% 8.9% 27.0% 2.65 1.69 
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In question 18, participants were asked to “Consider the following statement: I desire to buy a 

product or service that a Digital Influencer recommended”. According to the responses, 41.1% of 

the participants agreed, and 8.9% said they strongly agreed. On the other hand, 16.3% said they 

disagree, and 5.7% said they strongly disagree (mean=2.22, SD= 1.24).   

 

 

 

Figure 16. SMIs Recommendations 

 

 

▪ Travel Frequency 

In question 19, the frequency of travel of the respondents was analysed. Among the participants, 

53.6% said that they travel between two to four times per year, 25.2% said they travel less than 

twice per year, and 21.1% said they travel more than four times per year. 
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Figure 17. Travel Frequency 

 

 

▪ Travel Information Sources  

Question 20 addresses the results regarding the sources of information used in the decision-

making process to purchase tourist products. Initially, the sources of information were identified 

to understand which ones were consulted by consumers in their decision-making process. Figure 

18 below shows the percentage of use of each source by the participants. 
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Figure 18. Travel Information Sources 

 

 

Online sources are predominant as an information source, especially Review websites (28.4%), 

followed by Official websites, apps, and blogs (27.1%). Social media influencers (20.3%) were 

considered the third source most used by the respondents. The high degree of consultation of 

online sources of information demonstrates congruence with the study carried out by the IBGE 

(2019) mentioned earlier in this research, highlighting that Brazilian Millennials are tech-savvy 

and online-connected. 

 

 

▪ The Impact of SMIs on Travel Decisions  

Question 21 asked participants to evaluate their degree of agreement with the sentences 

presented on a scale of five points in which 1 represents “Strongly Disagree”, 2 represents 

“Disagree”, 3 is “Neither Agree nor Disagree”, 4 is “Agree”, and 5 is “Strongly Agree”. The results 
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are presented in Figure 19. The statistics allow us to infer that 43.2% of respondents agree that 

SMIs influences their search for information (mean=2.43, SD=1.44), and their post-purchase 

phase (43.2%) (mean= 2.38, SD= 1.43). However, 11.1% of the participants strongly disagree that 

SMIs influence their decision to purchase a tourism product or service (mean= 2.53, SD=1.44), 

and 10% stated that they also strongly disagree that SMIs affect their choice evaluation of travel 

alternatives (mean= 2.48, SD= 1.42). 

 

 

 

In question 22, participants were asked, “Have you ever taken a trip that was motivated by a 

Digital Influencer’s recommendation?”. More than half of respondents said no (55%), and 45% 

said they were motivated by a SMIs recommendation to take a trip.  

Figure 19. SMI’s Impact on Travel Products and Services 
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Figure 20. Social Media Influencer’s Impact on Travel Motivation 

 

 

For question 23, a Likert scale was used, from 1 to 5. Participants were asked to indicate how 

likely they were to buy a tourism service or product based on SMI’s recommendation on a five-

point scale (1 = Very Unlikely / 5 = Very Likely). In general, it is possible to say that respondents 

have a relatively favourable opinion, with 33.6% saying they were likely to buy after seeing the 

recommendation and 16.8% saying they were very likely to. A considerable portion of 

respondents said they feel neutral (26.8%), 14.8 stated they were not likely, and 7.8% were very 

unlikely to (mean= 3.37, SD= 1.16).   
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Figure 21. Purchase Intention Based on SMI's Recommendation 

 

 

In question 24, respondents were asked how likely they would consider trying products and 

services based on SMI’s recommendations. The findings are displayed in Table 7. According to 

the respondent’s opinion, restaurants (30%) were considered to be the most likely to try, 

followed by pub/nightclubs/ events (26.8%) and indoor and outdoor activities (23.7%). The least 

services the respondents considered trying was package tours (14.2%), travel methods (13.2%) 

and holiday destinations (11.6%). 
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Table 8. Social Media Influencers Profile Characteristics 

Characteristics 
Very 

Unlikely 
Not Likely Neutral Likely 

Very 
Likely 

Holiday Destination 11.6% 13.7% 14.7% 40.0% 20.0% 

Accommodation 10.0% 14.7% 18.4% 37.9% 18.9% 

Restaurants 6.8% 8.4% 12.1% 42.6% 30.0% 

Indoor and outdoor activities 8.4% 8.9% 17.9% 41.1% 23.7% 

Travel Methods  13.2% 14.7% 17.4% 37.4% 17.4% 

Package Tours 14.2% 20.0% 20.5% 27.9% 17.4% 

Pub/Nightclubs/ Events 8.4% 12.6% 13.2% 38.9% 26.8% 

            

 

 

▪ Social Media Influencer Trustworthiness and Intention to Buy 

In question 25, the participants were asked to 19 “Consider the following statement: I would buy 

a tourism service or product recommended by a Digital Influencer that I consider trustworthy”. 

For this purpose, a Likert scale was performed to assess the participant’s level of agreement 

related to SMI’s trustworthiness and purchasing intention. The result of this assessment showed 

that 45.2% of participants said they agreed, and 11.5% strongly agreed, while 30% neither agree 

nor disagree. 8.9% of the sample said they disagreed, and 4.2% strongly disagreed (mean= 2.21, 

SD= 1.25).   
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Figure 22. SMI's Trustworthiness and Intention to Buy 

 

 

▪ Social Media Influencer Expertise and Intention to Buy 

In question 26, respondents were asked to “Consider the following statement: I would buy a 

tourism service or product recommended by a Digital Influencer that I consider an expert”. 

According to the survey, 52.3% of respondents agreed that expertise could influence their 

purchase intention, and 17.5% declared that they strongly agree. However, 8.4% said they 

disagree, 6.8% strongly disagree, while 14.8% said they neither agree nor disagree (mean= 2.18, 

SD= 1.40). Regarding the age group, the youngest were more likely to buy products from SMIs 

considered experts in their field than the older ones. 
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▪ Social Media Influencer Attractiveness and Intention to Buy 

Question 27 asked participants if they considered buying a tourism product or service 

recommended by SMIs that is attractive. In general, it is possible to state that respondents had a 

strong opinion, represented by the agreement value 4 (53.4%) according to the Likert scale, 

followed by the agreement value 5 (30.2%), allowing to conclude that the respondents consider 

purchasing something that was advertised by a SMI (mean= 2.28, SD= 1.47).  

