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ABSTRACT

The prevalence of advanced technology has brought a new dynamic form of
communication in several business sectors, including travel industry. People, especially
millennials or Gen Y, increasingly utilize social platforms as an idea-sharing space. This
generation apparently continues to lose interest in traditional advertising as influencer marketing
is considered more effective for endorsement and can influence travel decision making.
Therefore, this study’s purposes are (1) to analyze the importance of Thai SMTIs’ and their
characteristics, such as source credibility, quality of content, and advertising disclosure on Thai
millennials’ travel decision-making process, (2) to explore the Thai SMTIs’ interaction with their
followers and organization of their organic content, and (3) to investigate the practices and
strategies of Thai SMTIs in organizing their sponsored content and interaction with sponsors.

The target population of this research consists of two groups: the first group was
Thai millennials (birth year 1981-2000) and the second group was Thai social media travel
influencers. Quantitative approach was applied by developing questionnaire survey to gather
information from the side of Thai millennials. Qualitative approach was applied by conducting
semi-structured interviews to investigate in-depth information on the side of Thai SMTIs. The
actual sample size for Thai tourist participated was 436 respondents and 21 Thai SMTIs were
interviewed.

The findings indicate that Thai millennials tend to rely on the comments or
reviews from social media travel influencers/bloggers (80.2%) as the primary information source;
nevertheless, the most influential person when it came to travel decision making, unsurprisingly,
was family and friends. The most popular platforms that this generation uses are Facebook and
YouTube. Thai millennials’ attitudes on Thai SMTIs, regardless of gender, age or level of
education, are found to be positive as these endorsers are perceived as credible and reliable. The

respondents place significantly high level of positive engagement in content that is useful and
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interesting to them even when the content includes sponsorship. The second set of data derived
from interviews found that the tactics that SMTIs utilize when creating a sponsored post include
posting time, number of product photos, tie-in strategy, useful and interesting content, and
avoiding explicit advertising words. The product or service they presented should be relevant to
their identity. Most of the participants also remarked the important characteristics of SMTIs
which consist of passion on travel, authenticity, photography skills, and communication skills.
This study recommends that SMTIs should exhibit transparency and authenticity
which are the vital attributes when millennials decide to follow an influencer. Each influencer has
their own uniqueness; therefore, the marketers should understand SMTIs’ characteristics and
make sure they fit the product or service. The marketers also should allow content creators to

freely produce the content so that they can unveil their creativity as they want and enjoy.

Keywords: Travel decision making, Electronic word of mouth, Millennials, Social media travel

influencers, Source credibility, Thailand
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CHAPTER 1

INTRODUCTION

1.1 Background

Hospitality and tourism industry is counted an essential drive of Thailand’s
economy growth which has boosted great amount of revenues to the country for decades. In 2019,
the arrivals of international tourists reached 38.12 million people, equivalent to more than half of
Thailand’s population, hence Thailand received approximately 1.91 trillion Baht in revenue
(Tourism and Sports Ministry, 2019). Since people are nowadays living in the globalized world,
the frequency of travel among people become more often than the previous times due to the
advent of technology and the internet usage. With the fast-paced evolution of Web 2.0, social
media have become more advanced which allow users to generate and share content whether
travel, food, lifestyle, health, beauty or fashion. Social media tools have been dubbed Web 2.0
and become a core element of communication strategy in daily life (Glucksman, 2017). The
power of sharing experiences and the rapid change the way people interact has brought a dynamic
communication in several business areas, including tourism sector. More people utilize social
platforms as an idea-sharing space, such as travel experience or lifestyle, exchanging opinions
which are considered as an authentic source before making a decision. The rise of social media
influencer is a good example of the prevalence of social media platforms, such as Facebook,
YouTube, Instagram and Pantip.com.

In the past few years, social media influencers (SMIs) who represent a new type
of third-party endorser, (Freberg, Graham, McGaughey, & Freberg, 2011) have increasingly been
popular in advertising strategy among young generation especially Millennials or Gen Y, the
people born between 1981 and 2000 (DeVaney, 2015; Keeling, 2003) due to the new forms of
digital practices. Millennials are now representing an economic force that create new purchasing
trends as the products and services consumed by young adults are mostly through the internet
(Ahn et al., 2019). In tourism context, the travel patterns of millennials are diverse since they are
more open to different cultures (Ahn et al., 2019) and have more personalized lifestyle. This
generational cohort find travel as one of the most crucial part of their lives (Cavagnaro, Staffieri,

& Postma, 2018). SMIs are perceived as individuals who are able to influence audience attitudes



through social platforms and become opinion leaders by sharing their knowledge within a
particular field, engaging with their followers or expressing their passion, travel and lifestyle
(Audrezeta, Kerviler, & Moulard, 2020). For instance, cross-expertized influencer marketing has
become an effective strategy to promote brands or products where the area of influencers may not
directly align with the brand’s target audience (Tellscore, 2019). Financial businesses collaborate
with a travel influencer to present complex products or services to their potential followers to
expand and attract its customers with building credibility in the niche market (Tellscore, 2019).

The evolution of Web 2.0 technology has contributed to a new form of electronic
word-of-mouth (eWOM) which is counted the important source of information that further
empower both providers and receivers (Litvin, Goldsmith, & Pan, 2008). Moreover, people are
more likely to positively perceive and react the message from trusted source and authentic content
like they receive the recommendations from friends or family. Referring to a recent survey by
IZEA Worldwide Inc. (2019), 63% of social media users informed that they find the contents
generated by the influencers to be more fascinating than scripted advertising composed by the
marketing professionals. SMIs are viewed as an opinion leader in travel-related field. In case of
tourism context, although tourists have experiences on travelling, some travelers still depend their
decision-making on other experiences to sort out the quality of products and services (Litvin et
al., 2008).

In Thailand, the number of audiences spending their time on social platforms is
interestingly significant. We Are Social and Hootsuite (2020), a socially-led global agency and
the global leader in social media management, revealed the “Global Digital 2020” report which
resulted that the users aged between 18-24 and 25-34 spend more time watching content online
than any other age group. The social media platform Facebook ranked first among Thai users
reaching around 50 million in 2020 (Statista, 2020) and YouTube ranked second with competitive
number of users compared to Facebook (Figure 1.1). Hence, Thai users are likely to consume

video posts which have the highest engagement among them.



Figure 1.1 Penetration of social networks in Thailand 2020
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The Tourism Authority of Thailand has been promoting inbound travel by
launching several campaigns through digital medias as the rapid economic slowdown due to the
widespread Covid-19 pandemic that severely hit every sector especially tourism industry.
According to Digital Advertising Association of Thailand and Media Intelligence, the leading
advertising agency, have evaluated that overall traditional advertising would decrease
significantly to 20% in 2020 and the arrival of the pandemic has drastically slowed down digital
advertising spending which now just +0.3% rate of growth, equivalent to 19,610 million baht
compared to 2018 and 2019 with rate of growth at +36% and +16% respectively (Digital
Advertising Association Thailand, 2020). On the contrary, influencer marketing is highly growing
up to 30%, equivalent to 1,800-2,000 million baht in 2020 as shown in Figure 1.2 (Chankisen,
2020).
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Many marketers choose to collaborate with social media influencers rather than
traditional advertising to promote products and services due to the popularity, openness and
creativity of the influencers. In 2019, micro-influencer marketing has been popular among
marketers as consumers now highly value authentic reviews and recommendations from friends
or real users — apparently what micro-influencers do on social network platforms (Tellscore,
2019). Thai travelers now tend to search the destination information and plan a trip through online
sources rather than inquire travel agencies directly. Furthermore, Gen Y who were born the year
1981-2000, depends heavily on user-generated content to obtain travel information before
purchasing travel-related products (Xu & Pratt, 2018). A survey indicated that Thai people are
likely to follow social media influencers who present or review contents about travel with 61.2%,
food and beverage with 53.6%, fashion with 41%, health with 38.1%, and finance with 23%
respectively (Prachachat, 2019). Previous scholars have been conducted to access how social
media influence millennials’ travelers pre-purchase behavior (Zeng & Gerritsen, 2014) and the
celebrity endorsement effect on young consumers (Chan, Leung Ng, & Luk, 2013). Although
there is some research that explore the influence of social media influencers on tourism industry
and the effects of travel blogs’ content on intention to visit a destination (Cholprasertsuk,
Lawanwisut, & Thongrin, 2020; Chen, Shang, & Li, 2014), most of the research conducted one
method which mainly are quantitative approach and there is little research that applied mixed

methods with sufficient participants. The practice and tactic of SMlIs, particularly in tourism



context, has been minimally examined. This study can fill the gap by conducting both quantitative
and qualitative methods in order to explore the impact of travel social media influencers (SMTIs)
on travel decision-making process by millennials who are the economic workforce and tech-
savvy, and to investigate the practices and strategies of SMTIs in organizing travel content (both

sponsored and non-sponsored content), as well as the interaction with followers and sponsors.

1.2 Statement of the Problem

The rapid change of the way people communicates from the previous traditional
interaction to online interaction due to the emergence of Web 2.0 and social media has an impact
on each other without actual presence. More active users spend longer time on social media
channels reading texts, watching videos, or sharing posts. Millennials are the main active users
who form the most significant user segment online (Trivedi & Sama, 2019). This cohorts
apparently continue to lose interest in traditional advertising as the interactive relationship
between social media influencers and consumers is more engaged and connected. It seems that
using social media influencers as endorser who are perceived as more relatable and credible might
be more effective than using traditional figures or celebrities. Scholar shows that influencer
marketing has led to stronger engagement with audiences than traditional advertising methods,
and trustworthy influencers (e.g., bloggers, activists, comedians, artists, and other social media
users who view their followers as fans) make the positive attitudes toward the brand (Chu &

Kamal, 2008).

1.3 Research Questions
The research questions of this study are:
1.3.1 How importance of Thai SMTIs on millennials’ travel decision-making
process?
1.3.2 How do social media travel influencers organize their content and interact with

followers and sponsors?



1.4 Objectives of the Study

The objectives of this research are:

1.4.1 To analyze the importance of Thai SMTIs and their characteristics, such as
source credibility, quality of content, and advertising disclosure on Thai millennials’ travel
decision-making process.

1.4.2 To explore the Thai SMTIs’ interaction with followers and organization of
their organic content.

1.4.3 To investigate the practices and strategies of Thai SMTIs in organizing

their sponsored content and interaction with sponsors.

1.5 Hypothesis

Hypothesis 1: Millennials’ demographic characteristics, in terms of gender, age,
income, education, and occupation, have an impact on attitudes towards influencer credibility.

Hypothesis 2: Millennials’ demographic characteristics, in terms of gender, age,
income, education, and occupation, have an impact on perceived quality of content created by
social media travel influencer.

Hypothesis 3: Millennials’ demographic characteristics, in terms of gender, age,
income, education, and occupation, have an impact on attitudes towards advertising disclosure.

Hypothesis 4: Influencer credibility has an impact on travel decision-making
process.

Hypothesis 5: Quality of content has an impact on travel decision-making
process.

Hypothesis 6. Advertising disclosure has an impact on travel decision-making

process.



1.6 Significance of the Study

The prevalence of social media has brought the new dynamic communication
which has been applied as an effective tool to promote tourism and hospitality industry. Social
media also has led to the increasing of social media influencers who represent key opinion leaders
in certain fields. The finding of the study will shed light on the endorser selection in terms of
marketing implication which helps persuade and stimulate stronger travel intentions and what
characteristics that influencers should have in order to attract target consumers. This study will
indicate characteristics of SMTIs that significantly influence domestic travel decision making of
millennials particularly focusing on online travel influencers and how much influencer marketing
is effective when it was applied with travel industry. Furthermore, this study will benefit those
who want to become a social media influencer because it will help them to understand how social
media influencers organize their content and interaction with followers and what the strategies
they use to collaborate with their sponsors and it will benefit not only tourism marketers and
tourism authority, but also perceived destination image by consumers especially millennials or
Gen Y who have been identified as a technologically savvy, being eager to pursue and high

tendency on sharing their travel experiences.

1.7 Scope of the Study
1.7.1 Scope of Research Area
The study examined the importance of Thai SMTIs on influencing
domestic travel decision making of Thai Millennials, and Thai Millennials’ attitudes toward
SMTIs. This study will also cover the practices and strategies that SMIs apply to organize their
content and interaction with followers and sponsors. The effectiveness of influencer marketing on
travel decision making by this so-called generation is discussed through the lens of SMTIs as well.
1.7.2 Scope of Demography
The main focus of this research is Thai Millennials born in the birth years
ranging early 1980s to late 1990s or 2000 who have done at least one trip in 2019 and must
follow at least one social media travel influencer on any social media platforms. For the social
media travel influencers, researcher will focus on Thai SMTIs because the main target tourists of

this study are Thai millennials. Since social media influencers are categorized into three types



based on the number of followers on their social media channels, researcher will choose to
interview each of them in order to find if there are any differences.
1.7.3 Scope of Geography
This research will be conducted in Thailand. The questionnaires were
distributed to Thai Millennials face-to-face approach and through social media platforms such as
Facebook, Line, Messenger, Twitter, and Instagram. For social media travel influencers, the in-
depth interview was conducted through phone interview and video communication using Google
Meet.
1.7.4 Scope of Time
The questionnaires and in-depth interviews were conducted during

September-October 2021.

1.8 Definition of Key Terms
1.8.1 Travel Decision Making
Travel Decision making is recognized as multi-stage process. Before
deciding to visit somewhere, travel desire is the initial phase of the process. After the travel need
is recognized, tourists will find information on travel destinations, hotels, transportations and
evaluate the alternatives before making the final decision (Moutinho, 1987; Bjérk & Jansson,
2008).
1.8.2 Electronic Word-of-Mouth
Electronic word-of-mouth can be defined as a form of Internet-based
communication related to specific products or services between those people who perceived the
sources as noncommercial messages, including the communication between producers and
consumers (Litvin et al., 2008).
1.8.3 Millennials
There are discussions on the exact definition of millennials. Some scholars
indicate that the so-called millennials were born between 1980s and 1990s (Dimock, 2019;
Sweeney, 2006) while others describe millennials are people born in 1980 and 2000 (Stein, 2013;
Siegel & Wang, 2018; Ahn, Lee, & Lee, 2019). Millennials are described as technologically

savvy and connected, and effective at multitasking (Sweeney, 2006).



For the purpose of this research, millennials (Generation Y) are defined
as those who were born in the years 1981 to 2000 and are considered as digital natives since the
Internet and digital technologies rapidly evolved in this period which has been significantly
advancing the new tools and online platforms for communication.

1.8.4 Social Media Influencer
Kay, Mulcahy, and Parkinson (2020) defined social media influencers
(SMIs) as individuals who have a big number of followings on social media which attract those
followers to be engaged and have ability to use this popularity for marketing to reach certain
products or services. Influencer can be ordinary people who can affect others’ attitudes and
decisions and is perceived as key opinion leaders, individuals in a social networking who can
have a great impact on other people’s opinions and adoption.
1.8.5 Social Media Travel Influencer
Travel influencers are endorsers who have the ability to influence others’
decision on travelling, visiting destinations to promote locations as well as specific businesses,
and producing travel content posting on social media (Sid, 2020; Stoldt, Wellman, Ekdale &
Tully, 2019). These influencers mostly have a passion to travel and share travel experiences on
their own platforms to inspire their audiences who perceive these endorsers as reliable.
1.8.6 Source Credibility
Source credibility is the extent to which audience perceive a
communicator’s positive characteristics as a reliable source (Ohanian, 1990). The source
credibility dimensions in terms of online context are attractiveness, trustworthiness and
competence which was proposed by Djafarova and Trofimenko (2018). Attractiveness refers to
the physical attractiveness of a communicator. Trustworthiness refers to the audiences’ perception
that consider speakers as sincere or truthful. Competence refers to communicator perceived

ability in specific knowledge, experience, and skill.
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1.9 Conceptual Framework

H1: Millennials’ demographic characteristics, in terms of gender, age, income,
education, and occupation, have an impact on attitudes towards influencer credibility.

H2: Millennials’ demographic characteristics, in terms of gender, age, income,
education, and occupation, have an impact on quality of content created by social media travel
influencer.

H3: Millennials’ demographic characteristics, in terms of gender, age, income,
education, and occupation, have an impact on attitudes towards advertising disclosure.

H4: Influencer credibility has an impact on travel decision-making process.

HS: Quality of content has an impact on travel decision-making process.

H6: Advertising disclosure has an impact on travel decision-making process.

Figure 1.3 Conceptual framework
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2.8 The Effectiveness of Influencer Marketing

2.1 Travel Decision Making

Decision-making is recognized as a multi-stage process. Before deciding to visit
somewhere, tourists need information on travel destinations, hotels, transportations to ensure that
they make the best possible travel decision. For example, if tourists are visiting an area for the
first time, it is reasonable that they might ask others who are more experienced or more
knowledgeable in a specific place or do travel information search before making travel
selection. This is a learning process by searching through the information environment. An
individual may realize some causes that cannot be carried out such as owing to conflicting
schedules of company or unavailable transport tickets, resulting in either the person changes those
parts or cancel the trip (Jeng & Fesenmaier, 2002). Making a travel choice does not only involve
a single decision, it also consists of several sub-decisions that tourists need to consider before

going on a trip; why they travel, where to go, when to do, what to do while on vacation, how to
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get to the chosen destination (Bjork & Jansson, 2008). There are various theories and models that
describe the decision-making process (Engle, Kollat, & Blackwell, 1968; Bjork & Jansson, 2008;
Jeng & Fesenmaier, 2002; Moutinho, 1987). The traditional model of consumer decision making
developed by Engle, Kollat, and Blackwell (1968) is widely accepted which describes how
decisions are made when choosing among a list of alternatives available. The first stage starts
from problem recognition when an individual has travel needs, then searching travel information
for further references, evaluating the alternatives to make the final purchase decision, purchasing
the travel-related products and services, including booking in advance, and the final stage is post
purchase which indicates an individual’s satisfaction whether sharing positive or negative
experiences (Figure 2.1).

Jeng and Fesenmaier (2002) proposed the travel planning model suggesting that
a trip decision comprises of a number of decision facets with the characteristics of
multidimensionality, sequentiality, and contingency. First, a tourist often seeks for multiple travel
needs and benefits to reach their satisfaction. The travel decision-making process involves various
decisions, such as destinations, mode of transportation, accommodations, tourism activities,
length of stay, travel partners, places to dine, etc. This perspective indicates that travel planning
conveys many subdimensions which play an important role because a destination conveys many
attributes, such as cleanliness, safety, activities, quality of restaurants and accommodations,
friendliness of local people, infrastructures, etc. Second, travelers generally develop decision
heuristics that support the trade-off process between satisfying travel needs and reduced effort
needed to make a decision. Each sub-decision is prioritized by the decision maker, breaking the
complex ones into different categories and it is considered as a hierarchical and sequential process
when the elements are evaluated after information integration (Crompton, 1992). Third, travel
decision making is a contingent process as some decisions made in the initial process may be
fixed prior to the trip whereas other decisions made after initial planning and less important are
changeable and temporal due to circumstances. For example, travel destinations and travel
partners may be considered to be made in the earliest stage as it is the most crucial decision

before other ones are made such as accommodations, attractions, restaurants, duration, etc.
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Figure 2.1 Consumer decision-making process
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Source: Engle et al. (1968)

Moutinho (1987) suggested a more expanded conceptual framework of tourism
decision. He maintained that destination choice was a compulsory decision among a group of
other sub-decisions that comes after travel needs had been aroused and information has been
consulted. To take actions on travel, there are a number of factors that influence tourist behaviors;
how people perceive a destination as a destination choice, the convenience of transportation,
travel motivations that affect their travel decision, how demographic variables affect those
decisions and travel behavior. In addition to travel desires or needs, marketing stimuli, social
factors, characteristics of the destinations and other external factors were considered as influences
on the destination choice. Before having any travel needs or specific purpose of trip, people may
obtain and accumulate information on potential destinations and build impression of some
destinations (Moutinho, 1987).

Dwityas and Briandana (2017) describes the model adapted from Travel
Decision Making Model of Methieson and Wall (1982) of social media uses in tourism decision
making that it can be divided into three phases: pre-trip, during trip, and post-trip phases.

® Pre-Trip Phase or before the travel is the phase when someone desires
to travel and collect information, considering and evaluating the basis of tourism image and
activities. Some products such as flight tickets, room reservation is included in this phase as it
should be completed before the traveling when travel decision occurs in this phase.

® During Trip Phase or when travelers are on the trip experiences.
Travelers might share their experience through social media with others. This phase includes
purchasing products and services during the trip, such as transportation, accommodation, food,
souvenirs, and clothes.

® Post-trip Phase or when travelers returned from traveling, in other

words, they accomplished the trip. It is the phase of evaluation from their experience whether it
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reaches their satisfaction which affects the travel decision making in the future. Also, travelers
might give feedback to the travel applications, tourism-provider agencies or websites where other

users can assess which lead to future travel decision making.

2.2 Social Media

2.2.1 Definition of social media

Social Media is a platform of the internet-based applications that evolved
from Web 2.0, and that allow users to create and publicly share online content (Kaplan &
Haenlein, 2010). The advances of the Internet have emerged new digital technologies and tools
that have been dubbed Web 2.0, especially channels like wikis, blogs, social network sites like
Facebook, Myspace and LinkedIn, photo and video sharing sites like Instagram, YouTube, and
TikTok. The great expansion of social media, particularly in the hospitality and tourism industry,
such as Facebook, YouTube, Instagram, or Pantip.com has led to an increased number of tourists
producing content through these community platforms, sharing photos, reviews, or videos online.

The user-generated content (UGC) is applied in various forms that are
created by users and it is publicly accessible, making social media become fundamentally a huge
platform of content exchange (Kaplan & Haenlein, 2010). Furthermore, social networking
platforms allow users to choose whether they prefer to make content available throughout the
webs where all can access, only their friends, or specific individuals (Munar & Jacobsen, 2014).
Due to the fast development of Web 2.0, which all users can create their own content via online
platforms, those perceived as an opinion leader tend to influence the viewers’ decision.
Influencing is not a new phenomenon. According to Buttle (1998), “Word-of-mouth
communication has been acknowledged for many years as a major influence on what people
know, feel and do”. For example, although tourists have experiences on travelling, some travelers
still depend their decision-making on other experiences to sort out the quality of products and
services (Litvin et al., 2008). The evolution of WOM is eWOM or electronic word-of-mouth
which allows reviewers, who are perceived as a guru in their expertise and add comments on
social networking sites consistently, become the travel opinion leaders among followers (Litvin et
al., 2008). The top social media channels that are most popular among users are Facebook,

YouTube, Instagram, and Twitter. In Thailand, the most popular social media platforms that most
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people are likely to use to do information search, specifically in travel and tourism, are Facebook,
Instagram, YouTube and Pantip.com.

