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ABSTRACT:

Introduction: In recent years, the tourism industry has undergone significant changes due
to technological advancements and the expansion of social media. Social networks have
become the primary source of information for travelers, enabling them to compare various
destinations and make more informed travel decisions. In this context, influencers have
emerged as a powerful tool in tourism marketing, influencing travel decisions by sharing
personal experiences and creating engaging content.

This study examines the impact of influencers' travel experiences, travel recommendations,
and content on followers' travel intentions, with the mediating role of brand perception in
this process. The research aims to explore how influencers' effect on brand perception can
influence consumers' travel decisions. Brand perception, as a key variable, plays a crucial
role in shaping travel decisions by enhancing travel motivation through the creation of a
positive brand image, ultimately leading to more informed decision-making.

The existing literature indicates that influencers play a pivotal role in shaping a positive
attitude towards tourism brands, and by sharing content through their experiences and
recommendations, they can build trust with their followers. This trust increases consumer
engagement with tourism brands and, eventually, the selection of those brands as travel
destinations. Furthermore, most studies have focused on only one or two aspects of
influencers' impact, and there is a lack of comprehensive studies exploring the
complementary aspects of influencers' travel experiences, recommendations, and content
effectiveness.

This research seeks to bridge the gap in the tourism marketing literature by providing a
comprehensive conceptual model and offering new insights into how influencers impact
followers' travel intentions. The findings of'this study could assist brands and policymakers
in making more informed decisions in tourism marketing strategies.

Methodology :This study employs a descriptive-analytical approach, with data collected
through a structured questionnaire. The target population of this research consisted of
social media users interested in travel, who were selected through convenience sampling.
The data were analyzed using SmartPLS software and Structural Equation Modeling
(SEM).

Participants :The sampling involved 296 social media users who actively followed
influencer content in the tourism industry. Participants were selected using convenience
sampling.

Instruments :The primary data collection tool was a structured questionnaire, which
included questions related to influencers' travel experiences, travel recommendations,
content effectiveness, brand perception, and followers' travel intentions. This questionnaire
was distributed to participants after assessing its validity and reliability.

Procedure :The online questionnaire was distributed over a three-week period.
Participants were informed of the research objectives, and participation was voluntary.
Findings and Discussion:The results of the study revealed that influencers' travel
experiences, travel recommendations, and content effectiveness had a significant and
positive impact on brand perception. Additionally, brand perception served as a mediating
variable, strengthening the relationship between these factors and followers' travel
intentions. Furthermore, content effectiveness and trust in influencers significantly
influenced travel motivation and user engagement with tourism brands. These findings
align with existing literature on digital marketing and influencer marketing.

Conclusion: Influencer marketing has emerged as a powerful tool in the tourism industry,
where influencers, through sharing their experiences, recommendations, and engaging
content, significantly impact the travel decisions of their followers. This study explored
the role of influencers in shaping followers' travel intentions, with brand perception acting
as a mediating variable. The findings showed that influencers' travel experiences,
recommendations, and content effectiveness positively affected brand perception, which,
in turn, strengthened their influence on travel intentions.
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The results revealed that sharing personal travel experiences, especially in the form of
images, videos, and stories, enhances the audience’s brand perception, helping convey
emotions, authenticity, and cultural values. Moreover, influencers' recommendations acted
as modern word-of-mouth, positively impacting followers' perception of the destination
brand. Content effectiveness, driven by visual quality, message sincerity, and consistency,
also strengthened brand trust. Brand perception, as a mediating factor, further solidified
the relationship between influencers’ actions and travel intentions.

The findings align with previous research, highlighting the importance of travel
experiences, influencer recommendations, and quality content in shaping brand
perceptions. Influencers have proven to be effective intermediaries in conveying a positive
brand image and motivating travel decisions. Therefore, influencer marketing is a powerful
tool for enhancing followers' travel intentions and brand positioning in the tourism sector.
Practical examples, such as those of Hedi Rostami, Arash Ervin, Samaneh Polo, and Mahni
Saleh, confirm that influencer marketing is not just a theoretical strategy but a powerful
tool for branding in tourism that can play a key role in increasing followers' travel
intentions.

Funding: There is no funding support for this research.

Authors' Contribution: The authors contributed equally to the design of the study, data
collection, and analysis.

Conflict of Interest: The authors have declared no conflict of interest.
Acknowledgments: The authors would like to express their gratitude to all the participants
in this study who dedicated their time to completing the questionnaires.

Keywords: Influencers' travel experiences; Influencers' travel recommendations; User-
generated content; Brand perception; Followers' travel intentions.



1A

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

5,5 e 05,5

¥ ?’>b3 Lé).\.o.?u c“@b) ol D)L» c%\da)»} lua&.] 2 ‘9}‘

V¥ waul V) sl gl

VEF Catignd) Wil o,

oS>

2 @bl e ol (S plaiedy S le judSganl (gjgpel Jluzws lis )
388l 5 0y S ay 2O 13 seten L b yuiBolins] g o aiblid (6, 550,8 Cario
s cdoogi i sz ySl Ly Baa b Giseh ol ) B8 JLs jhw dad
ol plodl HBALS JL6s youw uaB g My S b jidslan] bawes sabader (o isu il g
391205 3 sl o= o (g 55 3l g (62,08 wbam Jlai 5l Sl imgdy .
u.sbJ)«o )] ol l.s 9 Cawl )|))9$).3 wl.m u.sl)l.: 9 uil?) )1 LY .\wa;o Mw).s d.s).'o )l osls
A8 Jeli (oylel asals iloais Julow Smart PLS l38le 5,3 (SEM) (6,5l &Yolse
b ploul e pied )3 (6350 gy Ay (5 S diges g 035 yiuw 4y JiedBMe  cloin] laaSis
3 o puisglin] (lgie il g shas (Sladuogs i (slad o 48 2l L5 Gingh; b
Q,{I )...»l.s ( Zobo yuxio S O|9;.cd..g Ly S . S50 Ly S » &blize 9 Culo
CatsS g b pudSglan] 4 dlasel pl o ogMe (uiS o Cuodi 1) HBUS JLod yow dad jy Jelos
S (6)Ri50,8 sy b 8 el 5 yaw 0080l Lioli8l 13 oge i sdda)g (slgizee
ol ptnl e sl puidglanl b Bhe (o) Ko b il o (6)K50,5 (slaks o wlul ol g
2ty (Ul yi (6 S waoncd 2 8y NS 5 o0t dgute 1y 395 Jlizms b)liL
Ak

o puiSglans] law gy 0ddbdgr (slgizee

(Sylulas g Copde 0aSiily luisly L)
w5 b (s olSlsy ) Al
Ol

{Jgoe i 5i)
khosravi_a(@ut.ac.ir : J.e

leMbl (g,5l8 oo L)l goomiils Y
OBl gylulus g Copie 0aSiil

ul))‘ ‘NB ).Q(» 401){) oKisly d‘)lﬁ

(Slhlus g Cypte oaStils il Y
o ol oy Sl Bl

o

doi:10.48308/jbmp.2025.238994.1663


mailto:khosravi_a@ut.ac.ir

YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais $A
YEFO-F ¥R 2L

Aoddo -
9 wb)ﬂ )’l Lg)l,,mg d)La)ﬁél L;.\,,lf Lghz»uf;x )‘l c_;ii Lg)i.ﬁ}.b)f Cxiio cd}lf b awsis L;l.:a and )‘|
Caxiao My o -(Fitriani et al., 2019) o)l ;1,8 g sladly dogi dy90 S5yl Cnin S (lgisay
g el (golaidl dnwgi g 1) 13 Sy (88 (Sl @luo (n ke I 2 Ol 4 0jgpel oS85
(Tahiri et al, 2021) &S o iyl o youiS Kin )3
Olys Ghows (elainl (lodSid 5 (ng lacsygld 3959 b (6)583)5 Canino doyguiS I (5)kn
Lol o (638 paonad )0 oo i slain! loasis e (ol ;> (Shafiee et al, 2023) cuol 04 _oawlus]
oy dolio duolie Sl lap yaidy cpl ilonds s o)l dlue SleMbl s (gl ol (rio 4 9 03,5
25163,8 bl yaur (ciydelip auly3 4 bl (Jood 9 00,8 ol )3 1, SabBT Gl 9 ol ol
o b puisolanl b 41138 150 & (0L ds U yaw Slals (Jswd yac )5 (Bidabadi Amin et al., 2022)
slalsy 5 b 5! Lm)@9hu| ..AJ)‘.'\fu.o )uL Olbbre yauw ol d95 L;|5;’:>m L as (ol 3l sl
oSl g olyllasl § awsliS Sl 4 1) 568 pasd o)l (Ml glap,ily 5 LS Mg ¢ clozs]
)5 SIS i &y SIS B e B o] IS (SigSe gy 5 5 Syt |y 5,505
.(Magno & Cassia, 2018) a8 b (5550 sla S LS 0 SaS
OB NS G pne S cuildy onad lis &S W 4 (15,55 (opl p ogde (Pop et al., 2021) 48 o Colin
.(Banyté et al., 2007)s,ls cue yladasylad Slald g (gyide 5)bBy p ol bl By S
Martinez-) 18 4T 15 Lalgy GG 5Tyl Ca e Cood] 1 g 855 Canl B0 gl ) Canl (S 5 sk
.(Lopez et al., 2020
s daB Rl g (6)R00)5 sy Sl cdlyy (6 USS 5 Gl (I jhe ojg (sl uidglis]
5 ABMS (glyioe Wy 5 yaw slrduog &l ( pasud Cybu (o IS ST il Lzzs"j Ly Bass Juws
Bidabadi Amin et al., ) 1S’ oo dwe p )] (23 )3 1) iy g 03,8 Cls 1) o lbbe slazel colis (¢ pas
bl wlgs o g 3yl byl w3 dad p (g)bline g paiiane )»b Ny S s A8l (15,55,(2022
(Zahedi et al, 2020) a»> yiul38l 1) 6 b Lo o (gdbliarmwg Y guame W 3 g bl 4 BUiS G pas
O3Bl 4y 09 o doul )8 Gloyo b lad e 5 abl S adly cbaculyy 3o,k 5l &S wlaiel pl 28lg)s .
g oo e By cpl Ol Jleasl yioli8l doles 50 9 (6K )5 sy b BaiS G pas Jolas
Sly o S renss 2 SHS L 5 Wy & Cute 5,5 2l 3 Wb pudiglin] (i )y ou
Al-Muani ) 3)b ol Cuenl w3856 LU0 51 550 oolitl Jlis 4 oS (6,K53,5 slbes s
(et al, 2023
ol eloinl (aaSed Gl jl (6 R83)5 Cunivo gy ) b yudglit] SO)p 4B 4 2 L
L_ii 4 LQ(J Sldlas L)"‘)“‘“” 4Jl> L)J‘ L) ‘_\;leaﬁ o.xufd)‘m )LB) 2 Lm)awuj?»lﬁa)' )J‘ RN leu».tba);
5 aoly i 9 BB S pa5 (s (slgime b s (sladnog Ailo) b puSgliis] (638 b 5l am g0 L



