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Abstract: This study aims to fill the gap in the current influencer marketing literature by analyzing the impact of social media
influencers (SMIs) credibility on the domestic travel intentions of Egyptian millennials.An online questionnaire was distributed to a
convenience sample of 581 Egyptian millennials to collect primary data. The results indicate that the three dimensions of a SMI’s
credibility (trustworthiness, attractiveness, and expertise) have a positive impact on the domestic travel intentions of Egyptian
millennials. Moreover, the findings point out that all of SMI’s credibility elements have a significant effect on domestic travel
intentions except for SMI’s expertise, which is considered the credibility dimension least affecting the domestic travel intentions of
Egyptian millennials.The findings of this study enrich the influencer marketing field in the context of tourism as well as help the
destination management organizations (DMOs) and travel agencies select the most persuasive SMIs that can positively influence
millennials' travel intentions, specifically in light of the current emphasis on integrating SMIs as one of their marketing techniques.
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INTRODUCTION

As a result of the popularity of social media platforms among internet users, social media influencers (SMIs) have
emerged and started to be considered an effective marketing tool (Xu and Pratt, 2018). SMIs refer to the daily internet
users who can gain a large base of followers on blogs and social media by presenting their personal lives and engaging
with their followers, which can lead them to be able to display paid advertisements alongside their content (Ye et al.,
2021). SMIs have become significantly involved in the tourism sector and play a vital role in connecting with potential
tourists (Mokhare et al., 2021). Millennials, individuals born between 1980 and 2000, are regarded as one of the most
significant sectors for the tourism industry (Chatzigeorgiou, 2017). Moreover, millennials are considered the generation
most exposed to SMIs (Grafstrom et al., 2018). The power of SMIs as well as the attractiveness of the millennial
generation in the tourism industry forms a research interest in investigating the effectiveness of SMIs on Egyptian
millennials' travel intentions. Tourism-related studies of SMI's credibility are currently limited.

Further research is needed to determine how the credibility of SMIs may affect the attitudes and travel intentions of
social media users (Han and Chen, 2022). Consequently, this study will build upon the minor studies previously
conducted in order to measure the influence of SMIs credibility on the travel intentions of Egyptian millennials,
specifically in light of Egypt's current emphasis on integrating SMIs as one of its marketing techniques (Egyptian
Ministry of Tourism and Antiquities, 2021). The authors formulated three research in order to guide the data collection and
analysis process, as follows: Q1: To what extent can the perceived trustworthiness of a SMI affect the domestic travel
intentions of Egyptian millennials? Q2: To what extent can the perceived attractiveness of a SMI affect the domestic travel
intentions of Egyptian millennials? Q3: To what extent can the perceived expertise of a SMI affect the domestic travel
intentions of Egyptian millennials? The findings of this study will help the marketers of DMOs and travel agencies in
Egypt select the most persuasive SMIs that can positively influence Egyptian millennials' travel intentions.

LITERATURE REVIEW
Social Media Influencers (SMIs)
Globally, both social media and SMls play significant roles in people's daily lives (Fayez et al., 2022). SMIs are defined

* Corresponding author
http://gtg.webhost.uoradea.ro/


http://gtg.webhost.uoradea.ro/
https://orcid.org/0009-0000-8571-7622
https://orcid.org/0009-0003-1005-3202
https://orcid.org/0000-0002-4023-291X
https://doi.org/10.30892/gtg.47234-1066

The Impact of Social Media Influencer’s Credibility on the Travel Intentions of the Egyptian Millennials: Applied to Domestic Tourism

as "online personalities with large numbers of followers, across one or more social media platforms (e.g., YouTube,
Instagram, Snapchat, or personal blogs), who have an influence on their followers" (Lou and Yuan, 2019, p. 58). SMIs can
be known by different names, such as social media stars, creators, micro-celebrities, and online stars (Gaenssle and
Budzinski, 2020). Scholars arranged SMiIs into various categories and groupings based on audience size (WOMMA, 2017; Ge
and Gretzel, 2018; Kostic et al., 2018; Wielki, 2020); content (WOMMA, 2017; Wielki, 2020); used-platform (Wielki, 2020);
activity type (Wielki, 2020); and professional experience level (Ge and Gretzel, 2018). SMIs have been widely utilised in the
travel and tourism sectors, especially by international hotel chains (Mokhare et al., 2021), as well as various destination
management organizations (Ong and Ito, 2019). SMIs can positively enhance the image of a tourist destination. Thus, tourist
satisfaction will rise, leading to an increase in repeat visits and word-of-mouth advertising (Jaya and Prianthara, 2020).

SMIs’ Credibility

The term "credibility™ is described as a perceiver's judgment of the communicator's believability (Kwiatek et al., 2021).
The persuasiveness of a communication message is greater when it originates from a source with high credibility as
opposed to a low-credibility source (Sundermann and Raabe, 2019). A tri-component scale, known as the source credibility
model, is developed by Ohanian (1990) in order to investigate the credibility of celebrity endorsers through assessing their
perceived expertise, trustworthiness, and attractiveness. Recent studies have started to employ the components of the source
credibility model to measure the credibility of SMIs (Fred, 2015; Lou and Yuan, 2019; Nascimento, 2019; Saima and
Khan, 2020; Kalu, 2021). Credibility is essential for SMIs as it helps them be more effective, specifically in promoting
brands, and helps build a stronger media image (Kwiatek et al., 2021). SMIs’ credibility is one of the most important
factors for followers (Fayez et al., 2022). The perceived credibility of SMIs positively influences their followers’
purchase intentions, attitudes towards the recommended brand, and loyalty (Hussain and Ali, 2021).