Facebook is a social networking site that allow users to create posts
whether in the forms of letters, photos, and videos on their own account or other account if they
are allowed to. The features of like, comment, and share is the indicators of the posts’ popularity.
It is the practice of social sharing of experiences, enabling users to interact with others who share
the similar interests. In 2021, there are 280 billion monthly active users on Facebook and 1.80
billion for daily active users (Mohsin, 2021a). Facebook plays an important role in many aspects
of tourism, such as information search, tourism promotion, tourism marketing, and decision-
making process which may not lead to a direct change of travel behaviors, but it notably
influences attitudes and values that could affect their future perceptions in the longer term (Zeng
& Gerritsen, 2014).

YouTube is a video-sharing site that enables users to upload, share,
download, and watch videos with over billions of contents viewed every day. YouTube has over 2
billion active users each month and is the second-most popular social network after Facebook
(YouTube, 2021). In tourism aspects, YouTube is one of the effective marketing tools in
promoting tourism attractions and activities as it can stimulate sensory, motivating tourists to visit
the destinations. Kim, Choe, and Lee (2017) studies the effectiveness of using video clip posted
on YouTube to promote food tourism and found that making a video content is more effective
and generating the positive outcomes such as the high level of visit intention in Hong Kong for
food tourism.

Instagram, a photo and video-sharing mobile-based app officially
launched in 2010 with currently more than 1 billion active users (Mohsin, 2021b), is now one of
the potential social networks that has 88% of users outside the U.S. and most of the users are
young people aged under 35, Generation Y or millennials. Many people use Instagram as the
information search when it comes to travel by putting names of the destinations after #hashtag,
watching billions of photos and videos available public. Instagram has been effectively evolving
from photo- to video-sharing, especially for Instagram Story and the new feature, Reel, inviting

users to record and edit 15-second videos with some editing tools such as audio, timer, speed, and
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AR effects. The Instagram features serve as another powerful marketing tool for businesses and
tourist destinations.

Twitter is another free social networking site, enabling people to
communicate through limited messages per post or tweet, being restricted the texts of up to 140
characters. Twitter has more than 187 million daily active users and the largest generation that use
this platform is millennials. In tourism context, #hashtag feature is useful as a marketing and
communication tool. It can provide mechanism to communicate with young people who may not
be interested in marketing message in other forms of media (Hay, 2010). A study of the role of
Twitter in tourism recovery in tsunami-hit areas in Japan found that the official tweeted
information was effective for promotion of ordinary tourism and attractions of volunteer tourist;
however, it depends on the type of tourism (Fukui & Ohe, 2019).

Pantip.com is a community sharing web board in Thailand
established since 1996 which is evolving to be a provider of information or a source of
knowledge (Leesa-Nguansuk, 2016). It is one of the most popular local websites as users can
create their own board and share the information or discussion with other users in a variety of
topic, including complaints of products and services. Many Thai people look for information such
as product reviews, travel destination, entertainments, financial issues, cooking recipes, etc. A
study demonstrates that Pantip.com is the most influential website on travel decision making
among Thai tourists as there are approximately 450 million pages views per month and 4.2

million users per day in 2016 (Thanasopon, Sumret, Buranapanitkij, & Netisopakul, 2017).

2.2.2 Social Media and Travel Decision Making

The evolving forms of communication and the ability to access the
Internet make information accessible. In all stages of traveler’s decision making, social media
platforms act as a primary source of information which is the key elements throughout the
process. Information is extremely essential in the tourism industry, especially millennials who
spend a large amount of their time on social media in order to gather information and purchase
products (e.g., flight tickets, accommodation, transportation).

The travel decision-making process through social media was developed

in a semi-circular process (Figure 2.2) which demonstrates the stages from pre-trip to post-trip
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including the step of identification of problem search, alternative evaluation, decision making and

evaluation after travel (Dwityas and Briandana, 2017).

Figure 2.2 Social media in travel decision-making process
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In the first stage of the process, tourists perceive the travel needs or desires,
responding to social media content about travel activities by reading reviews, watching travel
videos, or looking at pictures through online. After responding to the needs, travelers collect the
information such as interested destinations, types of hotels, dining restaurants, and transportations
in different ways; for example, asking friends/relatives, searching on social media, visiting travel
agencies’ websites or reading travel books. The next stage is alternative evaluation. In this phase,
travelers evaluate the gathered information from various sites to reach the preference of travel
destinations, activities, and products that will be consumed. After alternative evaluation, tourists
move to the stage of confirming the information that has been collected and evaluated, a stage of
decision-making. Previous booking and purchasing online for travel flights, accommodations are
done in this stage. When the pre-trip stage is completed, the next stage is the during-trip stage
where tourists start the journey and explore travel experiences. At this stage, tourists are enriching
additional information about tourism-related products and exchange the experience with others
through social media platforms. For instance, they might upload photos or videos, describe the
destinations and receive feedback in real time. The last stage of the post trip is sharing content.

After tourists return from travelling, they tend to share information or write feedback through a
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variety of social media platforms or travels’ review sites such as TripAdvisor, Expedia, or
Booking.com. or share their travel experiences on their personal account on social media
platforms. Kang and Schuett (2013) found that in the post travel, perceived enjoyment (e.g., from
digital influencers) increases the use of social media which directly influences the actual travel-

experienced sharing behavior.

2.3 Millennials and Travel Decision Making

Millennials or Generation Y who were born in the years early 1980s to late
1990s or 2000 (DeVaney, 2015; Keeling, 2003; Visit Scotland, 2017; Stein, 2013; Siegel &
Wang, 2018), Some scholars suggest the older millennial generation were born in 1981-1989 and
the younger millennial generation were those who were born in 1990-1999 (Ahn, et at., 2019). On
the other hand, Pew Research Center suggest that people born between 1981 and 1996 are
considered Millennials. Hence, this study focuses on a millennial born between 1981-2000. This
generational cohort segment is considered as digital natives since Internet and digital technologies
rapidly evolved in this period which has been significantly advancing the new tools and online
platforms for communication. This cohort has become one of the largest and most influential
young population who represent an important economic force (Ahn et al., 2019). The
characteristics of millennials are significantly different compared to the older generation as they
were born and grew up before the Internet is widely used until the digital explosion on the
Internet when large amount of data is in their hand. Sweeney (2006) pointed out that millennials
are more selective as there are more choices for them to choose. People in this generation easily
accept diversity (e.g., of race, lifestyle and custom) more than the older generations who were
born before the year 1980 (Ahn et al., 2019). They are also more personalized and customized to
meet their needs and interests since social media keeps them up to date regarding trends and
things are changing over time. Generally speaking, millennials are described as technologically
savvy and connected, and effective at multitasking; therefore, they tend to be flexible, open to

change yet impatient at the same time (Sweeney, 2006; Young & Hinesly, 2012).
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Table 2.1 Definitions and characteristics of millennials

Author’s name

Birth year of

millennials

Characteristics

DeVaney, 2015

1980-2000

Millennials are described as “digital natives”. They
are entitled, value work-life balance, impatient,

multitasking, and team-oriented.

Keeling, 2003

1982-2003

Millennial is characterized as being protected by both
their parents and society as they are becoming the
largest workforce. They are optimistic, confident,

team players, and ethnically diverse.

Stein, 2013

1980-2000

Millennials worldwide are more similar to one another
thanks to globalization and social media. They have
high self-esteem, optimistic, less civic engagement.
They embrace the system, are pragmatic idealist, and

life hackers.

Dimock, 2019

1981-1996

Millennials came in the era of the Internet explosion,
and they entered the workforce facing the economic
recession. They are seen to be the most racially and

ethnically diverse adult generation.

Ahn et al., 2019

1981-2000

The millennial generation is more open to different
cultures and foreign languages. They are hailed as
digital natives. Generally, they are assertive, easily

accept diversity, optimistic, and confident.

Khan, Fatma,
Kumar, &

Amoroso, 2021

1980-2000

This cohort has the most discretionary income offered
to them. They are more likely to become loyal

consumers if a brand engages them.
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Author’s name

Birth year of

millennials

Characteristics

Visit Scotland,

Early 1980s to

Millennials were born during the period when

2017 late 1990s’ or computer were reaching mainstream. They are
early 2000s more connected, tech-savvy, and demanding than
previous cohorts.
Hendriyani & 1980-2000 The millennial generation is more connected and
Chan, 2018 embrace digital technology in their daily life.
They have higher self-esteem, assertiveness, and
confidence
Siegel & Wang, 1982-2000 Millennial is considered a digital native who is
2018 technologically savvy. They are more self-focused
than other previous generations and social media
serves as the way to show off their personal
experience.
Sweeney, 2006 1984-1994 Millennials are “natives” in the new digital world

who are more selective as there are more choices
for them, preferring learning by doing. They are

customized, multitasking, and impatient

Millennials tend to give the meaning to travel and prefer to gain more tourism

experience, visit new destinations to acquire new knowledge, meet other (local) people, and to be

in contact with nature (Cavagnaro et al., 2018). Young travelers have the ability to search

information that is directly related to knowledge of new technologies. The young adults show

diverse travel patterns, seek for more both domestic and international travel experience, spend

more time on searching travel information on social media, and prefer to purchase travel products

and services through online platforms (Ahn et al., 2019). When planning a trip, this generation is

more likely to do travel research through social media or search engines before selecting ideal

destinations in order to get

authentic experience.

Apart from family and friends’
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recommendations or travel photos posted by relatives, the user-generated content (UGC) can have
a great impact on the destination selection (i.e., independent traveler reviews on TripAdvisor or
Booking.com) especially when for their first-time visit. Contents presented by professional travel
bloggers or social media influencers who benefit from credibility in their community are also
considered as an important source of travel information for the initial phase of travel planning
process (Maria-Irina & Istudor, 2019). Furthermore, the results of Cholprasertsuk, Lawanwisut
and Thongrin (2020)’s study regarding the influence of SMIs on tourists’ behavior and travel
motivation revealed that 92.3% of participants have been influenced by SMIs on travel decision
making. In addition to exceptional experience, price is another important factor that affects travel
decision making of the millennials. Before making a decision, the so-called millennials are likely
to seek the opinions of other people who have experienced in specific destination or service,
reducing the risk of making mistakes (Barton, Haywood, Jhunjhunwala, & Bhatia, 2013), rather
than similar information from travel companies or travel websites (Maria-Irina & Istudor, 2019).
Furthermore, the advancement of technology makes people lives much easier and decisions are
likely to be made much quicker as well when it comes to plan a trip since the decline in the use of
printed maps which is the result of the expanding adoption of GPS systems (Xiang, Magnini, &
Fesenmaier, 2015), leading users to the right destinations with little chance of getting lost. Many
unknown destinations are now being-known due to the rapid growing Internet-based platforms,
attracting a number of travelers to visit a specific place.

In addition to information search, evaluation of alternatives, and travel final
selection, millennials tend to share travel experiences on social media during and after a trip
which makes them an active participant in social media. Young travelers allocate a greater share
of their travel budget to accommodation, food, and shopping (Ahn et al., 2019). During the trip,
many, especially Gen Y, has been creating and sharing content on social media as everyday
routine (Du, Leichty, Santos, & Park, 2020). In Xi’an city of China, the 15-sec video of a young
female dancer in Tang costume dancing like a roly-poly toy was shared on a short-form video
platform TikTok, one of the most popular social media platforms among Chinese millennials,
which suddenly went viral and attracted thousands of tourists to visit the destination. The similar
videos were re-created and repost on TikTok by the tourists, becoming the cultural highlight of

Xi’an (Du et al., 2020). The proportion of over 60 percent of millennial travelers see tourism
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experience as a crucial part of their lives (Barton et al., 2013). It is not only about visiting a
destination, but it means discovering new experiences and cultures. Cavagnaro et al. (2018) study
indicated that the four components of travel meaning to the millennial generation are personal
development, interpersonal exchange, entertainment, and relaxation.

However, since the rise of SMTIs has become one of the important information
sources in tourism industry, the relationship that travel influencers create between them and their
potential followers to expose the travel experiences and authentic opinions in a way that people
can engage with and share the similar experiences of a destination or activity with the influencers
thus lead to changes in tourists’ behavior. The availability of information about destinations on
social media presented by other users, particularly travel-related bloggers, is linked to tourists’
travel motivation. In recent years, many travel marketers chose to cooperate with these endorsers
more and more as the influencer marketing is proven to be more effective and become solid
alternatives to direct tourists’ decision when it comes to destination choice (Cholprasertsuk et al.,
2020). The majority of marketers believe that influencer marketing offers the higher Return on
Investment (ROI) even more than the traditional marketing tools such as email marketing, social
ads, and SEM (Ying, 2020) as this new branch of marketing can improve destination’s image and
serve as a destination branding strategy (Glover, 2009). In fact, nearly three quarters of young
generations in the U.S. follow influencers on social media (Locke, 2019) and people spend more
time on consuming content from these social endorsers. This, thus, mean influencer marketing
can influence tourists’ travel decision making where tourists would choose to follow those who

are reliable, attractive, and relevant to them.

Demographics and Travel Decision Making

The perceived credibility shows that endorsers have positive and
significant effects on consumer’s consumption (Ohanian, 1990). The younger generation is more
likely to be attracted by social influencers who play an important role in marketing as a key
opinion leader than the older generation who are more reliable on their own beliefs and
experiences. The impact of para-social interaction, imaginary relationship with media performers
starts from spending time on media consumption until audiences think they know the performer
well (Reinikainen, Munnukka, Maity, & Luoma-aho, 2020), is slightly more predominant to the

younger generation when it comes to making purchase decisions (Sokolova & Kefi, 2020). A
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scholar using in-depth interview method to investigate if social media influence tourist’s
destination choice revealed that people aged of 21- 40 are considered to be influence by social
media while individuals whose ages above 41, which are the majority of participants, are likely to
be much less influenced by social media when it comes to destination decisions since they would
rather perceive themselves as experienced travelers and internet observers (Tham, Mair, & Croy,
2019). Young adults spend longer time on social media; however, the thing is not only about the
platforms but the people they follow (Tham et al., 2019). A study of social media influencer: the
impact of gender on emerging adults indicated that both male and female are likely to be
influenced by social influencers when males are drawn by influencers who promote technology
and gaming products while females are mostly influenced by beauty influencers. The important
factors in the impact of SMIs’ posts are entertainment and informativeness (Lokithasan, Simon,
Jasmin, & Othman, 2019). Sun, Leung, and Bai (2021) examined the role of followers’ genders in
event SMI marketing effectiveness which showed that women are influenced more directly by the
attitude of the followed influencers than men. Male followers are more likely to be indirectly
impacted as a result of their perception on social media posts. Han and Chen (2021) show that
their attitudes towards SMTIs are positively associated with their intention to visit the endorsed
destinations regardless of educational level and income.

Hypothesis 1: Millennials’ demographic characteristics, in terms of
gender, age, income, education, and occupation, have an impact on attitudes towards influencer
credibility.

In general, men and women has been acknowledged in different perceived
information process and decision making which means it would be assumed that cognitive gender
differences affect information’s searcher preferences (Kim, Lehto, & Morrison, 2007). Meyers-
Levy (1988) argued that males are likely to depend on their own opinions and were more likely to
be driven by overall message themes, making a decision more quickly than females who rely on
several information sources prior to decision-making and more engaged in detailed elaboration of
the content (Kim et al., 2007). Females relatively consume social media for entertainment and
passing time while males use the social network sites for opportunities to identify with close
friends or group members who act similarly and for learning (Barker, 2009). Also, perceived

usefulness is found to be the main impact on male when consuming content (Assaker, 2019).
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When it comes to age differences, older adults tend to trust their own views and less likely to seek
further information in their decision-making and adoption process. On the other hand, younger
adults who are more result-oriented are prone to obtain message content posted by others with the
degree of credibility (Cheung, Xiao, & Liu, 2014; Assaker, 2019). Lou and Yuan (2019) found
that the participants who had an average age of 33 recognized the informative and entertaining
value of the influencer-generated posts along with their credibility and these positively affect trust
in branded content created by SMIs. A survey indicates that 50% of the 25-64 aged subscribers of
YouTube travel content are interested in a broader range such as official channels, travel
reviews/tips, travel tours, and travel vlogs while younger travelers aged 18-24 tend to be more
interested in travel vlog which gives authentic feeling, getting aspired to travel (Crowel, Gribben,
& Loo, 2014).

Hypothesis 2: Millennials’ demographic characteristics, in terms of
gender, age, income, education, and occupation, have an impact on quality of content created by
social media travel influencer.

In terms of influencer marketing, a study demonstrated young female’s
attitude toward destination and advertisement is slightly more positive and have a higher level of
visit intention than male (Xu & Pratt, 2018). Males prefer straightforward advertisement that
allow them to obtain information of the products and made aware of the benefits and drawbacks
of the products (Lokithasan et al., 2019). Male is found to be more impulsive decision maker
compared to woman’s but both genders prefer high quality of services and well-organized travel
plan (Choudhary & Walia, 2021). Colliander and Erlandson (2015) found that disclosing
sponsorship negatively affect the attitudes of perceived credibility of blogs and the bloggers. The
manipulative and commercial conversation is claimed to be devalued and it can decrease
credibility after a third-party revelation of sponsorship. Conversely, the result of Xu and Pratt
(2018) revealed that there was no significant difference in terms of attitude toward advertisement
endorsed by SMIs on destination between male and female, but females had slightly more
positive attitude toward advertisement and higher level of visit intention than male respondents.
On the other hand, Birknerova, Frankovsky, Zbihlejova, & Parova (2018) indicated that women
perceived advertising more intensely and has a higher expectation of advertising than men. Kay et

al. (2020) examined the effect of macro and micro influencers and their disclosure on advertising
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sponsorship on consumer evaluation of product demonstrated that the disclosure of sponsorship
leads to significantly higher levels of purchase intention, especially for younger adults who
average age of 18-35 years old. Moreover, Weismueller, Harrigan, Wang, & Soutar (2020) found
that the participants whose age between 18-34 perceived that disclosure of advertising indirectly
influence their purchase intention. In fact, there is no significant difference between the levels of
advertising recognition. In other words, the use of explicit advertising disclosure language did not
enhance the use of implicit sponsorship disclosure language and no disclosure as consumer has
recognized instantly the sponsored posts regardless of the presence of sponsorship disclosure and
the ages of consumer (Lee & Kim, 2020).

Hypothesis 3: Millennials’ demographic characteristics, in terms of
gender, age, income, education, and occupation, have an impact on attitudes towards advertising

disclosure.

2.4 Word of Mouth in Tourism

WOM was defined as the act of exchanging information in face-to-face
communication about specific products or services between those people who perceived the
sources as noncommercial messages (Arndt, 1967; Litvin et al., 2008). Litvin et al. (2008)
conceptualized the WOM model, suggesting that the motivated contribution from the opinion
leader, who expose themselves to mass media sources is the independent variable, and two types
of mediating variables are the relationship between the originator and the listener, resulting in the
outcomes of WOM (Figure 2.3). The favorable WOM increases purchase intention; on the other
hand, unfavorable WOM gives the opposite consequence (Litvin et al., 2008). Moreover,
Jalilvand (2016) revealed that WOM has greater significant influence than mass media on
destination image, tourists’ attitude on destination and, consequently, travel intention. Choi, Kim,
and Lee (2018) studied the major determinant for Emirati patients to visit South Korea and found
that more than half of the patients mentioned that word-of-mouth was the main source of
information and the primary determinant for choosing the specific hospital and the country as a
medical destination. WOM is widely recognized as a common tactic that people seek for other
advice as part of their decision-making which can conclude that WOM, both positive and

negative, has the potential to influence customer buying decision (Sparks & Browning, 2011).
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Figure 2.3 A conceptual model of word-of-mouth
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Social media offer large opportunities to exchange information, opinion,
experience, or products with others and word-of-mouth plays an important role in influencing
consumer behavior. The higher the self-presence and the self-disclosure, the more people interact
with each other and develop closer relationships even between strangers (Kaplan & Haenlein,
2010). The development of word-of-mouth from face-to-face into online which is so-called
electronic word-of-mouth (eWOM) has brought a significant impact on planning process,
particularly in the tourism industry.

The emergence of electronic word-of-mouth became an essential strategy in
marketing which has ability to reach large audiences within a short period of time (Abubakar &
Ilkan, 2016) in order to generate more revenues, collaborating with social influencers, or opinion
leaders, to promote the brands, products, or destinations. The important challenge for marketers in
tourism industry is the rising importance of eWOM in influencing consumers’ perceptions,
intentions as well as choice of products in the concept of travel planning. The ubiquitous access to
the Internet affects the changing travel planning behavior when many travelers now put off some
decisions, they used to make prior to embarking the journey (e.g., restaurants or shopping centers)
(Xiang et al., 2015). Abubakar et al. (2016) asserted that eWOM has a positive and significant
impact on med-tourist’s destination trust and travel intention for both male and female. The
destination that is enhanced by opinion leaders and online reviewers who register their points of
view about specific interest to the target audience can accelerate WOM about destination and as a

consequence, form the destination image (Jalilvand, 2016). It can be said that the value of
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electronic word-of-mouth and user-generated content obviously influence the audience’s attitudes
toward destinations and such communication is more influential than other sources because it is
viewed as a reliable information and the spread of WOM travels much quicker on the social

networks.

2.5 Social Media Influencers

Social media influencer represents a new-type of independent third-party
endorser who shape audiences’ attitudes and perceptions through social media such as blogs,
tweets, and other social devices (Freberg et al., 2011). Unlike celebrities who are well-known via
traditional media, Kay et al. (2020) define SMIs as individuals who have a big number of
followings on social media which attract those followers to be engaged and have ability to use
this popularity for marketing to reach certain products or services. Influencers define themselves
as ordinary and approachable personalities which could make people feel similar or close to them
as peers (Chapple & Cownie, 2017). Anyone can become a social media influencer if his/her
opinion can affect individual decisions. A marketing agency explained that people tend to believe
the information or content from influencers whom they admire or consider as an expert in specific
knowledge (Hoos, 2019) such as healthy living, travel, lifestyle, fashion, food, or beauty. Many
audiences are consistently motivated by an influencer who has authenticity and opinion
leadership. Thus, those viewers who follow social media influencers are not limited because the
content that they perceive from SMIs can be shared by these viewers which can result in the
higher opportunity to reach new followers (Kay et al., 2020). The perceived content of a
destination shared by video creator or travel influencers can shape destination image of a
particular place. Du et al. (2020) had interviewed 12 participants who consume, produce, and
share videos on TikTok and found that several participants are likely to visit the destinations after
watching travel video on this social media platform which also impact the perceived image of a
destinations.