€9

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

S By sadiadgr slaize (aisu il g Gt laduogi Gaw slad o Jold JoSo day duw jl (gaie sl

ol 00 odalidie yieS piruio (so5hbe Jdo
BSS 3)ls (M iy S (2ol (28 ()5 JS 3 L (prizred g e Al 2 S 5el b pols gy
OB Jli yio 105y o puigliny] (I8 (SiSy Jlap )by (2B 5 48 1) Sl )3 3520
03)S S (wlonl sloaSid 5 (6,58,5 2b)lik 0jg> (ks sl Slid & Wl oo Gl (pl e )]
) cingg onl ol 51 e B aBlays 35l wald 0gn cul GhIIS Canlow 5 iy (sl ae olaiiie 5
@ sl opdglinl | 6ySoste 2 SFi%e Slas S el 4 Al & Cusl (gdiadyl (slolin
g yho $oduog Giw (lad o i )y Jda pols Giegh disl) cpl ) a8 S8 (605
By Sy oobe (i Lo BaiS JLod i dab p eloin] (claaSis )15 5 by sasile (slyixe

Ll (68833 )9 )

oM S Cgjle 9 Sl Y

> g gl |

3 HBAGS JWd Slowewas g lylas o asuin glojes 1> awsd g jlasl b aS s (0] )81 b pucs glas|
b bls)) lp SYy g SV ¢ elainl (cloasis jl bl (Catia Guerreiro et al., 2019) %)13 o b
Gy simd o 8 il cow |y JEAS G e b, g5 b g cdlol b g 03,5 edlitl bl
ol 5,138 o STl 4y pglia |y ol 5 35yl a5 g S0l (ysme (lojo 3 1o puiSgliiy] o it (sl koo
Sldvog Ghpdy ]y ool 5 03,8 s 1) Glbbie sleiel colis (lgire g Cunres gansS jl cuS 5
.(Paula Rodriguez & José Sixto Garcia, 2021; Piehler et al., 2021) &S o cuf 5 b yuui3 gl
Soufiane ) Wgu o (gludiwd X b bli)l 5 Hawsd sjes wiiS JWd sl wlel p b piSalan)
aold o 0 yudas ol e yuuni3glais) Ko i yly (glod yinS lboloes W puuiSglass] 4,5 'le (Benhaida et al, 2024
2 Sy 80 VL Jolas 255 bl 5Sa S Slblico b dayuislin] 93Se 5 iyl (55 ammg 048 Jli>
0ol slrojes jd paastie olyglie g (Juol (sl Lol dgaoce dials b o puiglins] g3, 351 ol xolgs
By (2S5 5 1y ] ogliste (sla S« saipatiod £935 ol it o juiglit] sloog)S S0 5
.(Djafarova & Rushworth, 2017) a3 oo Hlis BAS G pns

b poSoxiann gy o 3yple SSambls,) AL it 35 S5 i b (23l L o puisplic]
oSl lgie W5 a4 M g (6,5 clad > ¢ Jaen b )] (Kiatkawsin & Lee, 2022) 5,15 3¢5 Wbl
(M H1I8,5T (glgime g pylao s 5kl Kgbise Lot sletel BB (sladnog o SleMbl plio 4
.(Rajput & Gandhi, 2024) x> oo o |y lbbre sla)lid) o lasouas b juidslas

eloia! (SreSud © i3

OMass Glops (PSSl 5 (ilodiine (o0 iadn (la b 5 (slanl laasud ;b
&5 o sy ol oy (Seish o ne 5 oSl lS LB )3 sl 03,8 Jyosia |y o e



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais 0.
YEYO-YI¥A :Lls

Cd Iy lorilSopd sagg g pslad (ol)a g (a8 pn wjgpel Hidg yiw CLLE ()lSS] il
L) S, 2 (ot sl 5 00 18 (o2 &y gy ol S, STl &y il ol el 03,5
Gb J 4 g e cbbyy Gub il e @l Slops IISSTl el oad b b
.(Horner & Swarbrooke, 2016) cusl 0391 (6,5:53,5 (641,55 (635 yo 50 0 lged ¢ Jbuzwd (slap aily
oS S1al 4y (el e Syl 4 g 0o GBS G pas 4 o)l (58 (elaa] slaaSd yols
Slals" 2 slodty yorls 4 Sl oME] ol ol 03,5 @ly] gay bl b ol lai g Sl oo
JUd a4 Jld yobods (BaiS G e o )3 a5 wunl o e (e-word-of-mouth)  Sig xSUl ylas 4 yla
A sy ol e B gisel )35 o STyl ] gl g 0035 o M Sl g o o pslite
ooty S 65 elgusg i £0)l)3 SySmenad | Sy (BAS B pme o] 53 &S el ¥ pilodly
GBS B s 1y j unl 03 o |y ) gcws g (BaS G pas e Jols awyis @)a8 oyl 068
Sy S odliel S b Cudbge g Sod Sy T eyl Sl g 9]
Juogie e Sllas 4y (S5 (gblje b cindss eelis)) 0,5] Cand 4l sl (San > EALS B
J(Aicher & Lundin, 2022) 5,l> o,Lsl ( S5g xSl ciguis
Jbrsd 5,855,513l
it o 5 s & sl 519 ) (6ot 9 bl sljaal 3 sin 1 S ol 4 (5,55 Cori
5 sk 5> (Tahiri et al, 2021) ol yols Jbo > g o] )0 Sl (canwss we o) 51 (S 4 s
ol 0045wl Olyoss hgzciwd slain! adSuls ¢ (pgi sl )lid 3,9 b (6,550,5 Cariuo <l yguiiS
ol ol 48 15,Ji&s STzl 4 1y 398 i oy g oMbl b i o oSl ol & elazsl laaSs
crl 3 0 pdite GleMb] CudS wdom 53 )3 dadle Sl S80S (83 pgeal (65 S )3 (oo A
(Shafiee et al, 2023) wil )i 5L 4|, 555,5 daie Ll 5 ¢S puonai « STyl 1 Kilo5 o Lad
S5 )b )l bawgs oadadgs (lye A8 (Il s Jlos slap iy joebo b 6,835 bk
ol 5 0005y |y 0055 G5 yumo (638 vl gl ¢selain] (glndScds (Kaur, 2017 ) sl 005 ol
SHS S s 5 ol Sp s 25le ol iy 03,8 S 1y suolis 5 iy b ol Sl
(Hudson & Thal, 2013) %45 0 wgmxe 5y 3 (BT jiul38l g o358 Ublo 4 (awyiwd (¢lp
05553 1)y (S oS (o S8 )le yuiSglinl g oloial (slaaSid o wad o LS b ingh
S S adsl bl g Buiios 4 &S " (ZMOT) i yauo (galad " porao (Iswanto et al., 2024) Wlos S
.(Hudson & Thal, 2013) cuwl oas Jad (6,563,5 obyliLk o Sl (gl o 4y by o)Ll 4y 5
bl g 35,038 Sl & ]y 395 Sl o b ol 4l 2B ) ol «Jliud oblil (sguds <8
sl glodnls ooty gomeplS (slyie @05 Sy L (5,88 ,5 Gk K 8T %0
(Pratiwinindya et al., 068 o (6)San b puiSolaisl b g 03,8 plenl 3g3 (sla puaS 0 1) sloin] slaasss
2023)



0)

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

Jols 3,509 cnl WS (o oMl ST pae b e Jolbd sl puBglatl (ob)l3L 51 GLLLL 0jgyel
Sl atlgi e g 35l T (558 g &S sl Doisly 331 b (IS0 g olainl (sloaSid (glaiyiaS
(Wang, 2022) x> yial38l 1) (6, 553,5 dolie 5l aBT g 03,8 colan asp 4 1y (¢ i

S 593,5 (bl 55 W gl (485

) acuily, o wlosd b s oy Sojl & o puislin) oJlioms pas 55 (6,559)5 dnagh & 2959
olils J(Rundin & Colliander, 2021 ) Liad o JSK& slan! saSs slap,aly 3,k 5l 1) jaw
2l g col @Bl Coonl (Gilme (6)R80)5 2b)IL A8y b 5 eje )3 lodnld jsbar (g uiSslin
5035 Jos Loty plgisay o pusglin] 0yl oo ool )f (6,550,5 Coplin g 3 (I (gl 28
5 o 535 e T8l &) il o dngd ol sl (sly il 4 T, 6, Kib0 S st cleMb]
e g ximd g0 S5 1) bl (glacishys csjlme (slap iy Sl oolil § 355 384 paeis (lgie 31k
35 iy (Xie-Carson et al, 2023 ) L3K) o 35 HBAS JWd e o 1) (K505 dolde 4
i)y (s 45 S o b yme olby SEAS Jlis b olST (elgiee HEAS Mg olsids |y b puislis]
o9l Py 550,805 5 )i 5L clalis opl ()13 5 0gms Sy3 gl Ll ol s oo 1))
.(Peter & Muth, 2023) Cowl pro jlows (5jbro

2k 6585 slaglojle cul Soplpal (03509, Lejls 583,555 b juidslinl b She L)L
Sinlen 55 3y50 Gln 3l g Ly g b lilbolien ¢ b syl a8 w8 Ol s b 1y ol yudslis]
Sl sl ol Bl Sloxin i b bl lisab 5 <ol i do sl b (555 Lo Sl 5l
elosn] (clnaSius (slapyaly w3b s copl p ogMe (Rajput & Gandhi, 2024 ) ool wre Hhows 3390
g by & (2SS 3 aeg B 48 eyt ool 1) sl (6)908 oy g pl STl Wl
53,5 slaglasle dapiglind AL 058 5 ot b 5 e Bl GRE5S (slas S puec
ORIBH) K835 0ad Coleg 53 9 03)5 Cagii]) 395 Ky gl WIS gug i | Molie S5 jeboay Al e
.(Pratiwinindya et al, 2023; Paula Rodriguez & José Sixto Garcia, 2021 ) K-S

1 g s Sl 25

3 g S oo 428 355 (slshus o Wl &S )15 0)lal Sl 5 laaselinle b o pusglin] i Ol 2w
Wilgs oo Ol cpl NS oo STyndl 393 GBS Jid b s g pl Sl ale (oboe it 32k
st ooliilgy Blio 5 whsnlale nidlsS (gl b ojliupy (cloolSinl ol 15 LSy clocwll
dolio aS wmd o Sl 1) ol (gypar dlgire el b yuiSslan] (Aicher & Lundin, 2022 ) sl
Sz 4 ]y 253 GBS Jlis 5 2)15 o Gialed 1) (e S8 95,84 pavie (glacJlad ouiiSo s
Sl plsisdr bpuislinl (pased Glolad o begly) (uills STl a b S o Bigld alis
55 o Sy |y s 4y ] i g ool USG5 1y duadn S ) IS8 s slacadlay 03,5 Jas
(Kilipiri et al, 2023)