 

 

Figure 23. SMIs Expertise and Intention to Buy 
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Figure 24. SMI's Attractiveness and Intention to Buy 

 

 

▪ Social Media Influencer Impact on Consumer Satisfaction  

In question 28, respondents were asked to assess their level of satisfaction if they ever purchased 

something based on a SMI’s recommendation. The statistics are displayed in Figure 25, where 

N=190. The attitude of respondents towards satisfaction was positive, showing that 43.1% saying 

they were satisfied, 16.3% were very satisfied. Only 1.5% declared dissatisfied, and 2.6% very 

dissatisfied. 36.3% of the sample said they were neither satisfied nor dissatisfied, and 0.7% never 

purchased anything based on SMIs review (mean= 3.85, SD= 1.14).  

 

 



 

73 
 

 

Figure 25. SMIs Impact on Consumer Satisfaction 

 

 

4.2 Inferential Statistics 

This study proposes to investigate the credibility dimensions, verifying if these dimensions 

influence purchase intention and consumer attitudes towards tourist products. This study was 

based on the Source Credibility Scale created by Ohanian (1990). According to this scale, 

credibility is composed of three dimensions, attractiveness, trustworthiness, and expertise. To 

enable the testing of the hypotheses developed, each of these dimensions was manipulated to 

measure its effects on consumers' attitudes and purchase intention. 

 

To examine the relationship between the variables under investigation, it is necessary to 

understand whether the variables influence or not the intention to purchase tourist products. As 

the scale used for the variables were ordinal, the first assumption of the parametric test, Pearson 

correlation level of measurement, were not met. Therefore, for H1, H2, H3, a Spearman’s rank 
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order test was conducted to determine the relationship between N190 participants and the SMI’s 

attractiveness, trustworthiness, expertise, and purchase intention mean scores. The significance 

level for rejecting the null hypothesis was set at p < .05. Spearman’s Correlation Coefficient is an 

association test that explores whether two (or more) variables are associated, allowing the 

assessment of the strength and direction of this association, varying between +1 and –1 (Pallant, 

2001).  

 

4.2.1. Relationship between Attractiveness and Purchase Intention 

H1 - SMI’s attractiveness positively influences purchase intention. 

H0 - SMI’s attractiveness does not positively influence purchase intention. 

 

Spearman’s correlation was conducted to examine the relationship between Attractiveness 

towards Purchase Intention. The test showed that there was a very weak positive correlation (rs 

(190) = .13, p = .069) (Table 9). In this case, because the p-value is higher than 0.05, the correlation 

is not statistically significant, indicating strong evidence for the null hypothesis against the 

alternative hypothesis. Hence, the alternative hypothesis was rejected. 

 

4.2.2. Relationship between Trustworthiness and Perceived Credibility 

H2 - SMI’s trustworthiness positively influences purchase intention. 

H0 - SMI’s trustworthiness does not positively influence purchase intention. 

 

Spearman’s correlation was conducted to investigate the association between Trustworthiness 

towards Purchase Intention. The test found that there was a weak positive significant correlation 

between the variables (rs (190) = .29, p< .001) (see Table 9). The correlation is statistically 

significant, given that the p-value is less than .001 (2-tailed), representing very strong evidence 

against the null hypothesis, supporting the alternative hypothesis. Therefore, the null hypothesis 

was rejected. 
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4.2.3. Relationship between Expertise and Purchase Intention 

H3 - SMI’s expertise positively influences purchase intention.  

H0 - SMI’s expertise does not positively influence purchase intention. 

 

The Spearman’s correlation revealed a weak positive significant correlation between Expertise 

towards Purchase Intention (rs (190) = .34, p< .001) (see Table 9). The p-value was lower than 

.001, which was statistically significant, suggesting very strong evidence against the null 

hypothesis supporting the alternative hypothesis. Consequently, the null hypothesis was 

rejected. 

 

 

4.2.4 Comparison between the credibility dimensions 

In this section, a comparison was made between the results of the three dimensions according 

to purchase intention. Table 9 presents the comparison between the correlation coefficients and 

the p-value. According to the results, expertise has the highest correlation coefficient (r = .34), 

followed by trustworthiness (r = .29) and finally, attractiveness (r = .13). 

 

Table 9. Spearman correlation of Attractiveness, Trustworthiness, Expertise and Purchase 
Intention. 

Correlations      

    Purchase intention 

Attractiveness Correlation Coefficient  0.132 
  Sig. (2-tailed) 0.069 

Trustworthiness Correlation Coefficient  0.291** 
  Sig. (2-tailed) 0.000 

Expertise Correlation Coefficient  0.343** 
  Sig. (2-tailed) 0.000 
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5. Discussion, Conclusions and Recommendations 

This chapter discusses the results from the hypothesis tests and the analysis of the impact of 

Social Media Influencers on consumer behaviour. The Social Media Influencers were chosen to 

test the celebrity endorsement’s credibility. The hypothesis tests enabled the acceptance or 

rejection of the null and alternative hypotheses. In the following table, there is a summary of the 

validation of the hypotheses under study.   

 

 

Table 10. Hypothesis Validation Summary 

Hypothesis Validation 

  

H1 - SMI’s attractiveness positively influences purchase intention.  Not Supported 

H0 - SMI’s attractiveness does not positively influences purchase intention.  Fail to Reject  

H2 - SMI’s trustworthiness positively influences purchase intention.  Supported 

H0 - SMI’s trustworthiness does not positively influence purchase intention.  Reject 

H3 - SMIs’s expertise positively influences purchase intention.  Supported 

H0 - SMI’s expertise does not positively influences purchase intention.  Reject 

  

 

 

5.1 Discussion of the Findings 

5.1.1 Research Aim 1: To investigate the determinants factors for advertising avoidance. 

Research aim one was formulated to establish the level of consumer avoidance related to 

traditional media. Findings in Figures 10, 11 and Table 4 revealed that concerning traditional 

marketing, the majority of respondents confirmed that ads were annoying. The results obtained 

indicate a link between the identified behavioural factors and their influence on advertising 
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avoidance. Among the factors that influence the adoption of these tools, inconvenience and 

disruptiveness, privacy and security, and loading page speed stand out. The findings complied 

with the concept of permission marketing (Godin, 1999), in which consumers grant permission 

for brands to send messages and content to them in exchange for their attention. 

 

The contrast related to the sample’s gender revealed that women considered traditional and 

digital marketing more intrusive than men. The findings (Appendix 12) diverged from Rojas-

Méndez, Davies and Madran (2009) study, which indicated that men use more online mechanical 

avoidance tools than women. Additionally, there is a predominance of AdBlock users aged 

between 31 to 40 years old compared with the 25 to 30 years old group (Appendix 10). Such 

particularities can encourage companies and brands to innovate strategies according to the 

target segment and their level of ads aversion by adopting specific forms of promotion and taking 

advantage of the non-intrusiveness alternatives. 

