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Abstract  
 
The digital landscape has evolved rapidly in the last decade and has an increasing impact on 

people's lives. New ways of promoting are emerging, one such way is influencer marketing. 

Influencer marketing has been proven beneficial in several industries. However, the tourism 

industry has not fully adapted this marketing strategy. As travellers heavily rely on eWOM 

when choosing their next travel destination, influencer marketing is a strategically important 

tool for Destination Marketing Organizations. This should especially apply to DMOs in 

Denmark since Denmarks’ destination image suffers from Danes' depreciated perception of 

Denmark as a vacation destination. 

 

Drawing from an inductive and explorative approach, in the form of qualitative interviews, this 

study aimed to understand how individuals experience influencer marketing in correlation to 

domestic travel in Denmark. Findings, based on the hermeneutic- phenomenological 

interpretation, reveal that consumers mainly have positive attitudes towards influencer 

marketing. It was furthermore exposed that nearly all consumers experienced were affected by 

influencers. Findings moreover uncover Instagram as an essential inspiration and informational 

tool for consumers when they are searching for their next travel destination.  

 

Following this, the study concludes that influencers are highly influential and that they could 

leave a significant mark on Danes’ travel discourse and, consequently, on their perception of 

Danmark as a travel destination. However, in order to achieve a successful influencer 

marketing campaign, DMOs have to consider certain aspects. Such as collaborating with 

influencers that are aligned with their identity, have expertise within the travel field, have the 

ability to create aesthetic and relatable content, can ensure proper disclosure, and finally is 

someone that the DMOs target audience can identify themselves with. 
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1.0 Introduction 

 

This section sets the foundation for current study. The research background will firstly shed 

light upon the importance of the continuous development within the travel industry and the 

tendencies of domestic tourism in Denmark. The problem statement will hereafter specify how 

the parts of the tourism industry is reluctant compared to other industries when adopting new 

marketing strategies, such as influencer marketing, leading to the study’s research question. 

The purpose of the research will moreover be presented together with the study’s contribution 

in the research field and lastly the structure of the thesis will be outlined.  

1.1 Research background 

 
The tourism industry is fast-growing and among the most important global economic sectors 

(Shanka, et al., 2014). Building upon this, recent research has shown that there has been an 

increase of $1,121.63 billion to global GDP from 2006 to 2018 (Statista, 2019) in the tourism 

industry. This correlates with the increase seen within the Danish tourism industry. With 53,9 

millions overnight stays in 2018, of which foreign tourists account for 51,21 percent 

(VisitDenmark, 2019a), Denmark managed to generate a turnover of 132,5 billion DKK in 

2018 (VisitDenmark.dk, 2018). The industry has consequently been a fundamental contributor 

to the Danish economy and has provided full-time employment of over 169.000 people 

(VisitDenmark.dk, 2018). 

 

With these monetary considerations in mind, it is clear to see the tourism industry constitutes 

significant to the Danish economy. Even though it is of utmost importance to attract 

international tourists to Denmark, it is simultaneously necessary to attract national tourists. 

Along these lines, an increased number of Danes have the last couple of years chosen to spend 

their holiday in Denmark (Erhvervsministeriet, 2020). This indicates that Danes have a positive 

attitude towards Denmark as a vacation destination and that the new phenomena ‘staycation’ 

has taken hold in Denmark.  
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However, staycations are still not nearly as popular as traveling to foreign countries, as 40 

percent of the Danes still spend their holiday outside of Denmark’s border, whereas only 20 

percent spent their holiday in Denmark (VisitDenmark, 2020a). There is, in other words, a great 

and unrealized potential for growing the domestic tourism in Denmark even further. This is 

especially applied towards the Danish population in the age of 15-44 as a new study by 

Danmarks Statistik (2019), illustrates that this group of people primarily tends to travel to 

foreign countries.  

Just as domestic travel has played a central role for Danes over the past years, likewise have 

influencer marketing. According to Backaler (2018) traditional advertising methods have 

proven inauthentic, outdated and ineffective when meeting the consumers’ needs and 

expectations. Companies have therefore gradually incorporated a more authentic, transparent 

and nuanced marketing strategy, such as influencer marketing. A collaboration between a brand 

and influencer drives awareness, affects purchasing behavior, and increases a higher level of 

consumer engagement to a specific target audience on social media channels (IAB, 2018). The 

rise of influencer marketing is evident, in fact 65 percent of marketers intend to increase their 

influencer marketing budget in 2020 (Hughes, et al., 2019) and it is therefore expected that 

marketers investigate how they can enhance consumer engagement when using influencers. 

1.2 Problem statement 

The increasing use of influencer marketing within the tourism industry, are suffering from a 

lack of research (Gretzel et al., 2020). Little attention has been paid to the factors determining 

why consumers engage with influencers' brand-related content for destinations and, how 

influencers are affecting consumers' travel decisions (Gretzel et al., 2020). Despite the 

increasing use of influencer marketing, Destination Marketing Organizations (henceforth, 

DMOs) are nevertheless reluctant to adopt the strategy compared to the rest of the tourism 

industry. With the rise of global competition, DMOs might benefit from a collaboration with 

influencers, in order to reach more potential tourists (Gretzel et al., 2020). Subsequently, this 

research seeks to investigate the literature gap as well as raising the essential question on how 

Danish consumers experience influencer marketing when it comes to selecting their next travel 

destination.  
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This will provide insight into whether the DMOs should take advantage of influencers and their 

positions to promote domestic tourism in Denmark. Thus, based on the above mentioned 

challenges, the following research question has been established.  

1.3 Research question 

 
How do consumers experience that influencers' brand-related content on Instagram can affect 

their attitude and purchase behavior toward domestic travel? 

 

The aim of this study is to understand how Danes experience influencers, in order to determine 

whether influencers are feasible when promoting Denmark as a vacation destination. Hence, the 

findings of this study are steered at understanding the benefits of influencer marketing and 

subsequently induce useful implications for DMOs. In order to answer the primary research 

question, the following 4 sub-questions have been elaborated. The sub-questions aim to guide the 

study and delimitate the research topic.  

 

1.   How do consumers perceive influencers and influencer marketing? 

2.   Can influencers' brand-related content cause a higher level of engagement and 

purchasing behavior and if so, which motivational factors drive this engagement? 

3.   How do travellers receive inspiration from Instagram for their next travel destination? 

4.   How do potential domestic travellers perceive Denmark as a travel destination? 

 

The first sub-question refers to the consumer’s interpretation of influencers, leading to an 

understanding of the value of influencer marketing from the consumers’ perspective. This sub-

question will furthermore contribute to the evaluation on the importance of influencer marketing. 

The second sub-question will elaborate further on essentialities when approaching the consumer 

through influencer marketing to get the consumers engaged. The third sub-question enables 

understanding on how consumers obtain inspiration through Instagram and therefore consider the 

consumer's customer journey when selecting a travel decision. This is done to gain knowledge of 

how the consumer's decision-making process is affected by influencers. The fourth and last sub-

question refers to the consumer's view of Denmark as a holiday destination to comprehend the 

background of the problem area.  
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Moreover, this sub-question refers to the relevance of the thesis to practitioners focussing on how 

marketers, particularly in the Danish tourism industry, can potentially integrate influencer 

marketing into their marketing and branding strategies and thus make use of new opportunities to 

reach consumers domestically.  

 

1.4 Research context and contributions 

 
This study specifically investigates consumer attitudes and behavior, which involves the study 

of consumers' needs and desires by selecting, purchasing and using products and/or services 

(Solomon et al., 2006). This applies to the specific case since it deals with consumers' attitude 

towards influencer marketing and their behavior when it comes to the selection of a vacation 

destination. However, in a rising market complexity caused by increasing customer demands, 

number of offerings, competitive challenges and buyers' access to information, the marketers’ 

participation in value creation is vital (Vargo, et al., 2018). Hence, it is important for marketing 

departments to dynamically change with the consumer's demand in order to stay competitive. 

Building upon this, influencer marketing has paved its way to the forefront and is one of the 

newest marketing approaches when it comes to breaking down sales forces (Brown  et al.,  

2008).  

 

This thesis builds on previous research on influencer marketing and destination marketing and 

is thereby applying several contributions. First, this research contributes to existing studies in 

the field of consumer attitudes and behavior. Especially consumer behavior when it comes to 

influencer marketing and domestic tourism. To be more precise, the link between the 

consumers' attitude towards influencers and their perception of Denmark as a travel destination 

has not been studied within the theoretical context of consumer research. Hence, this thesis 

contributes by progressing the understanding of the phenomena of influencer marketing 

through phenomenological investigation in today's domestic tourism industry. Secondly, this 

study illustrates the relevance of influencer marketing within destination marketing. From this, 

the study identifies and critically discusses consumers' attitude and purchase behavior towards 

domestic travel.  
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Finally, at a managerial level, this study discusses the potential of fully implementing 

influencer marketing into DMOs marketing strategies to reinforce their market position. The 

study, moreover, offers guidance on what firms should pay attention to when collaborating 

with influencers in order to meet consumer needs. 

 

1.5 Delimitation 

 

In an effort to narrow the scope of current research study, this thesis focus is centred on 

investigating the tourism industry, rather than other industries, as parts of this industry insists 

on maintaining traditional marketing strategies and not adapting to new marketing strategies 

(Gretzel, 2018). Whereas industries such as beauty, health and fashion all are frontrunners 

concerning integrating influencer marketing as an elementary part of their marketing strategy 

(Insider Intelligence, 2021). The study is, moreover, limited towards domestic tourism in 

Denmark, since own experiences and observations have evoked an interest in the Danes’ 

perception of Denmark as a vacation destination. Furthermore, this research solely focuses on 

how destination marketing can be improved by utilizing influencer marketing, and does not 

consider marketing within specific travel agencies, hotels and attractions. 

This research study furthermore solely focuses on consumers’ behavior before COVID-19. 

Thus numbers arguing general and domestic growth within the travel industry are based on 

consumer’s travel habits before the occurrence of COVID-19. This is done in order to examine 

a more long-termed strategy for Danish DMOs when promoting Denmark domestically. 

Current research study is therefore not considering the increase in domestic tourism that 

Denmark have experienced during COVID-19 (VisitDenmark, 2020a), since this unusual 

situation might not necessarily reflect what the future will look like.  

Travel influencers can be present on various social platforms (e.g. Facebook, Twitter, 

YouTube, etc.). However, Instagram seems to be more suitable for promoting destinations, 

which is why the current study solely focuses on this social media platform. Due to its visual 

nature allowing photo and video editing and sharing functions (Sheldon et al., 2016). Instagram 

is moreover of special interest for this study, as it has been the fastest growing platform, with  

over 1 billion users (eMarketer, 2020), which all spend on average more time on Instagram 

compared to other social media platforms (Djarforva et al., 2017).  



 

10 
 

These numbers display the leverage impact Instagram can have for markets, which might be 

the reason that 79 percent of brands predominantly use Instagram for influencer campaigns 

(Influencer Marketing Hub, 2019b). Influencers are therefore using this specific media to build 

a personal brand in order to gain a strong follower base, and partnerships between brands and 

influencers are consequently more prominent at Instagram. It is likewise on Instagram that 

young people between the ages of 18 and 35 spend their time (Statista, 2020a) and these are 

more receptive to messages from influencers (Odde 2019).  

 

1.6 Outline 

 

This research study is structured into 6 main sections: Introduction, Literature review, Method, 

Findings, Discussion and Conclusion.  

First, an introduction to the topic comprehends the research background, followed by a 

presentation of the problem area and limitations of the thesis. Next will the literature review 

define key concepts and explain theories that support the study. In other words, it provides a 

theoretical basis to the concept of influencer marketing, also covering the consumer attitude 

towards influencers. Moreover, will the thesis outline relevant existing literature regarding 

domestic travel in Denmark and therefore discuss consumer behaviour based on both social 

media and destination perceptions. Finally, the section will combine the fields of study leading 

to the identification of the research gap. Following this, the method section will be dedicated 

to the study’s methodological research approach and therefore illustrate the research design, 

including the strategy and considerations of the research. Furthermore, the data collection 

method and data analysis will be presented. The fourth section will present the empirical 

findings that originate from the interpretation of the collected qualitative data. The collected 

data will therefore be analysed and interpreted. Eventually, the study attempts to answer the 

research question provided with a theoretical comparison of the findings. The following and 

fifth section is the discussion, which contains the study’s theoretical contributions, managerial 

implications, limitations and finally recommendations for future search. Finally, the conclusion 

will present the key findings and summarise the study’s findings.  
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2.0 Literature review 

 

This chapter outlines the theoretical foundation of this study. The chapter, therefore, serves as 

the basis for the empirical interpretation attached to how influencers can affect consumers' 

attitude and purchase intention towards domestic travel.  

 

First, the literature review will aim to provide the reader with knowledge of influencer 

marketing. This will be done by defining what an influencer is, investigating the nuances of 

influencer marketing, followed by stating the advantages and disadvantages of utilizing this 

new marketing strategy. However, the chapter will begin with an insight on the social media 

platform, more precisely Instagram, which the current study takes as a starting point.  

 

Second, it will outline how the travel industry has adapted to the phenomena of web 2.0. Based 

on literature about influencer marketing, the section will comprehend how the travel industry 

benefits from utilizing influencer marketing. The literature will moreover shed light upon the 

importance of influencer marketing when promoting destinations to prevent a full loss of image 

control. Building upon this, it will be recognized how travel influencers affect consumers' 

decision-making process when selecting a travel destination.  

 

Eventually, the third and last section focuses on domestic tourism in Denmark. Extended to the 

previous section will this part contain further research on how influencer marketing can be 

utilized to promote domestic tourism in Denmark. Underlying literature on the Danes' 

perception of Denmark as a travel destination will be elaborated, to gain a better understanding 

of how Danish DMOs can improve the destination image.   
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2.1 Influencer marketing 

2.1.1 Consumer behaviour on social media 

 

The rapid expansion of technological access made it easier for people to share views and 

exchange information, regardless of where they are in the world (Pedersen et al., 2014). This 

evolution caused a rise in social media platforms, resulting in social media platforms becoming 

a hybrid component of integrated marketing communications (Pedersen, et al., 2014). Kaplan 

and Haenlein (2010) define social media as “a group of Internet-based applications that build 

on the ideological and technological foundations of Web 2.0, and that allow the creation and 

exchange of User Generated Content” (p. 61).  

 

In correlation with the increasing consumer communication on social media, various marketing 

literature talks about the phenomena of electronic word-of-mouth (henceforth eWOM), which 

as traditional word-of-mouth, have a powerful force in online persuasion of  consumers. Social 

media platforms are an ideal tool for eWOM since the consumer can easily create and 

disseminate brand-related information within their established social networks (Shu-Chuan, et 

al., 2011). Businesses are therefore now facing new challenges and opportunities since 

consumers are communicating more extensively about their experiences online (Pedersen, et 

al., 2014). As a result, people no longer consider a company's website as the primary place to 

visit when finding information about the company, it is now more widespread across several 

channels on the internet (Pedersen, et al., 2014). According to Pedersen et al. (2014) people are 

more likely to believe what they hear through social networks and peers rather than what they 

are told by a company. This correlates with a Trade Publications report, stating that consumers 

now are making use of social media more frequently than websites when they are seeking 

information on a company, brand or product (Dei Worldwide, 2008). 
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People are, in other words, now more likely to search for information on social media platforms 

and additionally tend to believe the information they are exposed to on social media. It is 

therefore essential for companies to gain a better understanding of the changing behavior of 

consumers in order to benefit from the use of social media. In fact, Chatterjee (2011) found 

that consumers were more likely to respond to posts about brands on the consumer's friends’ 

social media site if the post was generated by their friend rather than by the brand itself. Hence, 

the friend's post successfully generated brand response among less involved consumers. 

Moreover, research showed that brands benefit not only from the exposure to an individual’s 

network of friends but also from peer influence (Shu-Chuan, et al., 2011). It is therefore now 

common that people are representing companies through branded content on personal social 

media platforms, such as Instagram (Glucksman, 2017).  

2.1.2 The rise of influencers 

 

The rise of influencers can be attributed to the combination of several elements. However, the 

most significant prerequisite is the evolution of the digital landscape, which inevitably resulted 

in changes in consumer behavior (Kudeshia, et al., 2017). The barrierless nature of the different 

social media platforms made consumers shift from print to online consumption and enabled 

them to undertake the role of a protagonist. This gave ‘real’ and ‘ordinary’ people the power 

to build strong online personal brands (Backaler, 2018: Yesiloglu et al., 2020) over an array of 

different lifestyles, such as beauty, fashion, travel, health, family, etc. Thus, with the evolution 

of the digital landscape, ordinary consumers began to have global audiences, which led to the 

term influencer (Uzunoğlu et al., 2014). 

2.1.3 Definition of an influencer 

 

Before elaborating on what influencer marketing is and the benefits and challenges within, a 

definition of the term ‘influencer’ is necessary. The term originates from the word influence, 

which “can be broadly defined as the power to affect a person, thing or course of event” (Brown 

et al., 2008, p.49). Influence can thus be the capacity of creating a conducive. When examining 

the definition of an influencer, numerous classifications of the term were found, such as social 

media influencers, digital influencers, opinion leaders, and lastly, celebrity endorsers.   
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The first definition is a digital influencer, which is defined by several authors (Uzunoglu et al., 

2014; Sudha et al., 2017). According to Uzunoglu et al. (2014), digital influencers are bloggers, 

who regularly share their brand experiences, with communities that they have influence over 

“Companies considering the Internet as a strategic communication tool have also recognized 

the power of influential members of this platform, i.e., bloggers  [...] These digital influencers 

have an effect on the members of particular communities gathered around similar interests” 

(p.592). Sudha et al. (2017) likewise mentioned that digital influencers could be bloggers, and 

that have cultivated a large number of followers.  

 

The second definition extends the previous, which several authors have recognized as the 

definition of a social media influencer. According to Freberg et al. (2011) and Lou et al. (2019) 

the social media influencer is an ordinary online third-party personality who shapes attitudes 

by creating and posting content across one or several social media platforms (e.g. Instagram, 

personal blogs, YouTube, Snapchat, TikTok, etc.). In line with these definitions, Lou et al. 