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais oy
YEYO-YI¥A :Lls

slezel oo puibglin] @ yuin A s cwla ] isupl pn Sle Jele SO Sloyss oyl clol
1y 355 (sl (sla il 5 dhuinyy SIS 5 g e Sy L3I 5 ol S e o S o
b blixe g Blas ol 5 apogs 5 OIS (6 )18 ST il lslo slass &) folis ol 5,038 o STyl
ooy b puisglan! 51 (6 )l ¢ Jlio oylgic 4y (Marine-Roig & Ferrer-Rosell, 2018 ) cuwl Eais Jlss
a1y 295 apacun Gl B ALS o 595 ) 355 BAS Jlos g A o 25T Il g &Y stue i
5plad) G5 U putglin) o o el b 125 s gl b e gl b g o, il
Pahrudin et al, 2022; Zhang ) 0S8 o SaS 35 &Y ghue (6,550,5 (gladigy (20 S & aSly s jhuw
(et al, 2022; Pasquinelli et al, 2021

D9 e Cdlid pas g AlSgw Saog @ Ny s pglinl Gb)liL 6)bS aiz (ol 2 egdle
Jlusl g w8 (2L M) g0 1) by puglan] slgime o5 Cunl (55908 (BT L Gl cnl i
IS5 5> &1 5 U S ol S5 8,50 Ja5 31 (58 gl 5 03 ko Sl 3939
oyl o yos a5 w8 Juols luebsl § 155K 365 o sladalp 0,b)5 (¢ 3T Glaouas b 18 S
Paula Rodriguez & José Sixto Garcia, 2021; Aicher & Lundin, ) o)l jleden o ylis]ylasl o b i)l b
(2022

1 gl s slbeogs

5 sl loaSud )3 jeas a8 wload o (6)K85,5 Catio )3 S (5L 4 i (sl pusolis
Al pugliis] 8532 00 000 WA S s Oloanss 2 )I5,8L sl 298 2led] paass
olSiall colie 3)90 )3 (ladrog 9 )l oo Giules 4 1) 398 i Clyypg & LS (o My algone
Clis Sloged 4 1y 395 (lgin Yoons bn syl (Aicher & Lundin, 2022) 13 411 1505 3,10 5 rcullad
Colpl oS s cdlol oyl aimd o gl aseds § Juol 395 bl gl 1y ol g s o a8l) bLs | LG 4
bl Gl @asdy b yudlin] 45 1)l ledl elan] cbaases oLols 5l ZA 15 cunl dia3,a3
(Paula Rodriguez & José Sixto Garcia, 2021) 15,38 o y3l (6,555,5 wolie bl plKin

5 «spiplatel olel aler S oy Cons iz Jolse @ Gl oo |y s slopudiglin) (loduos 5b
9 38 o Dbl b puSglan] & (odlaiel Lus el Buss JLos (Tanwar et al, 2022 ) la ] bls,)) ol
Zeng &) %5y 0 o i Slads plie Gloar oT oy ol lgea |y gl sladnog
b olisbus g by, aus (wlas] (Bass Jlos &S 598 0 Cusis (Sloj slaiel oyl (Gerritsen, 2014
6yt o] caiisly anily puidglan] G L (Salon wlua] (B8 Jd &S oK .ol guned puuniglas]
(Xu Xu (Rinka) & Stephen Pratt, 2018) 1 S ,1,3 ¢l yw sbauog ,Slbicos 45 )5 954

S e Anlyh lisee Jolpe Wl oo i Sl el bawgs oadaslls Sl 4 (slgie
Catia Guerreiro et al, 2019 ) 5,115 ).ul.s L5 5l o 2bgy B b S aledl g adgl alT Sl BaS' G e
QS Bagutd > dolie 38,5 a3 4 ) 0gdll ol y8lue A5lg5 e b)) (Rodriguez-Hidalgo, 2023



oy

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

ey S 1y (ol sla e 5l sl y o diad &) yaw (g5 a0l a4 SaS (gly (gtiaddyl leMb
a1y oBaS Jlis 5,35 b b 3 Slasenas p By o bl sloduog ooyl 2 0gMe (Magno, 2017 )
S 0950 b puiSolaly] yaw sloduog Hordd (Coleg ) WS Cug 5 losld slpsiiin &S Sl g byt g)j,
S oty o) J e ool 5 )3 &S (sygbts il 03,5 095,53 1y Aol b K55S Jolo
.(Catia Guerreiro et al, 2019) Cusl 00 (55908 (5,553,5 slb )5S

1 i line (s 1

o1 5 pine glie Glyicas bl ol (LaEAES JLs b (58 g 51 (o56 bo puiSliis] (glgio i sl
5 bloy) el 4ol e slael LB aste <y 5l Ladly (sloyglie |y lislbdnog 54 Jlod 5 K9 oo ol
[(Pratiwinindya et al., 2023; Rajput & Gandhi, 2024) 5,135 _» )»l.’ yow slrad 5 ey cllol
L1y oliaba byl g anslis Slyudl 1) pased Olapad 0gs (g (o501 Gl sl b puisslis)
Gge 2lib > S Jole da ) pgaen & md e L lapingh S (o gumen (bR
5y 1y gl slgen 5 00,8 Sl US| o g i Sl (635 Sl & ol il
O e L) oS jsboilen 035 cn il jhe 2iab et Igie (grhe cmiopen. 283 0 ogl
Ghaderi et al., 2023; Rajput & ) ¢l osd 40l jow sladuogi ¢ loixe dgiio puniSslits] yiw & )50
.(Gandhi, 2024

el 5 s S 5295 o 3o hilgions (s> (gulil (8 o Sl 5 eipplaiel L
ol ol ait slazel 15 5 odly |y lilbdpos b 08 o cud g |y oS s a8 siS o sloy
oSl Slgins smizpan. 4030 JS5 1y ol i logans 3 53038 13 lS 5,55 5200505
! ¢p! (Pratiwinindya et al., 2023; Movaghar et al., 2023 ) 39 o0 (A5 iww sladibo, 3l golaxel L
Cal bl b itane L3I 2Ulg5 9 paass S5 s &

Lo S glisy] (sln 55, grgomods § e Sl Basko 51 IS b lgiome (s0lS polic 51 S caito el
poiolia] 0adS )3 jlitel g 5 8 (G5 A)K p pite ok b )lSen b Gl Ll L
(Paula Rodriguez & José Sixto Garcia, 2021) 5,5 e ,3b

W Sy

oS D95 o0 Crguae 6I5S' By LB, 43 I8 5 g S wanlin 5 LSS Kaip Sy ((6,KE0)S Caniio
655533 ) )8 By ygalm md sl el g odBS] 3] CanksS oy ] BT s Leloe ,5b v
Cute (5,5 9 YL glacud caby 4 fled (lyide by SRl sz alassly Klgie 8y ]
ile ol X Gl e (o215 (65K83)5 ST ciged (sl Bl Al olpod 1) Ky drings 4 S
Cped & g daled i (g9 by Ky ol OBl Jlaanl (YL cuad dg3g b g il atild pud 3 i
Sl (glgme 5 Cato (gd)ed il 4l 45 (im0l AL (U658 Xy pgual 45 (Glualio wul )



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais 0¢
YEYO-YI¥A :Lls

(Yousuf cusly sales 41,8605 Cla o 5L oUlg—ail a8 )3 S0 b judglais] lawgi ol yuiiio
& Siddiqui, 2019)

Glaylnl 5l ea Wb 3,Sgy cpl Cunl st (63,5 Aol o (pl 3 Uyl Golles STy bl
o uiSglis) gy sinn il 5 oeloin] (slaeSad 2o an lacadyls ) o 5 3,5 o0 (s AL
Liled &1y 395 3,58 panin (slo Sy 515 o (selain (slopyisl b 5l 5 S5 S ol 4 o3liz
o329 (5l dbml dwly (ren > Wl Glbbre (403 53 395 Ky I Gxleskar 5 Cute pgal g )UK
Culbge 5 1S G pan Cute OS] & Lo IS5 (slyr—s blig 5 bl i (2T Joli—u
. (Yousuf & Siddiqui, 2019) cul Sls g0

Orte Spliwl > e pais 4 & st clonl Gladils) e ol 3 pre Sl S
ol 48 13 o 10l ool s gsins 5 S s el S iay) Ao _ooliop iy los Ly 1S g
bml 395 BAS s (m  B5 o g 03,5 Wy eoladl (g @35 L85 (lyide b peatiae
(Akar et al., 2015; Casal6 et al., 2010). JcS

«hla Jloyl g IS STymal SO Boyk 5l (1)l 398 o crge LS cpl 13 B350 g3l 505 s ]
b aSly S o Cogti |y K b able o Jloy Sge sl Jolo pl sl adly 8, b o5 Jé o8 )lie
dSebie Juzms glad > Wp ol BRI caw (Gl beg cute Glge 418
(Mohammadkazemi & Falahat, 2024)

i dade (Simyd yolis b LR85 Joles i g0 Wl Wi S350 s A 5 e palline 425
il fhe Malie Ny ygeal (6pSISE ) (liluyriz (dlgime o M GBS ¢ e p3ye daloal,
suiie Colis g oS 4y s liblie S3l 15,008 (15,135 o STzl 4 ], oty 65 ) &S ol peBglin]
2 0938l . (Bryce et al, 2015; Taheri et al, 2014) 4GS slool 3y 5l (655 380 2D pguad 5 03,5 Cogds |
5 STl ol T sl IS5 355 (505 13 i s ] g S S o5 sleds] i g o
D 355 oS 35 prin llolies ) o5 55 JSih & Mgiign B3 ehaniosir (5 25 s oo 5
Bl Slgoe 9 2 gl a8 0ad (g oline g it 58T By o 4y s B3 555 coles
(Zahedi et al, 2020) a> yiol38l 1) 65 b ladye (sablanws &Y game b5 g Gl & A5G pas
g eloinl Jlions (ot Juols 4l oy @il ) lio s 2,55 cnl (6,535 cato 3.
PSS p Jl Se ]y X S Algi e gl Cu e (g S14S ooy o5 it X b 3] bl
ST S (6)583)5 dade S slaele p

OB WS JLi> i sual



00

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

o) sl Jyann Sy i) o o 3,5 g JS5 (GBS 10,8 S oo | S B e 25 b
31 8 )il saS e ale (25 Jelge 5 Jpazmo 4 s 3,9 (5,55 5l 1S 5 58b cow ]
.(Ebrahimi et al, 2016)