 

 

5.1.2 Research Aim 2: To understand if influencer marketing has a positive effect compared to 

traditional marketing. 

The second research aim was formulated to compare if influencer marketing has a more 

significant impact than traditional marketing. The statistics revealed that respondents believed 

that influencer marketing effectively impacts consumers’ buying intention (Appendix 10). The 

comparison between the two formats showed that most people consider purchasing something 

promoted by a SMI rather than an advertising campaign from traditional media. The results also 

showed that people rely more on SMI’ recommendations than advertisements on traditional 

media. Influencer marketing allows brands to work less invasively based on a friendlier approach.  

 

The findings are supported by what was suggested by Rossides and Buhalis (2010) that the social 

media presence appears to have caused a growing feeling of disbelief in traditional marketing 

formats. The Influencer marketing versatility has shown as a potential solution to overcome the 

ineffectiveness crises experienced by the traditional model. Unlike traditional media, SMIs can 
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establish direct communication with their followers, without interruptions and with the 

consumer’s permission. The fact that these Social Media Influencers are not conventional 

celebrities allows the consumers to have a sense of identification with them, and their credibility 

serves as a bridge for a transparent dialogue.  

 

 

5.1.3 Research Aim 3: To verify if the physical attractiveness of SMIs influences the purchase 

intention and consumer attitudes towards tourism products and services. 

The third research aim was formulated to verify the relationship between SMI’s attractiveness 

and purchase intention. Findings reveal that SMI’s attractiveness presented no significant 

relationship with purchase intention (Hypothesis 1 was rejected). Additionally, the association 

between gender and SMI’s attractiveness (Appendix 17) were analysed to identify other 

applications to the findings. The association between these two variables showed a slight 

discrepancy between genders, indicating that males (58.4%) value more physical attractiveness 

than females (51.5%). Furthermore, the age group most affected by SMI’s attractiveness was the 

31-40 years old (38.9%) compared to the 25-30 years old group (Appendix 18). The outcomes of 

this research were supported by the previous study of Till and Busler (1998), which verified that 

attractiveness was the credibility dimension with the lowest influence on purchase intention. 

Similarly, Ohanian (1990) found no relationship between physical attractiveness and consumer’s 

purchase intention.  

 

Only Hypothesis 1 (H1) that relates to SMI’s attractiveness was not supported. The non-support 

of H1 does not allow us to reach the same conclusions as Liu and Chen (2007), which found that 

the attractiveness of the endorser is an important factor to influence the consumer’s purchase 

intention. The results of the present study also contradict Cunningham et al. (2008) studies that 

point out that attractiveness has more strength than expertise. The findings also contradict the 

results obtained by Kahle and Homer (1985), which observed that consumers’ attitudes towards 

purchase intention increased according to the attractiveness of the endorser. The differences 
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between the results obtained and the expected results can be explained by the methodology 

used in this study and the studies mentioned above. 

 

 

5.1.4 Research Aim 4: To verify if the trustworthiness of SMIs influences the purchase intention 

and consumer attitudes towards tourism products and services. 

The fourth research aim was formulated to verify the trustworthiness relationship with 

consumer’s purchase intention. The present study found that trustworthiness is the second 

dimension that most influences the credibility of SMIs on purchase intention. The two variables 

showed a weak positive significant correlation. The second hypothesis (H2) confirmed that the 

trustworthiness dimension positively influences purchase intention. The correlation between 

gender and SMI’s trustworthiness (Appendix 17) revealed that females (47.5%) had a greater 

perception of trust when compared to males (43.8%). The results showed that there was an 

imbalance in age groups that were more likely to be impacted by SMI’s trustworthiness, with 

dominance in participants aged between 31-40 (20.4%) compared to 25-30 (8.1%) (Appendix 21). 

The results diverge from the Ohanian (1990) study that did not find statistically significant 

differences between respondents of different ages and gender in relation to purchasing intention 

and the assessment of the three dimensions for the studied celebrities. 

 

This dimension is related to the fact that the information provided by the SMI is perceived as 

being objective and honest. Credibility and trust directly influence the consumer’s emotional 

connection and commitment to the brand (Louis and Lombart, 2010). Consequently, the more 

credible the message’s sender, the easier it will be for the recipient to adopt the content 

transmitted. The statistics comply with previous findings of Uzunoǧlu and Kip (2014). Although, 

the results are contrary to what was verified in the Ohanian (1990) study, which only supports 

the relationship between the endorser’s expertise towards purchase intention. 
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5.1.5 Research Aim 5: To verify if the expertise of SMIs expertise influences purchase intention 

and consumer attitudes towards tourism products and services. 

The fifth research aim was formulated to verify the relationship between SMI’ expertise and 

consumer’s purchase intention. Considering the analyses carried out, it was observed that the 

attitude towards products advertised by SMI was positively influenced by expertise, as supported 

by Hypothesis 3 (H3). The present study observed that expertise was the most influential factor 

in purchase intention. Through the analysis of the results, it was possible to understand this 

relationship and corroborate this hypothesis. The findings showed that women (54.1%) were 

more influenced to buy products endorsed by SMI that were considered experts than men 

(51.7%) (Appendix 19). 

 

Expertise is a relevant dimension of credibility because the source possesses specific knowledge 

and competence about the topic addressed. Thus, it is clear that the expertise refers to the 

person’s belief that the message sender has legitimacy knowledge, useful information and 

experience, which will allow the consumer to deal effectively with their problems. In the research 

carried out by Pornpitakpan (2003), expertise was also shown to be the most influential factor in 

purchase intention and attractiveness, the least influential. However, the author found a positive 

relationship between all three credibility’s dimensions and purchase intention. The 

inconsistencies regarding the most important dimension that impacts consumers’ purchase 

intention indicate that the result can be related to cultural differences, the chosen SMI, and even 

the study instruments. 

 

 

5.2 Strengths and Weaknesses of the Research 

In this part of this section, the research’ strengths are presented:  

Strength #1: Firstly, the contribution to the endorsement literature associated with the 

consumption of tourist products is highlighted. Although endorsement is a recurrent theme and 

has some proposed models, the association of endorsement with tourism is a relationship that is 

still limited explored. 
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Strength #2: The second research's strength lies in the contributions to the motivations for 

distancing attitudes and resistance to advertising and the reasons that legitimise this behaviour.  

Strength #3: The findings from this research enlightened the theoretical aspects about the 

interaction between SMIs, consumer behaviour and celebrity endorsement. 

Strength #4: In the social aspect, the research makes it possible to promote a critical reflection 

regarding social media and SMIs as influencers of consumption. This critical thinking can 

encourage consumers to better understand the endorsement strategies, enabling them to 

become more aware of their decision-making process. 

