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Abstract. The rise of social media has revolutionized tourism marketing, making influencers
and social media figures key players in shaping travelers’ perceptions of destinations. Platforms
such as Instagram, YouTube, and TikTok have enabled influencers to act as digital ambassadors,
promoting travel locations through curated, visually appealing content. This paper explores the
influence of social media figures on shaping destination image and purchase intentions in the
tourism sector, drawing on case studies from Iceland, Japan, Switzerland, and Qatar. It also
examines the potential for Uzbekistan to enhance its tourism image through influencer marketing,
offering insights from successful international strategies.
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WXKTUMOUH TAPMOKJIAPJIATH HH®JIYEHCEPJIAPHUHT IECTUHALIMA UMU/IXKU BA
TYPU3M COXACHUJIA XAPHU/] KUJINII HUATUTA TABCUPUHHU YPTAHUIII

Codukoe Mup3ué O0u3CoH yrau
Towkenm dasiam ukmucoduém yHugepcumemu,
Towkenmadazu CuHzanyp MeHeXcMeHm pugodCAAHUW UHCMumMymu

AHHomayus. Uxcmumoull mapmokaap mypusm mapkemuHzauza xcudoull yseapuwiap
041u6 Kupdu 8a uH@ayeHcepaap Xamoa uxcmumoull medua @uaypanapu caéxam4yu/iapHuH2
mypucmuk UyHaauwaapaa 6y12aH KapawaapuHu WakjAAaHmupuwda acocuti poa yliHamokda.
Instagram, YouTube ea TikTok kabu naamgopmanap uH@payeHcepaapza pakamau 3gA4uUaap
cugpamuoa yuKuwW UMKOHUHU 6epdu 8a yaap caéxam HolUaapuHu KypKam, 8U3yaa HuxamoaH
H03ubadop KOHMeHmM opkaau maprub KuauHmokda. Yw6ey makosaa udxcmumoutl medua
¢uzypasapuHuHe mypusm coxacuda decmuHayusi UMudxicu 8a Xapud KuJAuw HusmJaapuea
mascupuHu ypeaHou ea Hcaaumdus, AnoHus, lleeliyapusa xamda Kamap kabu
MamAaKamAapHuHz mysaddakusmau maxcpubarapuza acocaanou. Ilynunzex, Y36ekucmon
mypusm UMUONUHU sAxwujiawoa UH@aAyeHcep MapkemuHaudaH KaHdal ¢otidaraHuwl
MYMKUHAU2U MAXAUA KUAUHOU.

Kaaum cysaap: uxcmumouti medua uH@payeHcepaapu, decmuHayusi umudxcu, xapuod
KUAUW HUSMAAPU, MYpUsM MapKemuHzu, pakamau MapKemuHz, Y36eKucmoH mypusmu,
Instagram, YouTube, TikTok.
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UCCJIEAOBAHME BJIMAHUA COLUUA/IBHBIX MEJAUA UH®JIIOEHCEPOB HA
®OPMUPOBAHUE UMU/IXKA TYPUCTUYECKUX HATIPABJIEHUI U HAMEPEHUA
COBEPHIUTD ITOKYIIKY B TYPUCTUYECKOM CEKTOPE

Codukoe Mup3ué 00u1CoH y2au
Tawkenmckull 20cydapcmeeHHbll IKOHOMUYECKUL yHUBepcumem,
CuHeanypckuti uHcmumym pazeumusi MmeHedxcmeHma 8 Tawkenme

AHHomayus. Pocm coyuaibHbix cemell pegoNOYUOHU3UPOBAA MapKemuHe 8 cdepe
mypu3ma, cdesas UH@PIeHcepos U KA4esblx uzyp coyuanbHulx cemetl 8aAHCHIMU U2POKAMU
8 popMuposaHuu gocnpusimusi mypucmamu pasAuvHvlx HanpasaeHull. Ilaamgopmel, makue
kak Instagram, YouTube u TikTok, nozeosistom uHgtoeHcepam ebicmynams 8 poau Yyugpposwlx
nocsa08, npodeuzasi mypucmu4eckue Mecma yvepe3 mujamesnbHO NOOOOPAHHWBIU, 8U3YA/ILHO
npus/siekameabHulll KOHMeHm. B daHHOU cmambe uccaedyemcs 8AussHUe coyua/abHbiXx Medua-
¢uzyp Ha popmuposaHue umudxica mypucmuyeckux decmuHayuli u HamepeHuli nokynameei 8
chepe mypusma, onupascb Ha ychewHvle npumepvbl u3z Hcaanduu, AnoHuu, llgeliyapuu u
Kamapa. Takoce paccmampusaemcsi nomeHyuaa Y36eKkucmaHa 8 yAy4uleHuu mypucmuyeckozo
umudiica yepez MapkemuHa ¢ yuacmuem UH@AHeHCepos, UCNO0Ab3Ysl ONbliM 3apyOeHCHbIX CIMPAH.