),.;L cod cdel aS o ls o )lil ol Aslie 4 yaw (slp ] claasly o ble 4 BuiS JUis yaw duad
lonl GbaSd b juisslinl WS o Bpan slinl cbaSid (b yuisslin] | & cwl ol
S8 & 3o 5 5 (8038, 51 35 SIS Ui s legons 3 45 1B oot 251 50
Oleg2 SZ Y Jus oo 33 03294 56 0] 2,5 oo 900 b Ol (e (Slgions g Aoy (Ol
Cauol dgpuiin cldiunly (53 )3 pledl g CleMbl S (glp (sloin] (laaSis 4 Cuda 5 Liws Jluowd
(Fitriani et al, 2019; Caraka et al, 2022)

b S 35 e (§320060 5 slaasis 503 4 (eloinl (slaaSd sl puSolin) 5l e Gl s gl
&l ALl sla Ko g Simyd (slaolSasd ¢yiuw SIS 5 0,by by SleMbl el o pudglan] b o
ooxed byl (Rodriguez-Hidalgo, 2023 ) aiS’ o 5 gé |y 8aus JLos yhw (650,40l 0,3 9 dimd 0
Ole ) chale 384 panie laShy lle b S (0 oS dale I IS pgal 5SS 4
S ydelan] Sbyl5L el oyl (Kilipiri et al, 2023 ) uuS o o) Hlasl g slas) s Jlas] B a5l
90> (bl 4 gyt JUid 4 &5 08 o b dolie ob)liL slaglesls (sly diedds)l )15l 0 1,
.(Rodriguez-Hidalgo, 2023) siws yow (sloles G o0

il 05 Oypo a4 gk dipdny

53 35163,8 a1y 250 STyl oy 3l i b 4 20 IS )3 b puiSglii] do gy BB L5U 3 lidiss
] o &) S Jade g0 diSio ol |y igh cpl S guulS Slalllas I golawi s

U5 Al - Y Jgua

Puigss gl aoYs U5 Olgis Jlw g Rui2gsy @3,

g2 puigliia] jhos Sl e 15U
v ‘..I & (- . . "
3,5 by s Jb> )M w2 Influencer Voices: Exploring
Jwol claculyy cuenl ! sloasl, | How Recommendations Drive | Rajput & Gandhi (2024) \
.LSL S &y slad g ol sbxl S Tourism Intent

Oyl

o puigliis] Lo yo 9 (632)8 (slgioe
B QBRI jhos S St ysbay

o w3 e Ui byl ulos 5,138 Do Influencer-Generated
. il © < Content Affect Willingness to | Tuncer & Kartal (2023) Y
salyd jlcoles pogMe algie owin Pay More?

2 Jolas g dlasel sbogl s ¢ 6 1S paoua’

S o KaS paw Carivo




YEFO-FIFA Lo

YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais

Sy Suingsy | s,

o1

TSR

ol oy s 1y HBas s jaw ¢l

b e Gl g (S AS Gpas

How Sharing Travel
Experiences Enhances Social
and Personal Ties?

Ghaderi et al (2023)

sl ol > 4y 9 S0 sl il

Micro, Macro, and Mega-
Influencers on Instagram

Conde & Casais (2023)

JSG 33 05294y (§ piudin ).Jb @IS )d
Wy (g5l y 3 o5, )5

bwgs odds Mgi (glgize 3l Lol g9 dw
h(Sse 9 sraily) oX88
5 By Cugh Cosll 4 4505 plulis

S o SaS A pae STl

Tourist-Created Content:
Rethinking Destination
Branding

Munar (2010)

ey a5 Lo puaiSolits] - Melss

ORIy dal g 03, Cugi |y Xy
S

The Influence of Influencer

Marketing on Travel Desire in

the Post-Pandemic

Tsai & Hsin (2023)

5 5ok p sl MW le oo alal,
23,8 a0l 1) 0AiS B yan by 5 Muad
Olgieds 55l p Cuonl bl (slaaidly
Cod i Glawenal (2ol Jole
sl 1) elen] GhaSis lgse b
S o

The Power of Branding
Influencing Consumer
Purchase Decision

Tali, Wani, & Ibrahim v
(2021)

wolie sl (g pitglin 2bl3k
5 Caee lazel  15b L 5, K00,8
ol el 50 N gl JUE1 > (S5

s S glit] (sladmogs cuto b £odge
Slodd g SY guamo 0jg> 50 L STyl 5
&S o 3B e

Influencer marketing for
tourism destinations

Duong et al (2022)

A5 1) g 35 e 8305
g ppine |y o] B G pae WS e

J5S g (99,0 0550 b b puiglin] By

Influencer Marketing and

Sommer Kapitan et al
(2021)

Jilos Ly Sal oyl sl oo 5 3

iall ) Jgame glp caly 4 b
Sl ke b Wl o oSl s o
b 4wl 1o ol 4 olesel g %5y

Authenticity in Content
Creation

The impact of social media

Rebeka-Anna Pop et al

@ olaie] &5 dad o lis adllas oyl

influencers on travel
decisions: the role of trust in

e i elaial e oI35

consumer decision journey

(2021)




ov (OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

gz gl aods oARe3 Olge JUo g Sulgzy |
s JlBy g By STyl (608 IS5 )
0l yaw Ol Db HBEAES G pas
ciltss oo 1550 s yutiglit] Lasss
>y )3 03298 R (6 S e
4 e g a2 51,5 535 oo 1) sl iy
Rl el g gcane 5 yhe

Y- %)

5 ire Slye i i Slups Sl Gkl b jpudglinl o aed e (LS Glegh A (o)
S Ll WIS 059> 42 Olf.\;;f;é)..m 8y oS IS 0 Sroe yud .}...:‘9.’@ L L;Uac\y.oy
s lelse g Blazils o)lal Lbbe jhu 1ad Lo putislin] Cuto ;35 4y g2 3)50 Sllllas 2
o3,S 48T B8 Jlos (elasls b it (loizmo 5 peditns Mol abolin slazel dacyly, ol
.(Ghaderi et al., 2023; Rajput & Gandhi, 2024; Tuncer & Kartal, 2023)
dLbc\ﬁL ke ‘_,’.>ULJ .Ai‘o.))f JuS;l.; MT)S U’l PRI d).) u.,.m 2 uol> )9]04} Olalllas SRRV N
OB S G pnn yow Hld) p LhSd b pudSelail &5 wimd o ylis Duong et al 4 Tali et al § Tsai & Hsin
059 o S Saiedan g 5ylub 1) L8l ) wp STl cogi b aily e aSh w)liS e b
Pl el Gl 5 e Jelge plgisds 5o lgime AN 38 5 (950 0350l bl (o2 (ala Sy
.(Sommer Kapitan et al, 2021) Wloads aidlis 5y Syd glar ) cdons 13 5 puaidglas]
S e (LS g M8 (o0 Coles pSl dlie (egrde Juo I (5)bline jsbdr (Angh dindy ggene )
Juad 2R gLy kj).) 2R cLCbM}LO.»‘ sz93 o.\.w.h.]y (_5190947 9 lewy c).é.w AA)DU)...L» L,’.;Lm).w.o
3 oS | by Jalge e bl 33 0 S50 olon (255 (ot 38 51 IS5 L s
Sy ol ylas sluo @ls cpl Cul Caiby BB s Gygod Oldllas 51 (S )0 35 e Cus
Hjloiee wald gk (£ g (ol slaans )b
dpsd )3 (098 drwoyi
QLS (ogre Jio o JSb )3 Coled 3 9 WS (o0 (i |y ) Sl b adllas (pl g2 g0 Slodl elul
sl 0445 02

Ayl Ky Sy vl L b BaiS JLos e dad p Cute pil b puidolin) : Lol ausys e

2> L5y 553y (g oline g st ;3T npuiglit] yhw (sladryo iyl (o) Ay @

S L S0 ybline g Cuto p3l b puiSglin] jow cloduogi ipgd o3 dndys @

D0 N Sy gybline 5 Cuto ),;“b" by glan] bawgd sadbades (glgiore iu il ipow £)8 dus,8 @



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais oA
YEYO-YI¥A :Lls

3B ol g 2l GRS JUd yho by e 3T L puiSolinl s (slody o5 103y (05 4 b
Dgdise 85 (ZBle Np Sy )b
3 el g 2l EAS o s 8y o b L puiSglinl s (Sladogs b (258 4 yb
D9bse 5 Ple Np S Gk
5 SIEALS U5 i 2 st 1 U Sl L o855 Sl gl i o 5 4y

B9diee &5 ke Bp Sy Gayb il bl

090 Joo Y S

ARg3s (ol g, -V
by g ool Slallas )b 5l sy sl (Jdosi=duogi b9y Sl 5l 5 208 Giagk
Vg g (L yhw 3 «@Moass ol )d o) (Bldcures SVl Jolds aob jiuwy blods (y9l5,5
(g ) o255 S o Sy ) o (510t o ) Sl o 4025 osly3 s
sl oy sl Sl S onizmen sl (g gy) s 0 hlod 5 (e gy) duao 25 ST,
gy b aebigie s (2Ll 5 215y 3l ) g el 003 49,5 a5 )3 e puiglin] bl b S A gl
43S gl wlie g el w5 s odlatwl SVl <93 o)l Jgdn j3. 0 @95 L yawd ) (S Aiges

Cawlodds
EVYEIRC-ONPURTI) | VIR i PRYS
& 02 ls Sy " Gy,

) s o5
Egger, K. (2020) S date Gl pl Stiis] glgize 450 e S )

Lo eugliy




094

(O 5 (g9 (55835 ise > By Sp> (26le i L (A L35y auaB py (I35 130 28 )

&

3,

Kimilli, G. (2023)

2 o yigliis] g o Sy Giulos 530
EoR53,5 4 e il

Pop, R. A., & Dabija, D. C.
(2022).

b )l yhw $yS el ) dlosel isS
[EYWRNERY

Biltescu, C. A., & Untaru, E.
N. (2024)

@y ) b pudlin] Clis g A
> dolie 05l (eSS SleMbl (g goiug

Hanifah, R. D. (2019)

slo) sy 9 b agalple )53
raded S jie 55yl 5 b yuSelin)]

Biltescu, C. A., & Untaru, E.
N. (2024)

s (sl puiSglat] (63,8 slodpogs Lo

Hanifah, R. D. (2019)

b uSoliis] oe sy gloialy Sl o)

Xu, X., & Pratt, S. (2018)

2 o puisglin] Conli 5 g pipletel 56 Lo
s godnogi ;)]

Gretzel, U. (2017)

sy Lm)MMﬁ5la.u| shos slrdog 51 ol
S foo iyl

Chen, X., Hyun, S. S., & Lee,
T. J. (2022)

olaiz] el 5 o el 5 gy
s dolie 4 dleiel p by juiSglas)]

s ooy
ISWRENFY

Tesin, A., et al. (2022)

Sl ) (g pas dbbb:.’?u) u,...}u,ol.g)‘ s
NS

Magno, F., & Cassia, F.
(2018)

