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[bookmark: _Toc164133645]Abstract
The purpose of this research was to investigate the use of social media in pushing luxury travel and how it relates to the aspirational gap. It studied how curated digital content impacts consumer perception, financial decision, and psychological welfare, and also consumer expectation of responsible marketing in the luxury travel industry. To conduct this research, a qualitative approach was employed through semi-structured interviews with 20 individuals who are participating in the luxury travel content on the social media platforms like Instagram, TikTok, and YouTube. Thematic analysis was used to analyse data of how aspirational marketing influences consumer behaviour.
Results indicated how social media reinforces unrealistic expectations in creating pressure to compare with others and financially overextend because consumers try to reproduce influencer-driven luxury travel experiences. However, when the participants' realities fell short of the classy portrayals on various websites, many of them reported post-travel regret and displeasure. Another added finding from the research was that there has been an increase in the need for ethical marketing practices as many people urged for more informative marketing of influencer endorsement and more balanced display of the travel experience.
In practice, luxury travel brands were suggested to be more responsible in marketing by adopting more transparent and responsible sponsorship disclosures, diversified representations of travel, and sustainable tourism measures. Further social media algorithms were proposed which could help reduce misleading aspirational content on social media, and suggested stricter regulations of influencer transparency. Overall, this research helped to corroborate Social Comparison Theory and Theory of Planned Behaviour by arguing that social media fuels aspirational gaps, but not without also amplifying the gap. 
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[bookmark: _Toc196293400]Chapter 4: Results
[bookmark: _Toc196293401]4.1 Presentation of Findings
[bookmark: _Toc196293402]4.1.1 Influence of social media on Luxury Travel Aspirations
	Participant
	Response

	P1
	“Instagram influences me the most because of its high-quality images of luxury destinations.”

	P2
	“I save TikTok videos of travel influencers and use them for trip planning.

	P3
	“Yes, I follow luxury travel influencers on YouTube who showcase high-end hotels and experiences.”

	P4
	“Instagram stories of celebrities traveling to exotic places make me want to visit them too. ”

	P5
	“TikTok’s travel content gives a more engaging experience, making luxury trips seem more accessible. ”

	P6
	“YouTube vlogs give in-depth details about luxury resorts, which influence my choices. ”

	P7
	“I follow influencers who frequently stay in five-star hotels, and it makes me aspire to do the same. ”

	P8
	“Instagram’s Explore page often shows luxury travel, shaping my dream destinations. ”

	P9
	“I never considered luxury travel before, but now I save posts and plan trips around them. ”

	P10
	“Social media ads and influencer promotions make certain destinations look more exclusive. ”

	P11
	“I trust influencer reviews more than official brand advertisements when choosing luxury stays. ”

	P12
	“Instagram reels and TikTok videos make luxury travel seem effortless, which increases my interest. ”

	P13
	“I have planned multiple trips based on influencer suggestions on Instagram. ”

	P14
	“Facebook is not as influential for me; Instagram and TikTok have better travel content. ”

	P15
	“Instagram’s filters make places look more appealing, sometimes more than they are. ”

	P16
	“I mostly rely on influencer travel vlogs to get an idea of luxury destinations. ”

	P17
	“Following influencers makes me want to save money for luxury vacations. ”

	P18
	“Travel influencers give a sense of exclusivity that makes luxury travel more desirable. ”

	P19
	“TikTok’s quick travel hacks sometimes make luxury trips feel more affordable. ”

	P20
	“YouTube reviews help me see whether luxury hotels are worth their price. ”


The results show that social media platforms (such as Instagram, TikTok and YouTube) have critical activity in constructing consumer aspirations towards luxury travel. Influencer’s visually appealing content and immersive storytelling feels exclusive and desirable, mirroring luxury experiences that are aspirational but affordable. Some participants stated that they save, share, or even plan trips based on some of the social media content. This confirms the persuasive power of influencer marketing and the user generated content (UGC). The abundance of curated content allows a continuous occurrence of exposure to high-end travel, fostering social comparison and believing luxury travel is a necessity and not a privilege.
[bookmark: _Toc196293403]4.1.2 Financial Impact of Aspirational Gaps
	Participant
	Response