There is discussion regarding classification of social media influencers. For
example, Campbell and Farrell (2020) divided influencer into five distinct categories which are
celebrity influencer, mega influencer, macro influencer, micro influencer, and nano influencer

which is similar to AnyMind (2020), the influencer marketing platform, that categorizes
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influencer into five levels which include Top-star, Macro, Micro, Nano, and End-user. It also
shows the effectiveness of each type of influencers as well as the different strategy implemented

(Figure 2.4). These classifications mostly are based on the number of followers.

Figure 2.3 Categories of Influencers
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Some suggest four levels of social media influencers; mega, macro, micro and
nano (Influencermarketinghub, 2020; Butner, 2019) whereas others suggested three levels; mega,
macro and micro (Porteous, 2018; Neil, 2018). The current study will focus on a three-level
classification which are mega, macro and micro influencers since this study will focus only on

Thai millennials (Figure 2.5).

Figure 2.4 Types of social media influencers
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2.5.1 Mega Influencer
Mega influencer is any individual who has more than 1 million
followers on at least one platform. These influencers include celebrities, public figures, artists or
other people who became famous online by expressing their talent and opinion to audiences (Neil,
2018) and gaining credibility when those are perceived as an opinion leader. One example of Thai
travel influencer is I Roam Alone, a normal person who loves to solo-travel, share her
experiences on social media and later became one of the most famous female-solo travel blogger
and influencer on Facebook with more than 3.8 million followers, attracting many brands
associated with her work such as Sophera, TMB, Samsung etc. Her channel of followers keeps
growing even though some of her videos are sponsored.
2.5.2 Macro Influencer
Macro influencers differ from mega influencers in terms of the
number of followers and their post cost, with followers numbering between 100,000 and 1
million. Macro influencers achieve a stronger engagement compared to mega influencers as they
are dominant in specific domains (e.g., travel, food, beauty) and they often inspire their viewers to
be like them (Campbell & Farrell, 2020). Macro influencers are considered to bring a higher
awareness and create a huge social conversation which plays an important role in decision making
(Tellscore, 2019).
2.5.3 Micro Influencer
Micro influencers are smaller macro influencers in both scale and
scope. With the number of followers counts between 10,000 and 100,000, micro influencers
mostly focus on niche audiences who can feel that they have closer relationships with the
influencers, appealing individual interest in certain areas. Using micro influencers in promoting
engagement is highly effective due to the ability to reach the target audience and high conversion
(e.g., click, subscribe, sign up, download and purchase) (Tellscore, 2018). Many niche marketers
usually employ micro influencers so that interaction with customers is more intertwined than

mega or macro influencers (Isyanto, Sapitri, & Sinaga, 2020)
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2.6 Social Media Travel Influencers

2.6.1 Definition

In the tourism industry, social media travel influencers (SMTIs) are
endorsers who have the ability to influence others’ decision on travelling, visiting destinations to
promote locations as well as specific service sectors, and producing travel content (Sid, 2020;
Stoldt et al., 2019). These influencers mostly have a passion to travel and share travel experiences
on their social platform to inspire their audiences who perceive the content as reliable and
interesting. Travel influencers are not only about sharing destinations and judging the quality of
airlines, restaurants, hotels, but also ability to convey the contents which are able to touch
audiences’ interest which is another skill that travel influencers must acquire. Chris Burkard, for
example, is a travel photographer who has 3.6 million followers on his Instagram account whose
portrayed photos bring audiences closer to nature, showing the story-telling videos and photos in
different angles and inspiring people to travel. The quality of message or content is also vital to

the field as it represents influencer’s authenticity and creativeness.

Figure 2.5 Chris Burkard’s Instagram profile
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2.6.2 Influencer Credibility

The credibility is an important factor for communicators who can affect
the receiver's acceptance of a message in its persuasiveness (Lou & Yuan, 2019). Source
credibility is the extent to which audience perceive a communicator’s positive characteristics as a
reliable source (Ohanian, 1990). Hovland, Janis, & Kelly (1953) proposed two dimensions of
source credibility which consist of expertise and trustworthiness. A high source in expertise
appears to lead to positive attitudes toward the endorser and advertisement (Braunsberger, 1996).
McGuire (1985) proposed a component of the source credibility: attractiveness, explaining that
the effectiveness of a message depends on an individual’s familiarity, likability, similarity, and
attractiveness. Pornpitakpan (2004), who reviewed the empirical evidence of the effect of
credibility of the message source on persuasion, indicated that in terms of attitude toward the
advertisement, perceived attractiveness of the endorser was more important than expertise and
trustworthiness. Trustworthiness, attractiveness, and perceived similarity positively influence
their followers’ trust in their branded posts (Lou & Yuan, 2019) and the trustworthiness
and similarity dimensions (e.g., demographics, values or cultural background) are the key sources
of peer-endorser credibility that strongly influenced advertising effectiveness (Munnukka,
Uusitalo, & Toivonen, 2016; Morimoto & La Ferle, 2008). Furthermore, in terms of tourism
context, the scholars suggest that people, especially young generation, prefer to seek travel
information from tourism influencers who are competent and experienced in certain inclusive
information in order to avoid possible risks when travelling (Cholprasertsuk et al., 2020). Those
who are perceived to be attractive are also considered to be similar to the consumer as well as
normal looking (Munnukka et al., 2016). Djafarova and Trofimenko (2018) who studied source
credibility of micro-celebrity on social media proposed new source credibility dimensions in
terms of online context based on previous source credibility model who has developed a scale for
measuring celebrity endorsers' perceived expertise, trustworthiness, and attractiveness, resulting
in a high reliability and validity (Ohanian, 1990), and millennial respondents’ discussion from the
interview. Figure 2.5 shows four main online source credibility dimensions adapted from various

research, including attractiveness, trustworthiness, competence, and similarity.
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Table 2.3 Online source credibility dimensions

Attractiveness Trustworthiness Competence Similarity
- Attractive - Dependable - Experienced - Easily identify
- Elegant - Reliable - Knowledgeable - Similar lifestyle
- Unique - Engaging with the - Relevant to the - Have a lot of things
- Positive users product in common with
- Good sense of humor - Authentic - Intelligent audience
- Trendy - Consistent - High fellowship - Relevant to
- Charismatic - Informative - Competent consumer
- Accurate
- Transparency

Source: Ohanian (1990), Djafarova and Trofimenko (2018), Munnukka et al. (2016), and

Morimoto and La Ferle (2008)

Attractiveness: refers to the physical attractiveness, likeability, or
familiarity of a communicator. It is considered to be seen in relation to the concept of certain
groups with attractive appearance and personality. A widely accepted result revealed that gender
and physical attractiveness of a person in the advertisement seem to influence consumer’s
perception of the commercial and the promoted product (Baker & Churchill, 1997). The more
attractive the individual is, the more possibility others want to imitate him or her.

Trustworthiness: refers to the audiences’ perception that consider
speakers as sincere or truthful. An individual who is perceived as highly trustworthy are more
influential than those who has a low level of trustworthiness. The degree to which audience
perceive the dependable source is associated with trust. Since influencers credibility has been
cultivated, influencers’ perceived trustworthiness and attractiveness can affect their followers'
trust in their content, even it is sponsored (Lou & Yuan, 2019). Chatzigeorgiou (2017) found that
the personality of SMIs, especially those who have a great number of followers, and the
authenticity of the activities strongly influence the trust of the millennials when it comes to

making a decision to visit a rural area.
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Competence: referred to as expertise. It is the extent to which a
communicator is perceived to be competent in specific knowledge, ability, experience and skills.
In the new model, ‘Expertise’ was replaced by ‘Competence’ since the people do not expect that
micro-celebrities need to be experts with certain qualifications; on the other hand, they need to
reach a level of competence when communicating with others (Djafarova & Trofimenko, 2018).
The competence of travel influencers can help them to be outstanding when it comes to forming
the impression of the audience. For example, a travel vlogger can share his or her useful
experiences and advice on travelling assumed to be a good role model for others to follow when
making a travel decision (Le & Hancer, 2021).

Similarity: refers to characteristics of peer endorsers in terms of
demographic and ideological aspects such as race, gender, lifestyle or cultural background
(Munnukka et al., 2016). It is another important factor in making social media influencers more
influential. When audiences are perceived as more similar to influencers they follow, assuming to
be “more like us”, they would have a higher likelihood of interacting with fans and be more
trustworthy (Jin, Mugaddam, & Ryu, 2019). A finding indicates that the perceived congruence
between SMIs and destinations led to a greater chance on making a decision to visit a destination
(Xu & Pratt, 2018).

Hypothesis 4: Influencer credibility has an impact on travel

decision-making process.

2.6.3 Quality of Content

In globalized world, social media have been used as an information search
tool. Travelers will inevitably apply these tools as they are search-engine friendly. Contents are
essential when creator wants to communicate and influence audiences’ attention. In terms of
tourism context, for marketers, travel content is the crucial method of attracting tourists to an
endorsed destinations or activities (Chen et al., 2014) because they would prefer to know the
travel-related information whether in the forms of photos, videos or recommendations before
making the final decision. Consumers trust more websites with reviews than professional guides
or travel agencies. Therefore, SMTIs who can produce more creative and interesting content will

highly gain attentions not only from their potential followers but also travel marketers.
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Content quality in tourism can be defined as the usefulness of information
about travel product attributes in order to help tourists measure the worthiness of the product
(Chen et al., 2014). Posting material that SMIs view as useful to their audience also indicates
cthic of authenticity in content creation (Wellman et al., 2020). In addition to usefulness, the
attribute of accuracy, enjoyment, timeliness, relevance, and consistency are the significant
measures of travel content creation (Watts, Shankaranarayanan, & Even, 2009; Chen et al., 2014).
Gretzel, Yoo, and Purifoy (2007) found that people tend to read tourist’s comments such as from
tripadvisor.com and travel blogs, the most popular online activity; because it is user-friendly,
authentic, and easy to understand which means they trust travel information from these social
networks as consumers now can access more information of providers than providers have
information about consumers (Akehurst, 2008). People are likely to search information through
various sources and follow those who create content that they find informative. Followers tend to
value SMIs’ content and visit the suggested websites (Guerreiro, Viegas, & Guerreiro, 2019).
Blogs or posts on social media might less trustworthy than traditional word-of-mouth. However,
it needs to be interesting and entertaining, updating fresh content, and providing useful
information; otherwise, they will become faded or worse than that, unpleasant feedbacks
(Akehurst, 2008). Nadanyiova, Gajanova, Majerova, & Lizbetinova (2020) discovered the main
reasons that people follow influencers are interesting and attractive content, a source of
inspiration, sympathy, relaxation and fun, and travel experiences. One of the findings regarding
content and engagement showed that photos with faces regardless of the number of faces, their
gender or age, can increase engagements in terms of the number of likes and comments (Bakhshi,
Shamma, & Gilbert, 2014). The travel video content that has gone viral are mostly considered to
be engaging, fun and, at times, touching, resulting shares and subscribers or followers gained
(Crowel et al., 2014). The popularity implies the quality and the interestingness of the information
or content which can influence the images of travel-related products or services which are
perceived by potential tourists such as millennials who trust SMTIs reviews rather than
professional service providers (Yu, Carlsson, & Zou, 2014). These influencers who created travel
posts are WOM senders who not only can influence audience’s engagement but also consumers’

decision making and in consequence product sales (Yu et al., 2014).
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Hypothesis 5: Quality of content has an impact on travel decision-
making process.
2.6.4 Advertising Disclosure

As travel influencers become dependent on sponsored content as a source
of income, their decision about which brands to collaborate with are guided by the desire to
produce content that will resonate with their audience and preserve their credibility (Wellman et
al.,, 2020). Dhanesh and Duthler (2019) who studied effects of followers’ awareness of paid
endorsement by social media influencers on follower’s ad recognition, attitudinal and behavioral
outcomes revealed that awareness of paid endorsement is positively associated with ad
recognition meaning that when respondents, the average age was 20 years old, are aware of paid
endorsement, they are more likely to trust and satisfied with the relationship. Similarly, Kay et al.
(2020) also demonstrate disclosure of sponsorship leads to significantly higher levels of purchase
intentions especially disclosure by micro-influencers.

Audiences perceived advertising from paid content that they are keen on
the activities presented by influencers will tend to follow influencers in that field and followers
use the information to help them in their decision-making, and not to decrease their relationship
with influencers (Dhanesh & Duthler, 2019). A report by Nielson study has revealed that
millennials continue to watch the content on social media even there are commercial breaks as the
content is free (Nielson, 2017).

Childers, Lemon, and Hoy (2018) interviewed advertising professionals’
perspective regarding using SMIs as a brand advocate to promote their products or services which
is largely impactful in decision making indicated that “Everyone knows it’s paid”. This means
that the reason that consumer made a conscious decision to follow the influencers is because they
find them credible and relatable who offer the followers the higher level of engagement and
parasocial relationship (Childers et al., 2018). Evans, Phua, Lim, and Jun (2017) indicated that the
word “Paid Ad” used by online influencers increases consumers’ ad recognition which mean they
will take greater notice of the message and report higher product knowledge. Moreover, some
people might find the sponsored content more attractive as it enables them to know new more
places to travel (e.g., partnership with hotel); however, some advertisements could seem

displeasing and make audiences feel annoying. It can be said that it would depend on how
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influencers convey the idea of content with sponsorship in a proper and interesting way
(Cholprasertsuk et al., 2020). Therefore, the disclosure of a social media influencer’s sponsorship
potentially creates advertising recognition, which enhance audiences understanding of and
receptiveness to what is being communicated and consumer perceive social media influencers as
more honest and trustworthy when their posts clearly disclose sponsorship (Kay et al., 2020).
Hypothesis 6: Advertising disclosure has an impact on travel

decision-making process.

2.7 Travel Social Media Influencers (SMTIs) in Thailand

In Thailand, the term influencer gets more widely used today, particularly in the
context of social media. Travel influencers has become authentic source of information when it
comes to travel planning or selection. These influencers play an important role influencing and
inspiring people to explore off the beaten track. Thai people, especially young generation, has a
positive attitude towards digital culture since they believe that using the appropriate tools or
platforms will undertake the faster and better actions (Pimpiset, 2020). According to
Cholprasertsuk et al. (2020), the most preferred types of content that Thai audiences would like to
see are videos, photos, and posts including texts and visual aids which means it is crucial for
travelers to observe the scenario through those videos and photos from travel influencers before
making a travel decision and they are likely to trust those who are credible and experienced. A
survey regarding the travel behavior of Thai tourists revealed that the main factors when choosing
a destination by the tourists are the beauty of nature, the variety of attractions in the area and the
convenience of transportation (TAT’s Tourism Intelligence Division, 2018). With the total
population of 70 million people in Thailand, about 50 million use Facebook which rank first
among other social media platforms. Table 1.2 shows the examples of each type of travel

influencers in Thailand based on their Facebook account.
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SMTI No. of Specialized field Type of
followers content
Mega SMTIs
1. I Roam Alone 4.2m Nature/Culture/Food Photos and
vlog videos
2.1UnNd mn’?‘im 1.9m Nature/Review Hotel/Homestay/ Photos
(Carry a camera and Resort/Camping
travel)
3. Sneak out 2.9m Nature/Review Homestay/Café/ Photos and
Wﬁtﬁm Camping videos
4. 01a1 W1 lvas 1.7m Nature/Food/Review Photos and
(Asapapailong) Hotel/Homestay/ videos
Adventure
5. peanu oy (Golf 1.4m Photographer/Nature/ Videos
was here) Culture/Café/Photography and
video-shooting techniques
Macro SMTIs
1. Go Went Go 902k Nature/Review Photos and
Homestay/Camping/ vlog videos
Adventure
2. Backpacker Ball 919k Solo adventure/Nature/ Photos and
Backpacker/Culture/Long trip videos
3. Pigkaploy 620k Nature/Adventure/ Photos and
Review Homestay/ Camping videos
4.Couple Travel 356k Review Hotel/Resort/Café/ Photos

Restaurant
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Table 2.2 (Continued)

SMTI No. of Specialized field Type of
followers content
5. Go Rough 100k Adventure/Nature/ Photos and
Review Hotel/Homestay short videos

Micro SMTIs

1. femdads 93k Nature/Camping Photos
(Travel yet?)
2. Nuan story 63k Nature/Culture/Arts Photos
3.Bank’s Journey 92k Nature/Adventure/ Photos and
Camping videos
4. The Walker 79k Nature/Adventure/ Photos and
Camping videos
5.The Snap Thailand 26k Nature/Hotel/Café/ Photos and
Tour Package videos

Source: Data collected on February 15,2021

In tourism industry, influencer marketing has become an important marketing
tool for promoting the destinations or activities. The Tourism Authority of Thailand (TAT) in
partnership with many companies such as Thai Smile Airways, Air Asia, Cannon, and dtac held
“Amazing Thai Tay Competition 2020 to promote domestic tourism by inviting young travel
bloggers or influencers to take part in the competition (Bangkok Post, 2020). The target market
was millennials because they are considered to be digital natives who seek for experiences and
are likely to share photos or videos through social media and they also have spending capability.
The popular destinations that the tourists tend to enjoy are nature travel (e.g., beaches, mountains
or waterfalls) while the activities mostly done by these travelers are photography, sightseeing and
food tasting (Lerspipatthananon, 2018). Thus, most SMTIs would create the content concerning
nature and local food, describing the beautiful scenario and the atmosphere of the visited

destination, the taste of local food or even trip planning. Furthermore, showing around the
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accommodations and the facilities would also be added in the content which is one of the main

factors that tourists are seeking for when they are planning a trip.

2.8 The Effectiveness of Influencer Marketing

Many tourism marketers now pay more attention to online influencers as the
potential endorsers and influencer marketing seems to be one of the cost-efficient and effective
marketing tools as it offers high value to their ability to deliver targeted message and it guarantees
a wide reach to those highly engaged audiences (Ong & Ito, 2019). Influencer marketing is
defined as the use of social media influencers, celebrity or non-celebrity, with many followers on
their social media accounts to promote their products or services employed by marketers and
brands to reach their target consumers (Martinez-Lépez, Anaya-Sanchez, Fernandez Giordano, &
Lopez-Lopez, 2020; Lou & Yuan, 2019; Gretzel, 2017).

A study by Tomoson, influencer marketplace, revealed that influencer marketing
was rated as the fast-growing online customer-acquisition channel which surpassed organic
search, paid search, and email marketing (Smart Insights, 2018). Furthermore, a survey from
Mediakix (2019), an influencer marketing agency, found that almost half of marketers said they
find influencer marketing effective and further 35% agreed that it is very effective because the
content shared across social media by their potential audiences will help the marketers achieve
more reach. The ROI is equivalent or even more effective than other marketing tactics and it can
reduce the cost of reaching target audience and generate dominant benefits for brands from the
message being shared (Childers et al., 2018). In tourism context, the campaign promoted by SMIs
can cause an attitude change on destination image which results in increasing consumers’ travel
intention to the destination and increasing intention to WOM which means the more positive
experiences of the campaign, the more favorable attitude toward destination image they tend to
have (Ong & Ito, 2019). Since most of influencers independently create their content, they are the
ones who manage the brand’s message how to convey it in their own way to be as authentic as
possible and to reach the target audiences but they also need to keep the brands’ reputation which
means the brand must take into account when choosing influencers as well (Mathew, 2018).

When it comes to calculate the return of investment of influencer campaign, marketers usually
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apply QR codes, promotional coupons, and trackable links to be able to measure influencer’s
performance and connect their activities on product purchased (Gretzel, 2017).

Key of indicators to measure influencer’s performance usually include audience
reach, engagement, impression, content quality, brand mention and conversion e.g., traffic to
brand’s website or pages, follower expansion on brand’s channels, email signups, or increased
sales (Gretzel, 2017). Engagement is the most often measured metrics in influencer marketing
which is considered as a better indicator of effectiveness than the number of his or her audience
on their social media whether views, the number of likes, comments, or shares. The campaign
goals that marketers want to achieve are brand awareness, conversion and reaching new audiences
(Mediakix, 2019). In addition to the size of engagement, the Influencer Marketing Manifesto
showed that more than 70% of followers says the reason that they remain engaged with the
influencer is because of influencer’s authenticity (Krasniak, 2016). However, it is noted that most

sponsored content will almost always have lower engagement rates than on organic posts.
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CHAPTER 3

METHODOLOGY

3.1 Introduction

This chapter mainly provides details about the research approach, the population
and sample group, research instrument, the method of data collection, the quantitative and
qualitative method. For the quantitative approach, questionnaire survey was used to gather
information and identify how importance of Thai SMTIs on influencing Thai millennials’ travel
decision making, and their attitudes towards the travel influencers. For qualitative approach,
semi-structured interview was used to investigate in-depth information on the side of SMTIs
whether how they organize their content to attract audiences and sponsors; also, how those
sponsors, who collaborate with SMTIs. Furthermore, the description of the variables, pre-test

questionnaires, reliability test, and data analysis are explained in this research.

3.2 Research Population
The target population of the study consisted of two different groups.

First target group was Thai millennials or Gen Y who was born in the year
early 1980s to the late 1990s or 2000 as this cohort is seen as a digital native who grew up during
the advancement of technology. These group must have done at least one domestic trip in 2019 or
before Covid-19 pandemic happened (excluding business travel) and followed at least one SMTIs
on any social media platforms. The reason that the study focused on this generation was because
they represent an important economic force as they have become one of the largest and most
influential young population.

Second group was the social media travel influencers who have different
number range of followers on their social media channel, focusing on Facebook as it has been
ranked first among other platforms used by Thai people. The study focused on Thai SMTIs, who
mainly created travel-related content, as the main target tourist group were Thai millennials. Due
to SMTIs are categorized into three types based on the number of followers which are mega,

macro, and micro, researcher interviewed each of categories in order to find if there were any
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possible differences in terms of practices and strategies that they organized the content and the

approach of marketing when they were employed by marketers.