2 635,56 el gy (slgomo 5l oalizl
o &y lod

Xu, X., & Pratt, S. (2018)

L5|9:.'>m SleMb) P9 Jol8 9 b oo
ul).:)lf L.Sl)" Lm),mj}ln.)l la.w}: bu\me-Iy

Gretzel, U. (2017)

9 Lpley JEs) )3 b yusglin] SUlgs )y
Olbbbuw 4 dads sy slo o)l

Magno, F., & Cassia, F.
(2018)

sl ) s yuidolin] (glyixe ¢ )18 5k

o.&.w.\..ly d‘?b“
b yui5glass] o

Shah, A. Z. (2020)

OB ) SB35 Sy pgal (o)
RUSLY

Asan, K. (2021)

oy el Gl ) b yusolasy) 4l
Sozel BB (glge &b 5l (6585

Chen, X., Hyun, S. S., & Lee,
T. J. (2022)

Sl )3 o puiglin] (lyiee (s plplesel 15
SB35 gy 5 dolie 4 sl

saaiio 53 ST,




YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais 1.
YEYO-YI¥A :Lls

p% oW (S ™ 3,

ryai 3bul ) b yuiglan] glgioe d)l.:\f)i;?‘b"

Xu, X., & Pratt, S. (2018) bl - ) o
Ol &J)dehxﬁ)lw

0yl cago el slow] )> s yuidglan] il
Gretzel, U. (2017) 7% ’ 7 ©
ade bk lwe sdddl) Oless cuaS

Verma, K., et al. (2023) s S0yab g o o puglany] ligls sl

Segilmis, C., Ozdemir, C., & | kb5 » bpdslin] pidlusl 5 culia 13U
Kilig, 1. (2021) Jepe

Secilmis, C., Ozdemir, C., & 03501 5 4o 2l )3 s yuSglin) Cligks b

. b & bled [
Kilig, I. (2021) ol Aol § 35k il Atz

2 B pusglan] colis g olazel (38

AlFarraj et al (2021) . _ .
P (325 o

Lo puiglin] isplell 5 GBS (glgiona 25

Xu, X., & Pratt, S. (2018) .
ABLSb lolie 4 yaw & glasl iol58l o

oxl el ons ool (),S6ST Jgey 5l sl d9amali (g lol drols S Lol b 13 diged wix> S (gl
b ool ons b8 jas > (€ = 0/05) 70 s auileg (Z = 1/96) 720 luebl maw sl
Aol iy 4 55 FIY goamme jldol Cawd 4,85 YAF L5 3,90 diges dlawi ¢ Jge,d 55 pdlie opl (o IS0l
Blo diges 5| (gilold dspo 1 g aily Uil KiuS)lo yuidglan] pordo b, VIV wid)S |ueS5 |,
@l e Sl 1) (pollae €8> iged o> (p] LCE)S G900 18 VA 59y 2 (2o Jlod onss 5

oled oo 2ol 3uios (cladl i g CB o awlie Jol g A8 o walys 3gamels (glol dmels 4

_szpxq

L S Jgesd

(1/96)2x0/5%0/5 _
(0/05)2

384 polie g Sl

o295 (LAY o Lodld Juou —F

S5 5l ot dalllae 3590 diged oy (E5u ) ] il oS g oy (iSu 9 Jold Limgh (slaaidl
sobds 298 o0 Cpogi 35 (ol sl yasite Hlai I e g 0y g AT (yw Wlo sl sl ite
Yo UVe o oS beSaul o ojl op it 5l cul jle brogi laaBl zls (4w oo b)) 405



1)

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

ool )l 93 G Wl (gl jius olaad oy 5 log (9o

et B SHy s 2 (LS Ewl @598 Y Joun

Juy-by- o

Ayl gl EMpasss o
Ogdee VO G O ol > s
LOLY o AVl (gl yau laws

Cawlodd pli8l (1 Silo g wibyly p Joide (imgh (sla piie Auogi (wyp & Cand (pl )

ORR9F S e (Bwogi oy p F Jgs

alyly ol Py

S Sl
ISWREREN

FARE YIAVYY

s glo dpog
o puiSglisy]

AR YISEAY

Slgzme (i5o il
IGREREN

<IY¥Y Y/EOVY

.08 AR Sy Sy

JWd> jaw Aad
oS

<I¥YY YIEENY

b juiSglinl (lgee isu )il g (1Sle cpypiian SIS b jpudslinl jho Glops jwite Ol Jsi> Gk
8l oo (pSlee (lje (S Iyl
J s 58l b o)ldls ©Ylas e Julos 905l 51 Simgsy (sla ity alarly (o g 4l
Calodds oxlizl ol
502 stlgy 9 o8 3o 2l (Elig,S ST
ELesS Sl JoB B Jlade sl 0ad ()32 o8 3o (bl 9 Elog)S W jloslinal b (bl cigfy cnl 5
Sobe b s LS olg)e ol oL sximdLis 077 51 YL Jlade S ye oL (cly 9 0/7 LO/6
onl salio gy Jgdo sl JoB LB O/5 51 5Vl jlade g 0ad (550l (AVE) szl sl il
amd e Liales |y o asls

R0 2l5) 9 <8 50 (bl Elig,S GWT (omy 2 D Jgi>

PLS'



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais 1Y
VEFO-FIFA (L3
‘ -
‘;i " bl | Wi ‘ ’
| o : ole U PESM s s,
Sy | EWeS Ve
(AVE)
lie
v odnliie 3y 51yt 0350 iol38l
s i glass| ol oo
Syl a4 aleMb] 4y slosel b Lo o
<[OYY N JYSY JJEVE sl & 2 s Ol o )
sy gl Lawgs 00543138 b eaiSgliiy]
BYRCS Lolds o)l).)b
LIVSS 5 b pudglan] o penlle ),JL,
bl yiw (552y40L
VAY 5l 5 Lo puiigliny] lodiog 5l
JJSAA o Sdogi 9 )8
ISWRENEN
o S bl ;) Eatd
M . 5 . o &
[BeY JAYS . Jvos R e e u 537 " 5
ISWREREN
Ui gl
s 35 b pu3gliny] cladnogs 5l ool
2 (S yhel
ey | GUR T e sl s ol Gl
o yuiSglis] (sladnogs
NYR? Srpas Slyome isuplel!
[EYWRNE
vy | St b ke & sl sl
me?l‘;-;il PR .l
/ovE INES VVY Jsay 5 o.&.\;')df:l)l SleMb P9 b g JAK u‘“‘:‘ “".)’
. . . . - o 5
PP e T sy glass|
- [SVY g date 8y b)) fge Jlasl
[EYWRNE
ISV SYgare by closs 4 B3 la
by puolins] (slgizee 32 )b 5| ol
vy | Sl bl (85 peai dge
s
- Ivya Gub il vade sy jliel cosls
NINAY «[AYY «[AYA L&’)ijl sy S5 4
JAYY sy 4 Cblbe dlazel il
o puSgliss] bansgs 045 2o
Y| e bk ) e glagery Jlasl




v

(OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

| ;
SO | W

[JEON . hole L ™ PR @3,
(AVE) Sy | EWgs

STy CudeS dy Conmd (09> b
Jate glady Closs

(e dolie &y i & JloS il
b yuiSgliin] Loy o
2 b pudiglin] (Slgima (6|38 5k
0 (8 S poroncdS
SIVY AU “Ja-y “IAVD buogt o1 gl wolio 5 4 e | JLd s 225 )
oyl s
2 o pudglan) wlels s
oo dolie (Al
s wolie cads & slasl il 5l

b yuiSgliin] (slgiee 325l

RINT

<INS¥

VA

<INFD

5 bl S LSan 2ls) 9 oS pe bl Elig)S Gl pasli sl gef] @l 93,5 0 osalie o oo lar
buwgi oabaisliS STyslay aleMbl a4 sl (asls Hlade ¢ Jole gl lo jo sl Joye5 p 265 sls)
Slizxen Lol eunly a3 li slo 5| 5ol Td 4n 5148 035 + FYF L sy Sl o5 ey 3 €l puuiSglitsy|
ol oad Lads ojlw Hl ke ) o] egrde Casnl Joa godg o X Jod B sl 5l YL

oA SYlgw (g,

Wb 20,8 byl saSolul el el Cdd U dgd o (wyp ol (slgy Tanl (gylidle Yslke Jas jo
wh,8 a3 YL L0/ o Colas jluie g ond dplee bojls b (Siuwan @)k 5l b asls el
w3 o0 LS (g2 J9i2) Giagl @l D9 oo Bl adld il do pl 1 5eS” (ale ) jlade 512095 0
|) T3 d‘.lb).::'ﬁ.n Lg).:fo)'l..\}l cubls 9 03¢ 0/4 d\flg .))‘,\Jl.‘.’.w‘ 9 )bl.;m L;Lalc )1.3 L;l)b C;Yl}w @‘.@ as
Sold e C¥slee Juo U (Fg)yd Jo (905!

il cwlonds solatwl (g lidle Yolre Jao dlussds Wodly oo I saiss cpl Jdo Gioxiaw o Judoo (gl
Sl ool U 1y Ll gLl b o, 1) (o) sy slaylislo Mg oo o Sitimois 39y cpl oyl
s g 9 sl IS5 ) gl b odlisel ol ST ol 158l 5l gy cagtde Juo Julod pslatea,



YY-¥0 oo AFY awl &Y LF’L" Fe o)w Pow 9 Cony JL» cu.»lf))l.’ Cu pde )lx‘wub ¢
YS¥O-FIFA L

experiencel

L
experience2  43.398
20.564

i 45557
experience3 YA brand1 brand2 brand3 hrand4 brand5

+
experienced 20845
[ o Dl e
experience5 uriiglail
4254 38.326 14959 50.636 22.770 11,104

recommendationi

v i L intent1
recommendation2 | 28,172 38.846 intent2
15063 32428
recommendation3 4—17 44> 13.201 —39988—  intent2
3021 36291
recommendation4  21.081 35.654 intent4
— n g S Y
recommendations Juiﬁ)id Jeslle intents
8.995
content1
L
content2  17.043
23.935
content3 4-16.045
‘__14.455
content4 | 22769
Jhw Slgiza
content5 gaiiglail

() sl g Slols (50,1 ppalio b i3y led 5,k es o Y JSS

experiencel

Lay
experience2 , 0.840
0.791
experience3 40424
0.748
experienced  0.766
=

brand1 brand2 brand2 brand4 brand>

experience5

0200 g2 0739 0823 0772 (633
recommendationi

L ~ intent1
recommendation2 0,784 N
Y0680 0875 | intent2
recommendation3 «—n 720 0.864
0.600 —0.875—  intent3
recommendationd| 0,743 0.790__’
—

recommendation5 "5!“" oyt ip Sy 0.865\\.. eent
rediglaisl ji J95lle intent5
0433
content1
content2 | 0.702
0.775
content3 4—0.692
0.677
content4 0.767
o Slgize
contents udiglaiyl