Strength #5: The study also provides a topical discussion about the effectiveness of traditional 

marketing practices and how Social Media Influencers collaborate to impact the brand's 

perception and the behaviour of consumers. 

Strength #6: The research is relevant due to the progressive expansion of SMIs, which 

strengthens the popularisation of travel information, having practical and collective usefulness 

in consumer decision making when choosing a tourist destination. 

Strength #7: Considering millennials' digital nativity and potential tourist characteristics, this 

research can generate new insights for business opportunities for companies interested in 

promoting their products/services on social media. 

Strength #8: The research studies a socio-cultural phenomenon and provides clarification based 

on real data, consequently contributing to a better understanding of the implications of these 

events. 

Strength #9: The research provides insights to better understand which characteristics of SMI 

have more impact on consumers’ behaviour. 

 

In this part of this section, the research’ weaknesses are presented: 

Weakness #1: The first weakness is related to the sampling technique used in this study. The non-

probabilistic technique does not allow the generalisation of the results obtained for the 

population. 
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Weakness #2: The second weakness is related to the scope of the research that only includes the 

tourist sector, which does not allow exploring other sectors such as beauty, fashion, 

entertainment, gaming, music, etc. 

Weakness #3: The data collected for this research was based on a small sample size, limiting the 

researcher’s capacity to generate more comprehensive results. 

Weakness #4: Another research’s weakness is related to the dependent variable, the consumer’s 

purchase intention. Because there are discrepancies between what a person declares and how 

he actually behaves. Hence, the judgment of consumers’ intentions is the closest that the 

researcher could get from the real truth. 

Weakness #5: To achieve more accurate results, the researcher should have used the 

measurement scale suggested by Ohanian (1990) without manipulating it. 

 

5.3 Conclusion 

In this section, the main conclusions of this research are presented, which aimed to evaluate the 

impact that the association of a SMI on the decision-making process have on the purchase 

intention of a tourism product. The contributions, including the applications and implications of 

the findings, and the study limitations and suggestions for future investigations were also 

presented. 

 

 

5.3.1 Research Aim 1: To investigate the determinants factors for advertising avoidance. 

Predicated on the outcome of the first research aim, the results identified high levels of 

doubtfulness and resistance to advertisements. Intrusive content and communications, activity 

disruptiveness and privacy, were the factors that most contributed to these high levels. The 

results identified, as motivations for ads avoidance, the perception of advertisements as an 

obstacle to browsing the internet, the excessive accumulation of advertising that can be 

associated with negative experiences.  
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The growing use of adblockers raises the question if advertisements are still a valid option. 

Consumers are no longer an audience, instead, they have gain control over what they want to 

see and know, putting an end to the advertisement imposition. The control analysis of the 

advertisement effects identified arguments that transcend the functional issue and reach the 

conceptual character of the ideas expressed by the ads. When participants pointed out the 

slowness caused by advertising or the browsing flow interruption, they articulated functional 

rejection behaviours. In this context, the ad blockers appear as an instrument that encourages 

transparency to achieve reciprocity and a rebalancing in power relations, proving that 

Millennial’s consumers are more immune to traditional and digital advertisements and aversive 

to unwelcomed information. 

 

 

5.3.2 Research Aim 2: To understand if influencer marketing has a positive effect compared to 

traditional marketing. 

Predicated to the outcome of the second aim, it was found that influencer marketing has a 

positive impact compared to traditional marketing.  It can be further concluded that the peer-to-

peer SMI’s communication was considered a crucial factor for consumer’s preference. The 

bidirectional and interactive communication offered by social media allows users to participate 

collaboratively in the decision-making process. The advertising message reinvented by SMIs uses 

less traditional elements of conventional advertising speech and is camouflaged in entertainment 

without losing its persuasive function. The SMIs' endorsements are highly personal and 

constructed into the constant flow of texts and visual storytelling of their personal lives, they can 

be perceived as impartial sources, having relevant persuasive power. 

 

Consumers today are looking for a more personal, creative, interactive, and emotional approach, 

so the traditional channels can be an inadequate choice and not sustainable depending on the 

company's strategy. Therefore, the study understands that, with the consolidation of the Social 

Media Influencers, it is essential to go beyond the characterisation of this group and start to study 

its real influence on brands and consumers. Despite not guarantee an increase in sales, positive 
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attitudes towards SMI, when perceived by consumers, can be transferred to the brands, and 

improve its image. Although Social Media Influencers are a reliable strategy for bringing brands 

closer to the consumer, traditional marketing still has its strength and should not be discarded 

when organisations plan a marketing strategy.  

 

 

5.3.3 Research Aim 3: To verify if the physical attractiveness of SMIs influences the purchase 

intention and consumer attitudes towards tourism products and services. 

Based on the outcome of the third aim, the results did not produce empirical evidence to support 

that SMI’s physical attraction impacts purchase intention. Among the three credibility’s 

dimensions, attractiveness was the quality with minor importance for consumers. These results 

could vary depending on the participants’ level of identification with the Social Media Influencer. 

However, the findings indicated that participants were more concerned with the SMI’s 

trustworthiness, transparency, and creativity than attractiveness. Additionally, the gender bias 

of the SMI can be an influential factor in attractiveness since this dimension could show different 

strengths in relation to the endorsers' gender. 

 

 

5.3.4 Research Aim 4: To verify if the trustworthiness of SMIs influences the purchase intention 

and consumer attitudes towards tourism products and services. 

Based on the outcome of the fourth research aim, it was discovered that Social Media Influencers 

were perceived as trustworthy. The results provided empirical evidence to confirm that 

trustworthiness is an important dimension related to the public’s belief in the endorser’s ability 

to provide honest and impartial information. The receiver trusts opinions that present solid and 

valid arguments in agreement with their values and beliefs. For the commercial tourism logic, 

SMIs can facilitate the identification of buying behaviours. Hence, these results become essential 

information to marketers as it highlights the great potential for segmentation of messages 

provided by SMIs. The findings provide inputs that can help brands focus on creating emotional 

connections through SMI, based on trust to enhance the relationship with consumers. 
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5.3.5 Research Aim 5: To verify if the expertise of SMIs expertise influences purchase intention 

and consumer attitudes towards tourism products and services. 