Trustworthiness is one of the elements of the source credibility model, which is referred to as the perceived honesty,
sincerity, or truthfulness of a source by its receiver (Lou and Yuan, 2019). The more trustworthy a communicator is, the
more persuasive their message will be to their recipient (Fred, 2015). SMIs typically invest effort into building and
maintaining favorable relationships with their followers in order to obtain high levels of trustworthiness in their
followers’ perceptions (Al Qatemai, 2019). SMIs who share content entirely about one main topic are perceived as more
trustworthy by their followers than those who share content on various different topics (Rahmah and Ren, 2019). Also,
the ethnicity of an endorser has an impact on SMIs’ trustworthiness (Nascimento, 2019). Consumers' attitudes towards
blogger recommendations are significantly influenced by their trustworthiness, which in turn affects consumers'
intention to purchase the recommended products (Grace and Ming, 2018). Attractiveness is another element of the source
credibility model. It encompasses all of a person's positive characteristics, whether physical, personal, or athletic (Al-
Qatami, 2019). It is believed that attractiveness plays a significant role in determining an endorser's effectiveness (VVan der
Waldt et al., 2009). Being real and posting high-frequency content with followers are two tactics that SMIs can follow to
gain more attraction (Hakansson et al., 2020). SMI’s attractiveness plays a vital role in stimulating consumers' positive
attitude (Lim et al.,, 2017). The perceived attractiveness of SMIs positively impacts the audience’s word-of-mouth,
purchasing intention, and attitude towards influencers (Taillon et al., 2020). Instagram influencers who are viewed as
attractive have a great impact on their followers' online impulsive purchasing (Koay et al., 2021). Another component of
the source credibility model is expertise. It refers to the communicator's ability to make truthful claims in a certain field of
knowledge based on their gained familiarity, comprehension, and experience through ongoing work in that field of
knowledge (Saima and Khan, 2020). A more influential endorser is determined to have a higher degree of expertise and
would influence greater buying intentions (Chekima et al., 2020). Influencers on social media who are perceived as having
a high level of expertise are viewed as having a greater effect on their followers' behaviors (Lim et al., 2017). Both brand
attitudes and buying intentions are positively influenced by SMI’s expertise (Lim et al., 2017; Hussain and Ali, 2021).

Travel Intentions

Numerous academic definitions were proposed to accurately describe the term "travel intentions." Luo and Lam
(2020) proposed a simple definition referring to "travel intentions" as an individual’s desire to travel. Furthermore,
Makhdoomi and Baba (2019) described the intention to travel as the outcome of a mental process that result in an action
and translates motivation into behavior, emphasizing that it is a key intermediary between motivation and future travel
behavior. Badreldin and Elbaza (2016) stated that the desire to travel (travel intention) is regarded as the initial phase in
the travel decision-making process, confirming that electronic word-of-mouth (eWOM) is considered a major factor in
influencing travel intentions to Egypt. In the same context, Hung and Khoa (2022) indicated that eWOM has a positive
effect on travellers' perceptions, attitudes, and travel intentions towards destinations. Moreover, Caraka et al. (2022)
mentioned that the travel intentions of potential tourists could be influenced by the social media accounts of SMIs,
confirming that SMIs can have a significant influence on travel intentions.

The Impact of SMIs’ Credibility on Travel Intentions

The credibility of SMIs is positively correlated with the social media users’ travel intentions to the recommended
destination (Han and Chen, 2022). The attractiveness and trustworthiness of SMIs are proved by Negm and EI Halawany
(2020) to have an effect on consumers' intentions to plan a vacation. The attractiveness of vloggers has a significant
positive effect on the viewers' travel intentions (Chen et al., 2021). The perceived trustworthiness and quality of the
information shared by a blogger are two factors that can highly influence their followers’ intention to accept a travel
recommendation (Magno and Cassia, 2018). Followers' travel intentions are influenced by the SMI's trustworthiness and
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content quality (McNair, 2021). SMI’s trustworthiness positively influences decision-making while selecting a tourist
destination (Chatzigeorgiou, 2017). According to Grafstrom et al. (2018), the age range of "1980-2000" is the most
commonly observed period for individuals known as millennials. Léa et al. (2018) pointed out that millennials comprise
around 25 percent of the global population. Locally, with a population consisting of 43%, millennials are playing a
crucial role in the revitalization of the travel industry in Egypt (EI-Demerdash, 2019).

Dabija et al. (2018) clarified that there is a significant influence of social media on millennials' selection of tourist
services. Similarly, Kasim et al. (2019) stated that social media has a crucial role in influencing millennials’ destination
choice. In the same context, The American Chamber of Commerce in Egypt (AmCham Egypt) (2018) stated that
millennials are not likely to be influenced by travel brochures in making their travel decisions, but rather by their online
friends and SMIs. Consequently, the following hypotheses are proposed:

H1: The perceived trustworthiness of a SMI positively affects the domestic travel intentions of Egyptian millennials

H2: The perceived attractiveness of a SMI positively affects the domestic travel intentions of Egyptian millennials

H3: The perceived expertise of a SMI positively affects the domestic travel intentions of Egyptian millennials
As shown in Figure 1, a theoritcal framework is presented in order to clarify the variables of the study and their intercations.

MATERIALS AN[_) MET_HOD_S Social Media Social Media Social Media

The current study aims to identify Influencer’s Influencer’s Influencer’s
the impact of the SMI’s credibility Trustworthiness Attractiveness Expertise
on the domestic travel intentions of G | e
Egyptian millennials. In order to 72 o o
achieve this aim, a series of /

Domestic Travel
Intentions of Egyptian
Millennials

procedures were implemented, as
illustrated in Figure 2.This study
employs a quantitative methodology
that comprises the usage and analysis ) )
of numerical data utilizing specialized Figure 1. Theoretical Framework
statistical approaches to answer
questions such as who, how much,
what, when, where, and how (Apuke,
2017). The study population is Egyptian
millennials. The current study uses a — Literature Data

. . . P Review collection
convenience sampling technique, also objectives
called "haphazard sampling" or
"accidental sampling”, which is
identified as a type of non-probability Figure 2. Research Flowchart
or non-random sampling in which
members of the target population who meet certain practical criteria, such as easy accessibility, geographical proximity,
availability at a given time, or the willingness to participate, are included for the purpose of the study (Etikan et al., 2016).