	P1
	“Yes, I have spent more than planned after seeing social media content on expensive hotels. ”

	P2
	“I feel pressured to book business class flights after seeing influencers travel in luxury. ”

	P3
	“Sometimes I worry that I overspend just to match the Instagram-worthy experiences I see. ”

	P4
	“Yes, I went on a luxury trip, but it didn’t feel as glamorous as what I saw online. ”

	P5
	“I have spent extra money upgrading my hotel stay because of Instagram expectations. ”

	P6
	“Seeing luxury destinations repeatedly makes me feel like I should be spending more on travel. ”

	P7
	“I once booked an expensive resort, but the experience didn’t match the influencer’s review. ”

	P8
	“I compare my travel budget with what influencers show and often feel my trips are less luxurious. ”

	P9
	“I have taken a loan just to afford a luxury trip I saw on social media. ”

	P10
	“I always feel like I need more money to fully enjoy a luxury vacation. ”

	P11
	“I bought designer luggage to match the aesthetic I saw in influencer travel content. ”

	P12
	“I try to save extra money to afford travel experiences that look good on Instagram. ”

	P13
	“I sometimes feel guilty spending so much just to have a luxury experience. ”

	P14
	“My last vacation was expensive, and I regretted it because it didn’t meet my expectations. ”

	P15
	“I spent extra money to book an exclusive island trip but was disappointed. ”

	P16
	“I feel like social media makes travel seem more affordable than it is. ”

	P17
	“I have changed my budget priorities to afford more luxurious accommodations. ”

	P18
	“Influencer promotions make me feel like I should always choose the premium option. ”

	P19
	“I once paid for a VIP experience that was overhyped on Instagram. ”

	P20
	“I sometimes worry about my financial decisions after booking luxury travel experiences. ”


Social media aspirational content has an enormous impact on consumer spending behaviour, which, oftentimes, is followed by financial strain. The participants told us how they were boosting expenses, how they were making impulsive purchases, sinking into debt to travel. Unrealistic financial expectations stem from the fear of missing out (FOMO), as consumers feel obliged to keep up with the lifestyles of influencers. Post travel, some participants also admitted to having post travel regret, thinking they paid too much, in an attempt to decipher what’s real and what is fabricated using social media. First, these findings are consistent with the argument that luxury travel marketing can promote exclusionary effects and, therefore, serve to spur over consumption above and beyond the consumer’s budgetary capacity.
[bookmark: _Toc196293404]4.1.3 Psychological Effects of Aspirational Marketing
	Participant
	Response

	P1
	“Yes, I often compare my vacations with influencers’ luxury trips and feel like mine are less special. ”

	P2
	“Seeing luxury travel posts makes me feel like my holidays are not as exciting. ”

	P3
	“I feel frustrated when I can’t afford the high-end travel experiences I see online. ”

	P4
	“Yes, social media makes travel seem effortless, but the reality is different. ”

	P5
	“I have felt disappointed when a travel experience didn’t match the images I saw on Instagram. ”

	P6
	“I feel pressure to post aesthetically pleasing travel photos just to keep up. ”

	P7
	“Sometimes I feel travel influencers exaggerate how luxurious a place is. ”

	P8
	“My travel experience felt dull compared to what I had imagined from social media. ”

	P9
	“Seeing others travel makes me feel like I am missing out. ”

	P10
	“Social media creates unrealistic expectations, making luxury travel seem too perfect. ”

	P11
	“I feel left out when I see luxury travel experiences that I can’t afford. ”

	P12
	“There is a gap between what influencers show and what travel feels like. ”

	P13
	“My vacation felt disappointing because social media made it look better than it was. ”

	P14
	“I sometimes feel bad when my travels don’t look as glamorous online. ”

	P15
	“I wish luxury travel content showed more realistic experiences. ”

	P16
	“Social media makes me feel like I always need to travel to remain relevant. ”

	P17
	“I feel motivated to work harder just to afford better travel experiences. ”