3.3 Sampling Method and Sample Size

3.3.1 Sample group of Thai millennials

The sampling method of the study was purposive sampling. The target
sample of Thai millennials, who have travelled in 2019 or before Covid-19 pandemic, and
followed SMTTIs, were selected to make sure that they could answer the purpose of the research.
The sample size was based on Taro Yamane’s with 95% of confidence level. The number of
populations aged 20-39 were 18,968,267 people (The World Bank, 2020). However, the number
of millennials who travel and follow the influencers was unsure as there is no data. The target
sampling size of the study was the total number of 400 respondents. The questionnaires were
distributed through online platforms and face-to-face distribution. Researcher created online
survey and distributed to the target aged group on travel-related private groups on social media
channels and face-to-face distribution at tourist attractions such as shopping malls, viewpoints,
beaches, and markets.

The following formula by Taro Yamane was used to calculate the sample

size:
N
T HN(e)
n = the sample size

N = the population size of Thai millennials

e = the acceptable error at 0.05
18,968,267

ne 1+18,968,267(0.05)?
n=399.99
3.3.2 Sample group of in-depth interviews
The purposive sampling was applied in this group selected based on the
characteristics of the interviewees in order to answer the objectives of the study on practices and
strategies that SMTIs apply to organize their content, how they interact with the potential

followers and sponsors as it can influence tourist’s travel decision-making process. The advantage
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of in-depth interview was that interviewer had an opportunity to as follow-up questions or probed
for additional information to understand their attitudes and motivations. The SMTIs that

researcher selected were those as identify in table 1.2 from the literature review.

3.4 Research Instruments

This research was a kind of exploratory research which applied mixed approach,
using both quantitative and qualitative methods. The reason of applying mixed methods was to
compare the findings between Thai millennials (demand side) and the travel influencers (supply
side) whether they had some similarities or differences in terms of the perception on travel
content created by SMTIs and the understanding of the target audience if their needs are met.
Also, using mixed methods were not only for triangulations, but also to get more insights on the
practice in organizing travel content for both sponsored and non-sponsored content.

Quantitative approach: Questionnaires is the most fundamental tool designed to
ask questions to a sample, using various variables to collect data from Thai millennials who
follow at least one travel social media influencer in order to understand the attitudes towards the
influencers and how importance of the influencers on influencing them to travel to a specific
location in Thailand. Most of the measures used in this research were adapted from the literature.
Influencer credibility was reviewed from Ohanian (1990), Djafarova and Trofimenko (2018),
Reinikainen et al. (2020), and Munnukka et al. (2016). Travel decision journey in three stages
was adapted from Kang and Schuett (2013) Guerreiro et al. (2019), and Dwityas and Briandana
(2017). The statement in the questionnaire regarding advertising disclosure which was about the
awareness of paid sponsorship presented content by the influencers was reviewed from Dhanesh
and Duthler (2019), and Kay et al (2020). The Questionnaire in 5-point Likert scales were
developed and general information of the respondent were asked for further analysis. It was
divided into six parts in total, including open-ended questions as follows (Appendix A and C):

Part 1: Personal information: Gender, age, marital status, monthly income
before Covid-19, educational level, career, the number of frequencies that they travel in Thailand
per year, the information sources when planning a trip, the most influential person when making a

travel decision, the social media platforms that they use as information search, name SMTIs that
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they rely on when making a travel decision, and the destination they have been suggested by
SMTIs

Part 2: Credibility of social media travel influencer (SMTIs). There are
four dimensions of influencer credibility: Attractiveness, Trustworthiness, Competence, and
Similarity

Part 3: Quality of content created by SMTIs

Part 4: Advertising disclosure towards SMTIs

Part 5: Travel decision-making process when consuming SMTIs’ content:
Pre-trip, during trip, and post trip

Qualitative approach: Phone and online interview were conducted to get the
insight information from social media travel influencers, focusing on Thai nationality as the target
informants were Thai millennials who travel in Thailand. The interview questions were prepared
in advance which was adapted from literature review and designed to relate to the conceptual
framework. A semi-structured interview was used as questions were planned and all informants
were asked the same questions to compare and analyze the strategies that they used to organize
the content and collaborated with sponsors (Appendix B and D). The interview questions
included:

1) Questions related to the tourist behavior of social media travel
influencer and social media behavior when searching information, content posted photos/videos
on their account, and characteristics of SMTIs.

2) The important attributes that define quality of content

3) The practices and strategies that they organize their content and interact
with potential followers

4) The interactions of SMTIs when collaborating with sponsors and
organizing of sponsored posts

5) The impact of Covid-19 on travel-related social media postings

3.5 Reliability and Validity
Validity explains how researchers measure the collected data accurately and

cover the area of investigation (Taherdoost, 2016). To test validity, both the questionnaire and
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interview questions were sent to professors in related field to give feedbacks and further
suggestions which had been revised accordingly before distributing to the respondents.
Index of Item — Objective Congruence (IOC) was the procedure used for

evaluating content validity. It was applied based on the score range from -1 to +1.

Congruent =+]
Questionable =0
Incongruent =-1

Three experts in the related field were asked to review the survey and questions
for interviews. In general, the accepted value is 0.75 (Turner & Carlson, 2003). The items that
scored at minimum of 0.75 were reserved. On the contrary, the items that scored lower than 0.75
were revised.

Reliability is the measurement method to suggest that the scale of the
questionnaires is reliable, referring to the consistency in each part of the instrument (Taherdoost,
2016). Cronbach’s Alpha coefficient is one of the most commonly used in testing reliability for
Likert-scale instrument. The total of 40 sample questionnaires were collected and used for
reliability test. George and Mallery (2003) demonstrated the value of Cronbach’s Alpha
coefficient as the following rules: > 0.9 = Excellent, > 0.8 = Good, = 0.7 = Acceptable, = 0.6 =
Questionable, = 0.5 = Poor, and < 0.5 = Unacceptable. Therefore, it should be noted that the
Coefficient Cronbach’s Alpha at 0.7 is reasonable and reliable. The table 3.1 shows all variable

scored above .70 which indicates that the statements are highly reliable.

Table 3.1 Reliability Statistics

Variables No. of Items Cronbach’s Alpha
Influencer Credibility 13 0.91
Quality of content 5 0.93
Adpvertising Disclosure 6 0.84

Travel Decision-Making Process 15 0.92
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This study also received Institutional Review Board (IRB) approval. To recruit
subjects, two authorities provided reviews and approved all the research activities involving

human participants.

3.6 Data Collection

The quantitative method consisted of three ways to collect the data. It was
conducted from September to October 2021. The questionnaires translated from English into Thai
were distributed to Thai millennials through face-to-face approach and online platforms. The
actual sample size was 436 respondents. In the questionnaire, the instruction and key terms such
as “millennials”, “social media travel influencers” were informed in the first page of the
questionnaire. Before Covid-19 or January 2020, the respondents must have traveled at least once
and follow at least one social media travel influencer. The distribution was done face to face, and
the locations selected were tourist destinations in Thailand, such as Promthep Cape and Thalang
Road in Phuket as there were hundreds of tourists visit these places each day. The respondents
were asked for permission and were informed about the purpose of the research before
distribution. Approximately 70 of the questionnaires were distributed but 67 were usable. Due to
the third wave of covid-19 outbreak when happened in the beginning of April, online distribution
was deployed in order to continue collecting data, researcher used social media platforms (e.g.,
tourism-related Facebook groups, Line, Twitter, and Instagram) to distribute the online
questionnaire. The total number was 369 respondents. Thus, the data were collected using web-
based survey by Google Form as it indicated the overall results of each part in the form of charts
and could download Excel sheet to see the results in detail for further analysis. For Facebook
platforms, researcher posted travel-related photos with interesting caption and attached the
hyperlink in the posts, asking members in the group to complete the questionnaire. Researcher
also posted on twitter and put travel-related hashtag such as #travelthailand #hotels, #beachvibes,
#DaysinChiangmai, and #Phuketbeach, etc. The respondents from Line and Instagram were
researcher’s colleagues and acquaintances.

The qualitative method was conducted by online interview via communication
program, and phone interview with social media travel influencers, focusing on Thai influencers.

All influencers had their own Facebook page account where email address was shown on the
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profile page for work contact. Therefore, researcher contact the influencers mostly through email
address and for those who did not show their email address, Facebook Messenger was another
option that was used to approach them. More than 50 letters were sent to influencers but 21
agreed to be interviewed. Researcher created the letter asking for permission to interview and
then revised before being sent. The informants were assured that their answers would be kept in
confidentiality and used for the purposes of academic research only. After the requests were
accepted, appointments were set up and the interviews were conducted primarily over the phone,
Google Meet and the Line call application. The influencers were also asked if they consented to
their voice being recorded throughout the session which took approximately 30-45 minutes.

Researcher had observed the number of followers and the start date of their Facebook pages.

Table 3.2 Criteria of sampling

Quantitative Approach (Millennials) Qualitative Approach (SMT1Is)

Birth year: 1981-2000 Thai nationality

Domestic travel experience in 2019 Specialized in tourism-related field

Use social media Have at least one social media account

Follow at least one Thai SMTI Obtain more than 10,000 followers
3.7 Data Analysis

The questionnaires and online interviews that were collected from the target
respondents used the system called The Statistical Package for Social and Science IBM SPSS
Statistics program) to analyze the data. Descriptive statistics were used to analyze the frequencies
of variables, percentage, mean and standard deviation of the demographic characteristics, tourist
behavior particularly focusing on the influence of social media travel influencers. The comparison
between two group such as gender used t-test to see the difference on the level of attitude towards
social media travel influencer and the factors influencing them to travel. The same test was done
to compare the perception on quality of content, advertising disclosure and travel decision-
making process. Multiple Regression analysis was also used in the research to estimate the
relationships between one dependent variable and two or more independent variables. Content

analysis was used to compare the difference of more than two group for open-ended questions
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and to determine the qualitative data of the interviews, coding data into code categories for

analysis.

The data analysis was based on the interval level through both the questionnaires

and in-depth online interview which was calculated as follows:

The interval level =

(Max—Min)
n

(Cl))

5

Therefore, the mean scores of the respondents’ opinion towards the level of

agreement of travel decision-making process is as follows: Strongly Agree (Mean Score = 4.21-

5.00); Agree (3.41-4.20); Neutral (2.61-3.40); Disagree (1.81-2.60); and Strongly disagree (1.00-

1.80).

3.8 Overall Design of Research

Table 3.3 Overall design of research

Subject Content
Quantitative method Qualitative method
Population Thai Millennials aged 20-39: Thai social media travel
18,968,267 people (The World  influencers, including travel
Bank, 2020). bloggers (unknown size)
Sampling method Purposive sampling Purposive sampling

Target sample size

400 respondents

Until data saturation

Actual sample size

436 respondents

21 informants

Research instrument

Questionnaire

Online or phone semi-

structured interview

Data collection

method

Questionnaire distribution via
face-to-face approach and
social media such as Facebook,

Twitter, Line

Contact the influencers via
email, Facebook Messenger

Google Meet and Line

Data analysis

Descriptive statistics, One-way
ANOVA, t-test, Multiple

Regression

Content analysis
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CHAPTER 4

RESULTS

4.1 Introduction

This chapter provides the results of quantitative and qualitative data using the
research methodology to analyze the data collected from the target respondents. The
questionnaire distribution included face-to-face approach and online approach using web-based
survey with Google form. Approximately 70 questionnaires were distributed through face-to-face
and there were 67 usable questionnaires while the other 369 usable questionnaires were collected
through online platforms. The collected data was analyzed to find the results of the descriptive
statistics (frequencies, percentage, mean, and standard deviation), independent sample t-test,
ANOVA analysis, and regression. In addition, qualitative data which collected from 21 in-depth

interviews were analyzed by content analysis.

4.2 Quantitative Results
4.1.1 Results of demographic characteristics of the respondents

Table 4.1 shows the demographic information of the respondents. The
majority of the respondents were female at 265 (60.8%) and 171 (39.2%) were male. The age
range between 27-30 and 23-26 were the majority of the respondents at 131 (30.1%) and 102
(23.4%) respectively. 266 (61.0%) of them were single and 104 (23.9%) respondents were
married. Most of the respondents’ average salary per month before Covid-19 pandemic was
20,001-40,000 Baht which occupied 190 (43.6%), then followed by less than 20,000 Baht at 146
people (36.5%). Almost 80 percent of the respondents (309, 77.3%) held bachelor’s degree and
followed by master’s degree at 56 (14.0%). Almost half of the respondents work in private
companies with 186 (46.5%), followed by government officers and students occupied 81 (20.3%)
and 68 (17.0%) respectively.



Table 4.1 Demographic profiles of the respondents

Demographic Profiles Frequency Percentage
(n=436) (%)
Gender Female 265 60.8
Male 171 39.2
Age 20-22 47 10.8
23-26 102 234
27-30 131 30.1
31-35 76 17.4
36-40 80 18.3
Marital Status Single 266 61.0
Married 104 23.9
In Relationship 63 14.4
Divorced 3 0.7
Monthly Income Less than 20,000 Baht 136 31.2
(Before Covid-19) 20,001-40,000 Baht 190 43.6
40,001-60,000 Baht 70 16.1
60,001-80,000 Baht 22 5.0
80,001-100,000 Baht 12 2.8

More than 100,000 Baht 6 1.4
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Table 4.1 (Continued)

Demographic Profiles Frequency Percentage
(n=436) (%)
Education Secondary/High School 19 4.4
Diploma 15 34
Bachelor’s degree 328 75.2
Master’s degree 68 15.6
Ph.D. 6 1.4
Career Private company 208 47.7
Government officer 89 20.4
Student 62 14.2
Self-employed 47 10.8
Professionals 11 2.5
Housewife 6 1.4
Others 13 3.0

4.1.2 Results of travel behavior on information search
Table 4.2 shows the result of travel frequency per year before Covid-19
pandemic. The majority of the respondents traveled 1-3 times (232, 53.2%), then followed by 4-6
times (128, 29.4%), more than 10 times (61, 14.0%), and only 15 (3.4%) of the respondents travel

7-9 times.

Table 4.2 Travel frequency per year of the respondents

Travel frequency Frequency Percentage
(Per year) (n=436) (%)
1-3 times 232 53.2
4-6 times 128 29.4
7-9 times 15 3.4

More than 10 times 61 14.0
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Table 4.3 demonstrated the result of the sources that the respondents used
for travel information search before they made a decision. One respondent was able to choose
more than one answers. The majority of the respondents used comments on social media from
SMTIs/bloggers as the main source of information with 348 people (80.2%), then followed by
recommendations from friends and family counted 254 (58.5%), and review sites 238 (54.8%).
The least used source of travel-related information was newspaper/magazine which had 41
respondents (9.4%). According to the result, it was found that more than half of the respondents
decided to visit a destination because of the advice from SMTIs. The travel influencers who were
mentioned most by the respondents included I Roam Alone, Asapapailong, Carry a camera and

travel, Go went Go, Sneak out, and Pigkaploy.

Table 4.3 Sources of information used by the respondents

Sources of Information Frequency  Percentage *
(%)
Comments on social media (travel influencers and blogger) 348 80.2
Recommendations (family and friends) 254 58.5
Review sites (e.g., TripAdvisor, Agoda, Booking.com) 238 54.8
Past experiences 122 28.1
Travel guidebooks 69 15.9
Television 66 15.2
Newspaper/Magazine 41 9.4
Others 4 0.9

* Note: The sum of percentages exceeds 100 due to the fact that multiple answers were possible.

Table 4.4 presented the most influential person that made them decide a place to
visit. Most of the respondents were influenced by their family and friends occupied 206 (47.2%),
by influencers/bloggers 160 (36.7%), and spouse/partner 52 (11.9%) respectively. Travel agent
was the least influential person for the respondents on travel decision making with the number of

2 (0.5%).
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Table 4.4 The most influential person when making travel decisions

Items Frequency Percentage
(n=436) (%)
Family/friends 206 47.2
Influencers/Bloggers 160 36.7
Spouse/Partner 52 11.9
Celebrities 5 1.2
Kids 3 0.7
Travel Agents 2 0.5
Others 8 1.8

Table 4.5 shows the number of respondents on using popular social media
platforms, specifically in Thailand, for their travel-related information search. The most used
social media channel was Facebook with 380 respondents (87.2%), followed by YouTube, video-
sharing site, 263 (60.3%), and Instagram 195 (44.7%). Pantip.com ranked fourth with 159

respondents (36.5%) using this platform for their travel search.

Table 4.5 The use of social media for travel information search

Social media platforms Frequency Percentage*
(%)
Facebook 380 87.2
YouTube 263 60.3
Instagram 195 44.7
Pantip.com 159 36.5
Twitter 75 17.2

*Note: The sum of percentages exceeds 100 due to the fact that multiple answers were possible.
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4.1.3 Results of Influencer credibility, quality of content, and advertising
disclosure variables
According to the result of table 4.6, attractiveness dimension shows that “I
find SMTIs are attractive” (M=4.02) ranked first and followed by “I find SMTIs are unique
(M=4.00). For trustworthiness dimension, the highest mean score was “I find SMTIs are
authentic” (M=4.08) and secondly was “I find SMTIs are consistent” (M=4.00). For competence
dimension, “I find SMTIs are competent” (M=4.08) and “I find SMTIs are sufficiently
experienced about the destination” were the top dimensions for Thai millennials’ attitudes. Lastly,
for similarity dimension, “I feel that I can easily identify with SMTIs” (M=4.06) was highest
responded by the respondents for their attitudes towards SMTIs. Overall, the respondents have
positive attitudes towards social media travel influencers

(Grand mean = 3.96, S.D = .713).

Table 4.6 Mean and standard deviation of influencer credibility

Dimensions Mean S.D. Level of
Agreement
Attractiveness 3.96 .786 Agree
I find SMTTs are attractive. (At-1) 4.02 917 Agree
I find SMTIs are unique. (At-2) 4.00 .903 Agree
I find SMTIs have a good sense of humor. (At-3) 3.92 .990 Agree
I find SMTIs are trendy. (At-4) 3.92 .904 Agree
Trustworthiness 3.89 .808 Agree
I find SMTTs are authentic. (TW-1) 4.08 918 Agree
I find SMTTIs are consistent. (TW-2) 4.00 910 Agree
I find SMTTs are engaged with the users. (TW-3) 3.60 1.058 Agree
Competence 4.00 768 Agree
I find SMTIs are competent. (CP-1) 4.08 .857 Agree
I find SMTIs are sufficiently experienced about the 4.02 916 Agree

destination. (CP-2)
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Table 4.6 (Continued)

Dimensions Mean S.D. Level of
Agreement

I find SMTIs are intelligent. (CP-3) 4.01 .897 Agree

I find SMTIs are relevant to the product. (CP-4) 3.91 914 Agree

Similarity 3.98 .805 Agree

I feel that I can easily identify with SMTIs. (SM-1) 4.06 .856 Agree

I feel SMTIs and I have a lot of things in common 3.90 903 Agree

(e.g. attitude, lifestyle, interest). (SM-2)

Influencer credibility 3.96 J713 Agree

As the result of quality of content shows in Table 4.7, “Give travel
information that I am interested in and useful to me” (M=4.24) was the highest mean, followed by
“Convey concise and clear information which is easy to understand” (M=4.23), and “Present
entertaining content which makes me enjoy while watching” (M=4.22). The result indicated that
the respondents who are millennials placed relatively high level of agreement in content that is
useful and interesting to them. Overall, the respondents perceived that the influencers produce

good quality of content (Grand mean = 4.16, S.D. = .689).

Table 4.7 Mean and standard deviation of quality of content

Attributes Mean S.D. Level of
Agreement
Give travel information that I am interested in 4.24 197 Strongly
and useful to me (QC-1) agree
Convey concise and clear information which is 4.23 .806 Strongly
easy to understand. (QC-2) agree
Present entertaining content which makes me 4.22 .841 Strongly
enjoy while watching. (QC-3) agree
Provide accurate information about the 4.10 .839 Agree

destinations, products, and services. (QC-4)
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Table 4.7 (Continued)

Attributes Mean S.D. Level of
Agreement
Provide enough information so that I can 4.00 812 Agree

compare with similar products and services.
(QC-5)
Quality of content 4.16 .689 Agree

According to the result of advertising disclosure in table 4.8 the highest
mean belonged to I still want to watch SMTIs” content even though it is sponsored” (M=3.66),
then the second rank was “I am okay to see some advertising showing in the SMTIs’ content”
(M=3.65) and followed by “I feel an attempt to make travel posts honest when SITMs discloses

sponsorship” (M=3.50). The result shows that it was reasonably acceptable for millennials to

watch the content from SMTIs with sponsorship included.

Table 4.8 Mean and deviation of advertising disclosure

Attributes Mean S.D. Level of
Agreement
I still want to watch SMTIs’ content even though 3.66 942 Agree

it is sponsored. (AD-1)

I am okay to see some advertising showing in the 3.65 1.014 Agree
SMTIs’ content. (AD-2)

I feel an attempt to make travel posts honest 3.50 1.052 Agree
when SMTIs discloses sponsorship. (AD-3)

I think advertisement is a way to discover 3.41 1.158 Agree
something new. (AD-4)

It is likely that I will buy products or services 341 1.140 Agree
(e.g., hotel, tour agency, restaurant, electronic

device) advertised by SMTIs (AD-5)
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Table 4.8 (Continued)

Attributes Mean S.D. Level of
Agreement
Travel posts with advertisement does not make 3.36 1.139 Neutral

me feel annoyed. (AD-6)

Adpvertising disclosure 3.50 900 Agree

4.1.4 Results of t-test analysis for differences between male and female
respondents

As a result of t-test in terms of the attitudes of the respondents towards
social media travel influencers credibility, there is no significant difference between male and
female. The mean score of females was 3.98 and male was 3.93.

For quality of content created by the influencers, the result indicated that 4
out of 5 attributes had no significant difference between male and female; as a result, the overall
mean score of females was 4.18 and male was 4.11. However, table 4.9 demonstrates that there
was significant difference at the p < 0.05 level when females perceived that the influencers could
present entertaining content which makes them enjoy while watching rather than males do.

Table 4.9 also presents the significant difference between male and female
on perceived advertising disclosure shown on the influencers’ content. Males still wanted to
watch the content even though it was sponsored, they did not feel annoyed to travel posts with
advertisement, they found it was a way to discover something new, they were more likely to buy
products or services advertised by the influencers, and they felt those SMTIs were honest to make

travel posts and disclose sponsorship rather than females.
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Table 4.9 t-test analysis for quality of content and advertising disclosure towards social media

influencers (only statistically significant result shown)

Attributes Female Male t-test p-value
(Mean) (Mean)
Quality of content created by SMTIs
Present entertaining content which makes me 4.30 4.09 2.566 O11*
enjoy while watching.
Advertising disclosure
I still want to watch SMTIs’ content even 3.58 3.78 -2.096 .037%*
though it is sponsored.
Travel posts with advertisement does not 3.27 3.50 -2.059 .040*
make me feel annoyed.
I think advertisement is a way to discover 3.25 3.64 -3.482 .0071**
something new.
It is likely that I will buy products or services 3.27 3.61 -3.092 .002%*
(e.g., hotel, tour agency, restaurant, electronic
device) advertised by SMTTs
I feel an attempt to make travel posts honest 3.38 3.67 -2.848 .005**

when SMTTs discloses sponsorship.

