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Influencer markeƟng’s impact on generaƟon Z’s purchasing 
decisions – An analyses of the  travel turism industry 

 

IntroducƟon 
 

We live in a Ɵme of change, both in terms of people’s percepƟons and their consumpƟon 
habits. We are parƟcipants in a digital revoluƟon, which urges us to adapt to new trends. 
However, we cannot fully consider ourselves up to date with these trends, as changes and 
developments occur daily, especially in the realm of technology, which allows us access to 
any informaƟon. GeneraƟon Z is the primary advocate of digitalisaƟon and the use of 
devices, being the main enthusiasts of plaƞorms like TikTok and Instagram. 

Today, GeneraƟon Z is guided more by influencer recommendaƟons than by their own 
consideraƟons. Thus, adverƟsing plays a very important and decisive role in purchasing 
decisions, especially online adverƟsing. The online environment has become a field chosen 
by many companies, including those in the tourism sector, as the first area in which they 
operate, before eventually choosing to develop in the physical, offline environment. The 
online environment offers advantages such as facilitaƟng communicaƟon between the 
company and its customers, as well as effecƟvely targeƟng and segmenƟng them, socialising 
among people, and providing unlimited access to informaƟon across Ɵme and space. 

Aim 
The dissertaƟon proposal aims to determine the impact of markeƟng influence on the 
purchase decisions of generaƟon Z and analysis of the travel tourism industry. As a result of 
the research, emerging countries will be able to adapt techniques preferred by GeneraƟon Z 
to develop travel tourism. 

The research focuses on the impact of influencer markeƟng on GeneraƟon Z’s purchasing 
decisions within the travel tourism industry. This invesƟgaƟon aims to contribute to the 
development of tourism in lesser-known and less-visited developing countries in Europe, 
which offer scenic landscapes, rich historical and cultural heritage, and tradiƟons appealing 
to the younger GeneraƟon Z audience. 

AŌer compleƟng this research, tourism agents will know how to aƩract young people to 
discover the culture of different regions, how to effecƟvely promote tourist aƩracƟons in a 
way that appeals to them, how to take advantage of current opportuniƟes, and how to boost 
tourism in both developing and under-visited countries such as Romania and the Republic of 
Moldova, as well as in wealthy countries that, according to the World Tourism OrganizaƟon 
(UNWTO), are not frequently visited, such as Liechtenstein. 



ObjecƟves  
ObjecƟves that this research aims to achieve: 

- To invesƟgate markeƟng strategies, parƟcularly through influencer markeƟng 
plaƞorms in developing countries such as Romania; 

- To determine the opportuniƟes and challenges in idenƟfying influencers willing to 
promote desƟnaƟons like Romania to their young audiences; 

- To analyse the impact of influencer markeƟng strategies on GeneraƟon Z. 

Research QuesƟons 
Based on the digitalizaƟon of markeƟng and influencer markeƟng, the following quesƟons 
arise: 

- Why are emerging countries not visited, and what is the current markeƟng issue? 
- What opportuniƟes and challenges do we face in promoƟng tourism in countries like 

Romania through influencer markeƟng for GeneraƟon Z? 
- What impact does promoƟng this type of tourism have on GeneraƟon Z? 

Literature review  
Influencer markeƟng and consumer behavior and Tik Tok and Instragram influencer travel 
tourism tool 

 

Consumer Behavior 
According to Solomon (2012, p.173), consumer behaviour represents the criterion by which 
individuals choose and purchase goods or services to saƟsfy their own needs and desires, 
with marketers taking into account the theories and realiƟes of this behaviour.  

Similarly, Kotler (1969, pp. 17-18) compares consumer behaviour to an „input-output” 
informaƟon system, where the inputs received are represented by components of the 
economic environment, such as price, uƟlity, economic situaƟon, and quality. The outputs, 
determined by the human psyche, are represented by the choice of product type, the place 
of purchase, and the frequency of purchase. The link between inputs and outputs, and the 
factor influencing the final choice, is made through so-called „channels” that include 
adverƟsements, past experiences, and personal observaƟon. The human psyche, which 
makes the final decision, is compared here to a „black box,” signifying opacity, as it cannot be 
easily observed, making it difficult to anƟcipate the „outputs.” 

 



Influencer MarkeƟng 
GeneraƟon Z approaches consumpƟon differently than older generaƟons, giving rise to 
influencer markeƟng through well-known social media channels like TikTok and Instagram. 
These plaƞorms offer rich, simple, short, colorful, and entertaining content through short 
videos and images, which enhances influencer markeƟng by minimizing the need for text. 
AddiƟonally, it fosters a human connecƟon between the client—GeneraƟon Z—and the 
influencer, who acts as the brand’s promoter (Themer et al., 2020). 