	P18
	“The pressure to have luxury vacations affects my overall happiness with travel. ”

	P19
	“Social media makes luxury travel seem like a necessity rathers than a luxury. ”

	P20
	“My expectations for vacations have changed because of what I see online. ”


It supports that social comparison via social media has a psychological distressing impact on consumers. Far too many of them admitted that when they compared their travel experiences to highly curated luxury content, they felt inadequate, dissatisfied, or left out. There was a gap between what the respondents expected and what they experienced, of which some felt disappointed when the reality of their travel experience was not as great as it was online. Recurring emotions were FOMO and envy, which even translated into pressure to take high-end travel to legitimise for social validation. This supports the Social Comparison Theory whereby exposure to influencers and affluent travellers leads to negative self-perception and unrealistic aspirations.
[bookmark: _Toc196293405]4.1.4 Perceptions of Responsible Marketing
	Participant
	Response

	P1
	“Yes, brands should show more real-life experiences, not just perfection. ”

	P2
	“I trust influencers more when they disclose sponsorships. ”

	P3
	“Responsible marketing would make travel content feel more authentic. ”

	P4
	“I prefer travel brands that show different budget options. ”

	P5
	“Influencers should be transparent about whether their trips are paid for. ”

	P6
	“Too much perfection in marketing makes luxury travel seem unrealistic. ”

	P7
	“I would respect brands that mix luxury with attainable travel options. ”

	P8
	“Travel companies should highlight sustainability and local experiences. ”

	P9
	“Authenticity is more important than just showing wealth. ”

	P10
	“I follow influencers who promote responsible travel. ”


Luxury travel has been seeking more ethical and responsible marketing strategies. Participants said that brands should depict more acceptable travel experiences, such as attainable luxury. But the main issue was the transparency of the endorsements; many felt that sponsored inauthenticity should be made apparent to prevent misleading representation. Other participants expressed a preference for a mix of aspirational and realistic marketing approaches, and possible balance between exclusivity and real storytelling, and some inclusive travel opportunities. It follows the wider trend of the tourism industry moving towards more sustainable and ethical marketing, where consumers are won over by transparent representation rather than fanciful excess. 