During the month of December 2022, a Google Form questionnaire was shared on different social media sites in
Egypt, such as Facebook groups and WhatsApp chat groups relating to tourism in Egypt which include Egyptian
millennials members, named "Traveller Experience," "4Travellers Club,” "TravellerAdvisor,"and "Nomads." In order to
proceed with the shared questionnaire, participants were required to indicate their nationality, age range, whether they
have a social media account or not, and whether they follow social media influencers or not.

The collected surveys were 581, and out of them, 150 questionnaires didn’t meet the sample’s criteria, and another 30
questionnaires were classified as outliers. All these respondents (180 questionnaires) were excluded from the study.

The questionnaire used included four parts. The first part of the questionnaire included demographic questions about the
participants. The demographic questions included gender, age, education (highest degree completed), marital status, and
employment status. The second part of the questionnaire included questions about the participants’ social media usage. The
respondents were asked about the average time they spend daily on social media, the social media platforms they mostly
use, the number of influencers they follow on social media, and the time that they started following their favorite influencer
on social media. The third part of the questionnaire measured the participants’ perceptions of SMI’s credibility. This part
had three different constructs; the first, titled "SMI’s trustworthiness," included five questions concerning the respondents
perceptions of the SMI’s trustworthiness. The second construct, titled "SMI’s attractiveness," included five questions
concerning the respondents' perceptions of the SMI’s attractiveness. The third and final construct, titled "SMI’s expertise,"
included five questions concerning the respondents' perceptions of SMI’s expertise.

The fourth and final part of the questionnaire measured the impact of SMI’s credibility on the domestic travel intentions
of the Egyptian millennials, and it included three questions focusing on the intention to travel.

The statements included in the questionnaire were adapted from Shan et al. (2018), Caraka et al. (2022), Tille (2020),
and Hsieh et al. (2016). The questionnaire employed a five-point Likert scale of agreement, and the results were analyzed
using version 20.0 of the Statistical Package for the Social Sciences (SPSS) for Windows.

Before performing the fundamental analysis, it was important to decide on a checklist for screening the data to find out
what effect the characteristics of the data may have on the results. The treatment of outliers was an important step in the data

Analyzing Results Conclusion

primary and and
data discussion implications

Establishing
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screening process. Outliers are defined as observations that deviate significantly from the norm and often result in significant
changes to the findings' substance. The Mahalanobis distance is one of several techniques for identifying outliers (Aguinis et
al., 2013). The criterion for identifying multivariate outliers is the Mahalanobis distance with a p-value greater than 0.001. In
this study, Mahalanobi distance is evaluated with a degree of freedom of 27 items. Any case with a Mahalanobis distance
higher than 55.476 is considered a multivariate outlier and is subsequently removed from the database. 30 cases having a
Mahalanobis distance greater than 55,476 were excluded from the database before the analysis was conducted.

RESULTS AND DISCUSSION

Table 1. Demographic Profile of Survey Respondents

As shown in Table 1, the majority of the participants were female,

accounting for 79.6%, while only 20.4% were male. Millennials’ age

segments between 22 and 31 years had the highest proportion of

responders (67.8%), followed by millennials between 32 and 42 years

(32.8%). Half of the respondents (50.4%) had a post-graduate degree,

while the other half (50.6%) held less than a post-graduate degree;

44.1% obtained a university degree, 5.2% got a high school or

equivalent degree, and only.2% had less than a high school degree. In

terms of the respondents’ marital status, 57.4% were single, 39.7% were

married, and 3% were divorced. The employment status among the

respondents was as follows: 46.4% had full-time jobs, 31.7% were
unemployed, 20.4% had part-time jobs, and 1.5% were self-employed.

Regarding the sample’s average daily time spent on social media, the

greatest number of respondents (44.4%) spends between 1 and 3 hours,

followed by (32.4%) who spend between 4 and 6 hours, followed by

(18.0%) who spend more than 6 hours, and only (5.2%) who spend less

than one hour. In terms of the most-used social media platforms,

Facebook was selected by the majority of the respondents (89.3%),

followed by Instagram, which was chosen by 38.7%, then YouTube,

which was selected by 34.8%, then Tik-Tok, which was selected by

19.7%, and Twitter, which was selected by the least number of the

respondents (8.4%). Concerning the number of influencers followed by

the participants, 46.6% followed fewer than 5 influencers, 33.2%

followed between 5 and 10 influencers, 11.2% followed more than 20

influencers, and 9.0% followed between 11 and 20 influencers. With

Variable | Frequency | Percent
Gender
Male 82 20.4
Female 319 79.6
Total 401 100.0
Age
From 22 to 31 272 67.8
From 32 to 42 129 32.2
Total 401 100.0
Educational Level (Highest degree completed)
Less than High school 1 2
High school or equivalent 21 5.2
University degree 177 44.1
Post-graduate degree 202 50.4
Total 401 100.0
Marital status
Single 230 57.4
Married 159 39.7
Divorced 12 3.0
Total 401 100.0
Employment Status
Unemployed 127 31.7
Part-time 82 20.4
Full-time 186 46.4
Freelance 6 15
Total 401 100.0

regard to the period of time that the respondents have been following

their favorite influencer on social media, 36.4% indicated between 6 months and 1 year, 25.4% stated for less than 6
months, 24.2% said between 2 years and 4 years, and 14.0% have been followed longer than 4 years.