Note: * indicates statistically significant difference p < 0.05

** indicates statistically significant difference p < 0.01

4.1.5 Results of one-way ANOVA test for differences among demographic

characteristics

Age

Based on the result of one-way ANOVA using the Tukey HSD Post

Hoc test for important influencer credibility dimensions, quality of content, and advertising

disclosure in age, there was no significant difference at p < 0.05 level.
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Education background

The result shows that there was no significant difference for
influencer credibility, quality of content, and advertising disclosure among education level:
secondary/high school, diploma, bachelor’s degree, and higher degrees.

Income per month (Thai baht)

The result in table 4.10 shows that there was significant difference
for quality of content (F=2.864, p=0.015). The respondents who earn salary less than 20,000 Thai
baht and those earning 40,000-60,000 shows the significant difference at .021 level. The quality
of content is more important for the respondents earning less than 20,000 Thai baht per month
than the people who earn 40,000-60,000 Thai baht. However, the other attributes show no
significant difference.

Occupation

Table 4.11 presents the result that there was statistically significant difference in
terms of influencer credibility (F=3.086, p=0.006), quality of content (F=2.534, p=0.020), and
advertising disclosure (F=2.191, p=0.043). The respondents working in a private company and
those who were categorized in “others” shows the significant difference at .011 level in terms of
influencer credibility. Furthermore, the respondents working in a private company and those who
are government officers also shows the significant difference at .024 level in terms of quality of
content. Although the overall ANOVA test indicated statistically significant differences between
groups regarding advertising disclosure, the post hoc Tukey HSD tests indicated that the
differences among the means are not statistically significant; this is possible due to the higher

power of post-hoc tests to detect such differences.



Table 4.10 Differences among income towards influencer credibility, quality of content, and

advertising disclosure

Dimension Mean Std. F-value Sig.
Influencer credibility 1.134 341
Less than 20,000 3.85 .740
20,001- 40,000 3.96 .708
40,001- 60,000 4.08 617
60,001 — 80,000 4.04 .877
80,001- 100,000 4.10 618
More than 100,000 3.92 761
Quality of content 2.864 .015*
Less than 20,000 4.01a 758
20,001- 40,000 4.16ab .666
40,001- 60,000 4.32b .600
60,001 — 80,000 4.37ab 491
80,001- 100,000 4.35ab .655
More than 100,000 3.96ab .823
Advertising disclosure 930 461
Less than 20,000 3.39 .864
20,001- 40,000 3.49 .905
40,001- 60,000 3.59 .940
60,001 — 80,000 3.75 .832
80,001- 100,000 3.47 1.046
More than 100,000 3.69 1.002

Note: * indicates statistically significant difference p < 0.05
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Table 4.11 Differences among occupation towards influencer credibility, quality of content, and

advertising disclosure

Dimension Mean Std. F-value Sig.

Influencer Credibility 3.086 .006**
Student 4.00ab 708
Private company 4.06a .648
Government officer 3.80ab 759
Self-employed 3.92ab 782
Housewife 3.88ab 1.211
Professionals 3.88ab .599
Others 3.36b .609

Quality of content 2.534 .020*
Student 4.13ab 795
Private company 4.26a .564
Government officer 3.98b .803
Self-employed 4.13ab .695
Housewife 4.36ab 496
Professionals 4.18ab 918
Others 3.78ab .695

Advertising disclosure 2.191 .043*
Student 3.55 .876
Private company 3.60 .845
Government officer 3.38 935
Self-employed 3.31 .989
Housewife 3.61 1.254
Professionals 3.39 969
Others 2.88 .800

Note: * indicates statistically significant difference p < 0.05

** indicates statistically significant difference p < 0.01
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4.1.6 The result of Pearson Chi-square test results of relationship among

demographics

A chi-square test of independence was performed to examine the relation
between the most influential person when making a travel decision and demographics. According
to the test result of the relation between the most influential person and gender and age, table 4.12
and 4.14 found that there was no significant difference X ? (3, N =436) =2.939,p=.401 and X ?
(12, N =436) = 11.254, p = .507 respectively. For monthly income (Table 4.13), the result shows
that the relation between the variable was significant, X ? (15, N =436) = 60.321, p = .000. The
respondents with salary per month less than 20,000 Thai baht are likely to be influenced by
family/friends rather than by SMTIs/bloggers while those who earn 20,000-40,000 and 40,000-
60,000 are more likely to be influenced by SMTIs/bloggers. For the relation between influential
person and education (Table 4.15), the result also shows significant difference, X 2 (12, N = 436)
= 32.105, p = .001. The respondents with bachelor’s degree are likely to be influenced by
family/friends while SMTIs/bloggers ranked second. The respondents with master’s degree are

influenced by both family/friends and SMTIs/bloggers at the same range.

Table 4.12 Chi-square test result of the relation between influential person and gender

Influential person Female Male Total
Family/friends 133 73 206
Percentage (%) 64.56 35.44 100.00
SMTIs/bloggers 94 66 160
Percentage (%) 58.75 41.25 100.00
Spouse/partner 29 23 52
Percentage (%) 55.77 44.23 100.00
Others 9 9 18
Percentage (%) 50.00 50.00 100.00

Pearson Chi-Square 2.939 df=3 p=.401




Table 4.13 Chi-square test result of the relation between influential person and monthly income
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Influential Less 20,000- 40,000- 60,000- 80,000- More Total
person than 40,000 60,000 80,000 100,000 than
20,000 100,000

Family/friends 86 79 26 10 4 1 206
Percentage (%)  41.75 38.35 12.62 4.85 1.94 0.49 100.00
SMTIs/bloggers 27 84 36 9 4 0 160
Percentage (%) 16.88 52.50 22.50 5.63 2.50 0.00 100.00
Spouse/partner 20 18 4 2 4 4 52
Percentage (%)  38.46 34.62 7.69 3.85 7.69 7.69 100.00
Others 3 9 4 1 0 1 18
Percentage (%) 16.67 50.00 22.22 5.56 0.00 5.56 100.00
Pearson Chi-Square 60.321 df=15 p=.000

Note: statistically significant difference p < 0.05

Table 4.14 Chi-square test result of the relation between influential person and age
Influential person 20-22 23-26 27-30 31-35 36-40 Total
Family/friends 28 44 57 34 43 206
Percentage (%) 13.59 21.36 27.67 16.50 20.87 100.00
SMTTIs/bloggers 15 42 52 31 20 160
Percentage (%) 9.38 26.25 32.50 19.38 12.50 100.00
Spouse/partner 3 12 16 9 12 52
Percentage (%) 5.77 23.08 30.77 17.31 23.08 100.00
Others 1 4 6 2 5 18
Percentage (%) 5.56 22.22 33.33 11.11 27.78 100.00

Pearson Chi-Square 11.254 df=12 p=.507
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Table 4.15 Chi-square test result of the relation between influential person and education

Influential Secondary/ Diploma Bachelor’s Master’s Ph.D. Total
person high school degree degree

Family/friends 6 9 163 26 2 206
Percentage (%) 291 4.37 79.13 12.62 0.97  100.00
SMTIs/bloggers 8 6 119 26 1 160
Percentage (%) 5.00 3.75 74.38 16.25 0.63 100.00
Spouse/partner 5 0 31 15 1 52
Percentage (%) 9.62 0.00 59.62 28.85 1.92  100.00
Others 0 0 15 1 2 18
Percentage (%) 0.00 0.00 91.18 2.94 5.88  100.00

Pearson Chi-Square 32.105

df=12 p=.001

Note: statistically significant difference p < 0.05

Table 4.16 reveals the Chi-square result of the relation between the

sources of information and gender. The two significant differences include travel guidebook X !

(1, N = 436) = 16.117, p = .000, newspaper/magazine X’ (1, N = 436) = 8.037, p = .005., and

past travel experience X 2 (1, N =436) = 3.999, p = .046. The other sources were not significant.

Overall, Male respondents would still find the travel information from travel guidebooks,

newspaper/magazine, and past travel experience rather than female respondents do.

Table 4.16 Chi-square test result of relationship between sources of information and gender

Sources of information Female Male Total
(N=436)
Recommendations (family and friend) Yes 154 100 254
% 60.63 39.37 100.00
Pearson Chi-square = .006 No 111 71 182
df=1, p=.940 % 60.99 39.01 100.00
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Table 4.16 (Continued)

Sources of information Female Male Total
(N=436)
Comments on Social media (SMTIs, bloggers) Yes 218 130 348

% 62.64 37.36 100.00

Pearson Chi-square = 2.513 No 47 41 88
df=1,p=.113 % 53.41 46.59 100.00
Travel guidebooks Yes 27 42 69

% 39.13 60.87 100.00

Pearson Chi-square = 16.117 No 238 129 367
df=1, p=.000% % 64.85 35.15 100.00
Review sites (e.g. TripAdvisor, Agoda) Yes 142 96 238

% 59.66 40.34 100.00

Pearson Chi-square .274 No 123 75 198
df=1,p=.601 % 62.12 37.88 100.00
Newspaper/Magazine Yes 17 25 42

% 41.46 58.53 100.00

Pearson Chi-square = 8.037 No 248 146 394
df=1, p=.005* % 62.94 37.06 100.00
Television Yes 35 31 66

% 53.03 46.97 100.00

Pearson Chi-square = 1.959 No 230 140 370
df=1,p=.162 % 62.16 37.84 100.00
Past travel experience Yes 65 57 122

% 53.28 46.72 100.00
Pearson Chi-square 3.999 No 200 114 314

df =1, p=.046* % 63.69 36.31 100.00

Note: statistically significant difference p < 0.05*
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4.1.7 Travel decision-making process

Table 4.17 shows that the highest mean score for pre-trip stage belonged
to “I tend to read travel influencers’ reviews/blogs or watch their videos to make sure that I
choose the right destinations” (M = 4.09), followed by “I often want to visit the destinations after
seeing travel influencer’s posts” (M = 4.00). In pre-trip stage, the respondents were likely to agree
with the influencers as the travel references when they were planning a trip, whether destinations,
activities, and accommodation.

For during trip, the highest mean score was “I like to taste local food that I
have seen on travel influencers’ posts” (M = 3.95) and followed by “I tend to visit destinations
(e.g., tourist attractions, café, restaurant, and hotel) where I have seen on travel influencers’ social
media” (M = 3.90). Generally speaking, the respondents agreed that they tend to search and visit
the destinations where they had seen on the influencers’ posts during a trip, especially for tasting
local food.

For post-trip, the respondents would recommend their family and friends
to visit the places they had been to where they saw on travel influencer’s posts which shows the
highest mean score (M = 3.98), and the second highest belonged to “I normally feel happy and
satisfied with the places I have been to which are mentioned on travel influencers’ posts” (M =
3.88). The lowest mean score was sharing their travel experiences on the influencer’s social
media (M = 3.67). The respondents were likely to agree that they would suggest others to visit the
places where they had seen from the influencer’s posts as they were happy and satisfied with the

places, seeing as the travel inspiration and tend to share their travel experiences on social media.

Table 4.17 Importance of travel decision-making attributes

Attributes Mean Std. Level of
Agreement

Pre-trip 3.99 731 Agree

I tend to read travel influencers’ reviews/blogs or 4.09 .851 Agree

watch their videos to make sure that I choose the right

destinations (S1-1)




Table 4. 17 (Continued)

Attributes Mean Std. Level of
Agreement
I often want to visit the destinations after seeing travel 4.00 .846 Agree

influencer’s posts (S1-2)

I tend to consider travel influencers’ recommendations 3.98 .848 Agree
on activities when I make my travel decisions (S1-3)

I tend to search travel influencers posts on social media 3.97 973 Agree
when I am planning a trip

(S1-4)

I tend to consider travel influencers’ recommendations 3.89 906 Agree

on hotel when I make my travel decisions (S1-5)

During trip 3.88 741 Agree
I like to taste local food that I have seen on travel 3.95 .878 Agree
influencers’ posts (S2-1)

I tend to visit destinations (e.g., tourist attractions, café, 3.90 917 Agree
restaurant, and hotel) where I have seen on travel

influencers’ social media (S2-2)

I tend to do further information search from travel 3.89 .883 Agree
influencers’ posts during my trip

(S2-3)

I would go sightseeing and take photos or videos of the 3.77 .846 Agree
same locations that I have seen on travel influencers’

posts (S2-4)
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Table 4. 17 (Continued)

Attributes Mean Std. Level of
Agreement

Post-trip 3.75 767 Agree

I would recommend my friends or family to visit the 3.98 .843 Agree

places I have been to where I see on influencer’s posts

(S3-1)

I normally feel happy and satisfied with the places I 3.88 .850 Agree
have been to which are mentioned on travel

influencers’ posts (S3-2)

I feel travel influencer inspired me to travel (S3-3) 3.74 999 Agree
I tend to share my travel experience on social media 3.67 951 Agree
(S3-4)

I share my travel experience at the influencer’s social 3.47 1.127 Agree

media (e.g., post on the comment box)

(S3-5)

4.1.8 Regression Analysis of influencer credibility, quality of content, and
advertising disclosure on travel decision-making process

Multiple regression analysis was performed to test whether travel
decision-making process can be predicted based on influencer credibility, quality of content, and
advertising disclosure. Table 4.18 shows the results on the relationship between those variables
and travel decision making.

To test hypothesis 4, 5, and 6, a multiple regression was conducted, and
the result indicates that these three independent variables have relationship with decision-making
process where the dimensions of influencer credibility, quality of content, and advertising
disclosure were positively correlated with the dependent variable. The adjusted R square value
revealed that 50.1% of the dependent variable R 7 = .501) was explained by the three

characteristics. Furthermore, this model has not violated the multicollinearity assumption as the
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tolerance level of each variable was greater than .10 and VIF value did not surpass the suggested
value of 10.00.

The result shows that “influencer credibility” significantly influenced travel
decision making which supported H4 (beta = .199, t = 4.125, p = .000), followed by “quality of
content”, which supported H5 (beta = .327, t = 7.001, p = .000) and scored the highest value, and
“advertising disclosure”, which supported H6 (beta = .319, t = 7.849, p = .000). Hence, it can be
concluded that if the SMTIs put more efforts on building their credibility (e.g., attractiveness,
trustworthiness, competence, and similarity), producing quality of content, and disclose their
sponsors, the millennial consumers will be likely to make a decision to travel. Therefore,

hypotheses 4, 5, and 6 were all supported.

Table 4.18 Results of multiple regression for overall travel decision-making process

Model Standardized Coefficients
Coefficients Beta Std. Error t Sig.
(Constant) 147 6.631 .000
Influencer Credibility 199 .045 4.125 .000
Quality of Content 327 .046 7.001 .000
Advertising Disclosure 319 .030 7.849 .000

Note: Dependent Variable: Overall decision making, Adjusted R-square = .501

Table 4.19 shows the result of pre-trip of travel decision making. All three
characteristics were found to be significant. “Influencer credibility” significantly influenced travel
decision making (beta = .154, t = 3.073, p = .000), followed by “quality of content” (beta = .384, t
= 7.885, p = .000) which scored the highest value, and “advertising disclosure” (beta = .266, t =
6.275, p = .000). The adjusted R square value was .501.
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Table 4.19 Results of multiple regression for first stage (pre-trip) of travel decision making

Model Standardized Coefficients t Sig.
Coefficients Beta Std. Error

(Constant) 167 5.451 .000

Influencer Credibility 154 .051 3.073 .000

Quality of Content 384 .052 7.885 .000

Advertising Disclosure 266 .034 6.275 .000

Note: Dependent Variable: Pre-trip, Adjusted R-square = .459

Table 4.20 shows the result of during-trip of travel decision making. All
three characteristics were found to be significant. “Influencer credibility” significantly influenced
travel decision making (beta = .162, t = 2.945, p = .000), then “quality of content” (beta = .297, t
= 5.573, p = .000) which scored the highest value, and “advertising disclosure” (beta = .248, t =

5.349, p =.000). The adjusted R square value was .350.

Table 4.20 Results of multiple regression for second stage (during trip) of travel decision making

Model Standardized Coefficients t Sig.
Coefficients Beta Std. Error

(Constant) 185 6.297 .000

Influencer Credibility 162 .057 2.945 .000

Quality of Content 297 .057 5.573 .000

Advertising Disclosure 248 .038 5.349 .000

Note: Dependent Variable: During trip, Adjusted R-square = .350

Table 4.21 shows the result of post-trip of travel decision making. All
three characteristics were found to be significant. “Influencer credibility” significantly influenced
travel decision making (beta = .214, t = 4.048, p = .000), then “quality of content” (beta = .205, t
=3.994, p = .000), and “advertising disclosure” (beta = .336, t = 7.521, p = .000) which scored

the highest value. The adjusted R square value was .398.
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Table 4.21 Results of multiple regression for last stage (post-trip) of travel decision making

Model Standardized Coefficients t Sig.
Coefficients Beta Std. Error

(Constant) .184 4.791 .000

Influencer Credibility 214 .057 4.048 .000

Quality of Content 205 .057 3.994 .000

Advertising Disclosure 336 .038 7.521 .000

Note: Dependent Variable: Post-trip, Adjusted R-square = .398

To see which attributes of the three main characteristics significantly
influence travel decision making, multiple regression analysis was also used to see whether the
independent variables have a relationship with each stage of travel decision making. Table 4.22
shows the result of regression on the attributes of independent variables including credibility,
quality of content and advertising disclosure towards overall travel decision making. All three
independent variables have relationship with travel decision making where “Honest travel post”
(beta= .168, p= .005), “Usefulness” (beta= .138, p= .010), “Relevance” (beta= .116, p= .024),
“Engagement” (beta= 1.01, p= .027), and “Discover new things” (beta= .127, p= .028) were
positively correlated with travel decision making with the adjusted R square value at 52%. CP-4
and TW-3 attributes are included in the characteristic of influencer credibility. QC-1 attribute is
included in quality of content characteristic while AD-3 and AD-4 attributes are included in the
characteristic of advertising disclosure. This indicated that SMTIs who disclose sponsorship when
posting their travel post, producing interesting and useful content, and being relevant to the

product can influence millennials’ travel decision making.

Table 4.22 Results of multiple regression for overall travel decision-making process (only

statically significant results shown)

Model Standardized Coefficients
Coefficients Beta Std. Error t Sig.
(Constant) 145 6.390 .000
Honest travel post (AD-3) .168 .038 2.834 .005

Usefulness (QC-1) 138 .045 2.595 .010




Table 4.22 (Continued)

72

Model Standardized Coefficients
Coefficients Beta Std. Error t Sig.
Relevance (CP-4) 116 .038 2.263 .024
Engagement (TW-3) 101 .029 2.224 .027
Discover new things 127 .033 2.198 .028

(AD-4)

Note: Dependent Variable: Overall travel decision-making process, Adjusted R-square = .520

Table 4.23 reveals the results of regression for pre-trip stage of travel

decision making. “Sufficient information” (beta= .152, p= .009), “Usefulness” (beta= .139,

p=.014), and “Relevance” (beta= .123, p= .024) had significant impact on travel decision making

at pre-trip stage. It can be said that the content which can provide enough information on certain

destinations, being seen useful to the audience, and present a relevant product are likely to impact

the first stage of their travel decision making.

Table 4.23 Results of multiple regression for first stage (pre-trip) of travel decision making (only

statically significant results shown)

Model Standardized Coefficients
Coefficients Beta Std. Error t Sig.
(Constant) .168 5.318 .000
Sufficient information (QC-5) 152 .052 2.633 .009
Usefulness (QC-1) .139 .052 2.462 .014
Relevance (CP-4) 123 .044 2.259 .024

Note: Dependent Variable: Pre-trip stage, Adjusted R-square = .461

Table 4.24 reveals the results of regression for during-trip stage of travel

decision making. “Discover new things” (beta = .169, p = .011), “Usefulness” (beta = .175, p

=.004), and “Honest travel post” (beta = .165, p = .016) had significant impact on travel decision

making at during trip stage. At this stage, millennials were likely to find advertisement as new
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knowledge or a new experience which they might have never seen before, and they also found
sponsorship disclosure promoted by SMTIs an honest post while useful information was another

significant attribute that influence people’s decision making while travelling.

Table 4.24 Results of multiple regression for second stage (during trip) of travel decision making

(only statically significant results shown)

Model Standardized Coefficients
Coefficients Beta Std. Error t Sig.
(Constant) .185 6.109 .000
Usefulness (QC-1) 175 .057 2.861 .004
Discover new things .169 .042 2.558 .011
(AD-4)
Honest travel post (AD-3) .165 .048 2.420 .016

Note: Dependent Variable: During trip stage, Adjusted R-square = .365

Table 4.25 shows the results of regression for post-trip stage of travel
decision making. It revealed that the engagement between consumer and SMTIs (beta = .144, p
= .003) is significantly affected travel decision making at post-trip stage. Travel post that are
disclosed sponsorship has showed honesty to consumer (beta = .183, p = .004) which significantly
affected the decision making. The concise and clear information also significantly affected the
decision making (beta = .164, p = .010), followed by seeing ads can discover new things (beta

=.157, p = .011), and travel content is relevant to a product (beta =.132, p =.017).

Table 4.25 Results of multiple regression for last stage (post-trip) of travel decision making

Model Standardized Coefficients
Coefficients Beta Std Error t Sig.
(Constant) 178 4510 .000
Engagement (TW-3) .144 .035 2.983 .003
Honest travel post (AD-3) .183 .046 2.872 .004

Authenticity (TW-1) =177 .054 -2.735 .007
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Model Standardized Coefficients

Coefficients Beta Std Error t Sig.
Conciseness (QC-2) .164 .060 2.597 .010
Discover new things 157 .041 2.547 011
(AD-4)
Relevance (CP-4) 132 .046 2.406 .017
OK with Ads (AD-2) 124 .044 2.114 .035

Note: Dependent Variable: Post-trip stage, Adjusted R-square = .450

Table 4.26 shows the result of multiple regression for overall satisfaction

of the respondents towards social media travel influencer in terms of source credibility, quality of

content, and advertising disclosure. It demonstrates that two characteristics which are quality of

content (beta = .212, t = 3.688, p = .000) and advertising disclosure (beta = 282, t = 5.634, p

=.000) were found significant whereas influencer credibility was not significant. The adjusted R

square value was .244.