(sl bel) (Sl paliio b (idgs (o (55Ul Jto T S5



1o (Ohan 5 sgyud) (6 X835 ise 33 By S)d (2ole i b QBN JL35 b 808y GLNS 80 (38 (o)
AR5 Sled )3 o)y
o DI 3939 o (cani b 0y gl B saled a8 ol ] (clixods o Conl jiSagS o /40 I 5 lus b
il ol 00l L s Jgda ) gels .l ol ad pdy lusyd ples ST CiS les o

OARe3 Je JS a9 T 9 P s b3, Ol 5l s & g
axgl | Pyl | T gyl Olws,b

b ofees A7AL S Np Sy —— s punSglan] o (slavdy >

.\.uLo ofees O/¥Y - Ly LS).) <+— L‘b)wsgl.w.il)&wdhbwy

L:a).m.‘:?lml Ja...:y o.\.BA.J}» d|5;‘>m e 3 );\
b ofees Maad
I S —

Aol ofeee AR OBAS s jhw ol —— Ly S

Sp ISP eyl e glaa o
Wb | e | anvy

OB jaw Jab ¢———

By S png—— mﬂj?lml).amdhbwy
b o[+¥¥ YIVES

OB S Lo jhw dnd ——

| s puuiBglits) bawgs 015195 (slgioma (i
sl | eleey | DY

OB JUs aw dale NS

3Ll 9 (§ 45 42 —0

Slosouad y J.;'M‘y aolis LS‘}?-?M oo 9 395 (sl duogi g oy 51 oolawl b Lﬁ).u.uj?lﬁd‘ Ll 0
slozel 3wl 55 by puidgliis] €yd8 .08 Byme ol 4 ]y (ohis sladaio 1,15 130 o lisls o6 jaw
GRS G jd (bl oIl 51 (S a Ty (obolb gy ol ol )8 STyl d)‘ﬁrﬁk PRERYYRY
ot @S5 ey g 565 e Jols o sloinl cladilo) ) eslatwl Wby b .cwl 03,8 s
S o Jas 08 5L sldlawly 585 )3 b pudSelin] g 4l i)l e

A plol 5,3 53 2tlon 8 b GBS s s 22 IS0 2B sy B b gy )
osly Jdow zuls g 8,8 13 oo 5 4350 590 dolidiwy 3k ] omd)ﬂéo.? sleosly .S oo
(s )blixe (sla e g 4185 )15 40T 3)50 Shmghy esrie Jde ,3 oadpjlae Slus b eles o o Lt
Dgd oy SUSE 4 dus 8 5l S ya cdobdl j3 040 393 b puxie



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais 11
YEYO-FIVA :LLs

SIS sl as ol lis laasl oyl J)aﬁd)bhu9agaﬁ;‘l:h)~gj9li;il/\u@)>‘d ol ans 8
Foblbro (2 pgal Coghi cage (Sl bcaly) s Ly uglal CIB )3 ofgas ¢ pased Clyos
) (Siayd sla Shy 5 date clol wlulus! Jsl » (glaawly il dady o0 pl Ded o Jualio Ly
ol ol 5 S zuls )5 855 )5 gybline 5T b puaiiglans] lawes o0l jaw (claduogs 1pgd dud b
(vnng oKLl da 4yl ygiwy ¢ S sla Ko Bymo A5ke) b puSslals] puiiino e b pudiine (sdngs 4
23l IS 58T dale L 4y G lbbe il 1 ppde ladlad &l o5 sied Wi e
ol oy Judow woyls B Sy e ),JL sy glan] lawgd sadidgi (glgiore  uisu Sl ipaw dus,8
Cogo dS b (olge dlon I b yui3alais] lauwgd 00 piin  olgioe plorudl g ply cdlis ¢ g pay cuauS ol
g go HBAGS JWd (2D 1> Wy ygual ol e )0 g (g 5lwoloxel
2D pgar 45 1S o ol iagh gl L3y jhe dad p gyl 5 Cute 1Sl N S ipylen aus )b
pize |y dade Wy U JLid &7 Jloj0)ld yauw 03551 isl381 10 (glodiiS sl i chiaiio Ly jl Cude
g go b yhw Mabe lgieds o] OBl Jlaas! s’ Sy slexel B g Olis
5l g jhe (dog Giw 428 pate dw G (§)Plae (2Ble SIS N )3 ieiin U oy 4ns 3
duab g puisglan] Gloladl o daly Wles o Wy S 3 aS 0 LS e Judod LS o ]y b b Tgiee
s bbe o8 355 oo Bime Jloj ladogs 5 4128 2185 58T 45 Caline (s ol S i ) s
il oald S 2g3 42D )0 daale My | b,
).ub cl.mL’j By slgze CutS g b puidglan] 4 slaiel &S dad o lid iegh (Bl (fgeme 4o
iy bl cpl oyl BAS Lo jhw dad (ili8l coles (o 9 Wy STl o S o (6 Kot
pine (gl puSglinl b Gisu Sl (6 Sen 5 diedin gla g3l il (Alb b Al o (5,555 0> > Jleb
sl 38 51 date Ol 3 T (gla s pS mrenal 1 g 63,5 Cugi Hlble 1 ) 1) 395 oS0l
S sl oL (V-¥¥) Rajput & Gandhi.cul bulyes cpin Olidss mls b sl jingh (laaisl
prie olble (B3 ) Ly pgal S 4 Nl oo b pudglit] g 0AdaLIIS STl i (slad o
53,5 (el Hlxel (1)) o b yuSglan] claanogs a8 aidl ) 55 (Yo YY) o), Ken g Ghaderi g
pgad Cagii )3 Juol g ABMS (lyime & p (Y-YY) Tuncer & Kartal ww s ouen 4 .05,)38 50
Jolos 51 iy 5l o cublyy a8 wizdls ol (Y- YY) Conde & Casais 53 (sow jl Wilos,S ST %
a5 amd o LS 35 (Vo)) MUNAr gadllas ¢ pioman 39, o slowdds yiu (6 paonad Ai],8 )3 calS
ol s e JLE 5l cou 1) 008 G pan by Wl o elein] claaSid )3 ond piite CuaSL (slgie
LS oo Wb OB S s youw uad
SS9 sty (B I3 ()53 )5 o )3 g B sl b puisglan] 45 amy o lis e opl s
83,5 S8 Rotrip.life (glosy 4 olis sbaculy) 5 cuisSh Slgie 1g b e (sl puolin]
ol cud i g Glble dletel (I3l cage ol yho Sl slad e slagig g sglad Ll ol
o IS JUi> ligabl Gl Cely el sl dolie 38> Lo 5 Bly 25 1 5 o) lodog



v (OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

(ol p)8 dddas 5 4309 b canlie gl S o clad 15 yau jalie laisds aSly )05 o STsl 4 1) 245
gy g HLisl g o ygelld Y Nsu 4 paditiane 0 65uwly dlivyg5 LISl 8485 (oawy o Camnl 03,8 Csi Lo lee
oS 23S o dnl adly sadiges opl ol 0dd yaw 4y BaiS Jlid aBMe g dleis] )38l G go ¢ gldd >
Cal (6,003,513 Gilwdyp (glp ded )08 )l aSly s (643 (o]l S s KiiSHlo S olais
S ) ABaS W e daB ioli8l o sulST il Wl e oS
Bl o)Simgsy g o pudislinl (5, %80,5 sy sly pj slodleiig gl Cluo b & g L
P9 s
rJloed L)L 5 6585 ladin sl 62,8 Sy
83,5 (Sl puBglil b pidiy (55800
L 29 o0 duogi AGS ol D5 Wy pgual gla)] (gly Lo juaidglais] youw sy 1 AlgT o iy
sl ansly ¢yt 6,138,580 b a6y Ken YU ol (sll> (sl yuisolis]
5eelalf] Slagls 51l e W3l (025 5 (Bly 4 655850 3 Sl b puisglity] jhus (sloaogs
DS Brgus (Blg Ol (6 ISl a1y bs juSglan] g 03,5 (690
Igxe (odsu il g CudeS 0 3505
Slyme CadsS dgie Mg Slies g O sl jde wile Ul SLIL wilgs oo (6)503,5 Lo
o puiBglan] Baus JWs (gl (5)bby sladoly o
plox g bcawss &) L asle o bl p 2gd oo HBAES S0 yow lad ili8l el Wiy 5l cute Sy
ST Sl |y W9y ool b puiSglinl 3yl 1 )5 (sl o3
ooty 5 ible Sipxip cosls o
LU sy e ioli8l 1) jaw 4 a8Me wiles o o pudSelan] aasd slads i g Clis slaculs,
WSS b edd gl pass e o g Glulusl Gl 5 ol S
1 6N0,S el puSelan] (gly bl
&l 5 isel lyme Gy ) sl GalEl e
5 o SleMbl )1 b aslgs o bl 13 lbolee yaw uad p (o3b; 5l bs yuibelans] a4y sleis]
Led il ]y aed el «o¥lgw & oSSl
2989 9 SRy Sl 4 (iSupsS e
Slgie  carSh polai il slagsg 5l Aily o b pudglan] )y (sadS (il (6 pay (slgivno
S ool (6,38 56 il ol Lol



YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais A
YEYO-FI¥A :Lls

ol Lais g e gy b o) Son
51 o i dleel aimd o &3] sBlg slads o 5 WS o (5 S0n e sladip b aS ola puidslan)
S o el bl

OB I b petne blsjlabml o
B I3 oLl b bls)l cagis el 555038 slab sbul 5 (ol Y (0135 s & sl
Db o dpogs

£ 9 d9aow

hb gl Julow 3 byl 4 ds g5 4 039 ol yen olacodgisme b 50 ladllas I (65luw ommed 35 Libgh oyl
lacudgize s 4 5 4 plodl JMJ dolidun 3oyl 1 aodls 6)9]&"? &S s ol 9,2 u-’i sl yings
S o) pogde s pal s e puiSelan] HBAS JWis jl (s pggiie cab 4 03 uS oliwd Sl Sloj 5 8
2 Xlg5 o gadse pl &S 0,8 (61055 Aol HLisl j3 (o) 51 (£)K55,5 L lagye Gloas b b puiSslan)
el Lol 6,8 1)) (gionssyl (o8 (slmodld an )3 aS Doy it (clanlidiun iz oyl ) Wmodls (g)915,5 I3l cpgd
0jL S U9 R Q,{I PRNC N SRLIS W PRC Y Iy Olbbre ozl (ol puds 4 K N 5,55 5 Gees ool
s il Canl Soe Bl ¢l plis cCanl o plol Loy Jsbo o o] Glpss awyp 9k 5 (asuie Sloj
sl a1y Slej (slaojl plo 4 Jol8

o] ola g (ol Shlpain

a3 5 b puidslin] claduog LT a5 29 Juloot Gilises slacSin b )3 (6,555 (sl puidolin] 13l o)y
ol d3lge (Somyd glacsslis L L o)by Sl 5l 8S6sS

§ o s pilin) i U1 o5 395 omnt S bl cslogby S0 b U puiiglil (15 eyl
ool PPC L KiiS b fuosl ale Jlusod slo 59y plo b (ot clals

(5] lsimo g5 IS 4 39 lulidl b Moy (g2hey (S (se) s (slyme gl b oo
RS RSE S PR S S I Ny (PP P ey

4 s bles slael (68 S gl 350 ey o iSglitl jho (sladiogs b )3 sletel G )
335 (o 8y s re B 5 b puisglic]

VL ol 51 U pusgli 5,Sem o8 355 gt 6,555 il 2 355 5 S (sl ulin il Al
503 yinS Lol b (gl puaSsliin] 9)STo b 3515 yiw (68 ponal 5> (6 ik il

@Bsygld & 355 oyt Lo pugliinl yho slados 53 (sjlne 5 039381 Cambly) (ngi slacs)sld i Jelos
203 65 1y U il s (Slions 0 5 (53brn i 20,5 CeS 23150 4555 VR 5 AR il



19

(OhSen g Ggmd) )R85 Lidu Xy S (obe i b (BUiS JLd jaw ey LIS 506 38 o)y

&be -5

Aicher, C., & Lundin, O. (2022). The influence of social media on consumer behavior within the tourism
industry. Bachelor Thesis. University of Linnaeus.