Predicated to the outcome of the fifth aim, it was identified that the SMI’s expertise was 

considered an essential antecedent for advertising effectiveness. Expertise is related to the 

endorser’s experience, knowledge, and skills. Through the analysis of results, SMI’s expertise 

showed a positive impact on purchase intention. Consequently, if consumers perceive SMIs as 

experts in their field, they will perceive their reviews as credible, which will impact their purchase 

intention. This information becomes significant to businesses and marketers on the need for a 

compelling alternative to solidify and create a good relationship with consumers by building a 

strong presence in a market niche. 

 

 

5.4 Applications and Implications of the Research Findings 

This session is dedicated to presenting the implications and applications of this investigation, 

including theoretical and practical contributions.  

 

▪ Concerning the implications raised by this study, the conclusions imply that marketing 

strategies based on SMIs can positively impact purchase intention. However, the internet 

user is a constantly evolving figure, and that regularly changes and optimises the browsing 

processes to feel less vulnerable to the intrusive communication of brands. 

▪ Respondents considered that expertise was more important than the SMI’s 

attractiveness. Businesses then could invest in Social Media Influencers with high levels 

of consumer’s trust and respect in their knowledge field. This study also sheds light on 

the need for companies to narrow their communication through SMIs to cooperatively 

produce a result close to authenticity. 

▪ Regarding social implications, this study provides relevant perspectives on how 

individuals build relational bonds and emotionally interactions with influential entities in 
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the virtual environment. Understanding which elements can effectively influence massive 

audiences in the virtual environment makes it possible to apply these findings to develop 

behavioural models that generate values, raise awareness in groups, and positively 

influence people's lives.  

▪ The managerial implications of the research will help companies and SMIs to generate 

more value for their brands in the digital environment. Individuals seeking to establish 

themselves as influencers or organisations that aim to develop their virtual influence 

archetypes will be able to create more accurate and effective marketing strategies, 

developing digital narratives that can emotionally impact their followers, drawing their 

attention by engaging them. 

▪ The research results are relevant, as the SMI's topic is very recent, and studies are still 

being developed. The combination of Social Media Influencers and the tourism industry 

offer even more contemporary insights into this subject. 

▪ This study suggests to marketing professionals and SMIs the platforms considered to be 

the most effective and which generate more negative attitudes towards advertisements. 

▪ This dissertation also collaborates by empirically proving the influence of the 

endorsement of Social Media Influencers on purchase intention. 

▪ The implications of celebrity endorsements can be associated with capturing audience 

attention, increasing advertisements recall, achieving synergies between the product and 

the endorser, and increasing brand recognition. The relevance of celebrity's endorsement 

to tourism marketing is related to the travel destination image and awareness. This 

research reflected the importance of improving knowledge of the factors that influence 

the consumer’s attitude and intention. The research results provided data to marketers 

to focus their efforts on assigning the resources more appropriately.  

▪ The finding’s evidence that SMIs must guide their actions in compliance with the 

principles of transparency and trust.  

▪ The findings contribution enlighted processes related to consumer behaviour, product 

evaluation, brand awareness, and involvement with tourism. Another relevant point 

regarding the research implications is concerning to a better perception of tourism 
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consumption habits. Such factors can help companies to comprehend their audience and 

identify potential customers. In addition, by better understanding how consumers use 

social media and their consumption preferences, organisations can take actions seeking 

to gain competitive advantages, for example, using an endorser aimed at their target 

audience and managing the interaction with them, watching the user's comments and 

suggestions on social media. 

▪ Understanding the behavioural and emotional response of travellers users about the 

content produced by SMIs can provide insights, which can be used to strengthen the 

marketing practices, improving management practices and helping companies to develop 

more effective intervention programs to attract, encourage, motivate potential 

customers. 

▪ This research promoted a broad discussion to the field of Influencer Marketing, building 

a descriptive review of the SMI's phenomenon and communications mediated by 

cybernetic interactions, enhanced by the rapid process of globalisation, resulting in new 

types of social relations, behavioural influences and power in the virtual environment. 

Finally, it also contributes to how SMIs influence their followers, persuading them in their 

consumption choices and causing emotional reactions. 

 

 

5.5 Recommendations 

5.5.1 Recommendations for Future Research  

During the study, some topics emerged that compose suggestions for future research, that were 

developed here:  

 

▪ In-depth exploration would be interesting to conduct a study involving a qualitative 

component, such as a focus group or interviews. A study of this nature would be an asset, 

as it enriches the study by obtaining more detailed information about SMIs and consumer 

perceptions of tourist products. The conceptual model used in this research arose from 

recent and constantly evolving concepts. Hence it should not be assumed that the 
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variables in question will behave in the same way in other investigations. Subsequently, 

for future research, it would be interesting also to analyse other constructs and 

complementary variables. 

 

▪ The data collection presented challenges due to the respondents' resistance to filling out 

the survey. The number of questions was a relevant factor in the participant's resistance. 

For future research is recommended to elaborate more straightforward questions in 

order to reduce the bounce rates. 

 

▪ An analysis of the results considering the respondents' salary income, as these aspects 

could influence the user's attitudes and evaluation of the travel destination. 

 

▪ Thus, it is suggested that for future research, the relationship of corporate and endorser 

credibility should be investigated in the context of high and low products involvement. 

 

▪ It is also possible to study the impact of demographic variables when testing the influence 

of celebrity endorsement. It is recommended to cover different products and services, 

brands, industries and celebrity endorsers.  

 

▪ A longitudinal study could be an appropriate analysis to evaluate the long-term effect of 

Social Media Influencers on consumers' behaviour. 

 

▪ In the variables presented here, the construct satisfaction was not explored in its entirety, 

representing an opportunity to expand the research. Another aspect to be explored in 

future experiments is related to investigate if there is a significant relationship between 

perceived quality and purchase intention. 

 

▪ Other possible variables could have been explored, such as respect and similarity, as 

suggested by the TEARS model (Shimp, 2002). 
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▪ The effectiveness of publications could be explored in future investigations and the 

formats that best portray the SMI's messages. 

 

▪ As a suggestion for further studies, a comparison between macro and micro influencers 

could be conducted to identify differences between audiences' perceptions of credibility. 

 

 

5.5.2 Recommendations for Industry Practice 

▪ This study could contribute to critical thinking about marketing and communication re-

strategised from a digital perspective at a business level. In this regard, SMIs can be a 

bridge for brands to establish stronger relationships with their customers. The 

consumers’ perceptions of SMI’s reviews can be highly relevant for marketers to segment 

their audience and understand the most relevant content. Therefore, organisations must 

be careful and understand the importance of choosing credible SMIs to be part of their 

strategies. SMIs should be selected for their relevance to the brand and not only for the 

number of followers or physical attractiveness.  