To define influencer markeƟng, it is essenƟal to define „content creators,” who contribute to 
increasing trust in products and services. They are „celebriƟes” or „micro-celebriƟes” who 
have built communiƟes. People within these communiƟes perceive influencers as real 
personaliƟes, much more „accessible than convenƟonal celebriƟes,” thus gaining their trust 
because they idenƟfy with and share—or try to share—the same values. Influencer 
markeƟng is a widespread phenomenon that conƟnues to grow, and consumer behaviour 
among GeneraƟon Z indicates that influencers are becoming one of the most important and 
indispensable markeƟng channels (José M. Álvarez-Monzoncillo, 2020, p.14). 

 

Research ObjecƟves  of Influencer MarkeƟng’s Impact on GeneraƟon Z’s Purchasing 

Decisions - An Analysis of the Travel Tourism Industry 

 

For several years now, the most important channel for tourism markeƟng has been digital 
markeƟng through social media plaƞorms like Facebook, Instagram, and YouTube. These 
plaƞorms showcase desƟnaƟon images, organize contests through post-sharing, and offer 
customers free vacaƟons, thus creaƟng opportuniƟes for tourism growth (Eran KeƩer & Eli 
Avraham, 2021). 

According to a study conducted by Racasan et all. (2022), a country like Romania has much to 
offer, including the concept of the „holiday village,” yet the country sƟll experiences low 
tourism rates (according to UNWTO). This is largely because it is not well-promoted, 
parƟcularly through influencer markeƟng plaƞorms. InternaƟonally, influencers do not 
commonly promote desƟnaƟons like Romania on TikTok and/or Instagram. 

If we promote emerging countries like Romania to GeneraƟon Z through their preferred 
communicaƟon channels, we can create more opportuniƟes for tourism and young people. 
These opportuniƟes include discovering new and interesƟng desƟnaƟons, experiencing 
diversity, reducing overcrowding at popular tourist spots, lowering travel costs, enhancing 
the image and economy of these countries, and discovering new cultures. As Fiona N’Drower 
(2021, p.238) aptly stated, „Tourism Is a Good Thing, it Brings Money to the Village and 
Community.” 



The challenges lie in finding influencers willing to promote desƟnaƟons like Romania to their 
young audience. Most influencers (celebriƟes, public figures) prefer exoƟc or popular 
desƟnaƟons for their followers, leaving other types of desƟnaƟons to travel-focused 
influencers who exclusively promote tourist spots. This leads to another issue: influencers’ 
fear of not engaging their audience with such suggesƟons, prompƟng them to choose safer, 
more impacƞul opƟons (B. Korte and A.K. Sennefelder, 2022). 

By having influencers promote lesser-known desƟnaƟons through social media, GeneraƟon Z 
steps out of the digital bubble but, with its help, begins to discover not only new places but 
also new people and new methods of socializing, which contributes to both physical and 
mental well-being. According to studies and surveys, GeneraƟon Z appears willing to explore 
new places and invest Ɵme and money in travel, which they consider an important aspect of 
their lives (Amagsila et al., 2022). 

The seven funcƟonal blocks of social media 
 

Kietzmann et al. (2011) established a framework comprising seven funcƟonal blocks of social 
media: idenƟty, conversaƟons, sharing, presence, relaƟonships, reputaƟon, and groups. In 
the final research, a Honeycomb model will be developed by providing concrete examples of 
the characterisƟcs employed by influencers on TikTok and Instagram to aƩract GeneraƟon Z 
to travel to desƟnaƟons such as those in Romania. 

 

FIGURE 1: Honeycomb Model (Smith., 2007) 



 

Advantages  
The model is adapted to social media, explaining how it influences consumer behavior.  

One of the essenƟal advantages of the Honeycomb model is its flexibility, as it can be applied 
across various industries, making it suitable for the travel tourism industry  (Kietzmann et al., 
2011). 

Disadvantages  
A major disadvantage is that it primarily focuses on describing funcƟons, and the 
measurement of the impact of these dimensions on the performance outcomes of markeƟng 
campaigns, including influencer markeƟng, is less developed. (Kietzmann et al., 2011). 

 

Methodology  
 

Reserch methodology: 

”Research methodology referes to the systemaƟc approach used in a study to collect,analyse, 
and interpret data. It encopasses the methods,strtegies, and tools employed by the 
resercherto ensure the relibiality and validity of the research findings”(Saunders et al.,2019, 
p. 128). 

 

Onion Research Model: 
 

The methodology was structured using the Research Onion model wich is a framework that 
guides reserchers trought thr process of developing a reserch methodology by addressing 
leyers such as philosophies , approaches ,strategies , choices , Ɵme horizons and techniques . 
this model helps ensure a systemaƟc approach to reserch design (Saunders et al.,2019) . 