Chapter 5: Discussion
[bookmark: _Toc196293406]5.1 Comparison with Literature
[bookmark: _Toc196293407]5.1.1 Influence of social media on Luxury Travel Aspirations
In academic literature, it is well known that social media’s influence on luxury travel aspirations is immense as researchers show how social media affects consumer desires and decision making. As pointed out by Yu and Ko (2021), Instagram is a typical visual storytelling platform like TikTok or YouTube, where they generate a sense of exclusivity and desirability around luxury travel. As they are stating, their findings also relate to this study, as many interviewees have mentioned social media as the main source of travel inspiration, and the content from influencers and travel bloggers has had a big impact on the people involved in this study’s perceptions. Aspirational behaviour is driven by influencer marketing that creates visually flashy imagery and immersive content, which makes high end travel seem less high end, as argued by Cohen et al. (2022). This is supported by the present study, in which respondents often stated that they follow influencers, save travel-related content to plan trips based on the idealised pictures seen online.
However, this study contributes, as the aspirational marketing presented here also has a negative implication. In contrast to previous research, which has predominantly focused on how influencer engagement could benefit brands, the outcome revealed that long exposure to idealised luxury travel content could instil unrealistic expectations and financial pressure. In contrast to Siepmann et al. (2022), aspirational marketing enhances brand desirability; while condescending marketing strengthens customer loyalty. This study, however, finds that such marketing strategies have the potential to breed dissatisfaction in customers who cannot afford the high-end experiences presented. The current study falls well within the Social Comparison Theory advanced by Festinger in 1954 since it seeking to capture peoples’ views about themselves relative to other people. Pertaining to this research study, participants made constant references to the fact that they are inside looking out at a differently produced, and neater, cleaner, shinier version of travel. While it served as reminding themselves to do better, it led to increase ed aspiration, feelings of financial pressure and dissatisfaction when the real-life situation was not as rosy as advertised online. 	Comment by Scott James: You mention that “long exposure to idealised luxury travel content could instil unrealistic expectations and financial pressure,” but further elaboration on how Social Comparison Theory specifically applies here could strengthen this argument.
However, what this implies is that while social media both presents and ensnares luxury travel, marketing aspirational luxury travel through social media also entails the amplification of the gap between aspiration and reality, grounding the importance of further socially responsible, balanced marketing of luxury travel.
[bookmark: _Toc196293408]5.1.2 Financial Impact of Aspirational Gaps	Comment by Scott James: While the financial implications of aspirational gaps are clearly articulated, you could expand on how these findings might affect broader consumer behaviour. For example, how does this affect consumers’ longer-term financial habits, or is there a sense of guilt or regret that influences future behaviour? 
Literature has widely discussed the financial implication of aspirational gaps in luxury travel marketing, stressing how social media helps to encourage impulsive spending on the one hand and financial strain on the other hand. Liu and Li (2021) suggest that since there are so many high-end travel experiences posted online, consumers are encouraged to spend more than what they can afford just to keep up with the expensive lifestyles shown on social media. This finding is very supportive of this, as several participants admitted to upping their travel budgets, making impulsive financial decisions, or borrowing money to do something they noticed influencers were promoting.
Duan and Brechman (2024) also determined that influencer marketing fulfils a psychological need for consuming for the sake of social validation and this drives consumers to sacrifice economically to experience socially validated products. As per participants’ responses in this study, some reported they were forced to book expensive flights, stay in 5-star hotels or spend on an expensive trip to maintain a certain social image. In terms of the concept of Fear of Missing Out (FOMO), as elaborated by Verma (2024), this is especially applicable since consumers would often want to spend on luxury travel to match the real world living they perceive in the highly aestheticized images on social media.
However, Michaelidou et al. (2022) contrasts with the view that social media heightens luxury travel by enabling premium experiences to appear less exclusive to a wider audience. This may or may not be true in some instances, but the findings of the present study assert that luxury travel branding serves to perpetuate rather than to eradicate the economic rifts. Post travels regret, as the participants report that the trips, they took were so expensive they were not as aspirational as they had thought and often led to financial dissatisfaction instead of fulfilment, finally affirms the notion that aspirational marketing is more regretting than it is fulfilled. Moreover, the research points out that negative financial entailing experiences may result in adapting future behaviours, which would be to cease visiting expensive places or to question the authenticity of sponsored content. In the long term, some participants even felt that something like guilt was caused by such a choice, which means that, as a consumer group, consumers are gradually becoming more reliable and stricter when making travel plans.

[bookmark: _Toc196293409]5.1.3 Psychological Effects of Aspirational Marketing
Academic literature has been discussing the psychological impact of aspirational marketing in luxury travel widely, pointing out the impact that it makes on consumer emotions, self-perception and well-being. According to Thirumaran et al. (2021), exposures to highly curated social media content that highlights luxurious travel experiences lead to dissatisfactions, social comparison anxiety and pressure to conform to idealised travel norms. This study strongly supports the claim, as many of the participants did feel FOMO (Fear of Missing Out) when exposed to the aspirational travel content. Some respondents admitted to feeling inadequate or excluded after seeing the topsy-turvy portrayal of how they should be travelling online.
Verma (2024) also points out that social media heightens unrealistically high expectations for travel, which gives way to a sense of disappointment when real life travel does not live up to its digital iterations. This perspective is reflected in the findings of this study, as several participants felt post-travel disillusionment, believing that the influencer’s promoted destinations were uncannily grand, but in reality, quite different. This is consistent with Social Comparison Theory (Festinger, 1954) which states that people engage in upward comparisons to evaluate their lives against the lives of people that appear to have more successful or affluent lives. As an example of how aspirational marketing affects self-esteem and decision making, participants often talked about feeling pressured to travel to luxurious locations to have a social image.
However, this study expands upon previous research by introducing how consumers are starting to understand that aspirational marketing is unrealistic. The findings are different from previous studies that have focused on the emotional cost of social comparison, revealing that some participants are now much less likely to trust influencer-driven luxury travel content that is driven by editing, sponsorships and marketing techniques used. This indicates the movement of consumer expectations of luxury travel experience in the direction of authenticity, transparency and balance in depicting such experiences, to nullify psychological stress. This spectrum shift towards scepticism when it comes to content that is clearly polished or agenda-driven might just change the way luxury travel brands and influencers approach their work. Consumers may want real stories without flaws that are closer to real life rather than the airbrushed depiction. Thus, the most important goals that marketers may have to focus on are the way of revealing the media literacy of consumers, the ability to establish an emotional bond, and the imperatives of ethical promotion in the long-run system.	Comment by Scott James: You mention that some participants are starting to understand that aspirational marketing is unrealistic, which adds an interesting new layer to the discussion. This is an important finding and could be expanded to emphasise how this shift in consumer awareness might alter the future of luxury travel marketing. 