▪ Regarding the emotional connection between the audience and the Social Media 

Influencer, it should also be considered something significant in determining the success 

of the endorsement. In this sense, marketing managers must create reliable brands and 

focus on a positive experience with their products so that later when a SMI promotes it, 

it creates a positive experience. This research elucidates the importance of choosing 

Social Media Influencer and how their characteristics can be relevant for the success of a 

marketing strategy.  

▪ In light of the importance, a valid recommendation is to investigate the opposite 

direction, an overall analysis of companies' point of view regarding the motivation factors 

of engaging in such partnership with SMIs. Ultimately, to present new guidelines on the 

subject, a qualitative method could provide an interesting asset, as interviews with 

companies could extract perceptions capable of explaining the exponential trend towards 
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the increase in SMI's investment, but essentially understand the return that brands can 

achieve with this partnership. 

 

▪ The absence of relevant metrics could indicate a possible risk to the business. Thus, once 

organisations choose to select SMI as a marketing strategy, they need to do so through 

detailed and assertive planning.  

 

▪ This research also suggests that the way consumers process available information is 

associated with individual and situational characteristics. Moreover, when these 

attributes are aligned with sales strategies, marketing managers can increase the 

contextual cognitive levels of prospects.
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APPENDICES   

  

Appendix 1 – Information Form     

    
    

INFORMATION SHEET FOR PARTICIPANTS    
    
Research project title:  Consumer behaviour in the tourism industry: A quantitative study of 
Social Media Influencers’ impact on Brazilian Millennials.    
Project Student Researcher:  Nara Barros Nunes    
Contact:  10556157@mydbs.ie    
Research Supervisor: Gary Bernie  
    
    
About the Project     
My name is Nara Barros Nunes, I am a Master student at Dublin Business School, and I am 
carrying out my thesis project on the subject of the impact of Social Media Influencers (SMIs) on 
the Brazilian Market with relation to the tourism industry, under the direct supervision of 
________________.     
     
This research investigates the impact of Social Media Influencers on Brazilian Consumers during 
the Information Stage of the Decision-Making Process in the Tourism Industry.      
     
I would like to invite you to take part in a survey questionnaire. As a participant in this study, 
you will be asked to answer some questions about your experience with digital influencers on 
social media.      
    
Data Protection    
The data you provide as part of this questionnaire/experiment will be entirely anonymous. I will 
not gather any direct, personally identifying information about you or anyone close to you. 
You will be asked to provide optional demographic information of a broad nature about yourself. 
Your data will be collated into a larger dataset and analysed at the group rather than the 
individual level. Your data will only be used for academic purposes and not shared with anyone 
for commercial purposes.    
    
What are the risks and benefits of taking part in this study?     
Besides providing much-appreciated assistance to the student researcher, the main benefit of 
participating in this study will be your contribution to academic research, which aims to expand 
knowledge and generate new insights. There will be no risks posed to you as a participant in this 
study, either physical or psychological, beyond that which is typically expected of day-to-day 
activities.    

mailto:10556157@mydbs.ie


 

114 
 

    
If you are interested in taking part…    
If you are interested in taking part, please review the information provided in the “Consent form” 
carefully, and if you are happy to proceed with the study, please indicate your willingness to take 
part by ticking the appropriate box.    
    
Time Commitment    
The duration of the questionnaire is approximately ten minutes.    
    
Participants Rights    
You are under no obligation to participate in this study or provide a reason if you decide not to 
participate. You may choose not to take part without fear of penalty. If you agree to take part, 
you have the right to cease participation and withdraw your data at any time for any reason 
without fear of penalty. Any member of the project team will not use the data for commercial 
purposes.      
    
For further information    
Assistance is ensured throughout the research and free access to all additional information about 
the study and its consequences. The researcher involved with the referred project will be 
available to answer any questions through this email: 10556157@mydbs.ie    
    
By clicking on the button below, you have read the information above and agree to participate 
in the survey. If you do not agree to participate, just close this page in your browser.    
    

  

   
   

Appendix 2 – Consent Form     

    
    

INFORMED CONSENT FORM     
     

I ________________________________confirm, through this term, that I have voluntary agreed 
to participate in the survey related to the research entitled “The impact that Social Media 
influencers have on Brazilian consumer behaviour in the tourism and hospitality industry.”, 
developed by Nara Barros Nunes.      
     
I understand that I am not obliged to participate in this study and that my participation is entirely 
voluntary.     
     
I understand that I am free to withdraw from the study at any time or refuse to answer any 
question without the need to provide a reason and without fear of negative consequences.    

mailto:10556157@mydbs.ie
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I understand that my responses will be anonymous.     
     
I understand that in the case of completing an anonymous questionnaire, it will not be possible 
to withdraw my data since there will be no personally identifying information attached to my 
responses.     
     
I understand that I will not benefit directly from participating in this research.      
     
I understand that I am free to contact any of the people involved in the research to seek further 
clarification and information.      
     
I understand that signed consent forms will be retained for some time until the exam board 
confirms the results of their dissertation.      
    
I confirm that I have had the purpose and nature of the study explained to me in writing, and I 
have had the opportunity to ask questions about the study with satisfactory answers provided.   
    
     

I confirm that I have read and fully understood the information provided and the 
statements above.    I voluntarily agree to take part in this research study.  
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Appendix 3 – Questionnaire   
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Appendix 4 – Research Logbook  

  
 

  

Month Weeks Actions 

Ju
ly

 

1 ▪ Start the research in the DBS library.  

▪ Broad search about relevant materials about the subject.  

 

2 ▪ General search on dissertation repository for examples and to understand 

the required structure.  

▪ Submission to supervision review of the First Meeting Form and 

dissertation timeline in Gantt style.  

▪ Write up both introduction and literature review chapters.  

 

3 ▪ Readings for the Introduction chapter.  

▪ The researcher focused the search on the rationale, contribution, and 

limitations of the research.  

▪ Submission of the First Meeting Form on Moodle.  

 

4 ▪ Readings for the Literature Review chapter.  

▪ Literature reviews write up. 

 

A
u

gu
st

 

5 ▪ The researcher concluded chapters one and two and submitted the drafts 

to supervisor analysis.  

▪ Feedback was given, and the proper corrections were made.  

 

6 ▪ Readings for the methodology section.  

▪ Meeting with the library team for guidelines about the methodology 

structure.  

▪ The researcher received some materials from her supervisor.  

▪ Draft of the third chapter was sent to supervisor analysis.  

▪ Feedback was given, and the proper corrections were made. 

 

7 ▪ Readings for the data analysis and findings section.  

▪ Readings for SPSS and additional recoded classes. 

▪ Complementary research on literature review. 

▪ Redaction of the statistical results and tests.  
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8 ▪ The survey pre-test was conducted with 13 people. 