 

FIGURE 2: The research onion (Saunders et al., 2019) 

 

Philosophy: PosiƟvism 

A posiƟvist research philosophy was selected, as the study requires quanƟfiable data 
amenable to staƟsƟcal analysis. The research, focusing on the impact of influencer markeƟng 
on GeneraƟon Z’s purchasing decisions within the travel and tourism industry, relies on 
objecƟve, empirically analyzed results (Balyali et al., 2023).  

 

Research approach: DeducƟve 

A deducƟve approach has been adopted, beginning with the examinaƟon of exisƟng 
literature and theories related to the influence of influencer markeƟng on consumer 
behavior. Subsequently, comprehensive strategies will be developed to test the theory in a 
specific context, parƟcularly that of GeneraƟon Z (Balyali et al., 2023). 

 



Research Strategies: Survey Strategy 

AddiƟonally, data collecƟon is organized according to a pre-established structure, allowing 
for the understanding of certain current aspects of the phenomenon under invesƟgaƟon or 
for making recommendaƟons for future markeƟng acƟons.  

The uƟlizaƟon of a survey strategy is crucial for determining consumer preferences within 
GeneraƟon Z regarding travel tourism through influencer markeƟng. 

 

Type of invesƟgaƟon 

 

Primary research 

In the research, primary data are collected directly from individuals, and academic studies 
are uƟlized to achieve the stated objecƟves. AddiƟonally, the data collected and examined 
are analyzed so that they can be applied in the travel and tourism industry. Techniques are 
used to collect data through the use of online surveys. 

 

Secondary reserch 

Is important for research and secondary research, because secondary data are also uƟlized to 
design comprehensive research, criƟcally evaluate the data, and implement strategies for the 
development of travel tourism. AddiƟonally, the literature review complements the collected 
data. 

 

 

Thechniques and  procedures: Choices 

 

QualitaƟve Research 

The qualitaƟve research method is based on  “one improves pracƟce by systemaƟcally 
oscillaƟng between taking acƟon in the field of pracƟce, and inquiring into it” (Tripp, 2005). 

QuanƟtaƟve Research  

QuanƟtaƟve research involves the systemaƟc invesƟgaƟon of phenomena by gathering 
quanƟfiable data and using staƟsƟcal,mathemaƟcal, or computaƟonal techniques to analyze 
it . This approach allows reserchers to idenƟfy paƩerns,test hypothes and make predicƟons 
based on numerical data, providing away to measure and quanƟfy relaƟonship among 
variables (Bryman,2016).  

 



 Mono method : QuanƟtaƟve Research 

A quanƟtaƟve research study was selected due to its advantages, such as the ability to 
generalize data to the enƟre target populaƟon (Creswell, 1994). 

 

TIME HORIZONS : CROSS-SECTIONAL 

 

The Time horizon for the study is cross-secƟonal. The research examines GeneraƟon Z’s 
behaviour in relaƟon to influencer markeƟng and its impact on their purchasing decisions 
within the travel and tourism industry. As such, the study collects and analyzes the current 
states and trends relevant to this topic. 

 

Data CollecƟon and Analysis 
 

Research sampling  is the process  of selecƟng a subset  of individuals from a larger 
populaƟon to parƟcipate in a study,  ensuring  that the sample accurately  represents the 
broader group. This  method allows researchers to draw the  conclusions about  the enƟre 
populaƟon  based  on the characterisƟcs  and behaviours within the sample (Bryman, 2016). 

 

Sampling Size  

 

The sample size consists of 50 individuals, a subset of the GeneraƟon Z populaƟon, 
specifically those aged 18-26. The unit of analysis is the respondent parƟcipaƟng in the 
research. 

 

Sampling Type 

 

The research populaƟon consists of individuals classified within GeneraƟon Z (1997-2010), 
from both rural and urban areas across Europe, who use the internet and have had at least 
one encounter with some form of influencer markeƟng. 

 

Sampling Method 

 



Convenience sampling, a type of non probability  sampling, involves selecƟng parƟcipants  
based on their accessibility and proximity  to the researcher. This method is oŌen  uƟlized 
due its pracƟcality and ease, parƟcularly when Ɵme or resources  are limited, although it may 
not accurately  represents the broader populaƟon (EƟkan et al., 2016). 

 

Data ColecƟon Method  

 

Through the filter quesƟons at the beginning of the quesƟonnaire, relevant parƟcipants for 
the research will be selected. 

The data collecƟon method was the analysis of primary data obtained from a online survey 
conducted with 50 targeted individuals (ages 18-26). A quesƟonnaire was used as the 
research instrument for this survey 

The quesƟonnaire consists of 8-10 closed-ended quesƟons, organized according to the 
„funnel” principle, where general quesƟons are placed at the beginning of the survey, 
gradually leading to the specific quesƟons that consƟtute the main focus of the research. The 
quesƟonnaire (MicrosoŌ Forms quesƟonnaire) is expected to take between 10 and 15 
minutes to complete. 