(2019), mentioned that “a social media influencer first and foremost is a content generator: 

one who has a status of expertise in a specific area, who has cultivated a sizable number of 

captive followers - who are of marketing value to brands - by regularly producing valuable 

content via social media" (p.2). It is moreover mentioned that “social media influencers are 

“regular people” who have become “online celebrities” by creating and posting content on 

social media. They generally have some expertise in specific areas, such as healthy living, 

travel, food, lifestyle, beauty, or fashion.” (Lou, et al., 2019, p.1).  

Another type of influential individual is the opinion leaders, which Carr et al. (2014) define as 

someone that has the ability to influence others of an online community, due to the fact that 

they have expertise on a specific topic and pass along their opinions and information. 

According to Górecka-Butora (2019) quoted in Wielki (2020) “influencer is an opinion leader, 

popular in a wider or higher group of regular recipients, who, with his or her credible 

actions—currently conducted more and more often on the Internet—inspires trust, engages and 

convinces the addressees of his or her communication to make specific choices, such as those 

related to shopping, nutrition or worldview”. This is in line with Carr, et al. (2014) statement 

that “These influential others, regarded as credible and informed individuals regarding 

specific topics, are referred to as opinion leaders and pass along opinions and information to 

influence members to their social groups.” (p.40).  
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Finally, another type of endorser found in the literature was celebrity endorsers (Djafarova et 

al., 2017; Backaler, 2018; McCracken 1989). Celebrity endorsers are referred to by these as 

individuals that possess fame and use this recognition to influence their fans by appearing with 

products and services “Celebrity Influencers possess broad-based fame and are able to 

influence a mainstream group of fans. Traditional celebrities like actors, athletes, and 

musicians could be considered Celebrity Influencers” (Backaler, 2018, p.22). 

It is clear to see that there are several categories of influencers that can be distinguished. 

However, providing a general idea about the concept, the Oxford dictionary defines the term 

influencer as “a person with the ability to influence potential buyers of a product or service by 

promoting or recommending it in social media” (Lexico, n.d.). The interactive Advertising 

Bureau (2018) also states that “influencers are those who are deemed to have the potential to 

create engagement, drive conversation and/or sell products/services with the intended target 

audience” (p. 5). Influencer Marketing Hub, (2019a) also provides a general statement to what 

characterises an influencer “an individual who has the power to affect the purchase decisions 

of others because of his or her authority, knowledge, position or relationship with his or her 

audience” (p.1). 

By considering the numerous definitions of an influencer, this explicit study defines an 

influencer as an ‘ordinary’ social media user that has cultivated a significant base of followers 

by presenting a digital image of their life. They are experts at creating user-generated content 

that consumers interact with and are able to shape their established followers’ attitudes and 

behavior. Due to their position, authority and relationship with their community, which can be 

of great value to brands. 

2.1.4 Influencer marketing 

 

Influencer marketing refers to a marketing strategy where marketers invest in influencers to 

promote their product and services to the brand’s target audience and the influencers’ followers 

(Yodel, 2017). The rise of influencer marketing is first attributed to influencers becoming more 

prevalent. Second, the expansion of the borderless digital landscape, together with the 

interactivity and advertising that came with it, made consumers more averse, numb and 

fatigued to overt advertisements (Cho et al., 2004). Leading consumers to skip, hide, or even 

block paid advertising.  
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According to a survey performed by Audienceproject (2020), 27 percent of the Danish 

respondents used an ad-blocker, forcing brands to vie for consumers' limited attention. As such, 

brands searched for other methods to surpass the consumers’ resistances, which led to the use 

of more authentic advertising approaches (Campbell, et al., 2018). This corresponds with 

previously mentioned literature by Pedersen et al. (2014) and Dei Worldwide (2008) that 

emphasizes that consumers utilize social media more than websites and furthermore believe 

what they read through social networks and peers rather than a company’s statements. 

According to Talavera (2015) quoted in Yesiloglu et al. (2020) “influencers and their branded 

message are often perceived more authentic and credible than any brand-generated content 

created by marketers or advertisers'' (p.13). Djafarova et al. (2017) likewise emphasize that 

influencers are more authentic as well as credible and trustworthy compared to regular 

endorsers. Therefore, brands started leveraging influencers as a new gateway to deliver 

engaging content in order to build stronger and longer-lasting relationships with their intended 

target audience (Uzonolu, et al., 2014; Yesiloglu, et al., 2020) and an alternative method in 

marketing called ‘influencer marketing’ thereby emerged (De Veirman, et al., 2017).  

 

The popularity of influencer marketing has been positive and growing exponentially. In fact, 

the influencer marketing industry is estimated to be worth $13.8 billion in 2021, up from $8 

billion in 2019. With 90 percent of brands reporting that practicing influencer marketing is 

effective and nearly 62 percent intending to increase their spending on influencers (Influencer 

Marketing Hub, 2021). Given the increasing utilisation of influencer marketing, it is essential 

that marketers know how to plan these campaigns in order for them to be successful. However, 

due to the novelty of the practice, the literature is limited. Lin et al. (2018) have nevertheless 

created a five-stage strategy for effectively managing the process of using influencers, which 

is: first to plan, second to recognize, third to align, fourth to motivate and finally to coordinate.  

 

The first step ‘planning’ serves to define the main objectives of the marketing campaign, 

whereas the second and third steps comprise identifying and selecting relevant influencers. One 

of the biggest challenges that marketers face is, which influencers are most effective and best 

suited (Chahal, 2016; De Veirman, et al., 2017). In fact, according to a study from Mediakix 

(2019), 61 percent of marketers agree that finding the best-suited influencers is the most 

challenging part of establishing an influencer marketing campaign.  
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Even though the utilization of influencers is far from a new concept within companies’ 

marketing strategies, it is still at a nascent stage. There is, therefore, limited academic literature 

on this area and the perception of which influencer is the most effective and best suited is 

therefore absent. However, the general consensus is to choose congruent influencers (Sipka, 

2017) and the right influencers thus vary depending on the particular brand and the industry 

itself. Volvo is a great example of an unsuccessful influencer collaboration. Volvo chose 

Chriselle Lim, a Korean–American mother and fashion influencer, to promote their new eco-

friendly car wash solution. Chriselles niche area was fashion and motherhood, and the mistake 

was therefore that her followers did not go to her for advice on environmentally friendly 

subjects. The collaboration was therefore incompatible and resulted in deficient authenticity, 

which had negative effects for both Volvo and Chriselle (Backaler, 2018). In correlation to this, 

a study conducted by Mishra, et al. (2015) and Kamins (1990) suggested that influencer 

marketing is more efficient if there is a match or is congruent between brand and influencers. 

The theory thus predicted that the influencers would be an effective source of information if 

their personality and niche area seemed congruent with the promoted brand image.  
  

When a brand has found the right influencer that is aligned with their corporate values, the 

fourth step of motivation begins, which concerns extrinsic rewards. According to Lin, et al. 

(2018) and Campbell, et al. (2018) influencers generally receive compensation in the form of 

financial payment or free products, services, or experiences and from time to time even both 

depending on the extent of endorsement. The fifth and last step is coordinating, which includes 

negotiation, monitoring and support of the influencers during and after the campaign (Lin, et 

al., 2018). One of the metrics used to measure the success of an influencer marketing campaign 

is the return on investment (henceforth, ROI), which will be elaborated in part 2.1.6 ‘the power 

of influencer marketing’. 

 

2.1.5 Consumers’ attitudes and motivations  

 

As stated earlier, consumers find influencers and their brand-related content to be more 

authentic and trustworthy compared to content generated by brands (Talavera, 2015; Djafarova 

et al., 2017). Moore et al. 's (2018) study correspondingly indicate that authenticity is the most 

important determinant of success for the influencer.  
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Consumers search for opinions they can trust, and this is determined by how trustworthy the 

influencer is. However, the influencer will only be deemed trustworthy if they display a certain 

level of consistency in their attitudes, values, and behavior. In this relation, another research 

study conducted by Influencer Intelligence (2020) explored consumers attitudes and 

perceptions of influencers. Their report revealed that consumers are more attracted to relatable 

content that mid-tier influencers are seen to produce than brand content. This additionally 

correlates to Moore et al. 's (2018) study, which showed influencers were deemed more likeable 

when consumers experienced them to be similar and relatable. The study by Influencer 

Intelligence (2020) furthermore revealed that 61 percent of the consumers added that they 

thought influencers had the ability to create authentic content. 40 percent thought influencers’ 

attributes are the facts that they have a strong ethic, 39 percent said that influencers create 

visual aesthetics content and finally 32 percent stated that influencers are an authority or expert 

within a particular subject.  

 

An additional study by Statista (2018) discovered that the most important attribute of 

influencers was their honesty. The second most important attitude was that consumers thought 

the influencer seemed knowledgeable. This moreover correlates with Lee (2014) and Moore et 

al. (2018) studies displaying that a prominent attribute in influencer marketing is authority. 

Their study thus revealed that a message delivered to the consumers by an expert with real 

knowledge within a certain field appears more trustworthy than non-experts. The third most 

prominent attribute was that the influencers shared the same passions and interests as the 

consumers. This correlates with a study conducted by Lou et al. (2019) which displayed that 

Instagram users are prone to follow influencers with whom they reflect and identify themselves 

in. The fourth attribute was that the influencers are real and authentic. Both Statista (2018) and 

Influencer Intelligence (2020) studies likewise, pointed towards the need for authenticity, 

authority, relatability, transparency and visual aesthetics. 
 

To engage consumers, brands and influencers must understand what motivates them to interact 

online. Prior research suggests that the primary motivation behind consumers' engagement with 

influencers’ brand-related content on Instagram are satisfying their own psychological needs 

by gaining and maintaining information, socializing with their peers and finally experiencing 

entertainment (Tsai et al., 2013). Engagement is, according to Wallace et al. (2014) defined as 

a specific behavioural activity, which can be measured in comments, clicks, likes and the 

number of followers sharing the brand-related content.  
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In correlation to Tsai et al.’s (2013) research study, Sukoco et al. (2010) indicated that there 

are two main motivations for people to behave and consume in certain ways; social-and self-

related motivations. The latter refers to the users’ interest in gaining knowledge and 

entertainment. Whereas social-related motivation refers to the consumers’ interest to acquire 

social status (Sukoco et al., 2010). Knowledge is according to Tsai et al. (2013) and Muntinga 

et al. (2011) the process of accumulating information and understanding, which can include 

opinions and advice. Whereas entertainment is “the entertainment aspect refers to the 

relaxation, enjoyment, and emotional relief generated by temporarily escaping from daily 

routines'' (Tsai et al., 2013, p.77). Muntinga et al. (2011) likewise state the selfsame definition 

of entertainment, however, they also include cultural enjoyment, relaxation and passing time 

to their definition. The latter correlates to a previous study by Yesiloglu (2017) that also found 

that consumers engage and interact with influencers as stimulation to relieve boredom. Casaló 

et al. (2018) and Gretzel et al. (2008) correspondingly identified enjoyment and perceived 

usefulness as factors influencing the intention to follow a brand.  

This corresponds with the self-determination theory that divides consumer motivation into 

intrinsic and extrinsic motivation (Deci, et al., 2000). Intrinsic motivations are driven by 

interest and enjoyment, and consumers are here more likely to engage with influencers and 

their posts to receive knowledge in the form of e.g. inspiration or in order to socialize. Shao 

(2009) found socializing and the sense of belonging appeared to be one of the key contributors 

that a consumer would contribute more to content on consumers. This correlates with Kwon et 

al.’s (2014) research, which emphasizes that social interaction together with information are 

significant motivators (Kwon, et al., 2014).  

Extrinsic motivation is on the other hand outside pressure or incentives (Razmerita, et al., 

2016). Within the consumer behavior research field, it is referred to as when users are 

contributing to accounts and content for the desire of external benefits and rewards, such as 

promotions and coupons (Wang et al., 2003). According to Muntinga et al. (2011), several 

studies have established that remuneration is a key motivator to online communities.  

Another reason SMN users follow and engage with influencers' brand-related content is 

according to Li et al. (2020) the image characteristics. Their research found that text content 

did not affect consumer engagement on Instagram. 
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Whereas pictures with more color variation as well as professionally taken pictures compared 

to amateur photographs lead to a higher number of retweets. A study by Xiao et al. (2014) also 

found that the presence of a human face in the picture is additionally increasing engagement. 

 

2.1.6 The power of influencer marketing 

 

When executed correctly, the advantages of influencer marketing are numerous. One major 

advantage is that influencers have the power to impact consumer purchasing behavior. 

Research conducted by Geometry Global ‘shopper marketing agency’ and Gen.Video 

‘influencer marketing platform’ in 2017 showed that social media users trust influencers more 

than brands, their peers and celebrities. Exactly 33 percent of the social media users 

experienced influencers as their most trusted sources for shopping and were therefore more 

likely to be persuaded to make a purchase by them. Whereas brands combined had 30 percent, 

friends and family 17 percent, and celebrities solely 5 percent. This correlates with a  study 

with data from MuseFind (2018) that shows that 92 percent of consumers trust influencers 

more than traditional advertising and celebrity endorsement when they are making shopping 

decisions. Another study connected to a similar concept, as explained by Swant (2016) argues 

that influencers are connected to an individual’s purchase intention and buying behavior. The 

study indicates that 40 percent of people have reported that they have bought an item as a result 

of an influencer post.  

 

Continuing on the possible role that influencers can play concerning the aspects of consumers' 

intention to make a purchase, Djarfarova et al.’s (2017) study showed that the majority of the 

respondents had bought items from an influencer on Instagram. In the same study, Djarfarova 

et al. (2017) found that  consumers are aware of the fact that influencers’ posts mostly are paid 

collaborations. This, however, does not affect their purchasing behavior, as they believe the 

influencers are improbable to endorse products they cannot stand behind. This is further 

mentioned by Sudha et al. (2017) that influencers and the large impact they have on their 

followers regarding their purchase behavior.  
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However, influencer marketing is not only seen as the most trusted source of information but 

is also proven to be an effective way of creating brand awareness and generating a high ROI. 

When looking at the latter, a study conducted by Tomoson (2015) showed that brands earn 

$6.50 for each dollar spent on influencer marketing. An additional study by the marketing 

agency Tapinfluence et al. (2016), found that influencer marketing delivers a ROI 11 times 

higher than other traditional methods of digital marketing (Tapinfluence et al., 2016). That is a 

significant ROI, which makes it no surprise that nearly 90 percent of the marketers that use 

influencer marketing found ROI better or comparable to other marketing initiatives 

(BigCommerce study, 2019). Complementary to this, a McKinsey study quoted in Forbes 

(2014) revealed the importance of peer recommendation and their amplification through social 

media. The study showed that “marketing-inspired word-of-mouth” generates twice the number 

of sales and it furthermore displayed that the customers who were acquired throughout this 

study generally have a 37 percent higher retention rate (Forbes, 2014).   

The reasons for a high ROI, better brand awareness and sentiment are several. First, influencers 

already have a substantial amount of followers, and the content will thereby be highly targeted 

to specific audiences. This means that influencer marketing has the possibility to acquire access 

to new potential prospects that a brand normally would not reach as quickly throughout other 

marketing initiatives. Another reason is, as mentioned earlier, that influencers have established 

themselves as an expert in their niche area and recommendations arriving from them therefore 

have high trustworthiness and credibility (Musefind, 2018; Geometry Global et al., 2017). In 

correlation to this, several studies show that high credibility has a positive effect on consumer 

behavior and attitudes (Erdogan, 1999; Mishra et al., 2015).  

2.1.7 The downside of influencer marketing 

 
The previous section showed the impact of influencers and thereby the apparent success and 

rising popularity of influencer marketing. However, despite this, a previous study by 

Obermiller et al. (2000) found advertising to be the least reliable in the eyes of the consumers 

when considering five different sources. The respondents in the study generally practised 

scepticism about advertising and sponsored content, as it solely emphasizes positive aspects 

(Obermiller et al., 2000).  
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A study conducted by Johnson et al. (2004) additionally found that consumers are becoming 

more sceptical toward influencer marketing. This is mainly because influencers' content 

originally was unbiased and now mostly is perceived as advertising.  

 

Besides some consumer scepticism toward influencer marketing, brands moreover need to be 

aware of different risks and challenges that the fairly new strategic communication tool can 

bring. According to Backaler (2018), these include ethical implications, a mismatch between 

brands and influencers, and legal issues. The evolution of influencer marketing has raised new 

ethical and regulatory scholarship debates, such as the importance of disclosure (Abidin et al. 

2020; Kay et al., 2020) as consumers at times are unable to decode the difference between non-

sponsored and sponsored content (Campbell et a., 2018). It is therefore now required that all 

sponsored posts need to have a disclosure (Retsinformation, 2017). The influencers therefore 

need to be transparent and use clear disclaimers, such as #sponsored or #ad, in order for regular 

social media users to be able to distinguish the content from other genuine posts. Nevertheless, 

it has been seen over and over that influencers are opaque and avoid or even bury the needed 

disclaimers, which can lead to serious legal consequences and fines for the influencer. Another 

ethical implication can be if the influencer does not believe in the product or service that they 

endorse, however still promotes it because they are getting paid to do so. This is misleading 

and can dilute both the brands and the influencers’ authenticity and credibility, which was the 

case in the collaboration between Volvo and influencer Chriselle Lim. This is in line with 

Moore et al. (2018) that highlights that influencers should be aware of not pushing too hard 

with endorsed content if they want to maintain their authenticity over commercialism.  

 

An additional risk related to the collaboration with influencers is the possibility of a mismatch 

between the brand and influencer, as the brands are not able to control the influencers behavior. 

Brands can first, risk diluting their brand message. Second, the risk to appeal negative publicity 

and receive unwanted association if the influencers diverge from desirable behavior and are 

prone to personal scandals, which in the end can affect the brand reputation (Samuelsen, et al., 

2010). One example of an influencer's behavior counteracting the brand's value was the 

collaboration between the YouTuber PewDiePie, the biggest Youtuber in the world with 108 

million subscribers, and Walt Disney Co. In this case, Walt Disney Co. consequential had to 

cut all ties with the influencer after he posted a video of himself reacting to an anti-semitic post 

called “death to all jews”.  
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In this correlation, Knittel et al. (2010) argued that shareholders of Tiger Woods’ sponsors lost 

between $5 and $12 million after Tiger Woods' infidelity and arrest for driving while 

intoxicated. This study emphasizes that collaborations with influencers have undeniable 

downsides and risks.  