Table 2. Construct Measurements and Reliability (n=401) a: Cronbach alpha - SD: standard deviation

Items Mean SD attitude (o)
Social Media Influencer’s Trustworthiness 4.10 0.747 Agree .939
I perceive the social media influencer that I follow as a trustworthy person. 4.11 0.850 Agree
I perceive the social media influencer that | follow as a reliable person. 4.10 0.856 Agree
I perceive the social media influencer that I follow as an honest person 4.12 0.805 Agree
I perceive the social media influencer that I follow as a dependable person. 3.94 0.905 Agree
I perceive the social media influencer that | follow as a believable person. 4.28 0.739 Strongly agree
Social Media Influencer’s Attractiveness 4.00 0.708 Agree .874
I perceive the social media influencer that I follow as an attractive person. 4.14 0.789 Agree
I perceive the social media influencer that I follow as a classy person. 4.31 0.731 Strongly Agree
I perceive the social media influencer that I follow as a beautiful/handsome person. 3.94 0.880 Agree
I perceive the social media influencer that | follow as an elegant person 4.10 0.784 Agree
I perceive the social media influencer that | follow as a sexy person. 3.55 1.108 Agree
Social Media Influencer’s Expertise 4.40 0.624 Strongly agree .929
I perceive the social media influencer that I follow as an expert person. 4.42 0.692 Strongly agree
I perceive the social media influencer that | follow as an experienced person 4.36 0.743 Strongly agree
I perceive the social media influencer that | follow as a knowledgeable person. 4.40 0.708 Strongly agree
I perceive the social media influencer that | follow as a qualified person. 4.38 0.725 Strongly agree
I perceive the social media influencer that | follow as a skilled person. 4.47 0.667 Strongly agree
Travel Intentions 3.60 0.971 Agree .896
Within 24 months, | intend to make time and save money to travel to the Egyptian 363 1.058 Agree
tourist destinations recommended by the social media influencer that I follow. )
Within 24 months, 1 will travel to the Egyptian tourist destinations recommended by 356 1.062 Agree
the social media influencer that I follow with my friends/family. )
The tourist destinations recommended by the social media influencer that I follow 362 1.085 Agree
are my first choices for traveling inside Egypt in the future. )
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Cronbach's alpha coefficient is the most commonly used technique to evaluate the reliability and stability of the scale
(Chen et al., 2021). The Cronbach's alpha coefficient is a numerical value that ranges from 0 to 1. A reliability score that
meets the acceptable criterion is one that is equal to or greater than 0.7 (Heale and Twycross, 2015).Cronbach's alpha was
calculated for this study, and results showed that all constructs had reliability coefficients greater than 0.7, indicating that
all constructs used in this study are all sufficiently reliable, as shown in Table 2.

Pearson’s Correlation

Table 3 shows that the sig. value for SMI’s trustworthiness is less than.05, indicating that there is a statistically
significant relationship between SMI's trustworthiness and travel intentions. The table also showed that the correlation
between SMI’s trustworthiness and travel intentions was positive, with a correlation coefficient value of.113.

The results show that the sig. value for SMI’s attractiveness is less than.05, indicating that there is a statistically
significant correlation between SMI’s attractiveness and travel intentions. The table also showed that the correlation
between SMI’s attractiveness and travel intentions was positive, with a correlation coefficient value of.267.

The results highlight that the sig. value for SMI’s expertise is greater than.05, which means there is not a statistically
significant correlation between SMI’s expertise and travel intentions. The table also showed that the correlation between
SMI’s expertise and travel intentions was positive, with a correlation coefficient value of.096.

Table 3. Pearson’s Correlation (n=401) Social Media Social Media Social Media
Travel intentions Influencer’s Influencer’s Influencer’s
s . Correlation Coefficient 113* Trustworthiness _ Attractiveness Expertise
SMI’s trustworthiness - -
Sig. (2-tailed) .024 \ 1
SMI’s attractiveness Correl_atlon C(_)efflClent 267** 4 5,-" /
Sig. (2-tailed) .000 %-_0 & 3
SMI’s expertise Correl_atlon Cc_)eff|C|ent .096 N _{,;0 = q}.\b‘
Sig. (2-tailed) .056 SN < &
> E QJ;' o
Hypotheses Test \ /
The current study utilized a simple linear regression in \L
order to analyze the impact of the independent variables (the Domestic Travel
trustworthiness, attractiveness, and expertise of a SMI) on the Intentions of Egyptian
dependent variable (domestic travel intentions of Egyptian Millennials
millennials), as presented in the study model in Figure 3. Figure 3. The Study Model (Source: Authors)
Table 4. The Result of Hypotheses Test (* P-value < 0.05)
Variables Coefficients(B)| t [Sig.| R F Sig result
SMTI’s Trustworthiness — Domestic Travel Intentions of Egyptian Millennials 147 2.268|.024 | .013| 5.143 |.024* | Supported
SMI’s Attractiveness — Domestic Travel Intentions of Egyptian Millennials .366 5.527 | .000 | .071| 30.546 | .000* | Supported
SMI’s Expertise — Domestic Travel Intentions of Egyptian Millennials .149 1.920 | .056 | .009 | 3.687 | .056 | Supported

Regarding the effect of SMI’s trustworthiness on the domestic travel intentions of Egyptian millennials, Table 4 shows
that R2 was 0.013, indicating that SMI’s trustworthiness affects the domestic travel intentions of Egyptian millennials by
1%. Accordingly, H1:" The perceived trustworthiness of a SMI positively affects the domestic travel intentions of Egyptian
millennials" is verified. This finding agrees with the findings of McNair (2021), who identified that followers' travel
intentions are influenced by the SMI's trustworthiness. In addition, the above finding aligns with the findings of
Chatzigeorgiou (2017), who stated that SMI’s trustworthiness positively influences decision-making while selecting a
tourist destination. Also, the above findings support the findings of Negm and El Halawany (2020), who stated that the
consumer’s vacation-planning intentions can be influenced by the SMI’s trustworthiness. Moreover, the above finding
agrees with the findings of Magno and Cassia (2018), who pointed out that the trustworthiness of Italian bloggers is
positively correlated with the travel intentions of their followers. In addition, the finding is consistent with the study results
of Grace and Ming (2018), who affirmed that consumers’ attitudes towards blogger recommendations are significantly
influenced by their trustworthiness, which in turn affects consumers' intentions to purchase the recommended products.