[bookmark: _Toc196293410]5.1.4 Perceptions of Responsible Marketing	Comment by Scott James: You mention sustainable tourism and cultural authenticity, which are essential themes. Expanding on how these concepts could be incorporated into luxury travel marketing would strengthen this section. 
In recent times, researchers highlight the demand for responsible and ethical marketing in luxury travel by transparency, authenticity, and inclusivity in brand messaging. According to Ekinci et al. (2025), transparent description of sponsorships and genuine offering of travel experiences improve consumer trust in and brand credibility. This finding gives strong support to this, as participants have stated that they prefer brands that are showcasing the reality of luxury travel, not unachievable, exaggerated experiences. According to Jiang et al. (2024), it seems that lots of respondents are more likely to trust organisations in terms of marketing, not only about their products, but also about all the paid promotions when they disclose it.
Moreover, as Mittal (2025) has also found, blending aspirational content with accessible luxury options helps in brand engagement without creating illusions of them. This research proves that consumers are looking for a compromise between aspiration and realism as many people responded by saying that they want high-end experiences combined with practical travel tips. This goes against traditional luxury travel marketing strategies, which have primarily borrowed the concept of being exclusive and exclusive to elite, unattainable experiences. Finally, Yan et al. (2024) emphasise that over-commercialisation of destinations shows a negative effect and state that overloading destinations with tourists for large-scale affluent leisure travel can cause over-tourism, environmental degradation, and the exclusion of local communities. In the light of this study’s findings, luxury travel brands need to weave in responsible tourism principles into their marketing. Most of the suggestions included how brands should promote cultural authenticity, sustainable efforts, and ethical travel practices instead of overemphasis on just the material luxury.
For instance, luxury travel marketers can focus on associations with local craftsmen, sell culture rather than the rooms, and cooperate with environmentally friendly tourism companies. This would also be responsible branding that addresses an untapped niche of conscious consumers who consider ethical, cultural and environmental implications of their travel arrangements. Because brands that are grounded in place have the potential of presenting more engaging, unique, and relevant narratives, sustainable practice can establish itself alongside aspiration.