▪ The proper modifications based on the feedbacks were made, and the 

final survey was released.  

▪ The data collected obtained 203 respondents. 

Se
p

te
m

b
er

 

9 ▪ Meeting with the dissertation coordinator for guidelines about SPSS 

software and the appropriate tests.   

▪ Readings regarding statistics and SPSS.  

  

10 ▪ The descriptive and inferential analysis was completed. 

▪ The researcher organised and tabulated all the results.  

▪ Chapter four and five has been draft and submitted to the supervisor 

review. 

▪ Feedback was given, and the proper corrections were made. 

 

11 ▪ The Introduction, Literature Review, Research Methodology, and Data 

analysis chapters were revised and proofread.  

▪ The researcher completed the final arrangements such as cover page, 

acknowledgements, references, table of content, appendices, etc. 

 

12 ▪ The researcher completed the poster. 

▪ All the chapters of the dissertation have been proofread.  
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Appendix 5 – Descriptive Statistics for the variables  

 

Table 11. Descriptive Statistics of the variables 

 

 
N Minimum Maximum Mean Std. Deviation 

Trustworthiness Mean 190 1.00 5.00 2.2053 1.24933 

Expertise Mean 190 1.00 5.00 2.1737 1.40156 

Attractiveness Mean 190 1.00 5.00 2.2842 1.47403 

Valid N (listwise) 190     

 

   

  

Appendix 6 – Attractiveness Mean Histogram  
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Appendix 7 – Trustworthiness Mean Histogram  

 
 

 

  Appendix 8 – Expertise Mean Histogram  
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Appendix 9 – Comparison between Traditional Marketing vs Influencer 

Marketing related to Purchase Intention.  
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Appendix 10 – Traditional Marketing vs Influencer Marketing Effectiveness 

 

 

 

 

Appendix 11 – Ad Blockers Usage (Age) 

 
 

Table 12. Ad Blockers Usage (Age) 

   Ad Blockers Usage 

      No Yes Total 

Age 25-30 % within Age 24.3% 75.7% 100.0% 

    % of Total 17.4% 54.2% 71.6% 

  31-40 % within Age 18.5% 81.5% 100.0% 

    % of Total 5.3% 23.2% 28.4% 

Total   % within Age 22.6% 77.4% 100.0% 

    % of Total 22.6% 77.4% 100.0% 
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Appendix 12 - Online Advertising Intrusiveness (Gender)  

 

 

 

 

Appendix 13 - Ad Blockers Usage (Gender) 

 

 

    
Ad Blockers Usage 

     No Yes Total 

Gender Female Count 24 75 99 
    % within Gender 24.2% 75.8% 100.0% 
    % of Total 12.6% 39.5% 52.1% 
  Male Count 17 72 89 
    % within Gender 19.1% 80.9% 100.0% 
    % of Total 8.9% 37.9% 46.8% 
  Other Count 2 0 2 
    % within Gender 100.0% 0.0% 100.0% 
    % of Total 1.1% 0.0% 1.1% 
Total   Count 43 147 190 
    % within Gender 22.6% 77.4% 100.0% 
    % of Total 22.6% 77.4% 100.0% 
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Appendix 14 - A cross-tabulation of gender and level of education 

 
 

Table 13. A cross-tabulation of gender and level of education 

  Level of Education 

      

Bachelor’
s degree 

Doctorat
e degree 

High 
school 

degree or 
equivalent 

I prefer 
not to 

answer 

Master’s 
degree 

Postgradu
ate degree 

Technical/ 
Vocational 

Training 
Total 

Gender Female Count 47 2 6 0 19 19 6 99 

    % 
within 
Gender 

47.5% 2.0% 6.1% 0.0% 19.2% 19.2% 6.1% 100.0% 

    % of 
Total 

24.7% 1.1% 3.2% 0.0% 10.0% 10.0% 3.2% 52.1% 

  Male Count 36 4 10 2 17 12 8 89 

    % 
within 
Gender 

40.4% 4.5% 11.2% 2.2% 19.1% 13.5% 9.0% 100.0% 

    % of 
Total 

18.9% 2.1% 5.3% 1.1% 8.9% 6.3% 4.2% 46.8% 

  Other Count 0 0 1 0 0 1 0 2 

    % 
within 
Gender 

0.0% 0.0% 50.0% 0.0% 0.0% 50.0% 0.0% 100.0% 

    % of 
Total 

0.0% 0.0% 0.5% 0.0% 0.0% 0.5% 0.0% 1.1% 

Total   Count 83 6 17 2 36 32 14 190 

    % 
within 
Gender 

43.7% 3.2% 8.9% 1.1% 18.9% 16.8% 7.4% 100.0% 

    % of 
Total 

43.7% 3.2% 8.9% 1.1% 18.9% 16.8% 7.4% 100.0% 
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Appendix 15 - A cross-tabulation of gender and level of education 

 

Table 14. A cross-tabulation of gender and level of education 

      
Employment Status 

      

Employed Homemaker 
I prefer not 
to answer 

Retired 
Self-

Employed 
Student 

Unable 
to 

work 
Total 

Gender Female Count 54 3 2 2 13 18 7 99 

    
% 
within 
Gender 

54.5% 3.0% 2.0% 2.0% 13.1% 18.2% 7.1% 100.0% 

    
% of 
Total 

28.4% 1.6% 1.1% 1.1% 6.8% 9.5% 3.7% 52.1% 

           
  Male Count 47 1 3 2 21 11 4 89 

    
% 
within 
Gender 

52.8% 1.1% 3.4% 2.2% 23.6% 12.4% 4.5% 100.0% 

    
% of 
Total 

24.7% 0.5% 1.6% 1.1% 11.1% 5.8% 2.1% 46.8% 

           
  Other Count 1 0 0 0 0 1 0 2 

    
% 
within 
Gender 

50.0% 0.0% 0.0% 0.0% 0.0% 50.0% 0.0% 100.0% 

    
% of 
Total 

0.5% 0.0% 0.0% 0.0% 0.0% 0.5% 0.0% 1.1% 

           
Total   Count 102 4 5 4 34 30 11 190 

    
% 
within 
Gender 

53.7% 2.1% 2.6% 2.1% 17.9% 15.8% 5.8% 100.0% 

    
% of 
Total 

53.7% 2.1% 2.6% 2.1% 17.9% 15.8% 5.8% 100.0% 
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Appendix 16 - A cross-tabulation of gender/age and SMIs  

 

Table 15. A cross-tabulation of gender and SMIs 

    Do you follow any Digital Influencers on social media? 