AlFarraj, O., Alalwan, A. A., Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-Haddad, S. (2021).
Examining the impact of influencers’ credibility dimensions: Attractiveness, trustworthiness, and
expertise on the purchase intention in the aesthetic dermatology industry. Review of International
Business and Strategy, 31(1), 39-55. https://doi.org/10.1108/RIBS-07-2020-0089

Akar, E., Yiiksel, H. F., & Bulut, Z. A. (2015). The impact of social influence on the decision-making
process of sports consumers on Facebook. Journal of Internet Applications and Management, 6(2),
5-27. https://doi.org/10.5505/iuyd. 2015.40412

Al-Mu’ani, L., Alrwashdeh, M., & Ali, H. (2023). The effect of social media influencers on purchase
intention: Examining the mediating role of brand attitude. International Journal of Data and
Network Science. https://doi.org/10.5267/.ijdns.2023.5.003

Asan, K. (2021). Measuring the impacts of travel influencers on bicycle tourists. Current Issues in
Tourism, 25(6), 978-994. https://doi.org/10.1080/13683500.2021.1914004

Biltescu, C. A., & Untaru, E. N. (2024). The role of appealing influencer content in encouraging the
search for additional information about new destinations. Sustainability, 17(1), 66.
https://doi.org/10.3390/sul7010066.

Banyté, J., Joksaité, E., & Virvilaité, R. (2007). Relationship of Consumer Attitude and Brand:
Emotional Aspect. The Engineering Economics. https://doi.org/10.5755/J01.EE.52.2.11476

Benhaida, S., Safaa, L., & Perkumiené, D. (2024). Influencers and tourism: Story of a recent and
revolutionary phenomenon: What does bibliometric analysis reveal. In K. Berezina et al. (Eds.),
ENTER 2024 (pp. 421-433). Springer. https://doi.org/10.1007/978-3-031-58839-6_43

Bryce, D., Curran, R., O’Gorman, K. and Taheri, B. (2015), “Visitors’ engagement and authenticity:
Japanese heritage consumption”, Tourism Management, Vol. 46, pp. 571-581, doi: 10.1016/
j.tourman.2014.08.012.

Casalo, L. V., Flavian, C., & Guinaliu, M. (2010). Relationship quality, community promotion and brand
loyalty in virtual communities: Evidence from free software communities. International Journal of
Information Management, 30(4), 357-367. https://doi.org/10.1016/j.ijjinfomgt.2010.01.004

Caraka, R.E.; Noh, M.; Lee, Y.; Toharudin, T.; Yusra; Tyasti, A.E.; Royanow, A.F.; Dewata, D.P.; Gio,
P.U.; Basyuni, M.; et al. (2022). The Impact of Social Media Influencers Raffi Ahmad and Nagita
Slavina on Tourism Visit Intentions across Millennials and Zoomers Using a Hierarchical
Likelihood Structural Equation Model. Sustainability, 14, 524. https://doi.org/10.3390/
sul4010524.

Chen, X., Hyun, S. S., & Lee, T. J. (2022). The effects of parasocial interaction, authenticity, and self-
congruity on the formation of consumer trust in online travel agencies. International Journal of
Tourism Research, 24(4), 563-576. https://doi.org/10.1002/jtr.2522.

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram: The power of

persuasion via the parasocial relationship. Journal of business research, 158, 113708.
https://doi.org/10.1016/j.jbusres.2023.113708.
Djafarova, E., Rushworth, C. (2017). Exploring the credibility of online celebrities’ Instagram profiles
in influencing the purchase decisions of young female users. Comput. Hum. Behav. 68, 1-7.
Duong, H., Giang, N. C., Linh, N. T. M., Nhan, N. P., & Nguyén, T. C. (2022). Influencer marketing for
tourism destinations. VNUHCM Journal of Social Sciences and Humanities, 6(3), 1711-1721.
https://doi.org/https://doi.org/10.32508/stdjssh.v6i3.773

Ebrahimi,A.; AlaviM; & Pourmourdini,E. (2016). Investigating the effect of perceived social
responsibility on brand reputation, brand identification and purchase intention (case of study:



https://doi.org/10.1108/RIBS-07-2020-0089
https://doi.org/10.5267/j.ijdns.2023.5.003
https://doi.org/10.1080/13683500.2021.1914004
https://doi.org/10.3390/su17010066
https://doi.org/10.5755/J01.EE.52.2.11476
https://doi.org/10.1007/978-3-031-58839-6_43
https://doi.org/10.1002/jtr.2522
https://doi.org/10.1016/j.jbusres.2023.113708

YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais V.
YEYO-YI¥A :Lls

golestan company at Shiraz). Journal of Business Management, University of Tehran. 8(3), 479-
502 (In Persian)

Egger, K. (2020). Instagram's Impact on Destination Choice in Tourism: A Critical Perspective
(Bachelor's thesis). Alpen-Adria-Universitit Klagenfurt, Faculty of Management and Economics,
Department of Business Management, Department of Marketing and International Management.
https://B2n.ir/k44533

Fitriani, D. R., Wulandari, C., & Ohorella, N. R. (2019). The power of “Instagramable” in destination
branding: Jakarta millennial tourist case study. Prosiding Comnews 2019.

Gretzel, U. (2017). Influencer marketing in travel and tourism. In M. Sigala & U. Gretzel (Eds.),
Advances in social media for travel, tourism and hospitality: New perspectives, practice and cases
(pp. 147-156). Routledge. https://doi.org/10.4324/9781315565736-13.

Guerreiro, C., Viegas, M., Guerreiro, M. (2019). Social networks and Digital influencers: their role in
customer decision journey in Tourism. JSOD, VII(3), 240-260.

Hanifah, R. D. (2019). The influence of Instagram travel influencer on visiting decision of tourist
destinations for Generation Y. Proceedings of CATEA 2019. ISBN 978-623-91018-0-0.

Horner, S., Swarbrooke, J. (2016). Consumer behavior in Tourism. Routledge.

Hudson, S., & Thal, K. (2013). The impact of social media on the consumer decision process:
Implications for tourism marketing. Journal of Travel & Tourism Marketing, 30(2), 156—160.
https://doi.org/10.1080/10548408.2013.751276

iThami Tuncer and Ahmet Selim Kartal,( 2023). “Do the importance of influencer- and customer-
generated content on social media affect willingness to pay more for potential customers?” Journal
of Consumer Behaviour, Sep. doi: https://doi.org/10.1002/cb.2260.

Iswanto, D., Handriana, T., Nazwin, A. H., & Sangadji, S. S. (2024). Influencers in tourism digital

marketing: A comprehensive literature review. International Journal of Sustainable Development
and Planning, 19(2), 739-749. http://iieta.org/journals/ijsdp

Kapitan, S., van Esch, P., Soma, V., & Kietzmann, J. (2021). Influencer Marketing and Authenticity in
Content Creation. Australasian Marketing Journal, OnlineFirst, 1,
https://doi.org/10.1177/18393349211011171

Kaur, G. (2017). The importance of digital marketing in the tourism industry. International Journal of
Research. https://doi.org/10.29121/GRANTHAALAYAH.V5.16.2017.1998

Kiatkawsin, K., & Lee, S. (2022). Social Media Influencers.
https://doi.org/10.4337/9781800377486.social.media.influencers.

Kilipiri, E., Papaioannou, E., & Kotzaivazoglou, I. (2023). Social media and influencer marketing for

promoting sustainable tourism destinations: The Instagram case. Sustainability, 15(8), 6374.
https://doi.org/10.3390/sul 5086374

Kimilli, G. (2023). The impact of Instagram travel influencers on Gen Z's tourism consumption (Master’s
thesis). Louvain School of Management, Université catholique de Louvain. Available at:
http://hdl.handle.net/2078.1/thesis:40525.

K. Rundin and J. Colliander, “Multifaceted Influencers: Toward a New Typology for Influencer Roles
in Advertising,” Journal of Advertising, vol. 50, no. 5, pp. 1-17, Nov. 2021, doi:
https://doi.org/10.1080/00913367.2021.1980471.

L. Xie-Carson, T. Magor, P. Benckendorff, and K. Hughes, “All hype or the real deal? Investigating user
engagement with virtual influencers in tourism,” Tourism Management, vol. 99, p. 104779, Dec.
2023, doi: https://doi.org/10.1016/j.tourman.2023.104779.

Magno, F. (2017). The influence of cultural blogs in their reader’s cultural product choices. International
Journal of Information Management, 37(3), 142-149

Magno, F., & Cassia, F. (2018). The impact of social media influencers in tourism.
https://doi.org/10.1080/13032917.2018.1476981



https://b2n.ir/k44533
https://doi.org/10.4324/9781315565736-13
https://doi.org/10.1080/10548408.2013.751276
http://iieta.org/journals/ijsdp
https://doi.org/10.1177/18393349211011171
https://doi.org/10.29121/GRANTHAALAYAH.V5.I6.2017.1998
https://doi.org/10.4337/9781800377486.social.media.influencers
https://doi.org/10.3390/su15086374
http://hdl.handle.net/2078.1/thesis:40525
https://doi.org/10.1080/00913367.2021.1980471
https://doi.org/10.1016/j.tourman.2023.104779
https://doi.org/10.1080/13032917.2018.1476981

Al

(OhSen g Ggmd) )R85 Lidu Xy S (obe i b (BUiS JLd jaw ey LIS 506 38 o)y

Marine-Roig, E., & Ferrer-Rosell, B. (2018). Measuring the gap between projected and perceived
destination images of Catalonia using compositional analysis. Tourism Management 68, 236-249.