 

A further risk inherent to influencer marketing is that some influencers have less incentive to 

create content and the quality of the content is thereby less creative and impactful. It is therefore 

crucial for brands to give the chosen influencer an autonomy in creating the brand-related 

content. Influencer marketing moreover tends to be less obtrusive than most traditional 

marketing, as it resembles non-sponsored content. However, this characteristic also leads to 

influencer marketing being perceived as potentially manipulative and misleading (Lee, et al., 

2016). A study from Bazaarvoice report (2018) discovered that 47 percent of the consumers 

were tired of influencer’s brand-related content, as it was repetitive and misleading and 62 

percent thought influencers take advantage of impressionable followers. Brands and 

influencers must therefore be careful not to cross the threshold. This will happen if there are 

inconsistencies in the influencers' brand-related endorsements, and the influencer does not 

match the product and/or service category. Or if the influencer does not appreciate the endorsed 

item, they enthusiastically hailed. Based on this, it is essential that brands are careful with 

whom they collaborate with as well as how the collaboration and content creation happens. 

Hence, there are many potential risks that brands may encounter when they implement 

influencer marketing since influencers can do as much damage as they can do good to a brand.  

 

Despite the disadvantages influencer marketing could cause, the marketing method has 

predominantly proven to be highly efficient (Musefind, 2018; Geometry Global et al., 2017; 

Erdogan, 1999; Mishra et al., 2015). Which resulted in several industries rapidly adopting the 

marketing strategy (Influencer Marketing Hub, 2019b). Marketers were, in other words, fast to 

recognize the benefits of influencer marketing which could be harnessed across the board of 

industries. According to Bjerjozkinal et al. (2020), the tourism industry was one of the 

industries to adopt the new marketing strategy.  
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2.2 Travel industry 

 
Based on the previous section about influencer marketing, this section will further elaborate 

upon how the tourism industry is utilizing influencers to promote destinations. The section will 

moreover shed light upon how the social media platform Instagram is affecting the consumers' 

travel decision-making process.  

2.2.1 The evolution of Travel 2.0 

 

The travel industry is incorporating many other sub industries such as lodging, transport, 

attractions, travel agencies, ect. and is therefore one of the more lucrative industries (Shanka et 

al., 2014). The travel industry is therefore a huge contributor to the global economy, 

contributing to global GDP with nearly 2.9 trillion U.S. dollars in 2019 (Statista, 2020b). The 

tourism industry has over the past six decades experienced continued expansion and 

uninterrupted growth, despite occasional chocks, such as COVID-19, and has placed the 

industry on the list of some of the largest economic sectors in the world (Camilleri, 2018). The 

travel industry plays, in other words, an enormous role in the global economy and is therefore 

an important industry to keep investigating (Camilleri, 2018).  

 

Levitt (1986) argues that the purpose of any business is to acquire and maintain a customer. A 

brand therefore needs to be market oriented and focus on understanding, anticipating and 

finally satisfying the needs and expectations of consumers. In other words, “understanding 

consumer decision-making is a cornerstone” (Cohen, et al., 2013). Building upon this, previous 

sections have outlined the consumer’s demand for personal and authentic marketing on 

Instagram. Besides the significant role that social media plays in people’s daily lives, social 

media has also become an indispensable aspect of the tourism industry (Zeng, 2013; 

Yazdanifard and Yee, 2014; Gohil, 2015). ‘Travel 2.0’ is therefore capturing the revolution of 

the travel industry towards the new ways travellers are searching, ranking, evaluating, 

purchasing and consuming products and services (Hudson et al., 2013). This is further 

supported by Dabija et al. (2018), who claims the appearance of social media in the travel 

decision-making process has radically changed, since consumers more often search for 

information about their next travel on social media.  
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2.2.2 The customer journey  

 

The customer journey can be described as the overall customer experience, including several 

touch points: pre-purchase, purchase and post-purchase behavior (Lemon et al., 2016). 

Similarly, Chen et al. (2015) state that a consumers' online vacation decision-making process 

contains three stages: information search, evaluation and purchase. Due to the tourism products' 

intangible nature, customers find it highly important to collect information about other 

customers' experiences before a purchase transaction (Lemon et al., 2016). The information, 

opinions and recommendations obtained through social media is therefore highly important for 

potential travellers, as it often leads to consumption (Schmallegger et al., 2008). During the 

consumer's search for information, the consumers develop certain expectations about the 

destination, which is enhanced by the trust they find in the person influencing them on social 

media (Hudson et al., 2013).  

 

The decision-making process is moreover a compound procedure of making multiple decisions 

about different elements of the vacation destination (Bronner, et al., 2020). Where several sub-

decisions are applicable, such as length of stay, accommodation, transportation, events and 

shopping (Bronner et al., 2020). The choice of a vacation destination is not based on one single 

decision, yet rather entails several decisions resulting in a chain of sequential sub-decisions 

(Bronner et al., 2020). It is therefore argued that the vacation destination decision-making 

process is complex and multidimensional since it is based on independent importances of the 

individual. However, eventually, in the customer journey, the post-purchase behavior occurs, 

which involves comparing actual travel experiences with expectations. Resulting in either a 

positive or negative outcome being shared on social media, which might influence the decision 

of another potential traveller (Kang et al., 2013). Varkaris et al. (2017) additionally found that 

negatively loaded content affects travellers’ decision-making. In fact, negative content has a 

higher impact than the positive ones, which might result in an exclusion criterion in the travel 

decision-making. Negative comments of dissatisfied and angry consumers can, in other words, 

harm the travel destination. The desire to visit a destination can as a result decrease if the 

consumers are exposed to negative content and comments on social media (Alonso-Almeida, 

et al., 2019).  
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2.2.3 The role of influencers in the travel industry 

 
The previously mentioned growth of ‘Travel 2.0’ has led to the appearance of travel influencers 

(Cox et al., 2009). Influencer marketing in the travel industry is therefore built on the 

importance of eWOM in a travel context (Litvin et al., 2008). Some areas of the tourism 

industry, such as specific hotels and travel agencies, have rapidly adopted the marketing 

strategy and influencer marketing additionally have become an important tool for promotion 

(Bjerjozkinal et al. 2020). Nevertheless, the use of influencers to promote destinations is still 

lagging behind the rest of the industry (Gretzel et al., 2020). However, when DMOs are 

utilizing influencers, the purpose is first centralized on attracting tourists to a certain 

geographical area. Second, to shape the consumers’ perceptions of a destination (Gretzel et al., 

2020). These kinds of influencers are called travel influencers. The commonly used definition 

of a travel influencer is a person who promotes destinations, services or products associated 

with travel by leveraging their social media influencers (Stainton, 2020). This study therefore 

defines a travel influencer in correlation to the previous definition of an overall influencer in 

section 2.13, and in correlation to Stainton’s definition.  

 

Various lists of important travel influencers exist, for instance, Murad Osmann, who also 

appears as ‘@muradosmann’ on Instagram and has 3.9 million followers on Instagram, is one 

of the top travel influencers announced by Forbes (Forbes, 2021). With his wife, he created the 

#followmeto campaign, which became iconic as they traveled the world together while taking 

photos in their now signature pose. This hashtag campaign has been used on 5.8 million posts 

on Instagram and has appeared at places like Times Square and Art Basel (Amraandelma, 

2020). Another top travel influencer is Jack Morris, appearing as ‘@doyoutravel’ on Instagram. 

He is famous for his adventurous travel photography with a bohemian twist, and is one of the 

most coveted travel influencers having worked with brands like American Express 

(Amraandelma, 2020). These few examples illustrate how travel influencers lend authenticity 

to travel brands, create engaging content, and provide access to a specific audience.  

 

Results from a questionnaire-based global survey research, carried out by Rakuten Marketing 

(2019), in five different countries and among 3.600 respondents, suggested that 88 percent of 

the respondents were inspired to choose a destination due to an influencer.  
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More to this, Cox et al. (2009) found that nearly 80 percent of consumers who use social media 

for travel related purposes are actively searching for information regarding vacation 

destinations. Hence, evidence is supporting that consumers are more likely to trust material 

from other travellers and influencers, and user generated content is considered being more 

trustworthy than information provided by official tourism websites (Del Chiappa, 2011). This 

is in accordance with previously mentioned studies done by Schmallegger et al. (2008) and 

Hudson et al. (2013) arguing travelers are more likely to rely on online social networking than 

brands. In other words, the traditional information sources, such as the DMOs mass media sites, 

are decreasing in popularity. This is moreover supported by Schegg et al. (2008) who argues 

that the evolution of Travel 2.0 marks a shift of users taking charge of the internet rather than 

companies.  

 

2.2.4 DMOs are losing control over their destinations 

 
A study by Kim et al. (2012) argues that the images of a vacation destination play an important 

role in vacation decision-making. Echtner et al. (1991) describes the destination image as “an 

impression that tourists create in their own minds through some sort of compression and/or 

selection among multiple associations” (p.7). In other words, the destination image is a 

complex and multidimensional concept which comprises both cognitive and emotional 

evaluations being interlinked to an overall impression (Tasci et al., 2007). Moreover, general 

tourism marketing literature is defining that a destination's image is a consumer's mental picture 

of a destination, the ideas and impressions people have of a place (Byon et al., 2010; Fakeye et 

al., 1991). However, it is commonly recognized that the destination image is a vital factor in 

successful destination marketing (Tasci et al., 2007). Hence, researchers are relating the 

importance of a desired image development to the overall success of a destination. 

 

According to Hays et al. (2013) DMOs find it difficult to adjust to the situation of them no 

longer being the unrivaled experts on the attributes or the quality of a destination (Hudson et 

al., 2013). As they are challenged to project the right image for a destination in overcrowded 

information channels, caused by the numerous sources of user generated content.  
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Looking into these challenges, influencer marketing emerges as a viable option for DMOs to 

reclaim the consumers’ attention, stand out from the crowd and partly take back some of the 

control over online dissemination of destination relevant information (Gretzel et al., 2020). In 

other words, DMOs will prevent a full loss of destination image control. Since, the usage of 

influencer marketing will benefit from the advantages of eWOM and is therefore an 

opportunity to manage the branding of a destination (Gretzel et al. 2020). Moreover, DMOs do 

not predominantly have a sizable amount of engaged followers on their social media platforms, 

and a collaboration with influencers can therefore result in a larger reach to consumers, to boost 

the popularity of a destination (Gretzel et al. 2020).  

 

In other words, the utilization of influencers has proven to be highly effective when endorsing 

destinations (Gretzel et al. 2020). To demonstrate an example, the DMO VisitDubai seems to 

have deciphered how to collaborate with influencers. In fact, their social media accounts on 

Instagram have 2 million followers, and are collaborating with multiple travel influencers. 

Including the Danish travel influencer Lea Hvidt Kessler, who has 72 thousand followers on 

her Instagram account ‘@leahvidtkessler’. Lea and her family moreover have their own travel 

program ‘På eventyr med familien Hvidt Kessler’ at the Danish streaming service, Xee, where 

they promote travel destinations. Which makes her one of Denmark's most successful travel 

influencers (Hype Auditor, 2020).  

 

2.3 Domestic travel in Denmark 

 
Previous section was concerned about how the tourism industry in general is utilizing 

influencers. This part will further research how influencer marketing in concrete can promote 

domestic travel in Denmark. 

 

2.3.1 Perception of domestic tourism 

 
For the past decades, researchers within the tourism field have started to discover the 

phenomenon of domestic tourism (Skanavis et al., 2011).  
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Domestic tourism is defined as a type of tourism involving residents of one country travelling 

only within that country (Al-Badi, et al., 2017). Skanavis et al. (2011) state that domestic 

tourism is experiencing spectacular growth globally, but there is little to no studies analysing 

the demand for it. Even though there are multiple benefits to domestic tourism, such as 

generating substantial economic growth and climate sustainability, which lately have become 

a factor in the destination choice of tourists (Bigano, et al., 2008).  

 

Statistics represented in the current study’s introduction section revealed the significant 

importance of the tourism industry in Denmark. Arguing that domestic tourism has a huge 

contribution to the Danish labor market and the economic sector (VisitDenmark, 2018). In fact, 

a national strategy for increasing national revenue in Denmark has been estimated by the time 

of 2025. Here it is stated that there is an expected increase of 17 million more overnight stays 

and an increased revenue of 45 billions DKK (VisitDenmark, 2019b). These ambitious goals 

are a part of a strategy developed by Denmark's leading DMO, VisitDenmark. Arguing that 

marketing communication from VisitDenmark will be more visible than ever on the digital 

platforms, where the travel consumers are present (VisitDenmark, 2019b). This strategy is 

mainly targeting international tourists with the purpose of increasing the national revenue, 

whereas the domestic tourist seems to be left out of their marketing communication strategy.  

 

Suggested by Bigano et al. (2008) one of the main reasons why international tourism has a 

higher priority than domestic tourism is that international tourism brings foreign currency and 

foreign income to the destination country. Countries therefore benefit more from international 

tourism, which might be the reason why the DMO VisitDenmark mainly aims their destination 

marketing strategies for international tourists. Another reason can be the largely under-

researched aspect of domestic tourism, which is a consequence that arises from national 

governments and policy makers prioritising the foreign exchange earnings derived from 

international tourism (Scheyvens, 2002). Moreover, domestic tourism is more difficult to track, 

since it occurs within the country of residence and is therefore not necessarily crossing borders 

where visitors are counted, and therefore harder to study (Keyser, 2002). This challenge is 

especially present in domestic tourism in Denmark, since second-home tourism is the 

predominant branch of the tourism industry in Denmark today (Tress, 2010).  
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The second homes are privately owned houses or cottages and since the early 20th century have 

domestic tourism in Denmark been strongly correlated to this vacation type (Tress, 2010). In 

other words, the prime destination for domestic tourists in Denmark is considered as second 

homes. 

 

Although domestic travel is not as prioritised and researched, there are nevertheless examples 

of when DMOs are promoting domestically. One example was when 19 Danish travel 

organizations collaborated on the campaign ‘Meget mere end bare Danmark’. The objective of 

the campaign was to increase the desire to travel domestically in Denmark (VisitDenmark, 

2020b). According to Henriksen (2020) a lot of people are spending their vacations in 

Denmark, but the Danes have a tendency to underestimate Denmark as a travel destination. 

Hence, Danes are used to verbally expressing “just Denmark” when referring to a staycation 

(VisitDenmark, 2020b). Building upon this, the multiple Danish travel organizations have 

recognized that the destination image of Denmark might suffer under the Danes' depreciated 

perception of Denmark as a travel destination. The ‘Meget mere end bare Danmark’ campaign 

was enrolled on TV and social media, encouraging the domestic travelers to hashtag their user-

generated content with #baredanmark, when posting content from their staycations. The 

hashtag has been used more than 73.2 thousand times on Instagram, indicating this campaign 

was well received by the domestic tourist and considered as a successful campaign for the 19 

tourism brands (VisitDenmark, 2020b). Which moreover was supported by VisitDenmark's 

Project Manager, Jacob Lisbygd, stating that the money spent on the campaign was well 

consumed (Dansk Markedsføring, 2020). This correlates with previously mentioned studies 

from Kang et al. (2013) arguing that consumers share the outcome of their vacation on social 

media. Additionally, this demonstrates that when promoting domestic tourism on Instagram, 

the Danes have a generally positive attitude, resulting in high consumer engagement.  

2.3.2 Constraints and implications of domestic tourist in Denmark 

 
National studies emphasize that Danes have a positive attitude towards domestic tourism. In 

fact, domestic stays have increased 35 percent whereas foreign stays are decreased with 12 

percent (DST, n.d.). Although data shows high popularity of domestic vacations among Danes, 

there are some constraining factors influencing potential tourists to choose alternatives. 

Constraining factors are therefore considered as elements that influence Danes to choose an 

international vacation destination instead of Denmark.  
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A notable factor is the risk of experiencing bad weather during the vacation in Denmark. Colder 

regions, such as Denmark, enjoy their area during their daily life, but are attracted to spend 

their vacation time experiencing different climates elsewhere (Eugenio-Martin et al., 2010). 

On the other hand, one of the factors determined why Danes chose to go on vacation in 

Denmark is the matter of convenience (Ritzau, 2014). Since, transportation time is a viable 

Danes consider when going on vacation. In other words,  in order to minimize transportation 

time and thereby maximize the vacation time, Danes tend to travel domestically. Especially 

tourists choosing to travel close to their homes are valuing the possibility to travel by car, as it 

allows more flexibility (Etzel et al., 1982). The ease of convenience when travelling 

domestically is therefore considered as an important factor for domestic tourists in Denmark.  

 

2.3.3 The use of influencers in domestic tourism 

 
In recent years, more countries worldwide have emerged utilizing social media in promoting 

domestic tourism within their countries (Moorthy et al., 2020). However, as mentioned 

previously, little to no literature has been established regarding this topic. Even less literature 

about promoting Denmark domestically with the use of influencer marketing has been 

acknowledged. Parts of this study will therefore be based on other studies conducted in 

different countries. A study done by Al-Badi, et al. (2017) encouraging domestic tourism in 

Oman, revealed that more than half of the respondents are using social media to obtain 

information about places they intend to visit in Oman. Respondents moreover expressed that 

their source of information used to plan their domestic holiday was mainly friends’ suggestions 

and social media, and friends’ suggestions might have been accessed through social media sites 

(Al-Badi, et al., 2017). Additionally, a study about utilizing influencers to promote domestic 

tourism for Latvia done by Berjozkina et al. (2020), shows that the consumers are not 

particularly interested in engaging with travel influencers posting common and well-known 

places in Latvia. However, the followers are more interested in posts which show less familiar 

or less explored places around Latvia. It was furthermore suggested that the travel influencers 

achieved a variety in their posts to reach a wider local audience and the content reaching the 

highest engagement had a high level of authenticity.  