      No Yes Total 

Gender Female Count 4 95 99 
    % within Gender 4.0% 96.0% 100.0% 
    % of Total 2.1% 50.0% 52.1% 
  Male Count 13 76 89 
    % within Gender 14.6% 85.4% 100.0% 
    % of Total 6.8% 40.0% 46.8% 
  Other Count 0 2 2 
    % within Gender 0.0% 100.0% 100.0% 
    % of Total 0.0% 1.1% 1.1% 
Total   Count 17 173 190 
    % within Gender 8.9% 91.1% 100.0% 
    % of Total 8.9% 91.1% 100.0% 

 

 

 

Table 16.  A cross-tabulation of age and SMIs 

    Do you follow any Digital Influencers on social media? 

      No Yes Total 

Age 25-30 % within Age 7.4% 92.6% 100.0% 

    % of Total 5.3% 66.3% 71.6% 

  31-40 % within Age 13.0% 87.0% 100.0% 

    % of Total 3.7% 24.7% 28.4% 

Total   % within Age 8.9% 91.1% 100.0% 

    % of Total 8.9% 91.1% 100.0% 
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Appendix 17 - A cross-tabulation of gender and SMI’s Attractiveness 

 

Table 17. A cross-tabulation of gender and SMI’s SMI' Attractiveness 

    
SMI' Attractiveness 

      

Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Gender Female 
% within 
Gender 

51.5% 2.0% 9.1% 35.4% 2.0% 100.0% 

    % of Total 26.8% 1.1% 4.7% 18.4% 1.1% 52.1% 
         

 Male 
% within 
Gender 

58.4% 2.2% 7.9% 23.6% 7.9% 100.0% 

    % of Total 27.4% 1.1% 3.7% 11.1% 3.7% 46.8% 
         

  Other 
% within 
Gender 

- - 100.0% - - 100.0% 

    % of Total - - 1.1% - - 1.1% 
         

Total   
% within 
Gender 

54.2% 2.1% 9.5% 29.5% 4.7% 100.0% 

    % of Total 54.2% 2.1% 9.5% 29.5% 4.7% 100.0% 
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 Appendix 18 - A cross-tabulation of gender and SMI’s Trustworthiness 

 

Table 18. A cross-tabulation of gender and SMI’s Trustworthiness

   SMI's Trustworthiness 

      

Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Gender Female 
% within 
Gender 

47.5% 5.1% 30.3% 14.1% 3.0% 100.0% 

   % of Total 24.7% 2.6% 15.8% 7.4% 1.6% 52.1% 
         
  

Male 
% within 
Gender 

43.8% 12.4% 30.3% 7.9% 5.6% 100.0% 

   % of Total 20.5% 5.8% 14.2% 3.7% 2.6% 46.8% 
         
  

Other 
% within 
Gender 

- 50.0% - 50.0% - 100.0% 

   % of Total - 0.5% - 0.5% - 1.1% 
         
Total  % within 

Gender 
45.3% 8.9% 30.0% 11.6% 4.2% 100.0% 

   % of Total 45.3% 8.9% 30.0% 11.6% 4.2% 100.0% 
         



 

145 
 

Appendix 19 - A cross-tabulation of gender and SMI’s Expertise 

 

Table 19. A cross-tabulation of gender and SMI’s Expertise 

      SMI's Expertise  

      

Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Gender Female 
% within 
Gender 

54.1% 9.2% 10.2% 21.4% 5.1% 100.0% 

    % of Total 28.0% 4.8% 5.3% 11.1% 2.6% 51.9% 

         

  Male 
% within 
Gender 

51.7% 7.9% 19.1% 12.4% 9.0% 100.0% 

    % of Total 24.3% 3.7% 9.0% 5.8% 4.2% 47.1% 

         

  Other 
% within 
Gender 

- - 50.0% 50.0% - 100.0% 

    % of Total - - 0.5% 0.5% - 1.1% 

         

Total   
% within 
Gender 

52.4% 8.5% 14.8% 17.5% 6.9% 100.0% 

    % of Total 52.4% 8.5% 14.8% 17.5% 6.9% 100.0% 
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Appendix 20 - A cross-tabulation of age and SMI’s Attractiveness 

 

Table 20. A cross-tabulation of age and SMI’s Attractiveness 

    
 SMI's Attractiveness 

      

Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Age 25-30 
% within 
Age 

58.1% 2.2% 9.6% 25.7% 4.4% 100.0% 

    % of Total 41.6% 1.6% 6.8% 18.4% 3.2% 71.6% 

         

  31-40 
% within 
Age 

44.4% 1.9% 9.3% 38.9% 5.6% 100.0% 

    % of Total 12.6% 0.5% 2.6% 11.1% 1.6% 28.4% 

         

Total   
% within 
Age 

54.2% 2.1% 9.5% 29.5% 4.7% 100.0% 

    % of Total 54.2% 2.1% 9.5% 29.5% 4.7% 100.0% 
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Appendix 21 - A cross-tabulation of age and SMI’s Trustworthiness 

 

Table 21. A cross-tabulation of age and SMI’s Trustworthiness 

      
SMI's Trustworthiness 

      

Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Age 25-30 % within Age 47.1% 8.8% 30.9% 8.1% 5.1% 100.0% 

    % of Total 33.7% 6.3% 22.1% 5.8% 3.7% 71.6% 

         

  31-40 % within Age 40.7% 9.3% 27.8% 20.4% 1.9% 100.0% 

    % of Total 11.6% 2.6% 7.9% 5.8% 0.5% 28.4% 

         

Total   % within Age 45.3% 8.9% 30.0% 11.6% 4.2% 100.0% 

    % of Total 45.3% 8.9% 30.0% 11.6% 4.2% 100.0% 

 

 

Appendix 22 - A cross-tabulation of age and SMI’s Expertise 

 

Table 22. A cross-tabulation of age and SMI’s Expertise 

      SMI's Expertise 

      Agree Disagree 
Neither 

Agree nor 
Disagree 

Strongly 
Agree 

Strongly 
Disagree 

Total 

Age 25-30 % within Age 57.0% 8.9% 13.3% 13.3% 7.4% 100.0% 

    % of Total 40.7% 6.3% 9.5% 9.5% 5.3% 71.4% 

         

  31-40 % within Age 40.7% 7.4% 18.5% 27.8% 5.6% 100.0% 

    % of Total 11.6% 2.1% 5.3% 7.9% 1.6% 28.6% 

         

Total   % within Age 52.4% 8.5% 14.8% 17.5% 6.9% 100.0% 

    % of Total 52.4% 8.5% 14.8% 17.5% 6.9% 100.0%  
         

 