Martinez-Lépez, F. J., Anaya-Sanchez, R., Esteban-Millat, 1., Torrez-Meruvia, H., D’ Alessandro, S., &
Miles, M. P. (2020). Influencer marketing: brand control, commercial orientation and post
credibility. Journal of Marketing Management. https://doi.org/10.1080/0267257X.2020.1806906

Mohammadkazemi, R., & Falahat, M. (2024). Leveraging social media for business development: An
empirical analysis of fan loyalty and fan expansion. Cogent Business & Management, 11(1),
2393739. https://doi.org/10.1080/23311975.2024.2393739

Morteza Bidabadi Amin, Alireza Islambolchi, Mostafa Rezaei Rad. (2022). The Impact of Social Media
Influencers on Travel Decisions: The Role of Trust in the Consumer Decision-Making. Journey,
Islamic Life Style. 5(4):839-849. (In Persian)

Movaghar, M., Emamgholizadeh, S., & Saheboddari, M. (2023). Influencer marketing: Identifying and
explaining the psychological effects of social media influencers on consumers (Case study: Female
students of Mazandaran University). New Marketing Research Journal, 13(3), Article 50.
https://nmrj.ui.ac.ir/?lang=en

Munar, A. M. (7« /). Tourist-created content: Rethinking destination branding. International Journal
of Culture, Tourism and Hospitality Research, 503), 291-305.
https://doi.org/10.1108/17506181111156989

Oshriyeh, O., Ghaffari, M. and Nematpour, M. (2022), “Lines in the sand: the perceived risks of traveling
to a destination and its influence on tourist information seeking behavior”, International Journal of
Tourism Cities, Vol. 8 No. 4, pp. 965-982, doi: 10.1108/1JTC-07-2021-0138.

Pahrudin, P.; Li-Wei, L.; Shao-Yu, L. What Is the Role of Tourism Management and Marketing toward
Sustainable Tourism? A Bibliometric Analysis Approach. Sustainability 2022, 14, 4226.

Pasquinelli, C.; Trunfio, M.; Bellini, N.; Rossi, S. Sustainability in Overtouristified Cities? A Social
Media Insight into Italian Branding Responses to Covid-19 Crisis. Sustainability 2021, 13, 1848.

Peter and L. Muth, “Social Media Influencers’ Role in Shaping Political Opinions and Actions of Young
Audiences,” Media and Communication, vol. 11, no. 3, Jun. 2023, doi:
https://doi.org/10.17645/mac.v11i3.6750.

Piehler, R., Schade, M., Sinnig, J., & Burmann, C. (2021). Traditional or ‘instafamous’ celebrity? Role
of origin of fame in social media influencer marketing. Journal of Strategic Marketing.
https://doi.org/10.1080/0965254X.2021.1909107

Pop, R. A., & Dabija, D. C. (2022). The impact of social media influencers on travel decisions: The role
of trust in the consumer decision journey. Journal of Theoretical and Applied Electronic Commerce
Research, 17(1), 21-39. https://doi.org/10.3390/jtaer1 7010002.

Pop, R., Saplacan, Z., Dabija, D., & Alt, M. (2021). The impact of social media influencers on travel
decisions: The role of trust in consumer decision journey. Current Issues in Tourism.
https://doi.org/10.1080/13683500.2021.1895729

Pratiwinindya, R. A., Nugrahani, R., Wibawanto, W., Rebowo, T., & Rafinda, A. (2023). Travel
influencer on Instagram: Visual content management based on digital influencer marketing strategy
for tourism awareness groups (Kelompok Sadar Wisata) Kaliputu Kudus. In A. D. Saputro et al.

(Eds.), Proceedings of the 2022 International Conference on Science, Education, and Technology
(ICOSEAT) (pp. 891-897). Atlantis Press. https://doi.org/10.2991/978-94-6463-086-2_118

Rajput, A., & Gandhi, A. (2024). Influencer voices: Exploring how recommendations drive tourism
intent. In 2024 International Conference on Automation and Computation (AUTOCOM) (pp. 979-
8-3503-8272-3/24/$31.00). IEEE.

Rebeka-Anna Pop, Zsuzsa Séplacan, Dan-Cristian Dabija & Monika-Anetta Alt (2021): The impact of
social media influencers on travel decisions: the role of trust in consumer decision journey, Current
Issues in Tourism, DOI: 10.1080/13683500.2021.1895729



https://doi.org/10.1080/0267257X.2020.1806906
https://nmrj.ui.ac.ir/?lang=en
https://doi.org/10.1108/17506181111156989
https://doi.org/10.17645/mac.v11i3.6750
https://doi.org/10.1080/0965254X.2021.1909107
https://doi.org/10.3390/jtaer17010002
https://doi.org/10.1080/13683500.2021.1895729
https://doi.org/10.2991/978-94-6463-086-2_118

YY-F0 . ae AF Y dawl QY ol & o)led cpaw 5 Cang Sl ( S5 5L Co e jluilpais VY
YEYO-FI¥A :Lls

Rodriguez, P., & Garcia, J. S. (2021). Use of influencers in the Spanish tourism companies’ digital
marketing. Cuadernos.info, 51, 27743. https://doi.org/10.7764/cdi.51.27743

Rodriguez-Hidalgo, A. B., Tamayo Salcedo, A. L., & Castro-Ricalde, D. (2023). Influencer marketing
in tourism: A systematic literature review. Revista de Comunicacion de la SEECI, 56, 99-125.
http://doi.org/10.15198/seeci.2023.56.e809

S. Tanwar, H. Chaudhry, and M. K. Srivastava, “Trends in Influencer Marketing: A Review and
Bibliometric Analysis,” Journal of Interactive Advertising, vol. 22, no. 1, pp. 1-27, Feb. 2022, doi:
https://doi.org/10.1080/15252019.2021.2007822.

Shafiee, Mozhgan; Nikraftar, Tayebeh; MohammadKazemi, Reza(2023), The impact of the information
quality in social media on the formation of the destination image in the mind of tourists. Journal of
Entrepreneurship and Innovation Research,1(1),31-42 (inpersian)

Shah, A. (2020). The effect of Instagram influencers on vacation destination choice (Master’s
dissertation, Auckland University of Technology). AUT Business School, Department of

Marketing.

Secilmis, C., Ozdemir, C., & Kilig, I. (2021). How travel influencers affect visit intention? The roles of
cognitive response, trust, COVID-19 fear and confidence in vaccine. Current Issues in Tourism.
https://doi.org/10.1080/13683500.2021.1994528

Taheri, B., Jafari, A. and O’Gorman, K. (2014), “Keeping your audience: presenting a visitor
engagement scale”, Tourism Management, Vol. 42, pp. 321-329, doi: 10.1016/
j.tourman.2013.12.011.

Tahiri, A., Kovagi, ., Lekiqi, B., & Rexhepi, A. (2021). Tourism and hotel industry: Definition, concepts
and development — the case of kosovo. Quality - Access to Success, 22(182), 110-115.

Tali, M. A., Wani, N. F., & Ibrahim, A. (2021). The power of branding influencing consumer purchase

decision: A comprehensive literature review. Ilkogretim Online - Elementary Education Online,
20(6), 5362-5387. https://doi.org/10.17051/ilkonline.2021.06.519

Tesin, A., Pivac, T., Besermenji, S., & Obradovi¢, S. (2022). Exploring the influence of Instagram on
travel destination choice. Furasian Journal of Applied Economics (EJAE), 19(1), 66-80.
https://doi.org/10.5937/EJAE19-33584

Tsai, C.-M.; Hsin, S.-P. (2023). The Influence of Influencer Marketing on the Consumers’ Desire to
Travel in the Post-Pandemic Era: The Mediation Effect of Influencer Fitness of Destination.
Sustainability, 15, 14746. https://doi.org/10.3390/ sul52014746.

Turanci, E. (2019). Consumption in the Digital Age: A Research on Social Media Influencers.
https://doi.org/10.4018/978-1-5225-8491-9.CHO16

Verma, K., Dhodi, R. K., & Dhodi, R. (2023). The influence of Instagram on Generation Z travel
motivation and destination choice making to the actual travelling. In A. K. Dixit (Ed.), Technology
and social transformations in hospitality, tourism and gastronomy (pp. 5-16). CABL
https://doi.org/10.1079/9781800621244.0005

Wang, F. (2022). Travel  influencers  and  influencer  marketing  in tourism.
https://doi.org/10.4337/9781800371415.00037

Xu Xu (Rinka) & Stephen Pratt (2018): Social media influencers as endorsers to promote travel
destinations: an application of self-congruence theory to the Chinese Generation Y, Journal of
Travel & Tourism Marketing, DOI: 10.1080/10548408.2018.1468851

Yousuf, O., & Siddiqui, D. A. (2019). The influence of brand equity on consumer responses: Evidence
from a clothing brand of Pakistan. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3397489

Z. Ghaderi, Luc Béal, M. Zaman, C. Michael Hall, and Raouf Ahmad Rather, “How does sharing travel
experiences on social media improve social and personal ties?”. (2023). Current Issues in Tourism,
pp- 1-17, Oct. doi: https://doi.org/10.1080/13683500.2023.2266101.

Zahedi, F., Esmailpour, M., & Bahrinizaad, M. (2020). The impact of celebrity endorsement on consumer
purchase intention with attitudes toward advertisement and brand. Business Management



https://doi.org/10.7764/cdi.51.27743
http://doi.org/10.15198/seeci.2023.56.e809
https://doi.org/10.1080/15252019.2021.2007822
https://doi.org/10.1080/13683500.2021.1994528
https://doi.org/10.17051/ilkonline.2021.06.519
https://doi.org/10.4018/978-1-5225-8491-9.CH016
https://doi.org/10.1079/9781800621244.0005
https://doi.org/10.4337/9781800371415.00037
https://doi.org/10.2139/ssrn.3397489
https://doi.org/10.1080/13683500.2023.2266101

VY (OhSen 5 (gopmi) (5)583)5 i 3 Ny Sy (2uilee (i L QA8 JUid jhu by G135 156 K (o) 2

Explorations, 12(24), Fall & Winter 2020. Zeng, B., & Gerritsen, R. (2014). What do we know
about social media in tourism? A review. Tourism Management Perspectives, 10, 27-36. (In
Persian)

Zhang, S.; Kyungsik, K.; Brain, H.Y.; Boram, H.; Weiqi, C. Destination Personality and Behavioral
Intention in Hainan’s Golf Tourism during COVID-19 Pandemic: Mediating Role of Destination
Image and Self-Congruity. Sustainability 2022, 14, 6528.