[bookmark: _Toc196293411]5.2 Implications
Theoretical Implications: The efforts made in this study advance existing theories on consumer behaviour, social media influence and aspirational marketing by reinforcing the usefulness of the Social Comparison Theory (Festinger, 1954) and the Theory of Planned Behaviour (Ajzen, 1991) about luxury travel. The results support social media amplifies the practice of upward social comparisons, where consumers compare their own travel experiences to highly polished luxury portrayals, either sparking more momentum or more disappointment. Additionally, this research contributes to the development of the Theory of Planned Behaviour by determining how social media affects several aspects of consumers’ travel decisions and perceptions such as attitude (e.g., regarding luxury travel as desirable); subjective norms (e.g., perceiving others’ expectations towards luxurious travel); perceived behavioural control (e.g., evaluating their capability to imitate influencers). These two dimensions impact their ultimate decision when it comes to high-end travel, thus creating tension between the need and the ability. This study differs from previous studies that concerned mostly with brand engagement and aspirational marketing benefits in so far as it notes the negative psychological and financial consequences of unrealistic portrayals, and thus the desire for more balanced marketing approaches.	Comment by Scott James: You could elaborate more on how your study extends Theory of Planned Behaviour (Ajzen, 1991), particularly how social media affects consumers' attitudes, subjective norms, and perceived behavioural control in the context of luxury travel. 
Practical Implications: This study confirms the necessity of luxury travel brands changing their responsibility and transparency in marketing strategies. As many consumers are affected by aspirational content on psychological and financial grounds, brands should balance the exclusivity with the authenticity. Practical steps are to expose influencer sponsorships and offer a selection of achievable and aspirational travel experiences, as well as talking about sustainable tourism. Brands should also utilise user generated content (UGC) to offer more naturalistic and diversified visualisation of luxury travel to narrow the gap between the actual sum and the consumer’s ideal. According to this study, travel companies should communicate with such influencers, not including exaggerated luxury representation. To effectively implement these practices, brands can use transparent labelling systems for sponsored posts, such as disclaimers like “#ad” or “sponsored by,” prominently displayed. In addition, brands need to provide guidelines that do not allow ‘fattening’ and encourage the sharing of best practices, such as a breakdown of costs, realities behind the scenes, or sustainable aspects. It is also possible to use the case when the campaigns contain content created by the real customers sincerely and candidly.	Comment by Scott James: Expanding on how brands can practically implement these suggestions would provide more clarity. For example, how can brands effectively communicate transparency and responsibility? 
Policy Implications: The study makes evident the necessity for regulatory frames and the industry guidelines to create an ethical social media marketing environment in the luxury travel industry. Therefore, regulatory bodies need to introduce stiffer guidelines for influencer transparency, so that they must be transparent with paid promotions and partnerships to avoid misleading presentation. Measures may involve the use of legal requirements that force the tourism authorities to compel social media influencers and advertising firms to publicly disclose ad content and impose substantial fines for failure to do so. One of them could be for social media companies to highlight such contents that overlay augmented visuals or provide the false perception of affordability. Similar to labelling schemes for sustainability, governments and tourism boards could pay to label ethical tourism and clients to ensure that they are accessing sustainable tourism service providers and are aware of their options. 	Comment by Scott James: Further detail on potential policies or regulations to govern influencer marketing transparency and responsible travel promotion would enhance this section. 
It also needs to be noted that social media platforms, too, should embed algorithms that attach more weightage to authentic and not too luxurious travel content and minimise the idea of aspirational marketing that predisposes people to excessive stress. At the same time, governments and tourism boards should also establish policies that enable responsible travel marketing, respect cultural authenticity, support sustainable tourism, and uphold ethical advertising when marketing travel. Additionally, the regulations should speak of the financial effect of the aspirational gap, because the brands should give genuine responses about what they cost and not encourage unrealistic affordability.
[bookmark: _Toc196293412]5.3 Limitations
While the findings from this study offer valuable insight into the impact of social media on luxury travel aspirations, certain limitations may limit the generalisability and broader relevance of the findings. Another limitation is that the size of the sample (20 participants) is quite small, so the findings are unlikely to apply to a big population. A larger sample of consumers would also represent a more diverse set of experiences from consumers in different demographics, income levels, and cultural backgrounds (Brinkmann and Kvale, 2018). Second, the study relies exclusively on qualitative research methods, which are useful for examining personal perception and experiences, but do not yield quantifiable evidence relating to the financial impact or the psychological impact. Adding quantitative methods like surveys or experiments would add to the validity of the findings by providing statistical evidence supporting the conclusions. Furthermore, the increased presence on social media in the case of aspirational marketing as a tool is examined but not to the extent of studies looking at the behavioural consequences of social media. A longitudinal study could reveal more of the effects of aspirational travel marketing work towards affecting consumer spending habits, mental wellbeing and travel decisions over the long term (Creswell, 2012). Finally, self-reported data may be biased as participants may underreport or overreport the influence of social media on behaviour. Further research should take a mixed methods approach to achieve a more reasonable and objective picture of how luxury travel marketing affects both the positive and negative results.
[bookmark: _Toc196293413]Chapter 6: Conclusion
[bookmark: _Toc196293414]6.1 Summary	Comment by Scott James: While the summary does a good job of presenting the findings, it would be helpful to clarify the broader implications for the luxury travel industry. For exampleee you mention that the findings highlight the need for "a more responsible, real, balanced marketing route." It would be beneficial to briefly explain what this means in practice for luxury travel marketers (e.g., authenticity in social media campaigns, transparency about the costs, or showcasing a more realistic depiction of luxury experiences). 
This research aims to investigate the role of social media in luxury travel aspiration, its financial and psychological impact, and the consumer’s view on responsible marketing. A finding is that such highly curated content on Instagram and TikTok leads to unrealistic expectations, impulsively spending, and accentuates social comparison. For consumers, when their real travel experience does not match the online portrayal, they end up in financial strain and dissatisfaction. Concerning the luxury travel industry, there is also an increasing demand for transparency and ethical marketing practices. This study reinforces Social Comparison Theory and Theory of Planned Behaviour and therefore stresses the necessity to take a more responsible, real, balanced marketing route. Applied to luxury travel marketing, it suggests that luxury travel brands should embrace realism and provide actual travel experiences, label paid partnerships and product placements, and highlight the costs associated. This approach can help rebuild consumer trust, ease psychological pressure, and promote the marketing responsible for ethical and reasonable branding.