Regarding the effect of SMI’s attractiveness on the domestic travel intentions of Egyptian millennials, Table 4 shows
that R2 was.071, which means that SMI’s attractiveness affects the domestic travel intentions of Egyptian millennials by
7%. Accordingly, H2: "The perceived attractiveness of a SMI positively affects the domestic travel intentions of
Egyptian millennials" is verified. This finding supports the findings of Ragab (2022), who highlighted that attractiveness
is one of the major factors influencing Digital Natives 2.0's attitude towards travel influencers on social media.
Furthermore, the above finding is in line with the findings of Kalu (2021), who demonstrated that an influencer's
physical attractiveness is one of the most significant elements influencing consumer purchasing behavior.

Moreover, the above finding asserts the findings of Chen et al. (2021), who stated that attractiveness of the vliogger
is one of the characteristics that can have a substantial positive effect on potential tourist’s travel intentions, indicating
that a good vlogger's image and personal charisma are more likely to influence the audience. In contrast, the above
finding disagrees with Lim et al. (2017) and Hakansson et al. (2020), who noted that SMI’s attractiveness can’t have an
impact on the purchasing intentions of consumers.
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Regarding the effect of SMI’s expertise on the domestic travel intentions of Egyptian millennials, Table 4 shows that
R2 was 0.009, which means that SMI’s expertise affects the domestic travel intentions of Egyptian millennials by 0.09
%. Accordingly, H3: "The perceived expertise of a SMI positively affects the domestic travel intentions of Egyptian
millennials™ is verified. The above finding aligns with the findings of Lim et al. (2017), who confirmed that influencers
on social media who are perceived as having a high level of expertise are viewed as having a greater effect on their
followers' behaviors. The above finding disagrees with the findings of Negm and EI Halawany (2020), who stated that
there is no correlation between the expertise of social media influencers and an individual’s travel intentions. Moreover,
it differs with the findings of Lee and Eastin (2021), who clarified that SMI’s expertise doesn’t have an e ffect on buying
intentions. Additionally, it contradicts the findings of Gong and Li (2017), who pointed out that there isn’t a correlation
between expertise and individuals' intentions to buy clothes and mobile phones endorsed by microbloggers.

CONCLUSION

Currently, social media platforms are inundated with SMIs, who are considered traditional users possessing
significant influence over the user base on social media, particularly among the millennial generation. The
characteristics of SMIs have been demonstrated to play an essential role in shaping the attitudes and behaviors of their
audience. Academic researchers consider SMIs’ credibility as a noteworthy attribute that calls for further investigation.
The evaluation of SMIs’ credibility can be conducted using the source credibility model, which comprises three
fundamental elements, namely trustworthiness, attractiveness, and expertise.

Accordingly, the current study expands the source credibility model to the tourism context in order to fill the gap in
the existing literature by examining the influence of SMIs’ credibility on travel intentions among Egyptian millennials.
The study adds to the current knowledge of SMI marketing by proposing the significance of credibility as one of the
characteristics a SMI should possess. Additionally, the study indicates that the three dimensions of a SMI’s credibility
(trustworthiness, attractiveness, and expertise) have a positive impact on the domestic travel intentions of Egyptian
millennials. Moreover, the study points out that all the SMI’s credibility elements have a significant effect on the
domestic travel intentions except the SMI’s expertise; the SMI’s expertise is the least significant credibility dimension
affecting the domestic travel intentions of Egyptian millennials, while in contrast, a SMI’s attractiveness is the most
significant credibility dimension affecting the domestic travel intentions of Egyptian millennials.

Implications

The findings of this study can help the marketers of DMOs and travel agencies in Egypt select the most persuasive
SMis that can positively influence Egyptian millennials' travel intentions. Marketers ought to priorities the selection of
SMIs who possess characteristics such as attractiveness, trustworthiness, and expertise.

SMIs who exhibit physical attractiveness, stylishness, and high standards of personal conduct are often regarded as
great example of attractive influencers. Moreover, SMIs that transparently disclose their sponsored content on social media
and also provide genuine feedback (both positive and negative) regarding the products and services they endorse in the
tourism industry provide great examples of trustworthiness. Additionally, SMIs who have completed their education at
tourism-related colleges and have gained over five years of work experience in the tourism sector, along with extensive
travel within Egypt, are considered to possess a significant level of expertise.

In the selection process of SMIs targeting Egyptian millennials, attractive influencers are the most effective influencers
that should be considered by the travel marketers. While, expertise is the least element that SMIs should be selected upon.

Limitations and Future Study

The findings of this study have to be seen in light of some limitations, as the data are limited to only one generation
(millennials, who are born between 1980 and 2000) as well as one nationality (Egyptian). Therefore, future researchers are
recommended to analyze the same topic for other generations and nationalities. Additionally, this study is focusing on
credibility as one of the SMIs’ characteristics that can impact travel intentions. Future researchers are advised to investigate
the impact of other SMIs’ characteristics on travel intentions, such as authenticity and similarity

Author Contributions: Conceptualization, M.R., N.M. and D.S; methodology, M.R., N.M. and D.S; software, M.R.,
N.M. and D.S; validation, M.R., N.M. and D.S; formal analysis, M.R., N.M. and D.S.; investigation, M.R., N.M. and D.S;
data curation, M.R., N.M. and D.S.; writing - original draft preparation, M.R., N.M. and D.S; writing - review and editing,
M.R., N.M. and D.S.; visualization, M.R., N.M. and D.S; supervision, N.M. and D.S; project administration, M.R., N.M.
and D.S. All authors have read and agreed to the published version of the manuscript.

