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SOCIAL MEDIA INFLUENCERS IN TOURISM: THE ROLE OF
EMOTIONAL TIES AND ITS IMPACT ON ENGAGEMENT

This study explores the influence of Social Media Influencers (SMIs) on user
engagement with destinations on Instagram. Key characteristics examined include the
influencers' follower count, the sentiment of their posts, and their geographic ties to the
destination. While conventional wisdom suggests that influencers with larger followings and
positive content generate higher engagement, this research, grounded in the theory of weak
ties, reveals surprising trends: influencers with smaller followings achieve higher engagement
rates. Moreover, local influencers outperform global ones, and posts with negative sentiment
surprisingly attract more engagement than positive ones. These insights highlight the potential
for destination marketing organizations to refine their strategies by partnering with SMIs who
exhibit these impactful traits, offering a nuanced perspective on leveraging influencers to

enhance destination branding.
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