[bookmark: _Toc196293415]6.2 Future Research
Further research should also study the long-term psychological impact of aspirational marketing for other target groups, young adults, and lower-income earners, as they may be more susceptible to social comparison pressure because of limited resources or because they are in a self-identity search stage in their lives. Analysing their responses might help determine how aspirational marketing influences the decision-making process, satisfaction, and spending behaviour across various socio-economic backgrounds. The number of mixed methods would strengthen the findings regarding financial and behavioural impacts. Cross cultural comparisons could also highlight how luxury travel aspirations differ across cities and economic strata.
 It is also necessary for further research to look at the influence of government regulations and social media policies in supporting the ethical practice of influencer marketing. Finally, studies investigating how brands can combine sustainability and inclusivity in luxury travel marketing would enable responsible and consumer-oriented strategies.
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1. Which social media platforms influence your perception of luxury travel the most? Why?
2. Have you ever saved, shared, or planned a trip based on social media travel content?
3. Do you follow any travel influencers? If yes, how do they shape your travel aspirations?
4. Have you ever increased your travel budget after seeing luxury travel content on social media?
5. Do you feel pressure to spend beyond your means to experience luxury travel?
6. Have you ever regretted a luxury trip because it did not meet the expectations set by social media?
7. Do you feel that social media makes you compare your travel experiences with others?
8. Have you ever felt disappointed when your real travel experience did not match what you saw online?
9. Do you think social media luxury travel content creates unrealistic expectations?
10. Do you think luxury travel brands should portray more realistic travel experiences on social media?
11. What are your thoughts on influencers disclosing whether their trips are sponsored?
12. Would you trust a brand more if they showed a mix of aspirational and realistic travel content?

[bookmark: _Toc196293419]Sample Consent form for participation in a research project
Title: Social Media's Role in Promoting Luxury Travel and Its Impact on Aspirational Gaps
Researcher: Kerene Kipulu
Contact: 2222607@student.uwtsd.ac.uk
Study Purpose
This study explores how social media influences consumer perceptions of luxury travel and its psychological and behavioural effects.
Participation Details
· Voluntary – You may withdraw anytime without consequences.
· Interview – Conducted via Zoom/Microsoft Teams, lasting 30-45 minutes.
· Recording – Audio will be recorded with your consent for research purposes.
Confidentiality & Data Use
· Your responses are anonymous and securely stored.
· Data will be used solely for academic research.
Your Rights
· You can skip questions or withdraw anytime.
· No personal identifiers will be included in the final analysis.
Consent
By signing below, you confirm your voluntary participation and consent to recording.
Participant’s Signature: ___________ Date: 11/05/2025
image4.png