 

 



 

33 
 

This is in great correlation with previously mentioned literature, which argued that influencer’s 

brand-related content often is perceived more credible and authentic compared to content 

created by brands (Djafarova et al. 2017;  Yesiloglu et al. 2020). The influencer might 

consequently stand out from the majority of traditional advertising made by brands (Berjozkina 

et al., 2020). A different study about evaluating influencer marketing effectiveness when 

promoting Hokkaido moreover showed that DMOs can effectively use social media marketing 

for destination image building with a domestic target audience through social media influencers 

(Ong, 2019). These three studies are providing a positive attitude towards influencer marketing 

within domestic travel purposes, suggesting that local DMOs can benefit from influencer 

marketing (Gretzel et al. 2020). 

 

Even though the literature regarding promotion of Denmark with the use of influencer 

marketing is absent, it does not mean that there is a lack of travel influencers promoting 

Denmark. In fact, the Instagram account ‘thetravelbook’ is owned by two Danes, Rasmus and 

Karoline, who have promoted Denmark through several posts on their account (with 25.9 

thousand followers). Their account represents collaborations with multiple companies within 

the tourism industry, such as Visit Ærø, Svendborg Sund Camping, The Norrmans, Løvtag and 

Marienlyst Strand Hotel. Indicating that there is a market for promoting Denmark domestically, 

which Danish DMOs might benefit from if adapting to this marketing strategy.   

  

2.4 Summary  

 
As previously mentioned, the borderless digital landscape, along with the interactivity and 

saturated market, made consumer demand for brands to approach them in a more authentic 

way. It was likewise revealed that consumers perceived influencers as more authentic as well 

as trustworthy compared to traditional marketing (Yesiloglu et al.,2020; Djafarova et al., 2017). 

According to Musefind (2018) 92 percent of consumers in fact trust influencers more than 

traditional advertising and thereby more likely to be persuaded by influencers. In this 

correlation, Swan (2016) also discovered that 40 percent of consumers had previously 

purchased something as a result of an influencer brand-related post.  
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Collectively, these studies provide important insights that influencer marketing is of rising 

importance for brands, as it is suggested consumers have an overall positive attitude towards 

influencers and furthermore as the literature indicated that consumers’ purchasing behavior is 

strongly affected by these. However, it has also been proposed that there are negative 

assumptions towards influencers and their brand-related content as these can be manipulative, 

misrepresentation and inconsistent (Johnson et al. 2004; Obermiller et al., 2000).  

 

As it has been detailed, there is no general consensus in regard to why consumers interact with 

influencers' brand-related content and thereby when a collaboration between a brand and 

influencer can be determined to be successful. However, based on common agreement in the 

literature, it is a multidimensional, subjective and complex matter to distinguish when an 

influencer collaboration is successful. However, previous literature mentioned intrinsic and 

extrinsic motivations, such as satisfying their own psychological needs by gaining and 

maintaining information, socializing with their peers, and finally experiencing entertainment 

(Tsai et al., 2013). Findings also strongly pointed to authenticity, authority, transparency and 

visual aesthetics as factors that induced the consumers to interact with influencers and their 

brand-related content (Influencer intelligence, 2020; Moore et al. 2018: Statista, 2018: Abidin 

et al., 2020).  

 

Travellers are adapting to new ways of searching, ranking, evaluating, purchasing, and 

consuming products and services within the travel industry (Hudson et al., 2013). Resulting in 

an increased appearance of social media in the consumers’ travel decision-making process 

(Dabija, et al., 2018). Yet, there are still a lot of DMOs who are lagging behind when it comes 

to being fully integrated on social media (Stankov, et al. 2021). The lack of integration on social 

media is resulting in a loss of control over branding and promotion of a destination, thus 

tourism marketers no longer have the ultimate control over the image of their destination. To 

prevent a full loss of control, Gretzel et al. (2020) argues that an incorporation of influencer 

marketing into social media strategies will be a beneficial solution. Since the influencer then 

will contribute to retaining destination image control and benefit from the advantages of 

eWOM (Gretzel et al., 2020).  
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Eventually, the last sections in the chapter have highlighted the role of domestic tourism and 

how this area of the travel industry has been partly undiscovered, both theoretically and 

practically. Although, multiple benefits have been discovered to domestic tourism, such as 

substantial economic growth and climate sustainability (Bigano et al. 2008). Also, Denmark is 

no exception when it comes to neglecting the potential of domestic tourism. Since national 

strategies are revealing a high prioritised focus on international tourists (VisitDenmark, 2019b). 

Even though some successful campaigns have proven a high interest from the Danes towards 

travelling domestically. However, to address how promotion of domestic travel can be utilized, 

in favor of a country, several studies are researching the use of influencer marketing 

(Berjozkina et al., 2020; Al-Badi, et al., 2017; Ong, 2019). These studies are suggesting that 

implementation of influencer marketing is well received by domestic travellers and is a great 

strategy when it comes to engaging the domestic tourist.   
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3.0 Method 

 

The following chapter gives an insight into the method and strategic approaches that have been 

used in the current study in order to answer the research question. The chapter will start with 

the philosophy of science applied for the research, followed by research strategy and approach. 

Hence, the epistemological premises are presented and  the phenomenological approach is 

elaborated. Second, the data collection method used in order to identify how influencers can 

be utilized to promote domestic travel within Denmark will be emphasized. Along these lines, 

the selection of respondents and sampling criteria will be touched upon. Subsequently, it will 

be explained how the interviews were processed and designed. Finally, the method analysis 

will be discussed where an argumentation of how the findings have been interpreted and, 

moreover, how coding has contributed to sensible meanings.  

 

3.1 Research approach 

3.1.1 Philosophy of science 

 

Every researcher is steered by their own approach towards the research. Philosophy of science 

thus refers to the system of assumptions and beliefs about the different ways in which 

knowledge about the phenomenon is obtained, analysed and used (Mertens, 2019). Philosophy 

of science consists of the following four paradigms: ontology, epistemology, methodology, and 

finally methods. In this section will this study look at the first three components, whereas 

methods will be elaborated further in the succeeding section. 

Methodology refers to the studying and critical analysis of how research is to be carried out 

and what procedures that can be utilized to acquire knowledge. According to Guba, et al. (1994) 

methodology answers the question “how can the inquirer (would-be knower) go about finding 

out whatever he or she believes can be known?” (p.108). Correspondingly, Crotty (1998) 

emphasizes that methodology is the “strategy, plan of action, process or design” (p.32) that 

reveals the specific choice of research methods. Cook et al., (1986) likewise emphasizes that 

methodology refers to the studying of the methods and the principles behind them, and not the 

particular techniques themselves.  
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This study adopts an epistemological framework due to the nature of phenomenological 

research methods of analysing the constitution of sense in social reality (Eberle, 2014). 

Moreover, the study follows an inductive approach which focuses on the interpretations of the 

humans and starts with: 1) Investigate a social phenomenon, i.e. gathering data; 2) Examining 

the data and looking for patterns; 3) and finally end up describing the universal structure of 

subjective orientation of lived-experiences (Eberle, 2014). The inductive approach is often used 

in less explored areas where little is already known (Glaser et al., 1967), which fits well for 

current phenomenon as both influencer marketing and domestic travel is well known and 

explored, however, not combined. As the study takes an inductive and qualitative approach, 

the research design is exploratory, for the reason that exploratory research aims at providing 

insights into a topic or problem (Yin, 2003).  

Current study is accepting the interpretive paradigm. In consequence, the study will from now 

on discuss the epistemology and ontology in this relation. The latter is concerned with what 

truly constitutes reality and thereby questions such as “what is the form and nature of reality 

and, therefore, what is there that can be known about it?” (Guba et al., 1994, p.108). 

Interpretive researchers believe that reality depends on social realities. There is therefore not 

one single reality and the realities can adapt in regard to the individual person's subjective 

experiences. Whereas epistemology refers to ”the ways of knowing and creating knowledge” 

(Given, 2008, p.228). That is to say how knowledge is created (Guba et al., 1994). The 

epistemological view of interpretivism sees the interviewer and interviewee as co-creators of 

knowledge that influence each other (Arsel, 2017). The interpretive researcher therefore applies 

a more personal, interactive and thorough method when collecting data, which reflects the 

predominance of qualitative data, such as interviews (Rolfe 2006; Parahoo, 2014). 

3.2 Data collection 

The purpose of current study is to examine the phenomenon of how influencers affect 

Instagram users in regard to domestic travel within Denmark. In order to examine this 

phenomenon several methods, which are the specific means of gathering data, can be used. In 

order to follow the study's design and researchers interpretive mindset and obtain an 

understanding of the informant's behavior and experiences towards the study’s phenomenon, 

this study will utilize a qualitative approach. 
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Qualitative research provides a complex description of how respondents experience the given 

phenomenon. Qualitative research therefore contributes to a more humane aspect of the 

phenomenon, such as relationships, beliefs and behaviors of the respondents.  

 

3.2.1 Qualitative Interviews  

 

There are several qualitative methods, such as participant observation, focus groups and in-

depth interviews, and each of these is suited for acquiring a specific type of data. However, as 

the interviews were of an inductive and explorative nature, with the aim to collect informant-

centred narratives about influencers and domestic travel habits, the phenomenological 

interview was found most suitable as a data collection method.  

The qualitative interview research method is, besides aforementioned, more suitable as it is a 

technique that aims “to elicit a vivid picture of the participant's perspective on the research 

topic” (Mack et al., 2005, p. 29). It is therefore a valuable insight into individuals’ experiences, 

attitudes, lifestyles, behaviours, motivations (Thompson et al., 1989; Thompson, 1997; Kvale, 

1983). One of the advantages of the interview is the depth, to which the researcher is able to 

receive nuanced and comprehensive responses, which can lead to detailed knowledge about the 

respondents' idiosyncrasies. That is to say that phenomenological interviews studies few 

people, however delves more deeply into those respondents with an objective to understand the 

“emotional landscape of desire, morality and expectation that shapes their actions and 

reactions” (Pugh, 2013, p.50). This technique is more useful, as opposed to, focus groups that, 

on the other hand, aim to get more knowledge of group norms (Mack et al., 2005). Interviews 

are also more appropriate for addressing sensitive topics, as respondents might be more 

reluctant to discuss, e.g. how much they adore or hate influencer marketing in a group setting. 

Another strength of the method is the usage of open-ended questions that allow the respondents 

to respond in their own words, rather than forcing the respondents to choose between pre-

populated fixed, limited and narrow options (Given, 2008).  
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Despite the many strengths of qualitative interviews, the method also has its difficulties and 

has been criticized for being too narrow and subjective (Bryman, 2012). However, although 

other methods, such as questionnaires, which can produce insightful and quantifiable answers 

that represent a wide swath of respondents, the interview is still considered the most rewarding 

method for attaining in-depth insight of the respondents opinions (Kvale, 1983). Since the 

current study aims to provide a deeper understanding of Instagram users' opinions and 

experiences in relation to influencer marketing and domestic travel, the qualitative interview is 

the suitable choice of method. 

Interviews can be either formal or ethnographic (Arsel, 2017). As the interviews are not “short, 

in situ, and impromptu conversation” (Arsel, 2017, p.3) and as the interviewer uses an 

interview guide throughout the interview, it can be concluded that it is formal. The interview 

guide consists of a list with different topics and questions, which the interviewer aims to touch 

upon. It is thereby a convenient tool, which helps the interviewer stay focused and has a 

structured approach towards the questions. As the interview guide exclusively functions as a 

guideline, the researcher is still able to go off script and build on the conversation, if a particular 

answer seems valuable to dig deeper in.  

As seen in appendix 1, the current study prepared an interview guide, which had four overall 

topics. The first topic was the respondents' socio-demographic backgrounds, which gave an 

insight and description of the respondents. The second and fourth topic concerned the 

respondents' Instagram and travel habits, which gave an insight into their behaviors and 

preferences. The third topic was regarding influencers, which also gave an insight into the 

respondents’ behavior as well as their attitudes towards influencer marketing. The final topic 

concerned the consumer's travel habits and their perception of Denmark as a travel destination. 

As the interview had room for flexibility and improvisation, the interview was semi-structured 

(Justesen et al., 2010). This means that the order of the questions within the interview guide 

may not be followed and if the interviewer finds it relevant, she or he can include additional 

questions. 
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3.2.2 Selection of respondents 

 

The selection of the respondents for the research study was based on a heterogeneous group of 

informants. Heterogeneous sampling is used as the study is not researching one particular group 

with similar or identical characteristics, but on the contrary focuses on a diverse range of 

genders, age and occupation in order to get a more comprehensive variety of opinions and 

insights. However, in order to answer the research question, the respondents needed to fulfil a 

few predetermined criteria of importance. As the study examines how consumers experience 

that influencers' brand-related posts can promote domestic travels, the respondents first need 

to be Danish citizens. As the study also investigates respondents' engagement with influencers 

and their brand-related content, the respondents furthermore need to be old enough to be able 

to purchase services. The respondents had to be young enough to be active on Instagram and 

consequently exposed to influencer marketing. Based on these premises, the respondents had 

to be aged between 18 and 44 years old. According to a survey made by DST (2019) this age 

range is also the most likely to travel abroad and has therefore the most potential to be induced 

into staying in Denmark. Those aged between 18 and 24 are additionally the most active on 

Instagram, according to Pew Research Center (2019). Instagram was chosen as influencers 

have adopted this platform more than other platforms, such as Facebook (Marwick, 2015), 

which mainly is because of Instagram's high interaction rate, as the platform encourages more 

intimate relationships between influencers and the consumer (Casaló et al. 2018).  

 

The study had a suitable sampling size of seven people. This amount of interviews was 

conducted as the study needed to gather rigorous and trustworthy data. Kozinets (2015) 

maintains that, as long as the final sample encompasses the specific target audience that the 

researchers are investigating, the size is not of the biggest concern. The study’s iterative 

interpretation process thus ended when saturation, i.e. sensible meaning was reached, which in 

the current case was after seven interviews. Sensible meaning is referred to the point when the 

data collection no longer provides or reveals any new information (Mason, 2010). Mason 

(2010) additionally emphasises that, “frequencies are rarely important in qualitative research, 

as one occurrence of the data is potentially as useful as many in understanding the process 

behind a topic” (p.2).  
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The seven respondents were purposely chosen among casual acquaintances, i.e. convenience 

sampling. We choose to undertake respondents' known peripherals by the researchers, as the 

research study potentially could draw on the advantages of relationships. This was expected to 

provide rich information as other techniques might not obtain, as the respondents already have 

a basic trust in the interviewer that can encourage honest and free dialogues (Blichfeldt et al., 

2011). Convenience sampling was furthermore chosen, as the selected participants were easily 

available and as the participants had to fulfill different sampling criteria. Knowing them 

casually gave researchers an idea about their backgrounds. According to Jager et al. (2017) 

convenience sampling technique is prone to selection bias, as those who participate might be 

different from those who choose not to participate, which means the sample may not be 

representative. However, in order to avoid homogeneity and biases, the research study first 

identified 53 possible respondents who were suitable to the different criteria through the 

researchers own Instagram follower base. The possible respondents were here after all 

contacted by Instagram’s messenger tool. Only seven responded, which meant that the 

remaining seven respondents were randomly selected seven Instagram users within the 

convenience sampling.  
 

3.3 Interview process 

 

For this study, one interview was conducted with each selected respondent. The interviews 

were designed to gather data based on how the respondents experience influencer marketing 

and, furthermore, how they perceive domestic tourism. The interviews were mainly carried out 

in English, however, since one of the selection criteria of the respondents was a Danish 

background, the respondents were given the opportunity to be interviewed in Danish. This 

opportunity was given in order to make the respondent feel safe and comfortable when 

participating. All interviews were recorded and transcribed verbatim. The respondents were 

interviewed for approximately 30 minutes to 45 minutes following the structure of ‘the long 

interview’ introduced by McCracken (1988). Hence, the interviews started with a small 

introduction to the research study in order to make the respondents feel comfortable and clarify 

overall purposes of the interview. The interview process started openly and, as the interviews 

went along, it became more intrusive throughout the process.  

 



 

43 
 

The first questions began with the recognition of allowing the respondents to tell their own 

story in their own terms. Therefore, questions were asked in an unobtrusive manner, followed 

by questions phrased in a general and non-directive way. Thus, the first part of the interview 

was the so-called ‘grand-tour’ questions, such as “What do you do for a living?” being the first 

question. Here the objective was to ‘spring’ the respondents, in order to make them talk without 

overthinking the substance or perspective of this talk (McCracken, 1988). Moving further into 

the interview guide, the respondents were stimulated to elaborate on their considerations by 

using different types of ‘floating prompts’. These floating prompts were used in the way of 

repeating the key term of the respondents last remark with an interrogative tone, to encourage 

the respondent to return to their utterance and expand on their answer. Likewise, have ‘planned 

prompts’ been used to enlight questions regarding the respondents' realm of the self-evident or 

the imponderable. These prompts give the respondents something to push off against, hence, it 

gives them the opportunity to consider phenomenas that do not come readily into mind 

(McCraken, 1988). 

 

Especially the ‘contrast’ prompt was used to have something to push off against, such as “What 

is a good influencer to your opinion?” and “What is a bad influence to your opinion?”. This 

gave the respondent an opportunity to discuss a phenomena that might otherwise not come to 

their mind. Moreover, respondents were asked to imagine or recall scenarios related to their 

social media and travel behavior, referring to another planned prompt. These scenarios were 

used to capture the respondent in a real-life situation that gives the opportunity to glimpse 

behavior that normally would be concealed from them. In other words, this applied prompting 

procedure encouraged the respondent to put into words what they otherwise might have taken 

for granted.  

 

According to Thompson, et al. (1989) “the role of the interviewer is to provide a context in 

which respondents freely describe their experiences in detail” (p.138). The role of the 

interviewer is therefore, to yield an adequate context to attain a dialogue, in order to generate 

valuable insight about the respondents’ perception of influencer marketing and domestic travel. 

While creating a safe atmosphere where the respondent could talk freely and as detailed as 

possible about their experiences. The interviewer's intention is, in other words, to interview the 

respondent in an unobtrusive and nondirective way.  
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A way of enriching a safe atmosphere is to use body postures and facial gestures that signal 

assent (Cannell et al., 1956). Hence, interviewers must use body languages that appear slightly 

dim and agreeable, rather than giving any signs of critical attitude (McCracken, 1988).  