Kawueswvle csno8a:  uH@aAOeHCepbl,  UMUOXC — Mypucmu4ecko20  HAanpae/aeHusl,
nokyname/bCkKue HamepeHus, mypucmu4eckuli MmapkemuHe, Yyugdpoeoli mapkemuHs, mypusm 8
Y36ekucmate, Instagram, YouTube, TikTok.

Introduction.

The rise of social media has revolutionized tourism marketing, making influencers and
social media figures key players in shaping travelers' perceptions of destinations. With the
growing popularity of platforms such as Instagram, YouTube, and TikTok, social media
influencers are increasingly being used as digital ambassadors to promote travel locations.
Their curated, visually appealing content often sways potential tourists by creating an enticing
and relatable image of a destination. This paper explores the influence of social media figures
on shaping destination image and purchase intentions in the tourism sector, with insights from
successful case studies in countries like Iceland, Japan, Switzerland, and Qatar. The article also
considers the potential impact of these strategies on Uzbekistan’s growing tourism industry,
offering lessons from foreign countries to enhance its image as a tourism destination.

Literature Review.

The tourism industry has long recognized the importance of destination image in
attracting visitors. With the rise of digital marketing, social media figures have become
influential in shaping how destinations are perceived. According to Statista (2023), over 70%
of travelers rely on social media for inspiration and planning. Influencers use their platforms to
create content that highlights the most attractive features of destinations, such as natural
landscapes, local culture, and exclusive experiences.

Social media has transformed how individuals plan their travels, significantly influencing
the purchasing and consumption of tourism products. This shift has also altered the traditional
role of intermediaries, as influencers now play a crucial role in this space. Social media
influencers have emerged as powerful marketing tools, effectively promoting and shaping the
image of tourist destinations (Kracht & Wang, 2009). Positive online feedback, comments, and
reviews from these influencers can enhance potential travelers' perceptions of tourism
products. Consequently, user-generated suggestions and comments regarding the online
purchase of tourism products can bolster brand image and significantly impact the
destination's image and purchase intentions (Ye et al., 2011).
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A study by Kavaratzis and Ashworth (2008) suggests that social media influencers offer a
unique advantage by delivering authentic and real-time representations of travel destinations,
unlike traditional advertisements. Their content is often seen as more credible and relatable
because it reflects personal experiences. Research by Xiang et al. (2020) also emphasizes that
influencer marketing helps improve the image of less-known destinations, making them more
appealing to international tourists. Table 1 provides a summary of the major stages of travel
and the influence of social media figures in shaping destination image.

Table 1.
The role of social media figures in shaping destination image across travel stages

Influence of Social

0,

Travel Stage e s Percentage (%) Source
Pre-trip (inspiration phase) High 60% Statista (2023)
Trip planning phase Medium 45% Godey et al. (2016)
Booking phase Moderate 50% Lim et al. (2020)
Post-trip (sharing phase) High 65% Cheung et al. (2017)

Methodology

This research employs a mixed-method approach, integrating both qualitative and
quantitative data. It includes a review of tourism reports and studies from countries like
Iceland, Switzerland, and Qatar, which have effectively utilized social media influencers to
enhance tourism. Surveys were conducted with European tourists to explore how influencers
impact their travel decisions. Additionally, content analysis was used to assess social media
posts, engagement levels, and user interactions in influencer-driven campaigns. Data analytics
measured key metrics such as reach, engagement, and conversions from these campaigns.

Analysis and Findings

The destination image is a central factor influencing travelers' decisions. Social media
figures enhance this image by providing engaging and visually appealing content that
showcases the best aspects of a destination. According to Godey et al. (2016), influencer content
is often seen as a more reliable source of information compared to traditional marketing
because it feels more authentic.