Table 4.26 Results of multiple regression for overall satisfaction

Model Standardized Coefficients t Sig.
Coefficients Beta Std Error

(Constant) .190 11.563 .000

Influencer Credibility .098 .058 1.655 .099

Quality of Content 212 .059 3.688 .000

Advertising Disclosure 282 .039 5.634 .000

Note: Dependent Variable: Overall satisfaction, Adjusted R-square = .244
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4.3 Result from in-depth interview with influencers

The second set of data was derived from interviews with 21 Thai
influencers. The information was acquired using a purposive sampling technique selecting
interviewees, particularly focusing on Thai influencers, until reaching saturation with different
categories of influencer to explore the interaction with the followers and to investigate strategies
and practices that they use to organize the sponsored content and interaction with sponsors. This
study focused on three types which were mega (1+ million followers), macro (100,000 — 1 million
followers), and micro (10,000 — 100,000 followers). However, there were some nano influencers
(1,000 — 10,000 followers) included. Based on the interviews and observation on their Facebook
pages regarding the number of followers, their type of content, and the start date of the pages, the
summary profile of SMTIs is shown in table 4.27. The reason that this study chose to see the start
date of the page from Facebook was that it ranked first among Thailand’s most popular social

media networks.
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No. Category of No. of Travel Posting Social media Start date Type of travel Type of content
influencer followers frequency frequency platforms of Facebook
(Based on (monthly) (weekly) page
Facebook)
1. Mega 1.9m 7-10 3 Facebook, Instagram 2 August 2015  Nature/Hotel/Homestay Photos
/Resort/Camping
2. Nano 1.6k 2-3 1-2 Facebook, Instagram 25 January 2020 Nature/café Photos
3. Micro 69.7k 2-3 3-4 Facebook 27 February Nature/Culture/Arts Photos
2017
4. Micro 26.6k 2-3 1 Facebook, Instagram 6 April 2017 Nature/Hotel/café/ Photos and
Tour package videos
5. Micro 42.2k 2-3 3 Facebook, Instagram, 21 September Nature/Culture Photos
Twitter 2017
6. Micro 92.9k 3-4 2-3 Facebook, Instagram, 2 February 2018 Nature/Camping/ Photos, and
YouTube Homestay vlog videos
7. Micro 36.1k 1 2 Facebook, Instagram, 14 January 2017 Nature/Food/Café/ Photos

Twitter

Hotel/Homestay
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No. Category of No. of Travel Posting Social media Start date Type of travel Type of
influencer followers frequency frequency platforms of Facebook content
(Based on (monthly) (weekly) page
Facebook)
8. Macro 100k 3-4 7 (IG) Facebook, 4 January 2019 Nature/Adventure/ Photos and
Instagram, YouTube Hotel/Homestay short videos
9. Micro 82.8k 1-2 2-3 Facebook, 16 January 2016 Nature/Adventure/ Photos and vlog
Instagram, YouTube Camping videos
10. Micro 42.5k 1-2 1 Facebook, 21 October Nature/Camping Photos
Pantip.com 2013
11. Micro 50.8k 2-5 2-3 Facebook, personal 20 August 2013 Nature/Culture Photos
website
12. Macro 919.6k 30 7 Facebook, YouTube 30 June 2015 Nature/Solo Adventure  Photos and vlog
/Backpacker/Culture videos
13. Micro 67.3k 4-5 2-3 Facebook, Instagram 28 January 2019 Nature/Food/Café Photos
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Table 4.27 (Continued)

No. Category of No. of Travel Posting Social media Start date Type of travel Type of content
influencer followers frequency frequency platforms of Facebook
(Based on (monthly) (weekly) page
Facebook)
14. Micro 38.3k 1-2 4 Facebook, Instagram 26 February Nature/Café Photos
2017
18. Macro 609k <4 4 Facebook, Website 18 August 2015 Nature/Hotel/Café/ Photos

Family activity

19. Macro 101k 1-2 3-4 Facebook 7 May 2018 Nature/Solo Adventure Photos

20. Micro 27.8k 2-3 2-3 Facebook. YouTube 1 October 2017 Nature/Food/Café/ Photos and vlog
Hotel/Homestay videos

21. Macro 124k 25 7 Facebook, Instagram 5 August 2019 Nature/Food/ Photos

Café/Hotel




79

4.2.1 Sources of travel information

There are two major sources of information that the informants use to find
travel-related information. The first one is from social media, especially on Facebook and
Instagram. Most of the influencers would follow and were likely to find the destinations and
activities from other travel influencers. All informants have created Facebook fan page and most
of them also own Instagram account as well. Many informed that social media would be the first
source that they use to find the destination. The reason is that they can see more photos with
different angles. For example, people who posted photos or videos on the social media will be
presenting some different point of views and activities. For Instagram, the informants were likely
to find a destination by searching from “Tags” feature where users can put name of a destination.
The second one is from Google. Many of them search the detailed information from Google such
as transportation, direction, places to eat, and travel expenses. Moreover, some use Google Map
to find a place to visit as they can see landscape as well as other interesting places nearby.

Informant 1: “Most of the time when it comes to searching travel
information, I prefer to search from social media like Facebook and Google”.

Informant 6: “I don’t really search the information from Facebook
but from Instagram because I don’t want to know a lot of detail but just pictures. Otherwise, it
won'’t be exciting”.

Informant 12: “I usually search the information from Google and
sometimes from Facebook when I see some interesting posts”.

Informant 8: “I normally search rough information from Facebook
and use Google and Google Map when I go in details”.

Informant 10: I do search travel information from Facebook and
Google most of the time. I usually use Google Map when planning a trip because I can see the
overview and I need to be very thorough as I'm travelling alone and I'm a woman.

For the social platforms that they have and use for posting content are
Facebook and Instagram; however, Facebook is mostly engaged by followers.

Informant 1: In the beginning, I started writing blog on Pantip.com

and created Facebook page at the same time but later Facebook is the main platform that I use to

post the content because there is a lot more engagement”.
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Informant 2: “I only have Facebook page”.

Informant 5: “I do have both Facebook and Instagram but mostly
post the content on Instagram as there are more engagement and followers. However, both
platforms are linked. I also have twitter account but just for looking some photos”.

Informant 8: “I have both Facebook and Instagram and now I'm
starting to create my YouTube channel. Instagram is the most active platform, but Facebook
seems to be more engaged by followers”.

Informant 9: “Facebook and Instagram are my main platform, but
Facebook has a lot more followers and engagement. I have no idea why Instagram doesn’t have

many followers”.

4.2.2 Kind of content or activities and content that people want to see

According to the interview, majority of the informants produce their
content in the forms of photos with travel information. Some of them put the details while some
put only necessary information, for instance, name of place, transportation, accommodation, open
hour, contact number, activity, and price. Some influencers start to make a video content since it
can express a stronger feeling while watching and people are likely to get more engaged. When it
comes to engagement rate, most of influencers similarly said that single picture with short caption
posts is likely to have higher engagement rate than more than 10 pictures with long-described
posts. However, most of them remarked that they still prefer to post numerous pictures (20-30
pictures) with necessary information. While a few influencers stated that the posts with several
photos and detailed information are likely to receive a large amount of engagement and reach
rate. This can be said that it depends on an individual’s style of content creation and their target
followers.

There are three main characteristics showing that the content interest
people. First, people prefer to see content that is useful to them. Travel knowledge that audience
acquire from these influencers helps them on decision making. However, travel influencers
should know how to communicate with audiences and maintain destination image when they
encounter with any difficulties during their stay to alert them prior to the trip. Second, they are
likely to watch the content that introduce something new, such as new destination, activity,

restaurant and café, and hotel, etc. People also prefer to see nature-related travel posts. Third, the
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fun and interesting content, especially in terms of video, are seen to be attractive to audiences.
Many informants informed that there are a number of followers request SMTIs to create travel-
video content because it can convey stronger feeling.

Informant 1: “Our page focuses on pictures because I love taking
photos and it’s easier to make than video content. In our opinion, content that audience wish to
see is the content that can give them something useful and enjoyable; for example, destination
information, how to get to a place, how much expense per trip, etc. You need to give some
information as well. Therefore, there are no fixed strategies on creating travel content but just
make sure that it’s useful and interesting to see”.

Informant 2: “I always put a lot of photos with description about
the place, its location, activities, and cost. People like to see nature-related content. There will be
more than 20 photos in one post because when compared to the post that has less pictures, the
post that has more pictures will gain better engagement. People want to see the places that are
easy to go, have a lot of activities to do”.

Informant 4: “The kind of content that I do is in the form of both
photos and videos. As there are so many travel bloggers creating their content in the form of
photos, video posts, therefore, are more official and commercial because it is more difficult to
make a video interesting and outstanding. Generally, people like to see new destinations but for
me, I prefer to visit the popular ones or could be the places I have been to, presenting in different
point of views, for instance, comparing the color of sea or the texture of sand”.

Informant 11: Apart from realistic content that people want to see,
you ought to know how to warn viewers and will not negatively affect the image of the place if
you have encountered with some struggles during your stay at homestay, for example, instead of
telling people there are tons of mosquitos here, you can advise them to bring mosquito sprays
when go stay at this place.

Informant 12: “I prefer to post photos and tell a short story that
happen during a journey. Besides, I have also started making videos on YouTube because it can
convey a greater feeling and people are likely to watch the video that is fun, exciting which can

easily get engaged”.
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4.2.3 Characteristics that travel influencers should have
The characteristics of travel influencers varied. The essential
characteristics that SMT1Is should have include passion on travel, authenticity, photography skills,
and communication skills. These four characteristics were mostly mentioned by the informants.
One informant remarked that SMTIs should well-understand about social media platforms that
they use which is vital when practice their content through these major platforms in order to gain
engagement, rate of reach and the number of followers.

Informant 5: “Travel influencers should make an honest post and be
authentic”.

Informant 6: “Those who are travel influencers must enjoy
travelling, good at storytelling, and love to share their experiences”.

Informant 8: Travel influencers must clearly present the content style
of their own, have photography skills, be passionate about travel, understand the features of each
particular social media platform.

Informant 12: “Be different and authentic”.

Informant 15: “They must love to travel, have communications skills
and photography skills .

4.2.4 Important Attributes that define quality of content

Quality of content is another vital variable that can motivate travel
decision making. The result of in-depth interview revealed that the important attributes that are
mostly mentioned by the informants included beautiful pictures, accurate and concise
information, authentic travel posts, and entertaining content. Interestingly, there is one macro
travel bloggers (Informant 19) whose posts mostly gain high engagement, especially number of
likes and shares. According to the observation and interview, this influencer can convey the
picture through touching statements or quotes. Most of her posts are created by posting a single
photo with a short quote that makes readers feel engaged and connected. Her page has no
sponsorship which can lead to a sense of authenticity from viewers.

Informant 7: “I think the photos must be attractive with sufficient

information that people can follow and accessible”.
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Informant 9: The quality of content must include beautiful pictures,
accurate and concise information, and honest post.

Informant 10: The important things that show quality of content are
multiple photos in different point of view, providing important information (e.g., name of place,
how to get there, weather, place to stay, and contact details, etc.), accurate information.

Informant 15: “Providing necessary information, presenting
beautiful pictures, especially the first four pictures that are first seen by the audience. All pictures
should be able to attract people’s travel motivation to visit”.

Informant 19: I think the reason that my posts gain high engagement
is that I like to put quotes in the caption that is related to the picture even though my photos are

not as beautiful as other bloggers.

4.2.5 Sponsorship selection

According to the result of in-depth interview, most of the interviewees
remarked that they will choose to collaborate with the sponsorships which are related to travel
and tourism which can be used when travelling because it shows the relevance between the
products or services and the content, and they believe that this is more genuine. Moreover, the
sponsored posts must be created by travel influencers themselves instead of only placing links in
the post or allowing the content produced by the sponsors posting on the influencer’s page. This
kind of practice can prove trustworthiness of the followers on content created by SMTIs and for
those influencers who just post hyperlinks of brand company, they are likely to be seen less
authentic and valued.

Informant 1: “Most of the sponsors that I work with are
accommodation, restaurant, and travel agency, etc. I prefer going to the place where is not too
difficult to get there”.

Informant 6: “When it comes to collaborate with a sponsor, I would
choose travel-related sponsorships; for example, backpack, watch, drinks, and camera”.

Informant 9: Personally, I usually select the sponsors who offer me
any travel equipment or accessories that [ can use during my journey, such as footwears, camera,

’

bag, and thermos, etc.’
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Informant 12: “I will choose to collaborate with the products or
services that are useful. I also consider about the rates pay, however, I will definitely not accept
the sponsor that ask me just to post their link on my page even though it is easy to get the pay
because it does not make any value for myself and others”.

4.2.6 Practices and strategies for organizing sponsored posts and interacting
with sponsors
4.2.6.1 Strategies for organizing sponsored posts
From the interview, the common strategies for organizing sponsored post
which many of the informants stated in the same way were posting time, the number of product
photos, tie-in strategy, interesting content, useful information, and avoiding using words related
to sales and marketing.
Posting time
More than half of the informants observed that it will be better if
they schedule posting sponsored content. For example, they post two sponsored content two days
a week and the rest five days of a week they post organic content which means the content
without sponsorship because it makes audience still enjoy with the content and does not feel
annoyed. Most of informants will post their content between 9:00 to 10:00 and 19:00 to 20:00.
Some informants basically post the content at lunchtime and two of them have no fixed time for
posting.
Number of product photos
Many of the informants remarked that they usually specify how
many photos will include products or services because if there are too many sponsored pictures in
one post, audience can get bored and does not enjoy with it. For example, influencers would
allow not more than 10 product photos in one post and the other 20 photos are non-product
photos.
Tie-in strategy
Most of the SMTIs used tie-in strategy to promote or review the
content instead of taking the big-scale product picture alone because it looks more natural and

less commercial when using tie-in to promote. Especially, the product or service that related to
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travel and tourism can easily get engaged by audience as it is the product that the influencers are
using when travelling.
Interesting content

In addition, producing interesting content is one of the critical
strategies. Although the posts include advertisement, if the travel influencers can make the
content interesting and fun, people still want to watch the content.

Useful information

Most audiences would like to watch content that provides them
useful information whether they find it fun or they can discover something new, these are all
useful to audience even though the posts included advertisement.

Avoiding sale-and-marketing words

Words used to describe the product and service can affect the
audience’s perception. It is important to mindfully select the friendly sentence or word that does
not make audience feels annoyed or distracted because people have already noticed the
advertisement.

Informant 1: “When organizing sponsored post, we will keep time
distance for posting. For example, we would post sponsored content one post and two post of
organic travel content. We have specified the limited number of sponsored photos in one post,
less than six photos per post. We don’t have to particularly tell the audience that this post is
sponsored by whom or this post includes Paid Ads; except the sponsor requests, because it is
obviously noticeable. If you put those specific words in the content, the engagement will be less
than those posts without explicit advertisement. On the other hand, we will use other friendly
words that doesn’t make the audience feel annoyed”.

Informant 8: It is obvious when it comes to a sponsored post.
However, although people have already known that the post is sponsored, influencers still need to
tell them directly, but I will explain one way or another to let them know. The main point is that
does the content is worth to watch or does it give any useful content to the audience. The products
or services must be related to the travel content. For example, using the tie-in strategy can reduce

the annoyance if you make it blend with the content.
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Informant 11: Since most people know which post is sponsored, tie-
in strategy can help your post look more natural, not too much commercial. However, sponsored
posts will probably gain lower engagement because the posts that contain sale-related words will
be somehow disable by Facebook algorithm or people might not want to support sponsored posts.

Informant 12: It is better to tell the audience that the post is
sponsored. I would say thank you to the sponsor when posting and it does not depend on whether
it is a sponsored post or an organic post so the post will have much engagement, what really
matter is the content itself. I will tie-in products and use them as a part of my life. I think be

yourself is the most important thing.

Table 4.28 Categories of important attributes mentioned by the informants

Categories No. of the
informants

1.Content that people want to see and define quality of content

Beautiful pictures/photos 15

Interesting and entertaining content 15

Authenticity 15

Sufficient and concise information 13

Useful information 11

New destinations 9

2. Strategies in organizing sponsored content

Tie-in strategy 17

Relevance between the product and SMTI’s character 15

Implicit advertising disclosure 14

Number of product photos 11

Posting time/timeliness 8

3. Measurement of effectiveness of SMTI’s posts

Engagement rate (like, share, comment) 21

Awareness (impression and reach) 19

Number of followers 2
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4.2.6.2 Practices for interacting with sponsors

The practices for interacting with sponsors is another vital part when it
comes to influencer marketing. Sponsors sometimes directly contact social media influencers
whilst sometimes SMTIs are reached by digital marketing agencies who are hired by sponsors to
promote their brands. When a sponsor is interested in an influencer, every sponsor basically will
briefly inform the overview of the project first, then request the influencer ‘s page traffic to
monitor a certain platform’s insight visit report by screenshotting the page and sending them the
report and ask the influencer rate per post. Once both sides agreed with the condition of the
project, sponsors would send the influencers the information in detail. In case of some small
businesses, they would only give the brief overview of work, then they just freely let the
influencers create content. Most of the informants were requested to send sponsors a draft or
storyboard before starting to work on a project. The things that the informants mentioned when
they discuss with sponsors on the project description are project theme, production costs,
destination, engagement rate, keyword, date of shooting and posting content, number of photos or
the length of a video which normally the rate costs for video sponsored content is higher than
photo-oriented content because it requires more technical skills to create. After accepting the
condition, the influencer then start the project work. For the project that requires monthly posting
or long-term scheme, there will be an agreement contract. Before posting, the influencers must
send sponsor the draft content to make sure that it meets their needs. If it does not, the creator is
required to adjust its content. Those influencers who work with a big company tend to be
expected for the targeted engagement rate and the number of views. Most of the digital marketing
agents who contact SMTIs will not determine the number of engagements, but they will boost the
post by themselves if the engagement rates do not reach their expectation. In another way, SMTIs
might be offered to boost the sponsored post with additional costs. Thus, after posting for a while,
some sponsors will ask for the page’s traffic to see the performance of the post. Eventually, the
influencers will be paid after posting; however, some SMTIs receive 50% of the payment in

advance which depend on the agreement written in the contract.
Informant 9: Sponsors initially contact me through Facebook or

email, then they give me a brief picture or work with condition. After I accept it, I will write a
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storyboard and show them before starting shooting. Next step is creating sponsored content.
Generally, sponsors will have scheduled the time for posting.

Informant 11: Before getting informed about the scope of a project,
the sponsor and I will first negotiate the production costs because most sponsors are likely to
compare the cost of other influencers before deciding to collaborate with. Conditions that include
in the document or agreement are theme (e.g., color of outfit), keyword, things influencer must
include in the content, date and time of posting, payment date, other rules involved brand
reputation, for example, do not create any kind of content that negatively affect the company.

Informant 21: Marketers or sponsors normally contact me on my
Facebook page. My page focuses on reviewing the places like café and restaurants and most of
them just freely let me create the content. However, in case of big company such as camera

product, the sponsor will inform me the project details before I start producing the content.

4.2.7 Interaction with followers and organizing organic content by SMTIs
4.2.7.1 Interaction with followers

Interaction with followers is another important practice influencers need
to pay attention to because these potential audience, who click likes and give comments in their
posts can significantly affect the page’s traffic which indicate the popularity and the impact of the
content. Due to the evolution of the internet, influencers can now interact with their followers in
real-time. The practices that all SMTIs do are replying to their followers’ comments and
questions whether from inbox chat or the comment box under the post. Moreover, the content that
influencer has created is one of the practices for interacting with audiences as it is another way to
communicate with audience whether in forms of photos with texts or videos. For instance, some
travel influencer decided to make a post about a certain destination or activity because of their
followers’ requests. These audience is considered as an inspiration for the travel influencers as
well which eventually can encourage them to create the content since audience are the one who
keeps the page active. Some influencer interacts with followers by asking questions in their
Instagram stories, providing a couple of choices; for instance, the place that viewers want to see,

opinion about the color of the photos, or their favorite travel style.
Informant 8: I'm more active on Instagram and I like to play with

Instagram stories asking people questions and post short videos.
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Informant 17: I normally interact with the followers by replying to
them if they have sent any questions. For example, some people asked me through inbox chat
about where the good place to propose his girlfriend is or where you buy the outfit you wore for
the camping trip.

Informant 12: [ interact with my followers like a friend. Basically, if
there is any question from the audience, 1 will reply to them or offer them suggestions in a
specific topic. I think the content I have created also represents the interacting with my followers
because the inspiration to travel and the content creation also comes from audiences’
suggestions.

4.2.7.2 Practices for organizing organic content by SMTIs

When organizing non-sponsored posts, most of the informants are likely
to make the content in forms of photograph as the main practices. Beautiful photo is considered as
the most important component of content whether it is filtered or not. Apart from that, the caption
or text message is another strategic practice to attract audiences’ attention. Most of the informants
would review a destination informing the information of a specific place such as name of the
place, location, price, contact number, open hours, and highlights of the place. In addition, each
SMTT has different descriptive writing in expressing their personal experience or feeling about a
destination, depending on the characteristics of the influencers. Many informants stated that
organic posts tend to gain higher engagements than sponsored posts. One influencer explained
that when making non-sponsored posts, you can freely create your content without concern about
target reach or engagement rate determined by sponsors. Some influencers also put hashtag with
their page’s name and the destination. However, Informant 12 who has almost one million
followers on Facebook with high engagement rates created travel posts differently compared to
other informants. His photos might not be as beautiful as others, but his character is unique and
distinctive. The practice that the informant use for writing text is, apart from name of the place,
his extremely adventurous experience, the plan of the trip, reporting during-trip situation, and
attitudes toward life, etc.

Informant 12: I'm not the type of travel influencer who review
hotels, restaurants, or café. 1 would share my exotic and special travel experience with my

followers, who I have met during the trip, how many days a trip takes, sharing my thought about
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life. My journey is not visiting some place a couple days but I ride my motorbike from south to
north of Thailand or ride a bike from Hua-Hin to Lumpang, for example.
Informant 17: Most organic posts in our page include destination
website or social platform, location, price, contact number, highlight of the place, and open hour.
Informant 21: When posting either organic or sponsored posts, photo is the core
value for my page. In one post, normally I would put necessary information like name of place,
location, open hours, contact number, signature product or service, and price. If it’s sponsored
post, there could be a promotion, activity for audience to join, for example, share, like, and tag
three friends in this post to randomly get a free voucher.
4.2.8 Influencer marketing effectiveness
In tourism context, influencer marketing was significantly effective as
the main platforms that people receive travel information is from social media especially from
travel influencers or bloggers’ reviews. People were likely to visit the places that they had seen on
social media since there were a great number of pictures taken in different angles which audience
can easily make a decision to visit. Some unknown destination has become popular among travel
seekers as the result of influencer visiting. Another reason that influencer marketing is effective is
that audience views her/him as an opinion leader who can provide feature informative and
interactive content which is one of the most important quality. SMTI is seen as an authentic
source of information; not only about a product/service’s features, but also the reviews from their
personal experience.