 

Unfortunately, these interviews were collected during COVID-19, which forced the collection 

of data to be conducted online. The interviewer was therefore especially aware of expressing 

more face-safety since body language was difficult to express in an online meeting 

(McCracken, 1988). This was done by minutes of light chatter at the stage of welcoming the 

respondent, as it gave the respondent a chance to set his or her defense (McCracken, 1988). 

Furthermore, the interviewer was aware of not starting an interview, by showing that she knew 

more about the topic than the respondent, since the objective of this interview was to collect 

the particular respondent's subjective experiences (Thompson et al., 1989). Thus, the 

interviewer intended not to come out more powerful and knowledgeable since the real expert 

in the topic was the respondent him-or herself.   

 

3.4 Data analysis 

 
The following section will elaborate on how the phenomenological interview was examined, 

analysed, and interpreted in order to answer the research question.  

 

3.4.1 Interpretation of findings 

 

According to Feldman (1995) “Starting to create an interpretation is like trying to start a 

jigsaw puzzle that has a million underdetermined pieces.” (p.2). For this study, the challenging 

part of creating interpretations was the balance of not just interpreting the application of pre-

existing theories about influencer marketing. Nor only a description of how the respondents 

understand the particular phenomenon. In other words, the research goal of this study was to 

develop its own interpretations of how influencer marketing can influence social behavior, 

which led to a puzzle that looked beyond the respondents' own understanding.  
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The phenomenological interviews were collected with the aim of gathering a holistic 

understanding of how individuals experience influencer marketing. Furthermore, how these 

experiences are related to their social media behavior and travel attitudes and behavior. Thus, 

this apodictic research logic apprehends a pattern as it emerges based on experiences described 

from a first person view (Thompson, et al., 1989). Hence, the goal of the interviews was to 

obtain a thematic description of experiences and identification of recurring behavior patterns. 

The hermeneutic-phenomenological interpretation approach was therefore followed, based on 

the transcribed interviews, there, according to Kvale (1983) “[...] become the text from which 

interpretation ensues” (p.185). Hence, the transcription of the audiotaped interviews was the 

beginning of the interpretation phase. After finalising the transcription, the interpretation phase 

followed the hermeneutical principle of hermeneutical circles and global themes. Since, 

phenomenological interpretation contains the ‘part-to-whole’ process which occurs in two 

phases (Thompson et al., 1989).  

 

Firstly, this research study seeked an idiographic (individual) understanding of each interview, 

which concerned viewing each transcript as a whole. After interpreting each transcript at the 

idiographic level, the next ‘part-to-whole’ process began by separating the interviews. Which 

divided the interviews that are related to each other by identifying common patterns, also 

known as the global theme process. As an example, the transcriptions conducted from the two 

interviewees, Louise and Mathias, had highly similar patterns. These two interviews were then 

gathered into the global theme: significant experience with travel influencers. Hence, the 

research aimed at capturing figural aspects emerging from the respondent’s described 

experiences in order to improve the study’s interpretative vision (Thompson et al., 1989).  

 

Eventually, the hermeneutic process ended when ‘sensible meaning’ i.e. saturation, was 

achieved (Kvale, 1983). The sensible meaning respectively refers to the global themes: 

Respondents' attitudes and perceptions towards influencers, Consumers motivations and 

behavior, Travel inspiration, Perception of Denmark as a travel destination and Domestic travel 

versus international travel.  
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3.4.2 Coding 

 

After finalising the transcription phase, coding was used as a strategy to gather ‘sensible 

meaning’ of the data, thus, a vital part of interpreting the datas meaning.  According to Charmaz 

(2006), is coding about labeling data within simultaneous categories. Hence, the coding 

involves breaking the transcribed texts into ‘chunks’ and reassembling these in a meaningful 

way (Miles, et al., 2013). The codes, therefore, represent chunks of data which were determined 

by carefully reading and reflecting the transcribed interviews. From the identified pattern, 

similar codes were clustered together, resulting in an even more comprehensive interpretation 

of the category’s meaning. The interrelationship of these categories was then constructed to 

develop a higher level of analytic meanings for assertion.  

 

Charmaz (2006) argues that the coding process is consistent with at least two phases: initial 

coding and focused coding. For this study the initial phase, also known as the open coding, 

consisted of constantly comparing the textual data with previous concept-indicators that had 

been similarly coded. Hence, the researcher sifted through the respondents' answers to organize 

similar words and phrases. Resulting in concept-indicators with broad thematic domains. For 

example, a respondent stated “trustworthiness is important” when talking about sponsored 

content on Instagram, resulting in the concept-indicator: trustworthiness. Because of the 

explorative approach, all codes were constructed as provision and open to modifications to 

improve their fit with the data. To ensure coding remained sensitive to theoretical possibilities, 

the process  was non-linear. Hence, the constant comparative method allowed the researchers 

to constantly move back and forth in the coding process. Arising from the initial coding phase, 

numeros concept-indicators were recognised and narrowed down into smaller chunks in the 

focused coding phase.  

 

As a result of the initial coding phase, the most significant codes were discovered and used for 

analytical sense-making  (Charmaz, 2006). Hence, for the focused coding (also known as 

selective coding) core categories were identified based on significant and frequent codes to 

guide further data gathering. The example in Table 1 illustrates one of the focused codings. 

 

 



 

47 
 

Focused coding Person Interview data 

 Interviewer  How do you perceive DK as a travel destination? 

Underestimation 

of Denmark 

Asta But I also think that a lot of people underestimate 

Denmark since  it's such a small country and it's not 

really sunny or not really cold. It's not really anything 

but I think a lot of people underestimate how nice it 

actually is. So I think when you travel within 

Denmark it's a positive surprise or like a good surprise 

how nice it is. 

Lack of 

appreciation  

Mathias Denmark is a bit small, I tend to often just not 

appreciate this as much. But I definitely think 

Denmark is a nice place even though I don’t do 

domestic travel as much. 

Table 1: coding process 

 

As can be seen in Table 1, the focused code captured and synthesized the main themes from 

the respondents' answers. Based on the constant comparison of initial codes like ‘a lot of people 

underestimate Denmark’, ‘It's not really anything’, ‘a good surprise how nice it is’ etc., the 

focused coding Underestimation of Denmark was selected.  

However, eventually these two focused codes were merged as the codes are a result of 

constantly comparing the captured codes. Subsequently, it was chosen to name the code 

'Destination-deprecation’ as it incorporated all the initial codes which constituted the new and 

elaborated focused code.  

 

The process of coding was useful to gain distance from one's own as well as respondents' taken-

for-granted assumptions and avoid forcing data into perceptions. Moreover, to focus the data 

collection and lead the research into unforeseen directions (Thornberg et al. 2014).  
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3.5 Quality reflections  
 

When establishing qualitative phenomenological research, it is essential to evaluate the quality 

of research in terms of methodological criterias in order to prove reliability and trustworthiness. 

The purpose is to provide a comprehensive understanding of the research process, as well as, 

making sure the research is as trustworthy as possible for the reader to replicate the study. For 

both qualitative and quantitative studies, researchers need to test and demonstrate the 

credibility of the study (Golafshani, 2003). In quantitative research, the instruments depend on 

the construction, while in qualitative research “the researcher is the instrument" (Patton, 2001, 

p. 14). Hence, the credibility of the qualitative research depends on the ability and the effort of 

the researcher, therefore, have data been collected and analysed with a critical and objective 

approach to minimize biases.  

 

According to Lincoln et al. (1985),  the term ‘dependability’ is an essential criteria for quality 

in the qualitative paradigms, which closely correspond to the notion of reliability in quantitative 

research. In order to achieve dependability, this research counted on respondents that were not 

emotionally attached to the interviewers, even though the respondents were collected by 

convenience sampling. Hence, the selected respondents were known peripheral by the 

interviewers. To ensure answers would not be affected by personal interest and therefore 

enhance a more replicable and stable condition.  

 

Additionally, to encounter trustworthiness, a pilot test was conducted to verify which ‘grand 

tour’ questions would be most reactive and thus lead to a more valuable insight. Johnson (1997) 

advocates that trustworthiness can be maximized by testing and a high level of testing, will 

lead to a more credible and defensible result, which might lead to generalizability.  

Generalizability is suggested as the indicator for both executing and documenting high quality 

in qualitative research (Stenbacka 2001). In other words, “the quality of a research is related 

to generalizability of the results and thereby to the testing and increasing the validity or 

trustworthiness of the research” (Golafshani, 2003, p. 603). Therefore, a test interview was 

assessed with two friends of the interviewers, who had no prior knowledge within the research 

field. The two test participants provided relevant feedback on the interview questions and 

commented on the interviewer's skills. The feedback was afterwards taken into consideration 

in order to ensure high quality of the forwarded interviews.  



 

49 
 

All interviews were conducted through a Microsoft Teams meeting, since physical attendance 

was not possible because of the COVID-19 situation. This adaptation made social interaction 

more challenging due to the lack of interpreting body language, which makes up more than 

half of our communication (Mehrabian, 1971). In fact, Goffman (1983) argues that the face-to-

face interaction is a key component of explaining social action and it relates to account, hence, 

conducting the interviews online might have been a hindrance when encouraging the 

respondents to feel comfortable to gain more valuable insight. Moreover, social science faces 

methodological challenges as the relationship between talk and action can be two very different 

things (Jerolmack et al., 2014). In other words, interpreting interviews can lead to attitudinal 

fallacy if it is assumed that interviews are answering questions about situated behaviour 

(Jerolmack et al., 2014).  

 

According to Jerolmack et al., (2014) have previously psychological research on attitude-

behavior consistency (ABC) repeatedly demonstrated that verbal responses often are unrelated 

to their observed behavior. The introduced ABC problem was also recognised in this research 

study, since one of the respondents claimed she did not follow any influencers when the 

question “Do you follow any influencers on Instagram?” were asked, which did not seem to 

be true when investigating her Instagram account after the interview was conducted. She did 

in fact follow several kinds of influencers, which showcased a perfect example of how saying 

and doing is variable and problematic. Therefore, interviews were considered to solely 

demonstrate what the respondents believe to be the truth, rather than being an accurate 

reflection of what is factual. Hence, the researchers were highly aware of not drawing 

conclusions on general behavior based on what the respondents have informed, but rather 

portrayed experiences based on the respondents' answers.  

 

However, would there be a need to conduct this research at a later time, the responses may 

differ because the current situation regarding COVID-19 is unique. Moreover, qualitative 

methods have often been criticized because these studies are often difficult to replicate, since 

other researchers might not have access to the same respondents (Myers, 2000). In this 

research, results might also differ since respondents can have communicated more openly with 

the interviewers and for potential future interviews to remain distant.  
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Some compromises were moreover determined during the collection of data, as a part of the 

interview guide contained examples of different hotels in Denmark utilizing influencer 

marketing (e.g. Marienlyst Strand Hotel, see Fig.1). The findings might have compiled higher 

quality if these examples were based on case relevant posts, hence, posts from DMOs and 

DMOs collaborating with influencers. However, it was chosen to make use of hotel examples 

since it was inaccessible to uncover examples of Danish DMOs utilizing influencer marketing. 

The hotel examples were moreover chosen in order to retain the respondents’ focus on 

Denmark, and it was therefore not a solution to show examples of how DMOs utilize influencer 

marketing in other countries.  

 

3.6 Summary 

 

As current study seeks to obtain insight into individuals' subjective opinions, thoughts, feelings 

and experiences, a qualitative and exploratory approach was chosen. This qualitative approach 

was in the form of 7 in-depth interviews, which all were formal, however semi-structured 

interviews that enabled a guided yet free dialogue with the respondents. The 7 respondents all 

had to fulfil several criteria and were all selected with the convenience sampling technique. As 

the collected data will  result in a new understanding, the study takes an inductive approach 

and, as the reality is shaped by social contexts, the study takes an interpretive approach.  

Interpretations of the collected data were based on the verbatim interview transcripts and coded 

in the identification of common patterns based on the respondents' related experiences. 

Moreover, the interpretation followed a hermeneutic-phenomenological approach growing 

from the hermeneutic circle, which was based on idiographic (individual) understanding of 

each interview and identification of global themes. The coding process was used as a strategy 

to gather ‘sensible meaning’ of the data. To achieve trustworthiness, dependability and 

generalizability, a pilot test was developed to verify ‘grand tour’ questions and to test 

interviews to gain feedback on interviewers’ skills and the quality of the questions. Moreover, 

in order to overcome the ABC Problem the researchers were highly conscious of attitudinal 

fallacies and therefore not drawing conclusions on general behaviour based on the respondents' 

answers.  
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4.0 Findings 
 

This chapter clarifies the empirical findings of the collected data and analyses them in 

conjunction with pre-existing literature on this research study’s literature review. The chapter 

is structured in accordance with global themes that emerged from the empirical data. The global 

themes are summed up in the following: First, consumers’ attitudes towards influencers and 

thereby their view of what an influencer is, including positivism and scepticism towards 

influencers' brand-related posts. Second, consumers’ behavior and the reasons behind their 

choices. Third, the consumers’ preferability, in regard to, the influencer or the brand. Fourth, 

will shed light upon how consumers seek travel inspiration on Instagram and moreover how 

travel influencers are affecting their decision-making process. Fifth part highlights how the 

respondents perceive Denmark as a travel destination. Sixth and final part comprehends 

whether the respondents favor international or domestic travel.  

4.1 Influencers 

4.1.1 Respondents’ attitudes towards influencers and their brand-related content 

 

An initial objective and the first sub-question of the current study was to gain a clearer 

understanding of how consumers perceive influencers and furthermore to identify how the 

consumers experience influencers’ brand-related posts. The collected data indicated that all 

respondents except for Maria deemed sponsored content acceptable. Maria emphasized she 

perceives influencers and their brand-related content unreliable as she could not tell if the 

influencers stayed critical towards the endorsed product. Maria stated, “I feel the influencer is 

supposed to say that it is an awesome product. So I would not know if the influencer is supposed 

to say that their skin is really nice after using this product for a year. And I would not know if 

that is how they truly feel, because they get it for free”. This finding correlates with the claims 

of Johnson et al. (2004) and Obermiller et al. (2000) which demonstrated that people are more 

sceptical of influencers and their brand-related content. However, the majority of the 

respondents emphasised they experienced influencers' brand-related content as positive if it is 

genuine.  
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Mathias highlights, “if the influencer is aware of what they are doing and if they do it because 

it has a genuine purpose that they believe in, then I think their sponsored post can lead to good 

things“. Other respondents, on the contrary, emphasised that the sponsored posts needed to be 

executed correctly with proper disclosure before they would find it acceptable. Karen 

explained, “I think sponsored content, when it's done right, is inspiring for a lot of people”, 

which aligned with Louise's statement that “I don't mind sponsored content as long as it is 

done authentically and correctly”. When asking about the qualities of a good influencer, the 

respondents all mentioned ideal characteristics, such as genuine, honest, authentic, and unique. 

Mathias states that “a good and successful influencer is someone who engages their followers 

by posting frequently in a genuine, unique and authentic way. It is someone that truly believes 

in his/her niche and post because of their interests and not because of a payment fee”. This 

statement correlates with that of Asta’s as she emphasizes “I think the most important thing is 

that you are genuine and honest in what you are trying to influence people to or towards. You 

have to be reliable, trustworthy, it has to seem like you really mean what you are trying to 

promote. So I would say if you're trying to be a good influencer, it's important that people 

might easily see what you stand for and have a clear vision of the influencer”. This result ties 

well with previous studies wherein Moore et al. (2018) emphasize that the biggest determinant 

of success of an influencer's brand-related post originates from their ability to stay authentic.  

Yet another opinion is whether the influencer actually has experience with the product and the 

area to which the product belongs, as this gives them an objectivity and expertise that can 

convince the followers to purchase the product. Following this Marie emphasizes, “a good 

influencer is someone that targets her content toward her followers and her field of expertise”. 

This correlates with the academic literature by Lee (2014) and Cialdini (2016) that displays 

authority as a prominent attribute within influencer marketing, as a message delivered by an 

expert in a particular subject, will appear more believable and trustworthy than non-experts in 

the same field. In this correlation, Marie mentioned the influencer ‘Anne Gadegaard’ as a poor 

example of an influencer, as she endorses all kinds of products and services which are outside 

her field of expertise. This can consequently make the influencers unreliable in the eyes of the 

consumer as Marie states, “If the endorsed product does not fit into the influencer's lifestyle, 

then I’ll find the influencer unreliable, which means I won’t believe in the influencer nor the 

product”.  
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In correlation to this, Marie and Mathias state that an inadequate influencer “is someone that 

acts like an expert, however, not truly knowing the product they promote, and it is furthermore 

one that promotes products that are not in their field of expertise“. Mathias additionally states, 

“I don't like it when influencers only are making sponsored posts or when they are promoting 

outside the field that they belong to”. Here Mathias moreover highlights the importance of a 

good balance between paid and organic posts, and having a reasonable frequency in order for 

the influencers to maintain their authenticity, which as well corresponds with the views of 

Moore et al. (2018).  

Our findings support the theory that influencers are perceived as more authentic, trustworthy 

and credible than traditional marketing (Yesiloglu et al., 2020; Djafarova et al., 201) as current 

study’s respondents likewise mentioned that they would rather choose an influencers brand-

related post rather than brands content, as these are more relatable, personal, knowledgeable 

and genuine. In the case of ascertaining what the respondents' attitudes are towards influencers 

and their sponsored content, the key findings thereby disclosed that all the respondents mainly 

were positive, except for Maria. This finding is also consistent with those of Influence 

Intelligence (2020) that suggests that consumers are more drawn to the relatable content that 

influencers create. The findings also support Statista (2018) study that discovered consumers 

perceived influencers as honest, knowledgeable and authentic.  

The attitude towards influencers was in general positive. Nonetheless, an interesting and 

profound finding was that the respondents' attitudes were not all positive. Influencers and their 

brand-related content also evoke negative emotions and attitudes at times. Respondents such 

as Asta stated she was discouraged by inconsistency and commented, “A bad influencer is 

someone who is very inconsistent with their brand, their image or how they portray themselves. 