Funding: Not applicable.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author.

Acknowledgments: The research undertaken was made possible by the equal scientific involvement of all the authors
concerned.

Conflicts of Interest: The authors declare no conflict of interest.

661



Marianne RAAFAT, Nancy MONTASER, Dalia SOLIMAN

REFERENCES

Aguinis, H., Gottfredson, R.K., & Joo, H. (2013). Best-Practice Recommendations for Defining, lIdentifying, and Handling
Outliers. Organizational Research Methods, 16(2), 270-301. https://doi.org/10.1177/1094428112470848

Al-Qatami, M.M.J. (2019). The Effects of Social Media Influencer Attributes on Collaborating Brand Credibility and Advocacy, Master’s
Thesis, Qatar University, Doha, Qatar.

American Chamber of Commerce in Egypt (AmCham Egypt) (2018). Industry Insight: Tourism’s Road to Recovery. Egypt.

Apuke, O.D. (2017). Quantitative research methods: A synopsis approach. Arabian Journal of Business and Management Review
(Kuwait Chapter), 6(10), 40- 47 https://doi.org/10.12816/0040336

Badreldin, R., & Elbaza, A. (2016). The Impact of Fear Message on Electronic Word of Mouth and Tourists' Intention to
Visit. International Academic Journal of the Faculty of Tourism and Hotel Management Helwan University, 2(2), 31-58.
https://doi.org/10.21608/ijaf.2016.95554

Caraka, R.E., Noh, M., Lee, Y., Toharudin, T., Yusra, Tyasti, A.E., Royanow, A.F., Dewata, D.P., Gio, P.U., Basyuni, M., & Pardamean, B.
(2022). The Impact of Social Media Influencers Raffi Ahmad and Nagita Slavina on Tourism Visit Intentions across Millennials and
Zoomers Using a Hierarchical Likelihood Structural Equation Model. Sustainability, 14(1), 1-28 https://doi.org/10.3390/su14010524

Chatzigeorgiou, C. (2017). Modelling the impact of social media influencers on behavioural intentions of millennials: The case of tourism in
rural areas in Greece. Journal of Tourism, Heritage & Services Marketing, 3(2), 25-29. http://dx.doi.org/10.5281/zenod0.1209125

Chekima, B., Chekima, F.Z., & Adis, A.A.A. (2020). Social media influencer in advertising: The role of attractiveness, expertise and
trustworthiness. Journal of Economics and Business, 3(4), 1507-1515. https://doi.org/10.31014/aior.1992.03.04.298

Chen, Y., Guo, Z., & Pan, Q. (2021). Analysis on the Characteristics of Travel Vlog Video and Its Impact on Users' Travel Intention. 7th
International Conference on Humanities and Social Science Research (ICHSSR), Qingdao, China, April 23 -25%

Dabija, D.C., Bejan, B.M., & Tipi, N. (2018). Generation X versus millennials communication behaviour on social media when
purchasing food versus tourist services. E+M Ekonomie a Management, 21(1), 191-205. https://doi.org/10.15240/tul/001/2018-1-013

El-Demerdash, J.M. (2019). Exploring Millennials' Perception of Greening Hotels in Egypt. Journal of the Faculty of Tourism and
Hotels, Alexandria University, 16 (1), 88 -101. https://doi.org/10.21608/thalexu.2019.53112

Etikan, 1., Musa, S.A., & Alkassim, R.S. (2016). Comparison of Convenience Sampling and Purposive Sampling. American Journal of
Theoretical and Applied Statistics, 5(1), 1-4. https://doi.org/10.11648/j.ajtas.20160501.11

Fayez, M., Labib, A., & Abo El-Naga, M.A. (2022). Social Media Influencers and Egyptian Consumers' Purchase Intentions: A
Conceptual Review. Australian Journal of Basic and Applied Sciences, 16(8), 15-21. https://doi.org/10.22587/ajbas.2022.16.8.2.

Fred, S. (2015). Examining Endorsement and Viewership Effects on the Source Credibility of YouTubers, Master’s Thesis, University of
South Florida, Florida, USA.

Gaenssle, S., & Budzinski, O. (2020). Stars in social media: new light through old windows?. Journal of Media Business Studies, 18(2),
79-105. https://doi.org/10.1080/16522354.2020.1738694

Ge, J., & Gretzel, U. (2018). Emoji rhetoric: a social media influencer perspective. Journal of Marketing Management, 34(15-16), 1272-
1295. https://doi.org/10.1080/0267257X.2018.1483960

Gong, W., & Li, X. (2017). Engaging fans on microblog: the synthetic influence of parasocial interaction and source characteristics on
celebrity endorsement, Psychology and Marketing, 34(7), 720-732. https://doi.org/10.1002/mar.21018

Grace, P.l., & Ming, T. (2018). Antecedents of Consumer Attitude towards Blogger Recommendations and its Impact on Purchase
Intention. Asian Journal of Business and Accounting, 11(1), 292-323. https://doi.org/10.22452/ajba.vol11n01.10

Grafstrém, J., Jakobsson, L., & Wiede, P. (2018). The Impact of Influencer Marketing on Consumers’ Attitudes, Bachelor Thesis,
Jonkdping University, Jonkdping, Sweden

Hékansson, A., Jansson, E., & Kapteijn, N. (2020). The Mystery of Social Media Influencers Influencing Characteristics: An exploratory
study on how social media influencers characteristics influence consumer purchase intentions, Master’s Thesis, Linnaeus University,
Vaxjo, Sweden.