In Switzerland, for example, tourism authorities have worked with social media
influencers to promote the country’s natural beauty, particularly its lakes and mountains.
Influencers specializing in adventure tourism and nature photography have successfully
rebranded Switzerland as a premier destination for eco-friendly and adventure-based travel. A
report by Swiss Tourism (2022) revealed that influencer campaigns contributed to a 15%
increase in international tourist arrivals in 2021, particularly from Europe and North America.

Similarly, Qatar has leveraged social media figures to boost its tourism sector in the lead-
up to the 2022 FIFA World Cup. By collaborating with global influencers, Qatar successfully
promoted its cultural heritage, modern architecture, and luxury tourism experiences.
According to a study by Qatar Tourism (2023), influencer marketing increased Qatar's tourism
bookings by 18%, particularly in luxury hotels and desert safari packages.

Influencers play a critical role in driving purchase intentions. A survey by Phocuswright
(2023) shows that 35% of millennials booked travel based on influencer recommendations,
primarily driven by the influencers’ visually appealing content and trustworthiness. Followers
tend to see influencers as personal sources of travel advice, making them highly influential in
the decision-making process (Sodiqova, 2023).

Research by Lim et al. (2020) suggests that social media figures build trust by providing
honest reviews of accommodations, activities, and destinations. In Switzerland, influencers
frequently post content about hiking trails, winter sports, and scenic locations, making these
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areas popular among their followers. In Qatar, influencers have successfully marketed the
country’s luxury tourism options, leading to an increase in bookings for high-end resorts and
exclusive cultural experiences. Table 2 summarizes key factors that drive purchase intentions
based on influencer-generated content.

Table 2.
Key factors driving purchase intentions based on social media content
Factor Percentage (%) Source
Visual appeal (high-quality content) 55% Phocuswright (2023)
Personal experience (authenticity) 60% VisitScotland (2021)
Promotions/discounts offered 40% Lim etal. (2020)
Trust and credibility of influencer 70% Godey etal. (2016)

Case Studies: Social media figures in tourism promotion

1. Iceland: Sustainable tourism and adventure

Iceland has successfully used influencer marketing to position itself as a leading
destination for sustainable tourism and outdoor adventures. Travel influencers specializing in
eco-tourism and nature experiences have helped attract a global audience. According to Iceland
Tourism (2022), the country experienced a 20% increase in tourism in 2018 after launching a
campaign featuring influencers, who highlighted Iceland’s natural beauty and sustainable
tourism practices.

2. Switzerland: Promoting nature and adventure

Switzerland has capitalized on its stunning natural landscapes by collaborating with
influencers who focus on nature, wellness, and outdoor activities. Influencers have been key in
promoting Switzerland’s image as a destination for both adventure and relaxation. Swiss
Tourism (2022) reported that the influencer-driven campaign led to a 15% increase in tourist
arrivals, with a particular boost in eco-conscious travelers seeking adventure (Sodikov, 2023).

3. Qatar: Luxury tourism and cultural experiences

Qatar’s tourism board collaborated with global influencers to showcase the country’s
luxurious travel offerings and rich cultural heritage. Influencers have been instrumental in
promoting Qatar as a destination for luxury travel, particularly for European tourists (Sodikov,
2023). According to Qatar Tourism (2023), influencer marketing led to an 18% increase in
international tourist bookings, especially for high-end resorts, desert safaris, and cultural

attractions.
Table 3:
Growth in Tourism in Influencer-Promoted Destinations
Country Growth in Tourism (%) Source
Switzerland 15% Swiss Tourism (2022)
Qatar 18% Qatar Tourism (2023)
Iceland 20% Iceland Tourism (2022)

Uzbekistan: Leveraging influencer marketing for tourism growth

Uzbekistan has vast untapped tourism potential, particularly with its historical Silk Road
cities such as Samarkand, Bukhara, and Khiva. By working with social media influencers,
Uzbekistan can enhance its destination image and attract a younger, more digitally-savvy
audience from Europe and beyond.

Uzbekistan could follow in the footsteps of Iceland, Switzerland, and Qatar by partnering
with influencers who focus on cultural heritage, adventure travel, and sustainability. A
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campaign showcasing the country’s rich history, vibrant markets, and stunning architecture,
combined with modern accommodations and experiences, could draw attention to Uzbekistan
as a unique and desirable destination.

Table 4.