So influencers don't contradict themselves, and then you come off very unreliable”. This 

corresponds with Moore et al. (2018) that emphasizes that influences must provide a certain 

level of consistency for the followers to respond positively. Another respondent alluded that 

he knows “that there are strict rules that force influencers to make it clear when they are 

promoting a product, but some influencers are really good at hiding this, and I don't like the 

idea of them influencing me without I’m aware of it”. This dismissive opinion suggests that 

followers do not want the brand-related content to be hidden from them and thereby shows the 

importance of disclosure as Abidin et al. (2020), Kay et al. (2020) and Campbell et al. (2019) 

emphasizes.  
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4.1.2 Influencers affecting consumer behavior  

 

The findings furthermore suggest that all the respondents followed influencers. However, their 

opinions differed, as to the reasons behind why following influencers. Mathias explained he 

follows influencers as they like a certain aspect about the influencers and resonate with that. 

Mathias even emphasizes, “I think the main reason why I follow the influencers that I follow is 

that they create travel and photography content, which I personally find intriguing as I myself 

travel a lot and have photography as one of my hobbies”. This result ties well with previous 

studies where Moore et al. (2018) and Lou et al. (2019) indicate that influencers appear more 

likeable, when the consumer can identify and relate with them, which positively affected 

followers’ trust in content generated by influencer and generated higher value for the 

consumers.  

 

Mathias also stated that he followed influencers because of inspiration “I think I follow them 

mostly for inspiration. I love getting motivated and inspired from travel influencers content”. 

This correlates with Louise’s view as she says “the main part is probably travel influencers 

and I follow these to kind of see where I can go on my next trip and to find inspiration”. Karen 

also emphasizes that “I find inspiration in influencers”. Another reported reason was receiving 

genuine information. Asta here mentioned that “[...]the motivation behind following 

influencers is also that it gives me some knowledge or informs me”. This aligns with Karen's 

statement that she follows influencers “to be on-trend and in order to know what is trendy at 

the moment” as well as her statement saying that “I probably compare myself to some of the 

influencers I follow as I have the same fashion style as them, and I am therefore quite happy to 

hear their opinions and see if they have any advices''. Another respondent suggests that her 

reason for following influencers and consuming their brand-related content was in order to be 

entertained “I think the main purpose here is more likely to be entertained and to kill time” 

(Sofie). The respondents thereby generally agreed that the key contributors for them to engage 

with influencers were because of them seeking inspiration and entertainment because of 

boredom or because they identify themselves with the current influencer. This finding is in 

clear accordance with the literature on consumer behavior where Tsai et al. (2013), Sukoco et 

al. (2010), Casalé et al. (2017) and Deci et al. (2000) highlights information and enjoyment as 

a distinctive motivation factor for consumers to interact with content. Whereas Yesiloglu 

(2017) and Muntinga et al. (2011) accentuate boredom.   
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From these results it is clear that consumers engage with influencers' brand-related posts 

because of key motivators such as entertainment and knowledge, which answers the study’s 

second sub-question regarding which motivational factors that drive consumers engagement 

and behavior.  

 

However, the current study did not find any results pointing at socializing as a motivation factor 

as Shao (2009) and Kwon et al. (2014) accentuated. The research study neither found that the 

respondents were influenced by extrinsic motivation factors, such as incentives and 

remuneration, as Muntinga et al. (2011) and Razmerita et al. (2016) suggested. A possible 

explanation for this contradictory result may be the idea that the current study’s respondents 

are not always motivated by monetary aspects. This also correlates with Sofies statement that 

she prefers other aspects over extrinsic motivators “[...]although they offer a discount, which 

usually always motivates me to investigate further, I would  much rather interact with the other 

image”. 

According to the collected data, all respondents had previously engaged with a brand-related 

post, where almost half of the respondents, namely Karen, Louise and Maria, ended up 

purchasing the endorsed product. Regarding the matter, Louise commented that she had done 

it several times “Yes, I have liked and clicked on several links and I also have purchased a 

dress and hair products because of an influencer post. I think it is nice to get people's review 

of a product as I find it more trustworthy”. Marie and Mathias were furthermore unsure if they 

previously had purchased anything after engaging in the influencer post. A contrasting view 

was presented by Asta and Sofie, who were the only respondents that firmly stated that they 

have not purchased anything that was promoted by an influencer. It is mentioned by Sudha et 

al. (2017), Swant (2016) and Djarfarova et al. (2017) that influencers have a large impact on 

consumers regarding their purchase decisions. Djarfarove et al. (2017) study additionally 

discovered that the majority previously had purchased products and services from influencers 

on Instagram. One can therefore argue that the academic literature supports current study’s 

findings on this matter, as it likewise showed that influences throughout brand-related content 

affect consumers engagement and purchasing behaviour, as all the respondents had engaged 

with a brand-related influencer post and almost half of the respondents furthermore ended up 

purchasing the endorsed item.  
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In regard to the different factors influencing the respondents’ purchase intent, the respondents 

expressed that meeting their needs as well as being authentic was the key to making influencers 

resonate with them personally. Which consequently made them more inclined to purchase the 

endorsed product. Building upon this Mathias states that “I’ve previously clicked on a link 

where a travel influencer was in collaboration with a suitcase company. They made a special 

suitcase line targeted to travelers with camera gears, that really got my attention as it was 

directed towards me and my needs. I really like it whenever influencers are a part of the product 

line and not just endorsing it, I think that creates a more passive and authentic approach, which 

isn’t as intrusive as brand and sometimes influencers have a tendency to be.” This corresponds 

with the views  of Moore et al. (2018) that states that authenticity is the most important attribute 

for the influencer. 

Finally, the current research study obtained evidence that consumers were induced to engage 

in influencers' brand-related content when the post itself is visually pleasing. In this regard 

Louise stated, “I think in my situation it is more about the visuals, because it is something that 

I have a tendency to mainly look at. So, if an influencer has a great picture or video then the 

influencer has a better chance to affect my behavior in a positive way”. In correlation to this, 

Asta stated the text had an effect on her behavior “Probably a very intriguing caption, or also 

something like in the picture [...]So if there is something in the post that kind of catches my 

eye, which I think could be either the picture itself, but also the caption. Then I would be really 

interested and possibly engage with the post”. This correlates with the recognized literature by 

Li et al. (2020), that showed an increased engagement rate with posts that were more 

aesthetically, with especially more colors, taken professionally and found that the presence of 

a human face in the picture also increased engagement. Having a person in the picture likewise 

seemed to have a positive effect, as one respondent stated that she preferred the picture that 

had a person in it, as she could relate to it and almost see herself as that one person (Sofie).  
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4.1.2 Preferability - brands or influencers? 

 

Another promising finding was that in the case of determining which posts the respondents 

would prefer. The results demonstrated that consumers generally prefer influencers’ posts 

rather than brands. Exactly 71 percent of the respondents were inclined to engage with the 

influencer where only 14 percent chose the brand and 14 percent furthermore said it depended 

on the influencer. This disclose a general positive attitude towards engaging, and possibly 

purchasing, in endorsed posts from influencers rather than brands post, which consequently 

contributes to an understanding of the study’s second sub-question that influencers’ brand-

related content in fact causes a higher level of engagement.   

These findings are, once again, in accordance with findings reported by Sudha et al. (2017), 

Swant (2016) and Djarfarova et al., (2017) that indicates that influencers have a large impact 

on consumers regarding their behavior. Karen describes, “I think I would be more inclined to 

like that dress than just having seen it randomly on a brand page. I think I would do that 

because I mostly find the post from influencers more inspiring than the brands content. It is 

like influencers are better at reaching me and I am more engaged with how they look, than 

when I look at a perfect model at a clothing brand's account. I love to see the product in a daily 

life setting and not in a photoshoot setting, I can better relate to that”. In line with this, Mathias 

explained, “I would rather follow a person rather than a company, because I like a personal 

touch and I don't think that a company can give that personal touch that I connect with. A 

company's goal is also always to sell so you know that they would say and do anything to sell 

their products whereas influencers in most cases are people that share their experiences good 

as bad”.  

Louise additionally chose the influencer over the brand,  however she expressed that she would 

change her opinion if the influencer did a poor job “But then again, it also depends on what 

they are making as content. If the influencer is lazy with the post and doesn't match the product 

category, then I would choose the brand. So, it most definitely depends on what kind of posts 

the influencer and brand are creating”.  
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Connected to this, Maria also states that it not only depends on how the influencer endorses the 

product but also who the influencer is “I think it really depends on who the influencer is. For 

example, Umut Sakary, he recently promoted a post on some guys who are cleaning knives. 

And we actually ended up calling those guys to get our knives done. So a person like him, who 

I know is a really great chef, and a really honest person, I think I would prefer over the 

company. I trust this kind of influencer because they have some knowledge, they have a lot of 

experience within that area. So I would definitely engage more with an influencer than just like 

the brand itself, because every brand thinks that their best but often it's not true”. This is also 

directly in line with previous findings by Lee (2014) and Cialdini (2016) that specify that 

influencers are deemed more trustworthy if they have authority in the particular field.  

Asta was the only respondent that would prefer content made by the brand itself. She explained, 

“I think probably the brand, I would say. I think it depends on what it is. If it's someone who's 

trying to sell something, or you know, promote something and that is an influencer, I think I'll 

always have this idea that they are sponsored to promote it and I cannot see how that is 

genuine. Whereas if it's the brand, I know that it's their own brand. So they in some way are 

trying to sell something that I know they like. In that way I think it is more believable. They 

have to like what they're selling, whereas the influencer can be just getting paid to post about 

this anyway”. Although Asta was the only respondent preferring the brand, she also mentioned 

that it depends on the post and product “however, I think it depends on what it is”. It could 

therefore be argued that she would be inclined to prefer an influencer post before a brand's 

posts in some situations.  

These findings were further supported by the rating findings that suggests that  post C, H and 

F (see appendix 4.3) were placed first, second, and third when the respondents were asked to 

indicate which of the eight different posts made by both influencers and brands (see Fig 1,2,3 

and 4) they preferred. Four out of the eight posts were made by influencers and all of these 

were ranked higher except for post B. The present results are consistent with Geometry Global 

et al.’s (2017) and Musefind (2018) study that display the fact that consumers trust and prefer 

influencers more than brands and traditional marketing when they are making purchasing 

decisions.  
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Regarding choosing between pictures A and B (see Fig. 1), which both endorsed Marienlyst 

Strand Hotel, the respondents said that both posts were inadequate. Sofie states, “It is a tough 

question. As the picture on the left is quite modelish, which I under normal circumstances find 

uninspiring, however the picture is better than the picture on the right, which might as well 

have been a selfie in her backyard, as there is more focus on her and not Marienlyst.” In 

correlation Asta also emphasises that “you can get a better sense of the experience on the left 

picture as you can put yourself in her shoes. The picture on the right is more close up, which 

means I can’t really tell what she is endorsing”.  

 
Fig. 1: Example of Marienlyst Strand Hotel in collaboration with an influencer 

When choosing between the posts from Søballegaard all respondents chose the post on the left, 

which was the influencer post (see Fig. 2). In this regard, Asta mentioned that “the left picture 

is more relatable” whereas Sofie emphasised that “both pictures are quite aesthetically, 

however the left picture just offers that ‘I wish it was me who was sitting right there feeling’, it 

really captures the mood”.  

 
Fig. 2: Example of Søballegaard in collaboration with an influencer 
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All the respondents furthermore choose the influencer post when it comes down to Cold Hand 

Winery (see Fig. 3). Marie here states that “The pictures are very similar to each other, but the 

quality and the filter makes a huge difference here. In addition, it means a lot in my eyes that 

there is someone in the picture who could potentially be me. The right image has no eye-

catcher, and although they offer a discount, which usually always motivates me to investigate 

further, I would much rather interact with the left image”.  

 
Fig. 3: Example of Cold Hand Winery in collaboration with an influencer 

The last rating question was in regard to GoGlamping (see Fig. 4). Here all the respondents 

likewise choose the influencer post, as Asta mentioned “Right picture, it has a lot of moods 

and personality. It does not look as set-up as the picture to the left, and you can almost smell 

the fire and coffée in the video” and Louise “The right video has managed to tell a story I find 

easier to relate to this post as it gives me examples of how my vacation could look like. 

Sometimes bonfires at sunset and coffee in the morning are all you need”.  

 
Fig. 4: Example of GoGlamping in collaboration with an influencer 
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Following these results, this study considers the consignor, the colorfulness of the picture, the 

presence of a human and the picture quality as characteristics that might have affected the 

respondents to choose post C, H and F. However, it is interesting and unanticipated that post B 

was deemed the worst post among the respondents. Post B is in fact an influencer post, which 

is contradictory to previous research by Geometry Global et al.’s (2017) and Musefind (2018) 

and furthermore Li et al. (2020) study that states the presence of a human face and colorful 

pictures affects consumers' engagement positively. This result shows that the process of 

engaging in influencers' brand-related content is multidimensional and complex, and 

consumers are influenced by a widespread amount of parameters. However, a plausible 

explanation that some content induces more interaction and influences consumers’ attitudes 

and behavior can first be explained by who the consignor is. Second, what the product or 

service is. Third, how the picture or video is taken and edited. Fourth, certain characteristics. 

Fifth, if the consumer had any previous related experiences. Finally, the written context.  

This is nevertheless consistent with the findings in Obermiller et al. (2020) where the 

respondents here were more negative and sceptical towards products and services 

recommended by influencers. It can be argued that the case with post B is that the influencer is 

more about building awareness towards themselves, which correlates with Karen’s statement 

that the influencer from post B is doing a poor job representing the service, as there is more 

focus on her instead of the service. It can therefore be argued that the influencer behind post B 

has an inappropriate approach, as she has too much focus on herself and too little focus on the 

endorsed service and what her followers would gain from purchasing that service. 

 

4.2 Travel 

4.2.1 Travel inspiration 

 
Based on collected, interpreted data, it is evident that the use of Instagram plays a large role 

within the destination choice for a vacation. All respondents agreed that they “definitely find 

inspiration to go places from pictures on Instagram” (Sofie). However, findings also revealed 

that inspirational search can be present at multiple stages on the customer journey, which 

answers the current study’s third sub-question.  
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Some of the respondents outlined, their online decision-making process contains the search for 

information before a purchase. In other words, findings revealed that respondents are searching 

for information and inspiration before having settled for a destination or purchased a trip. 

Louise states, “I mainly use Instagram to find my next travel destination [...] So, I've really 

used Instagram a lot to find my next travel destination”. Moreover, Mathias supplements this 

statement by arguing“I’ve used Instagram many times before to get travel inspiration”. These 

respondents emphasized that their search on Instagram is present in the pre-purchasing phase 

and moreover demostrates the first step of the decision-making process, information search 

(Chen et al. 2015). 

 

Other respondents, such as Karen and Asta, expressed a behavior that can be interpreted as a 

reflection of both the pre-purchasing and post-purchasing phase. Karen emphasizes, “I would 

use Instagram when I have settled for a destination” and in correlation Asta expresses “I would 

have a place in mind before entering Instagram”. In addition, Sofie supports this behavior, 

since she “would go in and find the location-hashtag on Instagram and see what people have 

posted” after considering a travel destination. This indicates that Instagram might not be used 

as the primary search tool of travel destinations, but rather as an additional platform to 

investigate after considering a certain destination. However, it was not clarified if Karen, Sofie 

and Asta are searching for inspiration and information within the pre-purchase or post-purchase 

phase. Since the respondents can have settled for a destination and done the search for 

information before the actual purchase. The respondents search for information on Instagram 

was therefore used to affirm the chosen destination before booking the trip. Since the 

respondents expressed they would have a destination in mind when looking for information, 

however not arguing the destination is purchased at this point.  

 

This study therefore argues that consumers are seeking destination information and destination 

inspiration before entering the purchase-phase. These results represent Lemons et al.’s (2016) 

arguments on information collection within tourism. Hence, the respondents are more likely to 

obtain information before a purchase due to the product’s intangible nature. This corresponds 

to Chens et al. (2015) statement about consumers’ online vacation decision-making process 

starts off with information search and afterwards moving on towards the evaluation phase.  
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Since, this research furthermore found that the search for information is explored through the 

hashtag function. Which, according to the respondents, allows them to gather information on a 

location based on other people’s pictures and recommendations. The majority of the 

respondents expressed that the hashtag-function was used when searching intentionally for 

travel inspiration. Asta elaborates that she “looks up a hashtag for this place and see what 

people are taking pictures of when they're in this location. To see if it is a nice place and to 

judge if it looks great. And to gain inspiration on what other people are seeing and writing 

about that place”. This demonstrates that the search for information on Instagram is afterwards 

considered in order to evaluate the destination. Karen too emphasizes that “I think it is nice to 

see reviews online before I buy a product. In this way I’m more assured that the product is 

great”. The findings have thereby exposed the importance of information, opinions and 

recommendations obtained through Instagram for potential travellers (Schmallegger et al., 

2008). The findings are moreover in clear accordance with previous studies from Kang at al. 

(2013) demonstrating that post-purchase behavior involves comparing travel experiences with 

expectations, since Louise stated that she “always post pictures of her own travel expierences 

on Instagram”. Such postings might result in either a positive or negative shared opinion on 

social media, which then leads to the influence of other potential travellers’ decision-making 

processes (Kang et al., 2013). 