Han, J., & Chen, H. (2022). Millennial social media users’ intention to travel: the moderating role of social media influencer following
behavior. International Hospitality Review. 36 (2), 340-357. https://doi.org/10.1108/IHR-11-2020-0069

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. Evidence-based nursing, 18(3), 66-67.
https://doi.org/10.1136/eb-2015-102129

Hsieh, C., Park, S.H., & McNally, R. (2016). Application of the Extended Theory of Planned Behavior to Intention to Travel to Japan
among Taiwanese Youth: Investigating the Moderating Effect of Past Visit Experience. Journal of Travel & Tourism Marketing,
33:5, 717-729 https://doi.org/10.1080/10548408.2016.1167387

Hung, N.P., & Khoa, B.T. (2022). Examining the Structural Relationships of Electronic Word of Mouth, Attitude toward Destination,
Travel Intention, Tourist Satisfaction and Loyalty: A Meta-Analysis. Geo Journal of Tourism and Geosites, 45, 1650-1660.
https://doi.org/10.30892/gtg.454spl15-986

Hussain, A., & Ali, Z. (2021). Examining the impact of social media influencer’s credibility dimensions on consumer behavior, Master’s
Thesis, Faculty of Education and Business Studies, Géavle, Sweden

Kalu, F. (2021). The Impact of Social Media Influencer Marketing On Purchase Intention From An Irish Male Millennial’s Perception:
A Case Study Of Irish Fashion Industry, Master’s Thesis, National College of Ireland, Dublin, Ireland.

Jaya, I.P.G.I.T., & Prianthara, 1.B.T. (2020). Role of Social Media Influencers in Tourism Destination Image: How Does Digital
Marketing Affect Purchase Intention?. In 3rd International Conference on Vocational Higher Education (ICVHE 2018), 9-20
https://doi.org/10.2991/assehr.k.200331.114

Kasim, H., Abdurachman, E., Furinto, A., & Kosasih, W. (2019). Social network for the choice of tourist destination: attitude and
behavioral intention. Management Science Letters, 9(13), 2415-2420. https://doi.org/10.5267/j.msl.2019.7.014

Koay, K.Y., Teoh, C.W., & Soh, P.C.H. (2021). Instagram influencer marketing: Perceived social media marketing activities and online
impulse buying. 26(9). https://doi.org/10.5210/fm.v26i9.11598

Kostic, S.C., Ivanovic, A., & Okonovic, M. (2018). Influencer Marketing in a Social Media Context. XVI International symposium
SymOrg 2018: Doing Business in the Digital Age: Challenges, Approaches and Solutions, Zlatibor, Serbia, 7-10™ June 2018.

Kwiatek, P., Baltezarevi¢, R., & Papakonstantinidis, S. (2021).The Impact of Credibility of Influencers Recommendations on Social
Media on Consumers Behavior towards Brands. Informatologia, 54(3-4), 181-196. https://doi.org/10.32914/i.54.3-4.5

Léa, C., Malek, P., & Runnvall, L. (2018). Influencers impact on decision-making among generation Y and Z Swedish females when

662


https://doi.org/10.1177/1094428112470848
https://doi.org/10.12816/004033
https://doi.org/10.12816/004033
https://doi.org/10.12816/004033
https://doi.org/10.21608/ijaf.2016.95554
https://doi.org/10.3390/su14010524
http://dx.doi.org/10.5281/zenodo.1209125
https://doi.org/10.31014/aior.1992.03.04.298
https://doi.org/10.15240/tul/001/2018-1-013
https://doi.org/10.21608/thalexu.2019.53112
https://doi.org/10.11648/j.ajtas.20160501.11
https://doi.org/10.22587/ajbas.2022.16.8.2
https://doi.org/10.1080/16522354.2020.1738694
https://doi.org/10.1080/0267257X.2018.1483960
https://doi.org/10.1002/mar.21018
https://doi.org/10.22452/ajba.vol11no1.10
https://doi.org/10.1108/IHR-11-2020-0069
https://doi.org/10.1136/eb-2015-102129
https://doi.org/10.1080/10548408.2016.1167387
https://doi.org/10.30892/gtg.454spl15-986
https://doi.org/10.2991/assehr.k.200331.114
https://doi.org/10.5267/j.msl.2019.7.014
https://doi.org/10.5210/fm.v26i9.11598
https://doi.org/10.32914/i.54.3-4.5

The Impact of Social Media Influencer’s Credibility on the Travel Intentions of the Egyptian Millennials: Applied to Domestic Tourism

purchasing fast fashion. (Bachelor Thesis), Jonkdping University, Jonkoping, Sweden

Lee, J.A., & Eastin, M.S. (2021). Perceived authenticity of social media influencers: scale development and validation. Journal of
Research in Interactive Marketing. 15(4), 822-841. https://doi.org/10.1108/JRIM-12-2020-0253

Lim, X.J., Radzol, A.R., Cheah, J., & Wong, M.W. (2017). The impact of social media influencers on purchase intention and the
mediation effect of customer attitude. Asian Journal of Business Research, 7(2), 19-36. https://doi.org/10.14707/ajbr.170035

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of Branded Content on
Social Media. Journal of Interactive Advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501

Luo, J.M., & Lam, C.F. (2020). Travel Anxiety, Risk Attitude and Travel Intentions towards “Travel Bubble” Destinations in Hong
Kong: Effect of the Fear of COVID-19. International journal of environmental research and public health, 17(21), 7859.
https://d0i:10.3390/ijerph17217859

Magno, F., & Cassia, F. (2018). The impact of social media influencers in tourism. Anatolia, 29(2), 288-290.
https://doi.org/10.1080/13032917.2018.1476981

Makhdoomi, U.M., & Baba, M.M. (2019). Destination Image and Travel Intention of Travellers to Jammu & Kashmir: The Mediating
Effect of Risk Perception. Journal of Hospitality Application & Research, 14(1), 35-56.