Potential benefits of social media marketing for Uzbekistan tourism

30% Uzbekistan Tourism Board (2023)
40% Statista (2023)

25% Godey et al. (2016)

20% Iceland Tourism (2022)

Challenges in using social media figures for tourism marketing

Despite the benefits of influencer marketing, there are challenges that tourism boards
must consider. The authenticity of influencer content is essential; overly commercialized or
insincere posts can backfire. Research by Cheung et al. (2017) highlights that consumers are
increasingly skeptical of paid promotions that lack genuine personal experiences.

Table 5.

Comparison of recommendations for enhancing tourism marketing strategies
through social media influencers in Uzbekistan

Recom-
mendation

Collaborate
with niche
influencers

Focus on
authenticity

Promote
sustainable
tourism

Measure and

optimize
campaigns

Uzbekistan focus

Target influencers who
specialize in adventure
travel or cultural tourism,
particularly those
promoting historical sites
like Samarkand and
Bukhara.

General approach

Many countries are
partnering with
influencers who align
with their tourism
niches, leading to
effective audience
targeting.

Best practice

This approach allows for
authentic promotion of
the destination's unique
attributes, ensuring the
message resonates with a
targeted audience.

Encourage influencers to
share real experiences,
avoiding overly scripted or
promotional content, which
enhances credibility and

Authenticity is
universally recognized
as crucial in influencer

marketing, fostering
trust among potential
tourists across different

Given the highly visual
and personal nature of
travel, this
recommendation is vital
for any destination
looking to engage

trust. effectively with
markets. :
audiences.
Highlight the natural Sustainability is This not only enhances
beauty and heritage sites of | increasingly becominga | the destination’s appeal
Uzbekistan while focal point in global but also aligns with

promoting eco-friendly
practices, similar to

successful campaigns in

Iceland and Switzerland.

tourism marketing,
appealing to
environmentally
conscious travelers.

global trends in
responsible travel,
making it a strategic
imperative.

Implement robust metrics
to track the effectiveness of
influencer campaigns, using
data to refine strategies and

enhance performance.

Many tourism boards
worldwide are adopting
data-driven approaches

to optimize marketing

efforts, ensuring
continuous
improvement.

This recommendation is
essential for any
destination aiming for
growth, as it allows for
strategic adjustments
based on real-time
feedback.
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Moreover, the effectiveness of influencer marketing can be difficult to measure. Tourism
boards need to track metrics such as engagement rates, reach, and bookings to assess ROI
accurately. Additionally, selecting the right influencers who align with the brand values of a
destination is critical for success.

Recommendations

Based on the findings of this study, several recommendations can be made for Uzbekistan
and other countries seeking to improve their tourism marketing strategies through social
media influencers:

Collaborate with niche influencers: Countries should focus on influencers whose
content aligns with the country’s unique selling points, such as adventure travel or cultural
tourism. Uzbekistan could partner with influencers specializing in historical and cultural
tourism to promote cities like Samarkand and Bukhara (Sodikov, 2023).

Focus on authenticity: Authenticity remains key to building trust with potential tourists.
Influencers should be encouraged to share genuine experiences rather than scripted,
promotional content to maintain credibility (Sodikov, 2023).

Promote sustainable tourism: Countries like Iceland and Switzerland have shown that
influencers can effectively promote eco-tourism and sustainable travel. Uzbekistan could adopt
a similar approach, highlighting its natural landscapes and heritage sites in an environmentally
responsible way (Sodikov, 2023).

Measure and optimize campaigns: Tourism boards should measure the effectiveness of
influencer campaigns by tracking metrics such as engagement rates, conversions, and tourist
arrivals. This data can then be used to refine future strategies (Sodikov, 2023).

Conclusion.

Social media figures play a pivotal role in shaping destination image and driving purchase
intentions in the tourism sector. Through engaging and authentic content, influencers help
promote lesser-known destinations, encourage bookings, and enhance global visibility for
tourist spots. Countries like Iceland, Switzerland, and Qatar have successfully harnessed the
power of social media figures to promote their tourism industries, resulting in significant
increases in international tourist arrivals.

Uzbekistan, with its rich cultural and historical heritage, has the opportunity to adopt
similar strategies. By collaborating with influencers who can authentically represent the
country's unique offerings, Uzbekistan can increase its global tourism appeal, particularly
among younger travelers. As social media continues to dominate travel marketing, the
importance of influencers in shaping tourism trends is likely to grow, offering new
opportunities for destinations worldwide.
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