 

Another aspect of this study was that the majority of the respondents found travel inspiration 

on Instagram based on content from friends, family, and influencers. Multiple of the 

respondents expressed that they follow travel influencers to find inspiration for their next trip 

and that influencers’ content inspires them to travel. Mathias argues that he gets his travel 

inspiration from “scrolling through influencers or travel bloggers Instagram feeds and goes 

exploring there. I find inspiration from travel influencers because they are more authentic and 

show more to a destination than just the top five attractions. So I think they are feeding me with 

more valuable information about a destination than e.g. Trip Advisor”. In correlation, Louise 

also confirms that travel inspiration is found within travel influencers Instagram accounts “I 

follow a couple of travel influences, since I like to see if they have been to any destinations that 

I might be interested in visiting”. In addition, she explains, “I have these folders on Instagram 

where I save posts from influencers, so whenever I get inspired I can easily find the post again 

when planning a trip”. This demonstrates that multiple of the respondents are following travel 

influencers with the purpose of “see where I can go on my next trip and to find inspiration” 

(Louise).  
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These results are consistent with the claim that consumers are strongly inspired to choose a 

destination due to an influencer (Rakuten Marketing, 2019). The findings are moreover in 

accordance with the study done by Berjozkina et al. (2020) who found that travel influencers 

experience a higher engagement when delivering a high level of authenticity and posting less 

familiar places. Which correlates with Mathias statement about finding influencer posts more 

valuable since they show more to a destination than just well-known places. Hence, the travel 

influencer creates content that stands out from the majority of traditional content and thereby 

experiences a higher consumer engagement (Berjozkina et al., 2020). 

 

An interesting finding was that only one of the respondents mentioned that she finds travel 

inspiration from DMOs accounts on Instagram. Sofie mentioned that “there are these 

Instagram accounts from different cities I follow, which inspires me to go travel”. This finding 

may be explained by the idea that consumers are more likely to look for user generated content, 

since this is considered as more trustworthy information than content provided by official 

tourism accounts (Del Chiappa, 2011). Therefore, this study may supply evidence that the 

consumers are more likely to find inspiration elsewhere than by travel companies, and DMOs 

are therefore experiencing a decrease in popularity (Del Chiappa, 2011). However, even though 

Sofie was the only one mentioning that she gained inspiration from DMOs, it cannot be 

concluded that the rest of the respondents are not. Since the respondents might have focused 

on their primary inspirational source, thus family, friends and influencers, and DMOs are 

considered as a more supplementary source of inspiration for the respondents. Nevertheless, it 

can be argued that influencers and the evolution of travel 2.0 have a bigger impact on the 

consumers.  

 

This pattern of results is consistent with the previous literature arguing that users and 

influencers are more in charge of the internet, leaving the DMOs with less control over the 

image of their destination (Schegg et al., 2008). It is therefore argued that Instagram is a vital 

touch point in the consumer’s decision-making process and that travel influencers are a primary 

source of destination inspiration. Subsequently, the findings highlighted that consumers are 

more likely to rely on social networks, leaving the DMOs with less control over the destination 

image (Gretzel, 2018).  
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The findings are moreover in great accordance with the study done by Al-Badi, et al. (2017) 

encouraging domestic tourism in Oman. Which showed that respondents use social media to 

obtain information about places they intend to visit. As sofie commented, “If I see pictures on 

Instagram from Denmark or Sweden, stuff nearby, I would sometimes save the picture and say 

if we don't know what to do this weekend, we can go here”. 

 

4.2.2 Perception of Denmark as a travel destination 

 
Equal for all the respondents was that they have been on vacation in Denmark “many times” 

(Asta), “a couple of times” (Karen) and “lots of times” (Maria). It is therefore assumed that 

the respondents have obtained a certain perception of Denmark as a vacation destination, and 

therefore contribute to comprehending the final and fourth sub-question. One major finding of 

the respondents’ perception of Denmark, was that they connected a vacation in Denmark with 

a cottage stay. Asta argued, “I think that a holiday in Denmark, especially at a beach house 

somewhere, would be very nice”. In correlation Karen explained, “Normally we are renting a 

summer house or a beach house, when we are staying in Denmark”. Moreover, Sofie 

expressed, “I would never stay at a hotel in Denmark”. This attitude highlights the challenging 

destination image that Denmark is experiencing domestically. A reason for this perception 

might arise from the fact that second-home tourism is the most predominant branch of the 

tourism industry in Denmark (Tress, 2010). This result therefore supports previous literature 

stating there is a strong correlation between this vacation type and domestic tourism in 

Denmark (Tress, 2010). Which might explain why the consumers relate a domestic trip to a 

cottage stay and do not consider other ways to a domestic tip.  

Moreover, the results revealed that the respondents think that Denmark is an underestimated 

and depreciated vacation destination. Further findings found that a reason for this depreciation 

might be connected to the size of Denmark, which in mind of the respondents was considered 

as a small destination. Mathias argued that, “Denmark is a bit small, I often tend not to 

appreciate it as much”. This result was interpreted as being a general assumption evident for 

the respondents and moreover it was interpreted that the respondents assumed that this was a 

general opinion among Danes.  
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Asta elaborated that “I think that a lot of people underestimate Denmark since it's such a small 

country […] people underestimate how nice it actually is”. This supports VisitDenmark's 

(2020c) observation on how Danes perceive Denmark as a vacation destination. Arguing that 

even though a lot of Danes are spending their vacations in Denmark, they still have a tendency 

of underestimating Denmark as a travel destination (VisitDenmark, 2020c). These findings 

therefore highlight that Denmark's destination image is in correlation with what the 19 Danish 

travel organizations have recognized. Hence, according to this study’s findings, Denmark is 

suffering under the Danes' depreciated perception of Denmark as a travel destination. This 

therefore suggests that there is some undiscovered potential in turning the Danes destination 

image towards higher appreciation, which might be highly important for Danish DMOs. Since 

previous literature demonstrated that the destination image is a vital factor in order to achieve 

successful destination marketing (Tasci et al., 2007).  

However, further findings revealed that all the respondents considered Denmark as a beautiful 

and undiscovered place. Such as Louise and Maria who argue that “there are really a lot of 

beautiful places I haven’t seen yet” (Maria) and “there are a lot of unseen things in Denmark” 

(Louise). Indicating that despite the size of Denmark there are still parts of Denmark that the 

respondents have not yet explored. Several respondents emphasized that they have been 

surprised how nice Denmark actually is as a vacation destination and are expressing a general 

positive attitude towards domestic tourism. In this correlation Marie elaborated that she “has 

been surprised how beautiful Denmark really is” after experiencing more to Denmark. 

Furthermore, Asta argued that “I think when you travel within Denmark it’s a positive surprise 

or like a good surprise how nice it is”. Hence, the respondents emphasized an overall positive 

impression of Denmark as a vacation destination, which indicates a great potential for 

improving the Danes’ destination image of Denmark. This pattern of results is consistent with 

the success of the #baredanmark campaign, that revealed great outcomes on social media 

(Dansk Markedsføring, 2020). It is therefore interesting that the respondents seem to be aware 

of great potential within domestic travel and yet still do not appreciate it as a vacation 

destination.   
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Results also displayed that the respondents found vacations in Denmark more convenient than 

other destinations. Sofie found the size of Denmark advantageous when it comes to 

transportation since “you could just drive home, because Denmark is small, and you live 

roughly five hours away”. It is therefore interesting that the size of Denmark for some is seen 

as a beneficial and positive factor, which is on the contrary to other consumers, such as Mathias, 

that previously stated, “Denmark is a bit small”. Karen argued that her family choses domestic 

trips because “there are a lot of people in my family, so when we go somewhere together, it's 

always convenient to stay at a place where you can easily come home, and you can be more 

flexible with your time”. Corresponding, Louise argues that “it is a great destination if you 

want to go somewhere quick and convenient”. Hence, the respondents appreciate the size of 

Denmark and find it convenient when they want to go on a vacation where they need a certain 

level of flexibility. The present results are consistent with Ritzaus' (2014) work, which deals 

with convenience aspects when selecting domestic tourism in Denmark. The findings are 

therefore in accordance with previous literature arguing that transportation time is a viable 

factor that Danes considers when going on a vacation (Etzel et al., 1982). In other words, the 

ease of convenience and possibility of flexibility is an important component when travelling 

domestically in Denmark.   

 

4.2.4 Domestic travel versus international travel 

 

To be more accurate on the respondents’ travel preferences, they were asked if they would 

rather spend their holiday in Denmark or abroad. This made the respondents reflect upon the 

differences of travelling abroad or staying within the borders of Denmark. Building upon this, 

one of the overall key findings was the complexity within the process of choosing a destination 

when it comes to going on a vacation. Mathias stated, “it depends on what time of year” he is 

going on vacation, which was correlated with Astas answer “it depends on the time of the trip, 

so in which season the trip is. How expensive, how far and for how long the trip is”. Maria 

argued, “it depends on when you ask me” and Sofie explained, “it depends on what kind of 

vacation”. Thus, the majority of the respondents expressed that choosing a destination is reliant 

on various factors such as the season, the length of the trip, price, type of vacation and mood 

of the respondents.  
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The present results are consistent with Bronner et al.’s (2020) work, which argues that the 

tourism destination-choice is compound and multidimensional. Since the complexity of the 

decision-making process within the tourism destination-choice is often based on independent 

importances of the individual (Bronner, et al., 2020). The respondents are consequently 

expressing different depending factors in their decision-making process. Hence, these results 

strongly imply that it cannot be concluded that there is one evident factor applying to the 

respondents’ preferences, since this is a complex and individual evaluation of the situation.  

However, eventually all the respondents expressed that despite the overall positive impression 

of Denmark, they would rather travel abroad. One of the key reasons for this choice was based 

on Denmark's unpredictable weather. Karen elaborates, “I would choose abroad since the 

weather there is nice and I am more inclined to relax and really empty my head when I go on 

vacations abroad. It's honestly more stressful for me to have a vacation in Denmark than 

abroad”. The same applies for Louise, who “would most definitely choose abroad because I 

need some sun” and Marie who “would choose abroad since there are higher chances for nice 

weather”. This result is consistent with the claim that the climate has a negative influence on 

the decision of choosing a domestic vacation, since numerous alternatives of internal 

destinations accommodate better climate for potential tourists (Eugenio-Martin et al., 2010). 

Hence, the risk of experiencing bad weather is to a large degree a negative influential factor 

for the domestic tourist (Eugenio-Martin et al., 2010). It is therefore evident that even though 

the results showed an overall positivity towards Denmark as a travel destination, all the 

respondents would prefer to travel outside of Denmark. Moreover, the majority of the 

respondents would prefer to go to a place where there is ensured good weather. Indicating that 

although the general attitude of a domestic destination image is positive, challenges for 

domestic vacations in Denmark do exist.  

It can therefore be argued that there might be a contradicting element in the respondents’ 

actions and words. Since the respondents on one hand express a positive attitude towards 

Denmark as a vacation destination and find it surprisingly nice. On the other hand, the 

respondents would always choose to travel abroad rather than stay in Denmark. A reason for 

this might be the weather, as stated above.  
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Another reason might be the fact that the image of a destination plays an important role in 

travel decision-making Kim et al. (2012). Or as Marie argues, “it has always been the norm 

travelling to another country, and I have therefore never considered the option of staying in 

Denmark before I became a mom. So I have never really appreciated Denmark as a place to 

be on vacation”. Hence, the Danes' perception of Denmark as a travel destination keeps them 

from choosing Denmark even though they find the destination appealing on parameters such 

as beauty, convenience and flexibility. However, statistics demonstrate that domestic tourism 

in Denmark is rising since there has been an increasing 35 percent when foreign stays have 

decreased (DST, 2019). It is therefore important to continuously motivate the Danes towards 

domestic tourism. In order to maintain the great contribution, domestic tourism is delivering to 

the economic sector  (VisitDenmark, 2018). 

Nevertheless, little to no previous research has focussed on Danes’ preferences and decision-

making process regarding domestic tourism. However, the findings of this study might imply 

that there is a potential to promote Denmark and build upon the Danes’ overall positive 

destination image. This study moreover demonstrated that an implementation of influencer 

marketing into DMOs social media strategy could be a beneficial solution. Which is in strong 

correlation with  Gretzel et al. 's (2020) study about the integration of influencer marketing in 

the tourism industry. Hence, the travel influencer and influencer marketing will contribute to a 

more trustworthy and authentic promotion of Denmark's destination image.  
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5.0 Discussion 

 

This study addresses a literature gap by building on previous literature in the area of influencer 

marketing and promoting domestic tourism in Denmark. This study thereby investigates how 

consumers experience influencer marketing and moreover how influencers can affect their 

purchase behavior towards domestic travel in Denmark. This section therefore discusses 

relevant findings in regard to the study's contribution, limitations and eventually future 

research.  

 

5.1 Theoretical contributions 

 
This study makes two contributions. First, it applies aspects of overall concepts of influencer 

marketing and therefore the relevance of influencer marketing within domestic tourism in 

Denmark. Here findings contributed to the fact that consumers prefer influencers brand-related 

content rather than the brand itself, which correlates with previous theoretical literature by 

Yesiloglu et al. (2020) and Djafarova et al. (2017). Current research findings moreover 

highlight that consumers are more likely to find destination information and inspiration on 

Instagram. Which leaves the firms with less control over the destination image (Gretzel et al. 

2020), since results revealed that consumers consider brand content as a supplementary source. 

Whereas influencers’ content is considered as a primary source for destination inspiration.  

 

Second, the study identifies how consumers' attitude towards influencer marketing can be 

linked to promoting domestic tourism in Denmark. The study therefore additionally revealed 

the general perception of Denmark as a travel destination. Findings exposed that consumers 

favor travelling abroad due to the Danish unpredictable climate. Hence, firms must 

acknowledge that unmanageable factors affecting the Danes’ travel decision-making will 

continuously exist (Eugenio-Martin et al., 2010). Nevertheless, findings also showed that the 

consumers perceive Danmark as an underestimated travel destination. Which suggests that 

there is some unreleased potential in turning the Danes destination image towards higher 

appreciation.  
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Promoting domestic travel in Denmark therefore might focus on a trustworthy branding of 

Denmark's destination image by expressing high appreciation towards Denmark. In order to 

affect the consumers’ attitude and purchase behavior. It is suggested that influencer marketing 

would be the right strategy to use when affecting the consumers’ perception of Denmark as a 

travel destination. Since influencer marketing is proven to be a more authentic tool for 

promotion, as consumers are more drawn to the relatable content that influencers create 

(Influence Intelligence, 2020).  

 

Finally, from a managerial perspective, the current research study’s findings draw inspiration 

from the respondents’ attitude towards brand-related content (Li et al. 2020). Highlighting that 

consumer’s attitude of brand-related content is experienced as multidimensional and complex. 

Same complexity applies to the consumer's process of selecting a travel destination. It would 

therefore be necessary for companies within the industry to test and research their consumers' 

needs, since users are influenced by a wide variety of factors (Li et al. 2020). DMOs must 

therefore firstly investigate how their target audience experiences influencer marketing being 

deployed to their Instagram account. Hence, DMOs must seek knowledge regarding their 

consumers' triggers when it comes to affecting their attitude and purchase behavior. This 

process would be essential in order to determine a successful implementation. Moreover, this 

process could be vital to ensure the right influencer collaboration. Since findings revealed that 

consumers are discouraged by influencer content if the influencer is misrepresenting and if the 

influencer is endorsing outside of their expertise. If DMOs therefore decide to collaborate with 

influencers, they should ensure that the identity and expertise of the concerned influencers are 

aligned with the companies. DMOs should therefore obtain insight into the consumers’ needs 

in order to establish if influencer marketing is beneficial and to decide what kind of influencer 

to collaborate with.  

 

With that said, there are some elements DMOs should pay attention to when collaborating with 

influencers. Firstly, the brand related-content should imply consumer relatability and the 

influencer needs to exude some level of authenticity within the content. Second, the DMO’s 

need to make sure that the influencer they chose to collaborate with creates visually pleasing  

brand-related content, as consumers favor aesthetics. 
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It is moreover recommended that the chosen influencer creates content that shows more to 

Denmark than common and well-known places. Since consumers tend to have a higher 

engagement rate when the content is able to stand out from more traditional marketing content 

(Berjozkina et al., 2020). This study’s findings thereby implied that these criterias need to be 

present in order to achieve a successful implementation of influencer marketing.  

All findings considered, the next relevant step for a firm would be to investigate the final steps 

in Lin et al. 's (2018) strategy for effectively managing the process of collaborating with 

influencers. Since, it would be relevant for the DMO to measure the success of  the marketing 

campaign by calculating ROI and thereby determine if influencer marketing should insist on 

future marketing campaigns. 

 

5.2 Limitations  

 
Although a qualitative approach was used to extract valuable insight into the lived-experiences 

of relevant representatives (Thompson, 1997), it is appropriate to recognize that current 

research study is the subject to several potential limitations. One limitation of current research 

study comes at the expense of using a qualitative approach. Qualitative approaches have been 

criticised by several academics for being too subjective and depending on the interpretations 

of the researchers (Bryman, 2012; Hofisi et al. 2014). As all the data is collected and interpreted 

by the current study’s researchers, interpretations of findings can be assumed to be subjective, 

which affect the expense of validity and reliability.  

 

Besides the subjective interpretation of the collected data, an additional limitation is the 

selection of the respondents. The data was collected with a convenience sampling, hence, there 

is a possibility of an under or over representation of e.g. women, or 25 years old respondents. 

This selection therefore has the inability to generalize results of the data, since collected data 

is not representing the whole population and the results are therefore not definitive. The 

research study’s validity is therefore limited, as the findings may not be exhaustive of all 

relevant representatives enacted to identify how influencer marketing affects their travel plans 

domestically.  
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A third limitation of this study that could be addressed is the size of the sampling group. Despite 

achieving sensible meaning with seven respondents and this amount of respondents were 

considered sufficient, a higher number of respondents might have resulted in an increased 

dependability and trustworthiness.  

 

A final limitation arises as current study is conducted and researched during the pandemic 

COVID-19. This implies that even though the respondents were asked about their habits, 

behavior and attitudes before COVID-19, it cannot be eliminated that the respondents’ answers 

are not caused by the pandemic and therefore whether their answers are completely valid.  

 

5.3 Future research 

 
In this section, recommendations for future research will be given, which derive from previous 

literature, and current study’s findings and limitations. The first future recommendation could 

be to investigate the same social phenomena, using different data collection approaches and 

interpretations. This could, for example, be a quantitative approach throughout surveys. Future 

research could additionally address the limitation of too few respondents that are not exhaustive 

of all relevant representatives, by developing a larger-scale study, in order to determine whether 

there is a similar result as current research study.  

 

The second recommendation for future research derives from the continuously changing digital 

landscape. As the landscape is growing at an unprecedented rapidity, the positivity towards 

influencer marketing and its effectiveness might not be as relevant in a couple of years from 

now. One could therefore argue that DMO’s or marketers should conduct similar research 

yearly.  