On the side of travel influencers, the engagements (Likes, comments, and
shares) and the number of people who can see their content (reach) are considered the core
measurement of effectiveness. The number of shares is mentioned by many informants that if
your posts are shared by a great number of followers, it means your content is undoubtedly
interesting and impactful. In fact, many informants stated that engagement rates of sponsored
posts might gain less than organic posts. Yet, some influencers believed that it is not about
sponsorship or organic posts, content is king. If the content is fascinating enough to grab
audience’s attention, they tend to either like, comment, or share your content even though it is

sponsored.
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Informant 1: “Very effective because influencers can turn an
unknown place into a popular one in a few days”.

“I normally measure the effectiveness of my posts from engagement
rates. The number of shares is the most important because the more people share your post, the
more you will get reach, engagement, and followers”.

Informant 4: “I think it is 80% effective. From my experience as
the owner of a tour company, there is no other more effective way than collaborating with travel
influencers to promote tourism”.

“Engagement rate and the number of bookings, in case of
sponsored posts, are the measurement of effectiveness”.

Informant 10: Influencer marketing really works. However, when
selecting an influencer to promote a product or service, you need do some research because there
are types of influencers and brand image is very critical”

“The measure of effectiveness for my posts is the engagement (e.g.,
like, comment, share), especially the number of shares because it means your content has the
quality”.

4.2.9 Effects of Covid-19 situation for travel posting

During Covid-19 situation, it totally affects mobility and sponsored posts
but slightly affect organic travel posts. Due to travel restriction, SMTIs would repost their
previous trips or use the old material and make new content to post because people still use social
media to search and see travel information. To prevent misunderstanding or drama when posting
travel content during Covid-19 is that SMTIs must clarify audience about when the trip started.
Most of the informants suggested that travel influencers should be consistently posting content so
that the chance that their followers are able to see their content on their news feed once they post
are likely to be higher than those who reduce posting. Otherwise, those who post once a month,
for example, are likely to gain less engagements due to the algorithm of the specific platform.
Therefore, the informants would keep the same frequency of their posts. However, when it comes
to sponsored posts, the pandemic apparently impact on SMTIs as hospitality and tourism industry

is the most severely affected as many travel-related businesses must be closed owing to the
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economic downturn and government policies of Covid-19 which leads to reduced income. Since
the source of their revenue is from sponsorship, SMTIs are critically suffering from this effect.

Informant 5: “If organic posts, Covid-19 does not affect much but the sponsored
posts have to be postponed and some were cancelled”.

Informant 7: “The only effect of covid-19 for travel posting is sponsored posts as
people cannot travel which directly affects travel-related businesses”.

Informant 11: It affects me quite a lot because we cannot travel so I must repost
the old trips so that my Facebook page keeps running and gives followers awareness of my page
existence. Otherwise, if you reduce posting, the algorithm possibly makes your post disappear

from news feed.
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CHAPTER 5

CONCLUSION AND DISCUSSION

This chapter includes summary of the main findings, recommendation for the
tourism marketing implication, and limitation of the research. The findings of this study are
discussed, according to the objectives of the research:

1. To analyze the importance of Thai SMTIs and their characteristics, such
as source credibility, quality of content, and advertising disclosure on Thai millennials’ travel
decision-making process

2. To explore the Thai SMTIs’ interaction with followers and organization
of their organic content.

3. To investigate the practices and strategies of Thai SMTIs in organizing

their sponsored content and interaction with sponsors.

5.1 Summary of the main findings
5.1.1 Millennials
5.1.1.1 The demographic characteristics of the respondents

The actual sample size of the research is 436 Thai millennials who
were born in the year range between 1981 and 2000, had travelled in 2019, and have followed at
least one SMTI. The majority of the respondents were female (60.8%) and aged between 23-30
years old. Furthermore, 61% of the respondents are single. The main education level of the
respondents was bachelor’s degree (75.2%) and most of these millennials had monthly income
before Covid-19 between 20,001 THB — 40,000 THB (43.6%) and less than 20,000 THB
(31.2%). For career, most of the respondents works in private company (47.7%).

In terms of travel behavior, most of the respondents travelled 1-3
times in a year (53.2%). When it came to information search, the majority of the respondents
include comments and reviews from social media e.g. from travel influencers and bloggers
(80.2%) as the main source. Moreover, the most influential person for most of the millennial
tourists when making a travel decision was family and friend (47.2%), followed by travel

influencer/blogger (36.7%). The most popular social media platform that Thai millennials use was
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Facebook (87.2%) and YouTube (60.3%). This means social media travel influencers have an
impact on Thai millennial tourists when it comes to travel decision making.

5.1.1.2 Attitudes and perceptions of Thai millennials towards social media
travel influencers’ credibility, quality of content and advertising disclosure

The current study is comprised of four online source credibility
dimensions which are Attractiveness, Trustworthiness, Competence, and Similarity. According to
the result in table 4.6, Thai millennials have positive attitudes towards influencer credibility.
Source credibility is the extent to which the audience perceives the source as experienced and
qualified and from whom the consumer can acquire product knowledge. Therefore, the
consequence of this study shows that competence is the most important dimension that
millennials want to follow a specific influencer as users would trust those influencers that provide
a lot of useful information which support previous scholar from Djafarova and Trofimenko
(2018) whose result showed that almost 40% of the participants stated that the reason that micro-
celebrities become famous is that they have informative and interesting posts, as well as the fact
that they are qualified individual of a kind.

The other important characteristics that can affect domestic travel
decision making are quality of content and the disclosure of sponsorship. As the result of quality
of content in table 4.7, it indicated that the respondents placed relatively high level of positive
agreement in content created by the influencers that is useful and interesting to them. Apart from
usefulness, concise and clear information, entertaining content, accurate and sufficient
information are also indicated a positive agreement by the respondents.

In terms of advertising disclosure, according to the result in table
4.8, the millennials moderately accept the disclosure of sponsorship included in travel
influencer’s content. As sponsored post is the main source of income for social media influencers,
although there are advertisements appearing in the content, people still want to watch their posts
and are ok to see some advertising presented by the influencers. Most of the respondents had
given relatively positive agreement on advertising disclosure that it is a way to discover
something new and they would consider buying the product or service advertised by SMTIs. This
may indicate that the respondents might have instantly identified the sponsored posts. On the

other hand, the respondents were not likely to see an attempt to make travel post honest and
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although the audience still wanted to watch SMTIs’ content, they still found advertisement
annoying somehow.
5.1.1.3 t-test and one-way ANOVA findings

The result of t-test for differences between female and male on their
attitudes towards SMTIs’ credibility, quality of content, and advertising disclosure shows that
both genders had similar positive attitudes. Furthermore, females perceived that SMTIs could
present entertaining content which makes them enjoy while watching rather than males do. In
terms of disclosure of sponsorship, Males are less annoyed than females when seeing
advertisements in influencer’s posts, they find it is something new, they have a higher intention to
buy products or services advertised by influencers, and they can feel a higher degree of an attempt
to make sponsored posts honest. For the result of one-way ANOVA, the differences among
demographics (i.e age and educational levels) showed that no matter how old millennials are and
what level of their education was, they do not have an impact on influencer credibility, quality of
content, and advertising disclosure. However, when it comes to their monthly income before
Covid-19, the result indicates that quality of content is more important for the respondents
earning less than 20,000 Thai baht than those who earn 40,000 Thai baht. For occupation, the
respondents working in a private company and those working as the government officers have a
significant difference on perceived quality of content created by SMTIs. According to both t-test
and one-way ANOVA results, they partially rejected hypothesis 1, 2, and 3, which stated that
millennials’ demographic characteristics have an impact on attitudes towards influencer
credibility, quality of content, and advertising disclosure.

5.1.1.4 Regression findings

Multiple regression results demonstrates that influencer credibility,
quality of content, and advertising disclosure significantly influenced travel decision making. In
the pre-trip and during trip stage, it is found that the attributes of two characteristics (quality of
content and advertising disclosure) had significant impact on travel decision making. People
prefer to consume the content that provide them sufficient and useful information. Also, it should
present an endorsed product or service that relevant with the character of SMTIs to show
authenticity and attempt to make travel post honest. In addition, millennials were likely to find

advertisement as new knowledge because many interesting products and services were recognized
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and purchased due to influencer marketing which is proven to be more effective than traditional
marketing. For post-trip or the stage of satisfaction evaluation, it is found that the engagement
between SMTIs and followers affect their intention to recommend and share travel experience
with others. They tend to be satisfied with the concise information about a destination,
accommodation and so on, and advertisement disclosed by SMTIs which should be related to
tourism and their individual because people acknowledge sponsorship and find it acceptable to
see some advertisement in SMTIs’ content.
5.1.2 Social media travel influencers

Social media travel influencer has become widely used for promoting a
destination because of their ability to influence audience when making a travel decision. As travel
influencers can be anyone who are passionate about travelling and happy to share travel
experience with others through social media whether to inspire or to invite people to see the
precious world, it is crucial for the influencers to create interesting visual content. Information
search is the initial process that all travelers need to do before starting a journey. According to the
interview, social media (Facebook, YouTube, and Instagram) and the search engine, Google, are
the major sources of information for travel influencers.

In terms of content, the responses show that the kind of content that Thai
influencers are likely to create is photos with brief information about the trip such as name of
place, transportation, activity, contact number, and price. In addition to pictures, video is another
type of content that some influencers have started to make it because audience tend to be more
engaged with and it is able to convey a greater feeling. It is obvious that posting beautiful photos
may require less efforts than creating a video content. When posting photos, many informants
found that single picture would have higher engagement than 10 or more pictures in one post.
Creating content to serve the audience’s preference is considered important as well. According to
the responses from the influencers, people, especially Thais, would like to see those content that
give useful information to help them on decision making. Furthermore, they also like to see the
content that introduce something new (e.g., new café, hotel, activity, etc.) and is fun and
interesting to watch, particularly video-driven content. Therefore, the quality of content in
tourism is not only about beautiful photos, but also accurate and concise information, authentic

and entertaining content.
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Apart from content itself, characteristics of SMTIs can indicate their
credibility. From the data of the interview, the four characteristics that SMTIs should have are
passion to travel, authenticity, photography skills, and communication skills. Additionally, social
media knowledge is vital for them as well because each platform has different features and target.
Hence, the influencers need to fully understand about this.

When it comes to choosing to work with sponsors which is SMTIs’ main
source of revenue, it is found that collaborating with sponsorships which are related to tourism is
the first priority when selecting a sponsor. Also, it would be genuine if a product or service that
SMTIs present is used by them too because it not only shows the relevance between the
product/service and the content, but also trustworthiness from the audience toward the presenter.

In terms of tourism context, people tend to visit the place that they had
seen on social media, especially from travel influencers or bloggers who are seen as opinion
leaders. Therefore, the SMTI-sponsor collaboration in promoting brands and products is effective
and cost-efficient as it adds significant value to their ability to deliver targeted messages and
ensures that those highly engaged consumers are reached. For influencers, engagement rates and
reach are the key measurement of effectiveness, especially sharing feature. A great number of
followers sharing certain posts indicates that the content undoubtedly catches audiences’ interests
and is impactful.

Normally, digital marketing agencies would first see the influencer’s
characteristics, and their page traffic before making a decision whether to hire them or not. Before
SMIs posting a sponsored content, marketers would always check beforehand to make sure that it
meets their requirements. The key strategies for organizing sponsored posts are comprised of
posting time, number of product photos, tie-in strategy, interesting content, usefulness, and
avoiding sale-and-marketing words. The project conditions such as keywords, engagement rates,
theme, and date of posting appears to be vitally important in terms of target reach. Another
important practice apart from interaction with sponsors is interaction with existing and potential
followers. Replying to the followers’ comments and answer the questions are the basic practice
that all influencers do since it shows the sense of friendship which can lead to the frequent

engagement and positive eWOM. Many posts of travel influencers are also inspired by their
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followers who give them comments and suggestions about travel ideas. It can be said that this is
another indirect way to communicate with the followers.

Since the Covid-19 has occurred, it brought to inevitable travel restrictions
which means it directly affects those who work in the tourism industry, including travel bloggers.
Although the pandemic has stopped people’s mobility, they still use social media to consume
content and information for their future trip. Hence, the influencers would use their old material,
sharing their previous trips by producing new content in order to maintain follower’s
engagements. It might not affect much on posting organic content, but it does for sponsored posts

because there is no travel demand which resulted in reduced revenue.

5.2 Discussion

This research examines the importance of Thai SMTIs and their characteristics
on domestic travel decision-making process by Thai millennials based on the primary data from
436 questionnaires through purposive sampling, in-depth interview from SMTIs and observation
through social media. Understanding the attitudes of Thai millennials toward social media key
opinion leaders who created travel content is vitally important for the development of tourism
industry as millennials are considered as becoming largest workforce which would help drive the
country’s economy. These potential generational cohort values travel meaning whether personal
development; interpersonal exchange; entertainment and relaxation; and escapism (Cavagnaro et
al., 2018). Hence, travel experience seems to be one of the priorities in their lives and millennials
are likely to be dependent on other’s experiences (e.g., travel influencer or blogger) to improve
their travel experience and reduce possible risk.

5.2.1 Objective 1: To analyze the importance of Thai SMTIs and their
characteristics, such as source credibility, quality of content, and advertising disclosure on
Thai millennials’ travel decision-making process.

Examining characteristics that influence millennials’ travel decision-
making process is important as it can suggest on tourism development, and it is a useful tool for
designing more effective content or campaign to attract these potential cohorts. As SMTIs has

become one of the main sources of travel information, the three main characteristics explaining
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the impact of SMTIs on millennials’ travel decision making include influencer credibility, the
content they create, and disclosure of sponsorship.

In terms of influencer credibility, Thai millennials, according to the result,
tend to follow the influencers who are attractive, unique, authentic, and competent in the
destination they visit or the activity they do. This quantitative finding suggests the similar
findings of interview from the supply side or SMTIs who mentioned that people prefer to see the
content that is trustworthy, informative, and entertaining which can indicate the level of
competence in specific knowledge and skills. As SMTIs are perceived experienced travelers,
viewers would expect to get useful travel information such as highlight of the place, must-do
activities, accommodation, and beautiful spots for photos which mostly happen in the first stage
(pre-trip) of travel decision making when people would read the information from SMTIs.
Moreover, this generational cohort tends to follow SMTIs who are mostly of the same age,
express similar mindsets and have the same travel preference. Millennials have positive attitudes
toward SMTIs because they are perceived physically attractive as well as credible. The present
finding reinforces the work of Le and Hancer (2021) whose finding revealed that viewers more
likely desired to mimic vloggers who are physically and socially attractive and consumers will
follow the trends created by guru in the field.

When it comes to travel content, audience, especially young generation,
prefer to follow SMIs who can present quality content which mainly include interestingness and
usefulness. The posts that are easy to understand and enjoyable to read can grab audiences’
interest as visual content and message created by SMTIs is highly valued because they find it
interesting and attractive, a source of inspiration, relaxation and fun (Nadanyiova et al., 2020).
Moreover, this study found that females perceived the influencer-created content as more
entertaining than males do. The research of motivations for social network site use explained that
females’ motive of the sites use are to communicate with peer group members, strongly related to
entertainment, and passing time (Barker, 2009). According to the interviews, in addition to
informativeness and interestingness, nature-related content, food and café posts are seemed to be,
unsurprisingly, popular among viewers since Thailand is rich in natural resources and famous for
Thai cuisine which is proudly promoted by TAT to increase appreciation for gastronomy tourism

linked with culinary experience. Most of the respondents like to taste local food that they have
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seen on SMTIs’ posts and would visit the destinations during the trip, including restaurant and
café, which they have seen on SMTIs’ social media.
The findings regarding advertising disclosure by SMTIs support the study of
Chapple and Cownie (2017) who discovered that lifestyle vloggers exhibit all the important
dimensions of source credibility and disclosure of paid endorsements was seen to increase
vlogger’s credibility as it could mean that SMTIs are showing transparency and genuineness
which makes audiences become more accepting of endorsement message. Since millennials are
hailed as technologically savvy, ethnically diverse, assertive and flexible (Ahn et al, 2019;
VisitScotland, 2017; Sweeney, 2006), their attitudes towards advertisement promoted by SMTIs
does not notably decrease influencer’s credibility, according to the result of the study. These
results differ from the findings of Colliander and Erlandson (2015) who found that disclosure of
sponsorship negatively affects the attitudes of perceived credibility of blogs and the bloggers.
This research findings can be explained by the fact that sponsorship is known as the main source
of SMTIs’ income and online content is packed with advertisement; therefore, for the audience it
makes sense to see that influencers collaborate with sponsors and brands. Besides, unlike
traditional advertising, the product reviewed by the SMTIs is more trusted by millennials than
using traditional celebrities because millennials tend to consider these social media influencers as
peers who have similar thoughts to them and could give a sense of friendship, recommending
worth-to-have products and services (Chapple & Cownie, 2017; Munnukka et al, 2016; Lou &
Yuan, 2019; Morimoto & La Ferle, 2008). In terms of gender difference, this study revealed that
males show a higher positive attitude towards advertisements than females which contradict to the
research of Xu and Pratt (2020) who indicated that female has slightly higher positive attitude
towards advertising. This can be explained by the fact that females perceived advertising more
intensely and more complex (Birknerova et al., 2018) because they tend to rely on multiple
choices before deciding whereas males have more heuristic system, making a quicker decision
(Meyers-Levy, 1988).
Referring to the result, Thai millennials are satisfied with the places that
have been mentioned or recommended by SMTIs who inspire people to travel and share their
travel experience with others. Hence, they are likely to recommend their family and friends to

visit the places they have been to where was presented by SMTIs. Reinforcing on the finding of
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Kang and Schuett (2013), this study echoes the importance of eWOM on the increased use of
social media as the result of perceived enjoyment whether visiting a destination or consume the
travel content which directly influences the actual travel-experienced sharing behavior. The
power of positive sharing from millennials who are the main active users forms the most
significant consumer segment online (Trivedi & Sama, 2019) which has a great impact on travel
planning process and intention to visit a destination.

5.2.2 Objective 2: To explore the Thai SMTIs’ interaction with followers
and organization of their organic content.

This study tries to explore how SMTIs interact with their followers which
is considered as one of the effective practices to keep the SMTI-follower relationship. Most of the
informants stated that they mostly reply to the followers’ comments and to those who send them a
direct message. Some influencers would ask their audience to share their travel experience with
them while some would make a short question to ask their audiences’ opinions. This kind of
interaction enhances the stronger bond between SMIs and their followers. Glucksman (2017)
found that the interactivity between influencers and viewers, when promoting the products, can
turn a follower to a brand consumer which is considered strategic and persuasive as it can
maximize brand recognition through individual’s personalities. The two-way conversation is
proven to be the meticulous strategy that influencers should know their audiences and make sure
that SMTIs’ reply meets the viewers’ expectation which is a new dimension of advertising. The
interaction between SMTIs and the followers seems to be more effective than the brand itself
directly interact or reach the consumers because word of mouth from influencers is perceived as
more credible and reliable. SMTIs or bloggers’ page can be seen as a community where people
participate in and have a similar preference or value to the influencers which result in positive
attitudes and engagement (Chu & Kamal, 2008; Lou & Yuan, 2019).

When organizing non-sponsored content, it is found that beautiful pictures
are among the most important elements when influencers organize their organic posts, followed
by useful and attractive message. This finding is similar to that in the research of Djafarova and
Trofimenko (2018), indicating that the essential characteristic of micro-celebrity is quality of
posts (interesting posts and good-quality photos). The idea of the use of visual filters on photos

and videos among the informants was similar. Most of them filtered their materials to look
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professional and captivating; although followers could recognize this instantly, they did not mind
the filtering. However, there were the minority of the audience who said that the pictures
displayed by travel bloggers and the reality of the place was somewhat different. Apart from
pictures with text message, the popular type of content in tourism that can satisfy and increase
their travel motivation is video because audiences are able to see the real scenario before making
decisions (Cholprasertsuk et al., 2020).

Although beautiful photos might be a crucial attribute, good-quality
content was not less important. The authenticity and uniqueness of SMTIs’ characteristics
exposed through quality (Audrezet et al., 2020; Chatzigeorgious, 2017; Campbell & Farrell,
2020). One of the most popular SMTIs’ pictures are not as spectacular as other SMTIs yet he can
differentiate himself from those by displaying extreme adventures, challenging journeys, and
lively express his life’s experiences with audiences. Furthermore, language usage and
communication skills are also as important as, or even more than, photo quality. One interviewee
who is a micro-influencer gains a high number of Facebook engagement rate due to touching
quotes or short statements with mostly a single photo that might not look perfect but catch
viewers’ feeling: “Someone said people who travel alone possibly have two reasons: they're
either running away from something or searching for something”. Organic posts created by
SMTIs do not only assist in travel decision making but also inspire young people to create their
own content to store their memorable experiences in digital dairy and wish to share with others.
Most SMTIs have also started from accumulating their travel experiences and posting on social
media with the simple reasons to share with their friends or find a place for photo storage or make
a portfolio so that customers can see their work.

5.2.3 Objective 3: To investigate the practices and strategies of Thai SMTIs
in organizing their sponsored content and interaction with sponsors.

Influencer marketing is one of cost-efficient marketing tools due to the
impressive value of influencer’s ability to deliver targeted message and guarantee a wide reach to
the very engaged viewers. A consumer-to-consumer medium through social media has
enormously grown especially in tourism industry as it is a useful information search for travel
planning and assisting in decision-making about destination, products and services (Kang &

Schuett, 2013). In terms of tourism context, people tend to visit the place that they had seen on
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social media, especially from travel influencers or bloggers who are seen as opinion leaders.
Therefore, the collaboration between travel influencers and tourism marketers is considerably
effective for brand awareness, social engagement and sales (Dhanesh & Duthler, 2019; Bakhshi et
al., 2014; Yu et al., 2014).