McNair, J.C. (2021). An Analysis of the Impact of an Influencer's Perceived Trustworthiness and Content Quality on Their Follower's
Travel Intent, Doctor of Business Administration, George Fox University, Oregon, United States of America

Egyptian Ministry of Tourism and Antiquities. (2021). Annual Newsletter: Special Annual Edition December 2021. Cairo, Egypt

Mokhare, K., Satpute , A., Pal, V., & Badwaik, P. (2021). Impact of Influencer Marketing on Travel and Tourism. International Journal
of Advance Research and Innovative Ideas in Education. 7(1), 1098-1105 16.0415/IJARIIE-13643

Nascimento, J. (2019). Understanding The Role of Influencers’ Credibility in Social Media and its Impact on Consumers’ Purchase
Intentions, Master’s Thesis, The Catholic University of Portugal, Lisbon, Portugal.

Negm, E.M., & El Halawany, D.M. (2020). Measuring the Impact of Social Media Influencers’ Credibility (Attractiveness,
Trustworthiness and Expertise) and Similarity on Consumers’ Behavioral Intentions towards Vacation Planning. International
Journal of Current Research, 12(11), 14747-14756 https://doi.org/10.24941/ijcr.40136.11.2020

Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity Endorsers' Perceived Expertise, Trustworthiness, and
Attractiveness. Journal of Advertising, 19(3), 39-52 https://doi.org/10.1080/00913367.1990.10673191

Ong, Y.X., & Ito, N. (2019). “I Want to Go There Too!” Evaluating Social Media Influencer Marketing Effectiveness: A Case Study of
Hokkaido’s DMO. In: Pesonen, J., Neidhardt, J. (Eds) Information and Communication Technologies in Tourism 2019, 132-144.
Springer, Switzerland, https://doi.org/10.1007/978-3-030-05940-8_11

Rahmah, S., & Ren, D. (2019). The Impact of Micro-influencer Marketing on Millennials Purchasing Decision, Master’s Thesis, Skema
business school, Lille, France

Ragab, A.M. (2022). How Do Social Media Influencers Affect Digital Natives 2.0 To Travel Inside Egypt? Integrating the Theory of
Planned Behavior and Elaboration Likelihood Model. International Journal of Tourism and Hospitality Management, 5(1), 75-105.
https://doi.org/10.21608/ijthm.2022.239638

Saima & Khan, M.A. (2020). Effect of Social Media Influencer Marketing on Consumers’ Purchase Intention and the Mediating Role of
Credibility. Journal of Promotion Management, 27(4), 503-523. https://doi.org/10.1080/10496491.2020.1851847

Shan, C.C., Meng, L.W., Wen, T.R., & Wen, T.E. (2018). Impact of social media influencer on Instagram user purchase intention: the
fashion industry, Bachelor’s Thesis, Universiti Tunku Abdul Rahman, Petaling Jaya, Malaysia

Sundermann, G., & Raabe, T. (2019). Strategic Communication through Social Media Influencers: Current State of Research and
Desiderata. International Journal of Strategic Communication, 13(4), 278-300. https://doi.org/10.1080/1553118X.2019.1618306

Taillon, B.J., Mueller, S.M., Kowalczyk, C.M., & Jones, D.N. (2020). Understanding the relationships between social media influencers
and their followers: the moderating role of closeness. Journal of Product & Brand Management. 2(6), 767-782.
https://doi.org/10.1108/JPBM-03-2019-2292

Tille, M. (2020). The Effects of Social Media Influencers’ Source Credibility on their Ascribed Opinion Leadership and Consumers’
Purchase Intention, Master’s Thesis, Polytechnic Institute of Leiria, Leiria, Portugal.

Van der Waldt, D.L.R., Van Loggerenberg, M., & Wehmeyer, L. (2009). Celebrity Endorsements versus Created Spokespersons in
Advertising: A Survey Among Students. South African Journal of Economic and Management Sciences, 12(1), 100-114.
https://doi.org/10.4102/sajems.v12i1.263

Wielki, J. (2020). Analysis of the Role of Digital Influencers and Their Impact on the Functioning of the Contemporary On-line
Promotional System and Its Sustainable Development. Sustainability, 12(17), 1-20. https://doi.org/10.3390/su12177138

Word of Mouth Marketing Association (WOMMA). (2017).The WOMMA Guide to Influencer Marketing. United States.

Xu, X., & Pratt, S. (2018). Social media influencers as endorsers to promote travel destinations: an application of self-congruence theory to
the Chinese Generation Y. Journal of Travel & Tourism Marketing, 35(7), 958-972 https://doi.org/10.1080/10548408.2018.1468851

Ye, G., Hudders, L., De Jans, S., & De Veirman, M. (2021). The value of influencer marketing for business: A bibliometric analysis and
managerial implications. Journal of Advertising, 50(2), 160-178. https://doi.org/10.1080/00913367.2020.1857888

Article history:  Received: 18.03.2023 Revised: 20.05.2023 Accepted: 31.05.2023 Auvailable online: 28.06.2023

663


https://doi.org/10.1108/JRIM-12-2020-0253
https://doi.org/10.14707/ajbr.170035
https://doi.org/10.1080/15252019.2018.1533501
https://doi:10.3390/ijerph17217859
https://doi.org/10.1080/13032917.2018.1476981
https://doi.org/16.0415/IJARIIE-13643
https://doi.org/10.24941/ijcr.40136.11.2020
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.1007/978-3-030-05940-8_11
https://doi.org/10.21608/ijthm.2022.239638
https://doi.org/10.1080/10496491.2020.1851847
https://doi.org/10.1080/1553118X.2019.1618306
https://doi.org/10.1108/JPBM-03-2019-2292
http://dx.doi.org/10.4102/sajems.v12i1.263
https://doi.org/10.3390/su12177138
https://doi.org/10.1080/10548408.2018.1468851
https://doi.org/10.1080/00913367.2020.1857888