 

It could additionally be interesting to further examine a specific case and therefore an explicit 

DMO in Denmark that employs influencer marketing. Interesting here would be, if the specific 

DMO yields a better ROI. This might provide measurable evidence and data, regarding if the 

consumer’s behavior is equal to what they have emphasized in the current research study.  

However, this study needs to be scheduled with a DMO, which can be difficult to get access 

to, as few are disposed to share information nor have the time to take part in a study.  
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Despite previously mentioned implications and limitations, this research can be seen as a first 

step towards integrated influencer marketing in Danish DMOs, that to this study's knowledge, 

has not been linked directly yet. This study therefore hopes that current research study will 

stimulate further investigation of this important area and thereby contribute to the growth of 

domestic travels in Denmark. 
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6.0 Conclusion 

The purpose of the current study has been to research how consumers experience that 

influencers' brand-related content affects their attitudes and behavior towards domestic travel. 

In order to fulfil this aim, a qualitative approach was utilized, where seven in-depth interviews 

were conducted. The interpretation of the interviews followed a hermeneutic- 

phenomenological approach in order to achieve idiographic insight into the consumer 

experiences.  

Theoretical findings revealed that the concept of influencer marketing and their endorsed 

content is a daily part of consumers' lives and that consumers mainly have positive attitudes 

towards influencers and their brand-related content. The study’s findings moreover show that 

influencer marketing not only has a positive effect on consumers' attitudes but also their 

purchase behavior. It can consequently contribute to an increased consumer engagement rate 

and purchasing behavior. However, the results showed certain aspects need to be taken into 

consideration if brands are considering implementing influencer marketing. Factors such as 

entertainment, information, authority, quality, relatability and authenticity, all have a 

significant role when considering the different motivational aspects that drive the consumers 

to engage. Even though the rise of influencers has proven highly effective within marketing, 

DMOs are lagging behind when it comes to a fully integrated social media strategy. Social 

media platforms, and explicit Instagram, have proven to be a vital part of the customer journey 

when selecting a travel destination because consumers heavily rely on eWOM 

recommendations. This is subsequently resulting in a loss of control over the destination image, 

which can damage DMOs. Findings moreover disclosed that Danes destination image of 

Denmark is predominantly positive due to convenience and flexibility. Yet DMOs need to pay 

attention to the fact that Danes also perceive Danmarks as a depreciated travel destination and 

therefore favor international travel.  

On this basis, the current study concludes that influencer marketing can successfully be 

integrated as a part of DMO’s marketing strategy to endorse domestic travels in Denmark. As 

consumers' experiences influencers' brand-related content positively and since their behavior 

is affected by these. Hence, influencer marketing can be highly efficient for DMOs when 

promoting domestic tourism in Denmark, which consequently can result in a better destination 

image and a greater appreciation of Denmark as a travel destination. 
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8.0 Appendix 

Appendix 1: Interview guide 

 

1.1 Influencer Marketing 

 

How old are you ? 

 

What do you do for a living? 

 

What is your educational background 

 

When and why did you start using Instagram? 

 

What is the purpose of your Instagram account? 

 

How often do you use Instagram? 

-   How much time do you spend on Instagram each day (average)? 

 

What kind of posts do you normally engage with on Instagram? 

-   Why these kinds of posts? 

How would you consider Instagram as a marketing tool? 

What is an influencer in your opinion? 

 

What do you think of sponsored content?  

 

What do you think about influencer marketing?  

-   What is a good influencer in your opinion? 

-   What is a bad influence in your opinion? 

 

What is an influencer in your opinion? 
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What do you think of sponsored content?  

 

What do you think about influencer marketing?  

-   What is a good influencer in your opinion? 

-   What is a bad influence in your opinion? 

 

Do you follow any influencers on Instagram? 

-   What motivates you to follow an influencer 

-   What kind of influencers do you follow? 

-   Why not? 

 

How do you experience that influencers can affect your behaviour?  

 

Have you ever purchased, clicked on a link, visited a website, etc because of an influencer 

post? 

-   Only if the persons say yes: What were the factors leading you to take action? 

 

How often do you think you engage with influencer posts?  

-   Only if the person says never:  How come you have never done that? 

 

Scenario 

Imagine that: you are scrolling down your feed on Instagram and see a post about a product or 

service you care for. Would you be more inclined to engage with the post if it was posted by 

an influencer OR the brand itself? 

-   why?  

 

1.2 Travel 

How are you getting inspiration for your next trip? 

Would you ever consider finding inspiration for your next travel destination on Instagram? 

-   Why would you consider this?  

Have you ever been on vacation in Denmark? 
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Why did you choose Denmark? 

How do you consider Denmark as a vacation destination? 

Scenario: 

Imagine you and your friend are about to choose your next vacation destination for the summer 

holiday (1 week). Would you rather spend 4.0000 DKK on a rented beach house in Denmark 

or go abroad and live at a hotel.  

-   Why? 

Which do you prefer: to travel inside Denmark or outside?  

-   Why? 

Appendix 2: Respondents Socio-demographic background 

 Age Occupation Sex Education level Marital status 

and family  

Mathias 27 Student Male Post graduate 

degree 

Partner 

Karen 31 CRM 

Coordinator 

Female Post graduate 

degree 

Engaged 

Louise 33 Social Media 

Manager 

Female Post graduate 

degree 

Single 

Sofie 20 Student Female Bachelor Single 

Marie 35 Maternity leave 
 

Female College Married with 

kids 

Maria 39 Self-employed  Female Bachelor Partner 

Asta 24 Assistant buyer Female Bachelor Single 
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Appendix 3: Interview with Asta  

 

Interviewer 

First of all, I just want to ask how old you are? 

 

Asta 

I am 24 years old 

 

Interviewer 

What is your educational background? 

 

Asta 

I have a BA in Design Technology from KEA. 

 

Interviewer 

What do you do for a living? 

 

Asta  

I work at a Danish fashion company, as an assistant buyer. So I work with clothes. And I am 

talking to suppliers and negotiating prices and stuff like that. 

 

Interviewer 

Cool. How did you get started with your Instagram account?  

 

Asta 

I don't remember when, it's a long time ago. I think it became this thing, in high school that 

you had to have Instagram, it was a way to keep up with your friends. And basically post 

everything that you were doing or that you thought was cool. So I think, like, for me, it was 

kind of like Facebook, but you know, a little bit more cool at the time, I guess. And then, yeah, 

I think it just kind of I stuck with it. 

 

Interviewer 

Yeah. So it started off as a social thing? 
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Asta 

Yeah exactly. 

 

Interviewer 

And what is the purpose of Instagram now?  

 

Asta 

I mainly use Instagram when I am bored and I need to kill time. I also use it because of the 

social aspect and therefore to keep up with what my friends  and to get travel inspiration. Yeah, 

basically, socializing, keeping up with what everyone is doing. But also use it for inspiration.It 

can be like food blogs, or like those profiles that have something to do with how to save money, 

or I kind of like, I don't know what you call it, lifestyle, like how to be more zero waste minded 

and stuff like that. So mainly for just the social aspect, but also to get inspiration for different 

things that are suitable to what I do 

 

Interviewer 

How often do you use your Instagram account? 

 

Asta 

I use it everyday but some days very little, but I would say at least once a day. Or sometimes I 

can sit on it for hours at a time. But it depends on the day and how bored I am and what my  

mood is.  

 

Interviewer 

What kind of posts do you normally engage with on your Instagram? 

 

Asta 

I don't think I engage very much. I think it's mainly if for like, with friends. If someone puts up 

something that I think is nice or cool I would comment or like or, or something like that. I yeah, 

I think that's it, but I don't really do anything at all. I mainly just observe. 

 

Interviewer 

Okay so you are mainly lurking?  
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Asta 

Yeah, exactly.  

 

Interviewer 

Okay. But when you do engage, what kind of post is it? 

 

Asta 

It's mainly posts from my friends that are doing something or showing something that they 

made or something that they cooked or a place they went to visit. And if I'm curious about it, I 

ask, “oh, what is this” or “that looks really nice” or stuff like that.  

 

Interviewer 

How would you consider Instagram as a marketing tool? 

 

Asta 

I think it's a very important marketing tool. I think it's what most people use, I know there are 

some, like if you go to the older generation, it's not really a big thing, but I still think you have 

the moms and and basically every young person, so I think it's very smart. I know that 

Instagram also has all these features if you have a business where you can buy something 

directly off Instagram. So I think it's an important way of showing whatever you are selling 

and also communicating with your audience or with your segment. So yeah, I think it is a very 

skilled way of talking to their customers and I would say it is almost expected for companies 

to do so at this moment. And I feel like companies are more in level with their audience since 

they easily can engage with them.  

 

Interviewer 

What is an influencer to your opinion? 

 

Asta 

An influencer is someone who influences people. Of course, the most obvious for me, I would 

say is fashion or makeup, but it can also be like body positivity, or someone who is a cook that 

can influence people in what they eat.  So I think it's someone who influences people with what 

they're passionate about, or with their hobbies. 
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Interviewer 

What do you think about sponsored content? 

 

Asta 

It depends. I think as a start I was a little skeptic. I think if it's someone that I follow, and I 

really keep up with, I kind of have an idea of what they're getting sponsored by or if their 

sponsored content is genuine or not. There's a lot of times where I see something and I can see 

it sponsored, then I'm like, “oh, okay, but I've never heard you talk about this before” or I know 

you don't like this so why are you getting sponsored to talk about it like you love it. So I think 

it can be a little bit wishy washy. But I also understand that to be an influencer, you also need 

to have this sponsored content otherwise you don't really have a job. So it goes both ways. 

 

Interviewer  

Okay, and what do you think about influencer marketing? 

 

Asta 

I think it's okay, I'm not really against it or for it. I think it can be too much. If I'm following 

someone and everything they put up is sponsored or like for some kind of marketing purpose, 

I think it becomes a little bit shallow but for the main part, I'm okay with it. It doesn't really 

bother me that much. It's not something that I pay that much attention to, but it's also kind of 

just there. It's expected I would say. 

 

Interviewer  

So what do you think is a good influencer? 

 

Asta 

I think the most important thing is that you are genuine and honest in what you are trying to 

influence people to or towards. You have to be reliable, trustworthy, it has to seem like you 

really mean what you are trying to promote. So I would say if you're trying to be a good 

influencer, it's important that people might easily see what you stand for and have a clear vision 

of the influencer 

 

Interviewer 

So what is a bad one? 
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Asta 

A bad one is someone who is not genuine, like one day he or she tells a story about how they 

are really body positive and then the next day they go out and have a sponsorship with some 

kind of plastic surgeon. So someone who's just very inconsistent with their brand or their image 

or how they want to portray themselves. Because I think, if people who are following you if 

they don't have a clear vision of what you are and what you're trying to influence and like what 

your influencer role is, I don't think it's not going to be good for you then. So I would say if 

you're trying to be a good influencer, it's important that people might easily see what you stand 

for and have a clear vision of the influencer. have a clear idea of what the influencer is for and 

against. So influencer don't contradict themselves, and then you come off very unreliable. And 

that's not a good thing. 

 

Interviewer 

Do you yourself follow influencers on Instagram? 

 

Asta 

I follow a couple of fashion influences, and also some makeup influencers. And also people 

who are into the whole body positivity movement. So yeah, I do.  

 

Interviewer 

What motivates you to follow these influencers?  

 

 

Asta 

I think I get inspired mostly. Or I see something, and I think, “Oh, that's cool I want that too”.  

Or the motivation behind following influencers is also that it gives me some knowledge or 

informs me, or that makes me feel a certain way which makes me react to something. It can be 

all of these things.  

 

Interviewer 

Okay. So something that you care about and find inspiring? 
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Asta 

Yeah, exactly. Something that I can relate to in my life. 

 

Interviewer 

How do you experience that influences can affect your behavior? When you're on Instagram? 

 

Asta 

I think if I see something, and I think it's cool, influencers can make me want to buy it. And in 

that way, I will start to interpret whatever they're putting out in the world, and then I see it and 

I'm like, okay, I want to try that too. But I also think, if someone keeps on saying the same 

thing, like, if it's the body positivity, and it's something about, you should be proud of your 

wrinkles or whatever, it's something that I think about, and then I'm like, okay, maybe I should 

be proud of my wrinkles. So it slowly comes into my system, and becomes a part of my way 

of thinking. In that way, I would say it is something that affects me.  

 

Interviewer 

Have you ever purchased or clicked on a link or visited a website or anything like that because 

of a post from an influencer? 

 

Asta 

I don't think I've ever purchased anything. But I have definitely clicked on a link for something 

for a website or an article or something that has taken me somewhere from an influencer post. 

 

 

Interviewer 

What do you think would be the factors leading you to take this action? 

 

Asta 

Probably a very intriguing caption, or also something like in the picture. So if there is something 

in the post that kind of catches my eye, which I think could be either the picture itself, but also 

the caption. Then I would be really interested and possibly engage with the post. 



 

102 
 

I think in my situation it is more about the visuals, because it is something that I have a tendency 

to mainly look at. So, if an influencer has a great picture or video then the influencer has a 

better chance to affect my behavior in a positive way. 

Interviewer 

How often do you think you are engaging with influencer posts? 

 

Asta 

I do that daily. Probably just liking or saving their photos.  

 

Interviewer 

So I'm going to make a bit of a scenario for you for this one. So imagine that you're scrolling 

down your feed on Instagram, and you see a post about a product or service or service that you 

care for? Would you be more inclined to engage with it if it was posted by an influencer? Or if 

it was posed by the company? 

 

Asta 

I think probably the brand, I would say. I think it depends on what it is. If it's someone who's 

trying to sell something, or you know, promote something and that is an influencer, I think I'll 

always have this idea that they are sponsored to promote it and I cannot see how that is genuine. 

Whereas if it's the brand, I know that it's their own brand. So they in some way are trying to 

sell something that I know they like. In that way I think it is more believable. They have to like 

what they're selling, whereas the influencer can be just getting paid to post about this anyway. 

 

Interviewer 

it might be more transparent for you to know the agenda? 

 

Asta 

Yeah. But I don't think there would be a large difference between the two. I just think that I, 

for some reason, would believe it more or be more inclined to click on something if it came 

from the brand itself. 

 

Interviewer 

Okay, so now I'm gonna shift the topic to your travel habits. So how often do you travel?  
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Asta 

Maybe four times a year to three times a year.  

 

Interviewer 

What type of vacation do you prefer? 

 

Asta 

Probably a city vacation since I like to explore. Not the laying by the pool for seven days kind 

of vacation. I like vacations where there is more action. 

 

Interviewer 

Would you consider finding inspiration for your next travel destination on Instagram? 

 

Asta 

Yeah, definitely I could do that. I think I would have a place in mind before entering Instagram. 

But I would definitely go to Instagram and look up a hashtag or something for this place and 

see what people are taking pictures of when they're in this location. To see if it is a nice place 

and to judge if it looks great. And to gain inspiration on what other people are seeing and 

writing about that place.  

 

Interviewer 

What is important  to you when you choose a travel destination? 

 

Asta 

It depends on the time of the trip, so in which season the trip is. But definitely something that's 

beautiful and has some pretty attractions is probably the number one. But of course also how 

expensive is it. How far away it is. If it's something that I only have a weekend for, I'm not 

going to go somewhere that takes like 14 hours to fly.  

 

Interviewer 

Have you ever been on vacation in Denmark? 

 

Asta 

Yes, I have many times, but mostly when I was younger, not so much the last 10 years. 
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Interviewer 

Why did you choose Denmark? 

 

Asta 

Because my parents always took me and the rest of the family on vacation in Denmark. But 

also I have myself chosen Denmark if some of my friends had a summer house in Denmark. 

So yeah, mostly because of family and friends.  

 

 

Interviewer 

How do you consider Denmark as a vacation destination? 

 

Asta 

I think it's very beautiful and I think it's very expensive. I think there are a lot of other countries 

that I would probably go to before I went to Denmark. But I also think that a lot of people 

underestimate Denmark since  it's such a small country and it's not really sunny or not really 

cold. It's not really anything.  I think a lot of people underestimate how nice it actually is. So I 

think when you travel within Denmark its a positive surprise or like a good surprise how nice 

it is.  

 

Interviewer 

So the last and final question you might have answered, but I'm just gonna ask again. Which 

do you prefer, to travel inside Denmark or outside Denmark? 

 

Asta 

I prefer to travel outside Denmark. Since, I am learning more about different cultures when 

going outside of Denmark. But I also think that a lot of Danes don't really go and explore more 

to Denmark. Like I've never been to Bornholm, for example, it's something that I really want 

to explore more and I think a lot of Danes should because I think many don't really travel 

around in Denmark. But I also just think the world is so big that if I should choose myself, I 

would prefer to go outside. 
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Appendix 4: Astas rating of influencer and brand posts 

4.1 right or left post  

Marienlyst Strand Hotel 

I would choose the left picture since you can get a better sense of the experience on the left 

picture as you can put yourself in her shoes. The picture on the right is more close up, which 

means I can’t really tell what she is endorsing.  

Søballegård 

The left picture is more relatable, and I once again find it easier to imagine myself sitting in 

that hot tub enjoying the sunset. It is just more relatable.  

Cold hand Winery  

That is a tough one. The pictures are very similar. However I choose the left one since there 

are humans on it.  

GoGlamping  

Right picture, it has a lot of moods and personalities. It does not look as set-up as the picture 

to the right, and you can almost smell the fire and coffée in the video 

4.2 rating table 

 

 Sofie Mathias Maria Karen Louise Asta Marie 

a 6 7 1 7 5 7 4 

b 8 8 6 8 6 8 7 

c 2 2 2 2 1 2 2 

d 4 1 7 5 7 5 5 

e 7 6 8 6 8 6 8 

f 5 3 5 4 3 4 1 

g 3 5 4 3 4 3 6 

h 1 4 3 1 2 1 3 
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4.3 rating table - ranking  

 

Post Total 

a 5,3 

b 7,3 

c 1,9 

d 4,9 

e 7 

f 3,6 

g 4 

h 2,1 

 

 

 