The influencer’s identity is considered highly crucial as it represents the
value and the image of endorsed brands. Most of marketers would prudently seek for the right
endorser who can perform the best of its product or service in genuine way. SMTIs’ page traffic is
one of the first things that marketers would like to see about how well their performance or
content is. However, influencers need to carefully select sponsors as well since those endorsers
who create content to promote a certain product that is not relevant with their own characters will
result in less engagements and possibly unfavorable attitude of the audience toward their
credibility. This finding supports Audrezet et al. (2020)’s research about authenticity management
on SMI-brand partnership. They found that the strategies that SMTIs use are passionate and
transparent authenticity. In order to manage passionate authenticity, SMTIs would select brands
that fit their style, respect their identity, and free their creativeness. The second type of
authenticity refers to the sincere presentation by providing fact-based information about the
product or service as well as personal opinions as it shows a sense of integrity as Informant 12
mentioned “I use them (product) as a part of my life. I think be yourself is the most important
thing”. Disclosing sponsorship can build SMTIs’ source credibility and project authenticity
(Wellman et al., 2020). This finding agreed with the study of Wellman et al. (2020) conducting
in-depth interview with travel influencers regarding tactics they use during the sponsored content
process; producing content that is useful to audiences, joining with brands that fit their image,
posting less relevant content, overlooking negative experiences that would be unhelpful to
audiences. A previous study also revealed that the congruence between endorser and product can
increase the intention to purchase and, in tourism context, can mark the uniqueness of a
destination (Xu and Pratt, 2018). These imply that these tactics do not only enhance brand’s
image, but also can foster relationship between SMTIs and their followers. Most travel
influencers in this study apply implicit disclosure message, avoiding using sale-and-marketing
words but reviewing the product or service as if it is a friend’s recommendation and using tie-in

advertising to make the sponsored posts more natural and relevant to the content. In fact,
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audiences can instantly recognize the sponsored content as advertising regardless of the explicit
disclosure as they are encountering various promotional online content on a daily basis (Lee &
Kim, 2020).

There is no specific set of standards on content creation by SMTIs
because most of the influencers in this study began producing travel content from their enjoyment
to travel and have different career backgrounds - some are now full-time SMTIs while others do it
as an alternative job. The number of followers might not be the most effective indicator to
measure the popularity and success of the influencers because this study found that some
influencers have a high number of followers but low engagements (measured by the number of
likes, comments and shares) while some micro influencers have a lower number of followers but
gain higher engagements which might be because those mega and macro SMTIs have started their
page for many years; nonetheless, their content might not meet audiences’ expectation. In
contrast, some interviewees have become macro influencers just within a couple years due to the
content SMTIs created are unique and interesting even though it is sponsored. The finding
supports Gretzel (2017)’s research that apart from audience reach, impression, and conversion,
engagement is a more effective indicator than the number of followers on SMTIs’ social media
account when measuring influencer’s performance. Therefore, creativeness is the key quality
message that will enhance SMTIs’ credibility, audiences’ perception, and brand collaboration. It
can be said that one of the most important factors that bring them success is great content that can

convey what audiences are looking for.

5.3 Contributions and Implications
5.3.1 Theoretical contributions

The role of social media influencers (SMIs) in Thailand is understudied.
Previous research studied how SMIs influence tourist’s behavior and travel motivation
(Cholprasertsuk et al., 2020). This study extends the literature using mixed methods to analyze
the importance of SMTIs on millennials’ travel decision-making process, and to explore
influencers’ practices and strategies they utilize for content creation both organic and sponsored
posts; how SMTIs choose to work with brands, what type of content to produce, the content

people hope to see, how to interact with followers, what characteristics travel influencers should
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have, and how to manage the content included sponsored campaigns in genuine way. Besides,
mixed methods contribute to better understanding the demand side (millennials) and the supply
side (SMTIs) to see if there were any similarities or differences in terms of millennials'
perceptions of SMTIs' travel content and the target audience's understanding of whether their
needs are met, enhancing the validity of inferences. It was intended to get additional insight into
the process of organizing sponsored travel-related content, not only for triangulations.

Furthermore, this study has proved the empirical evidence that marketing
message presented in the travel influencer’s content is perceived more authentic and effective
than the brand directly interacts with the target audience itself since the influencers’ reviews are
seen as if it is a friend’s recommendation. Millennials, as an economic workforce who are
potentially digital natives, appears to be the important drive to promote domestic destinations and
generate the country’s revenue. Also, SMITs are hailed as key opinion leaders in the tourism-
related field and perceived as a reliable source of travel information who play a crucial role in
electronic word-of-mouth (eWOM) which can reach greater number of audiences within a short
period of time and considered vitally influential. The finding in this study clearly demonstrates
that awareness (audience reach) and engagement rate (like, share, and comment) are more
effective indicators than the number of followers since some informants can become popular and
gain a high degree of engagement within a few years after starting their page. The main reason is
that the content they produce is compelling and useful. However, although social media is widely
used as an information source, this study confirm the previous research that the most influential
person when making a travel decision is family and friends.

5.3.2 Practical implications

SMTIs can draw implications from these findings. First, in order to build a
stronger relationship with the followers, in addition to replying to comments and answering
questions in chat box, SMTIs might create Q&A content or question-and-answer content about
travel-related topics. Inquiring about the opinions of followers can improve the interactive
relationship while also demonstrating appreciation for their valuable responses. Apart from
posting must-visit destinations, the posts like Tips when going camping, Things you should
prepare when travelling alone, Important items for travel bloggers, and 20 Facts about me might

attract consumer’s attentions and make their page more interesting because informativeness and
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enjoyment are seemed to be the priority for millennials when they choose to consume certain
content. Second, social media influencers should disclose sponsorships, either implicit or explicit,
to show the sense of transparency and authenticity with followers and they should take this
opportunity to show their ability on creating content. The influencers who have the higher number
of female followers should try to avoid explicit sponsorship disclosure but using tie-in strategy or
product placement instead. Plus, the product or services endorsed by influencers should be
relevant to their characteristics so that the content is more persuasive and can receive favorable
feedbacks. Third, as pictures have been widely used in travel posts, it would be more interesting
and receive increased engagement, video content might be a good option for SMTIs to enhance
their page’s traffic and popularity because video posts can give a stronger feeling and be more
engaged. Furthermore, people, especially young generation, tend to consume more video content
such as vlog which is one of the most popular form of content creation and video content also
brings in more revenue for influencers because it looks professional and attracts digital marketers,
but it requires video-editing skills and takes longer to create.

Digital marketers also can draw implications from this study. When
selecting to hire a social media influencer, marketers should not only see the number of followers
but the SMTI’s characteristics if matches your products or services, performance of their content,
type of content they are specialized, followers’ demographics and engagement rates. These
attributes are also important to consider before making a decision to work with them. Each type
of influencers has their own uniqueness. The value of micro- or nano- influencers sometimes
shows that niche audiences tend to be more expensive or difficult to be standardized. In addition,
Marketers should let influencers or content creators freely produce the content in order to exhibit
the individual’s creativeness because influencers often enhance increased engagement to brand-
related messaging in a more effective and personal way than brands can do themselves (Campbell
& Farrell, 2020). Marketers should accept both positive and negative reviews from influencers,
not just informing the product functions and this would make the reviews more persuasive. To
reach the target audience, marketer should understand the functions and algorithm of each social
platforms as well. For example, if brands would like to post a one-minute video to catch viewers’
attention, Instagram and TikTok might be the options while YouTube is more suitable for longer

content which is seen as an online TV channel where YouTuber can create their own channel.
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5.4 Limitations and suggestions for further research

This study has demonstrated the importance of Thai SMTIs who can influence
millennial’s travel decision-making process, and the role of travel influencers as part of a
marketing strategy. However, this study has some limitations like other previous research. The
research was conducted in Thailand only, focusing on Thai millennials (Gen Y) as they are the
main cohort of this study. In terms of qualitative approach, is also limited to the interviewees who
are Thai SMTIs. Examining other generations such as Gen X or Gen Z, interviewing both Thai
and foreign influencers, and including those who blog on international tourism, might result in
different perspectives on influencer’s credibility. The practices and strategies that foreign
influencers perform could also shed light on some cultural differences and variation in blogging
practices across countries in content creation, sponsor collaboration and follower interaction.
Future research could broaden the scope of area to a larger sample outside Thailand to receive
different angles in other regions. Since there are several types of SMIs, specializing in different
areas of interest or type of travel such as solo, couple, family, food, LGBT, luxury and so on,
future research could examine other specific SMIs in order to receive different outlooks on
practical implications. This research looks at the effectiveness of influencer marketing but only
from the point of view of SMTIs; therefore, future research can also examine the endorsement
effectiveness by interviewing digital marketers in order to obtain the insightful information
regarding the measurement of sponsored posts produced by SMTIs and the criteria the marketers
use when selecting an influencer. Lastly, some sponsors might hire digital marketers, who act as
intermediaries, to employ the influencer in advertising their products; therefore, interviewing
sponsors or the product-owned company can shed light on further insight such as influencer

reputation, costs of influencer marketing, and risks of influencer marketing.
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Appendix A

Questionnaire for tourists (English version)

Social Media Travel Influencers: Strategic Insights and Impact on Domestic Travel Decision
Making by Thai Millennials
Dear Respondents,

This questionnaire is a part of master’s degree in Business Administration in Hospitality
and Tourism Management (International Program) of Prince of Songkla University, Phuket
Campus. My research topic is the Impact of Social Media Travel Influencers on Travel Decision
Making by Thai Millennials. Please assist me by spending some time on completing these
questions. The information you provide will be kept confidential and the data will be used for
academic purposes only.

Thank you for your kind assistance and valuable contribution to this research!

Part I: Personal information

1. Gender
[J Female [J Male
2. Age
[ 20-22 [ 23-26 [ 27-30 ] 31-35 [ 36-39

3. Marital Status

[ single  [] In relationship ] Married [ widowed [CIDivorced
4. Monthly income before Covid-19 (THB):

[ Less than 20,000 3 20,001-40,000 [J 40,001-60,000

[ 60,001-80,000 [ 80,001-100,000 ] more than 100,000
5. Education level

[C] Primary School [J Secondary/High School ~ [] Diploma
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[] Bachelor’s Degree [J Master’s Degree ] Ph.D.

6. Career
[ Student [ Private company [ Government officer
(I Self-employed [CJ Housewife

[ Professionals (Physician, lawyer, economist, scientists etc.)

] Others (please specify........covvviviiniiiiiinn, )
7. Normally, how often do you travel in Thailand per year?

[ 1-3 times [J 4-6times [ 7-9times  [] more than 10 times
8. How did you get information of travel destinations or activities before deciding? (You can
provide more than one answer)

[J Recommendations (family and friends)

L] Comments on Social media (social media influencers and travel bloggers)

[J Travel guidebooks [ Review sites (e.g. TripAdvisor, Agoda)
(I Newspaper/Magazine [ Television
[J Past travel experience [ Others (Please SPecify..............cccevn... )

9. Who is the most influential person when you make a decision to visit a destination?

[J Family/friends ] Blogger/Influencer [ Celebrities
[J Spouse/partner [ Travel agent L Kids
[ others......covevvnn,

10. Which social media platforms do you usually use when searching travel information?
(Can answer more than ones)
[J Facebook [ YouTube [ Instagram [ Twitter ~ [] Pantip.com
11. Which social media influencer (s) that you rely on when making decision to travel?
PleaSE SP T . .ttt ettt e
12. Have you ever travelled to any destination because of the advice by the social media
influencer?
(] Yes (which destination.............coevveeevveeeeennennn, ) [ No
Part II: Attitudes towards social media travel influencers (SMIs)
Note: SMTIs are individuals who have ability to influence others’ decision on travelling through

social media platforms such as, I Roam Alone, Asa papailong, Go went Go, and Walker Talker.



Direction: Please rate how much you agree or disagree with the following statements.
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To what extent do you agree with the

following statements?

Strongly
disagree

oy

Disagree

2)

Neutral

3)

Agree

4)

Strongly
agree

®)

Attractiveness

I find SMTIs are attractive.

I find SMTIs are trendy.

I find SMTIs are unique.

I find SMTTIs have a good sense of humor.

Trustworthiness

I find SMTIs are engaged with the users.

I find SMTIs are authentic.

I find SMTIs are consistent.

Competence

I find SMTIs are intelligent.

I find SMTIs are sufficiently experienced

about the destination.

I find SMT]Is are competent.

I find SMTIs are relevant to the product.

Similarity

I feel that I can easily identify with SMTIs.

I feel SMTIs and I have a lot of things in

common (e.g. attitude, lifestyle, interest).

Part I11: Quality of content created by social media travel influencers

Direction: Please rate how much you agree or disagree with the following statements.

To what extent do you agree with the

following statements?

Strongly
disagree

(1)

Disagree

2

Neutral

3)

Agree

(4)

Strongly
agree

)
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provide accurate information about the

destinations, products and services.

Provide enough information so that I can

compare with similar products and services.

Present entertaining content which makes

me enjoy while watching.

Convey concise and clear information

which is easy to understand.

Give travel information that I am interested

in and useful to me

Part IV: Advertising disclosure towards social media travel influencers (SMIs)

Direction: Please rate how much you agree or disagree with the following statements.

To what extent do you agree with the Strongly | Disagree | Neutral | Agree | Strongly
following sentences about how you feel disagree agree
when SMTIs disclose advertising? (D) 2) 3) (4) 35

I am okay to see some advertising showing

in the SMTIs’ content.

I still want to watch SMTIs’ content even

though it is sponsored.

Travel posts with advertisement does not

make me feel annoyed.

I think advertisement is a way to discover

something new.

It is likely that I will buy products or
services (e.g., hotel, tour agency,
restaurant, electronic device) advertised by

SMTIs

I feel an attempt to make travel posts

honest when SMTIs discloses sponsorship.




Part V: Travel decision-making process when consuming SMITSs’ content.

Direction: Please rate how much you agree or disagree with each the following statements.

Level of Agreement: 1=Strongly disagree 2=Disagree

5= Strongly disagree

3= Neutral

4=Agree
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Stage 1: Pre-trip

Level of Agreement

(1)

)

3

4)

(5)

I tend to search travel influencers posts on social media

when I am planning a trip

I often want to visit the destinations after seeing travel

influencer’s posts

I tend to consider travel influencers’ recommendations

on hotel when I make my travel decisions

I tend to consider travel influencers’ recommendations

on activities when I make my travel decisions

I tend to read travel influencers’ reviews/blogs or watch
their videos to make sure that I choose the right

destinations

Stage 2: During trip

I tend to visit destinations (e.g., tourist attractions, café,
restaurant, and hotel) where I have seen on travel

influencers’ social media

I tend to do further information search from travel

influencers’ posts during my trip

I would go sightseeing and take photos or videos of the
same locations that I have seen on travel influencers’

posts

I like to taste local food that I have seen on travel

influencers’ posts.

Stage 3: Post-trip

I would recommend my friends or family to visit the
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places I have been to where I see on influencer’s posts.

I tend to share my travel experience on social media

I feel travel influencer inspired me to travel

I normally feel happy and satisfied with the places I have

been to which are mentioned on travel influencers’ posts

I share my travel experience at the influencer’s social

media (e.g., post on the comment box)

Overall, I feel satisfied with following travel SM influencers’ recommendations

Strongly disagree Disagree Neutral
6Y) 2 3

Agree
(4)

Strongly agree
6]

Any further suggestions about SMTIs, please feel free to let us know

**x%%* Thank you for your kind assistance ******
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Appendix B

In-depth Interview Questions (English version)

(For social media travel influencers)

1. What kind of travel do you like? Why?

2. Normally, how often do you travel in a month?

3. Where do you normally get travel information from (official website, travel guidebook, friends,
social media etc.)?

4. Which social media platforms do you usually use for travel search?

5. How did you decide to create your own travel-related content, and why?

6. Which social media platforms do you use to post travel message, photos or videos and which
one is mostly engaged by followers (Like, comment, share)?

7. What kind of activities or content do you usually engage in?

8. From your experience, what kind of travel content do you think audiences would like to see?
9. What kind of characteristics do you think travel influencers should have when they provide or
share something with their audiences?

10. In your opinion, what are the important attributes that define the quality of content?

11. Are some of your posts sponsored? If so, how do you choose to collaborate with the specific
product or service?

12. Do you think travel influencers should disclose their sponsorship, showing audiences
explicit advertisement; for example, “Paid Ads”, “Sponsored by”, “Includes Paid Promotion”?
Why?

13. What is your approach to promoting a certain product on your post without making audiences
feel disturbed or annoyed?

14. Do you think influencer marketing has become, or will become, an effective marketing

strategy in terms of tourism? Why?



15. How do you measure the effectiveness of your social media posts?

16. What are the practices when collaborating with sponsors?

17. How do you interact with your followers and sponsors?

18. How has the Covid-19 pandemic affected your travel-related social media postings? (e.g.,

virtual travel)
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Appendix C

Questionnaire for tourists (Thai version)
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Appendix D

In-depth Interview Questions (Thai version)
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Appendix E

Sample of interview from a micro influencer

1. What kind of travel do you like? Why?

Answer: I love to visit nature places and I love adventure.
2. Normally, how often do you travel in a month?

Answer: 1-2 times per month.

3. Where do you normally get travel information from (official website, travel guidebook, friends,
social media etc.)?

Answer: I get the information from various sources like Google, travel-related
website, Pantip.com, Facebook, and, sometimes, friends.

4. Which social media platforms do you usually use for travel search?

Answer: I mostly use Instagram and Facebook to seek for a destination. For
Instagram, [ basically use it to see the pictures of the current situation of a destination like
weather, activity and so on. For Facebook, 1 normally visit specific Facebook pages of the
blogger that I like, especially their style of travel, to see the place I am interested to go too.

5. How did you decide to create your own travel-related content, and why?

Answer. The reason I started doing my page was to find myself, to try something
new because at that time I was not happy and satisfied with my life that much, then I first decided
to go trekking which eventually I found it interesting and fun. Besides, I like writing stories, hence
1 created my Facebook page to keep the good memories and travel experiences.

6. Which social media platforms do you use to post travel message, photos or videos and which
one is mostly engaged by followers (Like, comment, share)?

Answer: I have three social media platforms which are Facebook, Instagram,
and YouTube for posting my travel content. Of course, the platform that gains a great number of
engagements is Facebook.

7. What kind of activities or content do you usually engage in?

Answer: The main form of my content is photos with description below each

picture. My page does not focus on product reviews. However, I have been started creating video

content because [ want to try something new even though it takes more time to make it, and the
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followers seem enjoying watching them, but I must admit that the engagement is much lower than
photo content.
8. From your experience, what kind of travel content do you think audiences would like to see?

Answer.: Audience’s interest varied. Personally, I think when it comes to travel,
people like to see photos rather than spending more time watching videos. Importantly, a blogger
or influencer should know the basic of photography composition; how to arrange visual elements
within the frame. Apart from photos, people now are more likely to watch video content since
there are some of my followers have requested me to make a travel viog.

9. What kind of characteristics do you think travel influencers should have when they provide or
share something with their audiences?

Answer: The most important characteristic of travel influencer, for me, is
honesty. The content presented to audience must be real because influencers are individuals who
have ability in influencing and inspiring people to travel or visit a destination. Hence, the honest
communication is extremely vital to invite potential travelers go to a specific place. Apart from
that, the technique of photography totally depends on a person’s skill. It can be practiced as long
as the blogger or influencer is passionate about travel.

10. In your opinion, what are the important attributes that define the quality of content?

Answer: The content with good quality includes beautiful and meticulous
photography. The information presented in the post must be accurate. You might not need to
provide a detailed information but necessary ones such as name of the place, contact number,
price, and location.

11. Are some of your posts sponsored? If so, how do you choose to collaborate with the specific
product or service?

Answer: [ will not refuse to collaborate with hotel, shops, and restaurants
because my page concerns about nature, trekking, and camping. If the product or service is
related to equipment that I can use during my trip like camera, trekking boots, and backpack,
then I am happy to accept. All sponsored posts must be created by me, not just posting the content
created by others.

12. Do you think travel influencers should disclose their sponsorship, showing audiences
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explicit advertisement; for example, “Paid Ads”, “Sponsored by”, “Includes Paid Promotion?
Why?

Answer: Yes, we should. However, most of audiences recognize the sponsored
post when they first see it because it is obvious that we write something about product or service,
for example, our trip for today, we travel by MINI Countryman. Therefore, we will not use
explicit marketing words.

13. What is your approach to promoting a certain product on your post without making audiences
feel disturbed or annoyed?

Answer: When promoting a product or service, most of the time I use tie-in
strategy to communicate with audience because it looks more natural and does not make
audience feel disrupted. I just review it based on my experience. I would start with some
knowledge related to the product, telling them the advantage of the product, how do you feel after
using it for a while. You should not be pretending to promote it just for money. Also, I will accept
only two sponsored posts a month.

14. Do you think influencer marketing has become, or will become, an effective marketing
strategy in terms of tourism? Why?

Answer: Yes, of course it has. Travel influencers apparently impact on audiences
because from my experience, people around me consume travel content from influencers or
bloggers and many follow them, including me.

15. How do you measure the effectiveness of your social media posts?

Answer: I measure it by number of reach and engagements (Likes, comments,
and shares). For my page, the post received high reach and share, it means that post is
interesting and effective. Yet, the number of shares on my page is still low.

16. What are the practices when collaborating with sponsors?

Answer: Firstly, sponsors are likely to contact me via email, giving the details of
the content that they would like me to create for posting. They will ask to see my page’s traffic
and the demographic of the followers. The conditions may include hashtag, number of photos,
theme, posting date, company regulation, etc. Second, after accepting the deal, I will draft the
storyboard, which can be in any form e.g., Power Point, Word, or PDF file, and send them to

check whether it need to be adjusted at any point. Next, when sponsors confirmed that my draft is
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good to start, I start making the content and let them check for approval before posting in case
there is anything that need to be changed. After posting, sponsors might ask to see your post’s
performance. Finally, sponsor will pay me within 30 days after posting.

17. How do you interact with your followers and sponsors?

Answer: I interact with my followers like a friend. Basically, if there is any
question from the audience, I will reply to them or offer them suggestions in a specific topic.

18. How has the Covid-19 pandemic affected your travel-related social media postings? (e.g.,
virtual travel)

Answer.: Covid-19 does not affect much on postings because normally we do not
post the content right after we finish a trip. So, we have photo and video stocks that we can
manage to post during Covid-19 even though there is travel restriction. One thing I need to be
concerned about is posting time because if you post your content during the severe situation like

second and third waves of the pandemic, you might get bad feedbacks and less engagements.
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