 

Analysis of Data 

 

The collected data will be distributed into tables and graphs, analyzed, and calculated using 
MicrosoŌ Excel. The quesƟonnaire uƟlized both metric and non-metric scales and was 
conducted online, as it allows for faster research, lower costs, and is more convenient for 
respondents, who can complete it at home without the assistance of someone involved in 
the research. The survey will be conducted in the upcoming period, primarily distributed 
online, especially through social media. The research is based on a quanƟtaƟve analysis 
uƟlizing staƟsƟcal methods, including (ANOVA), measures of central tendency (mean, 
median, mode), and measures of variability (standard deviaƟon).  

 

Research Ethics 
The research is conducted with a strong emphasis on confidenƟality: respondents’ data are 
personal and will be used strictly for the purposes described in the study. All responses will 
remain anonymous. Each parƟcipant will be informed about the nature of the research, the 
purpose of data usage, and will give their consent voluntarily. ParƟcipants will respond to the 
quesƟons without any form of coercion or undue pressure.  



 

Time Proospects of the research (GanƩ Chart) 
The Ɵme prospects for this dissertaƟon are illustrated through a GanƩ chart  , a project 
management tool that visualizes the Ɵmeline of reserch acƟviƟes. This chart is essenƟal in 
organizing tasks chronologically,ensuring that each stage of the research process, such as 
data  collecƟon, analysis , and wriƟng, is allocated sufficient Ɵme for compleƟon. As 
highlighted by Kerzner (2017), GanƩ charts are invaluable in reserch planning as they allow 
for the monitoring of progress and help in maintaining adherence to deadlines,therby 
minimizing the likelihood of project overruns. 

 

TASK 
WEEK 

1 2 3 4 5 6 7 8 9 10 

1 INTRODUCTION                     

2 LITERATURE REVIWE                     

3 RESEARCH METHODOLOGY                     

4 CREATING THE QUESTIONNAIRE                     

5 COLLECTION OF DATA                   

6 ANALYSIS OF DATA                   

7 DISCUSSION/DATA INTERPRETATION                     

8 
CONCLUSION AND 
RECOMMENDATIONS                     

9 DISCUSSION WITH SUPERVISOR     
 

FIGURE 3: Personal GanƩ Chart (personal research, 2024) 

 

 

 

 

 

 



References: 
 

• Balyali, Tuǧçe Özoğul, Dr; Günay, Semra, 2023, HOTEL MANAGEMENT EDUCATION 
WITH THE CREATIVE DRAMA METHOD: A FOLLOW-UP STUDY-Tourism and Hospitality 
Management Available at: 
hƩps://librarysearch.uwtsd.ac.uk/permalink/44WHELF_UWTSD/1ir6fgh/cdi_doaj_pri
mary_oai_doaj_org_arƟcle_8d3212be84644686af4f9824f16a29ca  [Accessed: 7 
August 2024] 

• Barbara Korte and Anna Karina Sennefelder, 2022, Travel, WriƟng and the Media 
Contemporary and Historical PerspecƟves, Available at: 
hƩps://librarysearch.uwtsd.ac.uk/discovery/search?query=any,contains,travel%20infl
uencer&tab=Everything&search_scope=MyInst_and_CI&vid=44WHELF_UWTSD:44W
HELF_UWTSD_VU1&lang=en&offset=0 , [Accessed: 6 August 2024] 

• Bianca Sorina RĂCĂȘAN, 2022, CHARACTERISTICS OF HOLIDAY VILLAGES IN ROMANIA 
– TOURISM AND TERRITORIAL IDENTITY ORIENTED APPROACHES, Available at: 
hƩps://territorial-idenƟty.ro/wp-content/uploads/2022/10/5_Racasan_et-
al_TID_1_2022.pdf [Accessed: 7 August 2024] 

• Bryman, A., 2016, Social research methods, Available at: 
hƩps://scholar.google.com/scholar?hl=ro&as_sdt=0%2C5&q=Bryman%2C+A.+%2820
16%29.+Social+research+methods.+5th+ed.+Oxford%3A+Oxford+University+Press.&b
tnG=#d=gs_qabs&t=1724268067046&u=%23p%3Din9ghAvIfOQJ , [Accessed: 20 
August 2024] 

• Dan Asher and Micha Popper, 2019, Tacit knowledge as a mulƟlayer phenomenon: 
the “onion” model [Accessed: 7 August 2024] 

• Eran KeƩer & Eli Avraham, 2021, Journal of Travel & Tourism MarkeƟng, Available at: 
hƩps://doi.org/10.1080/10548408.2021.192167 [Accessed: 6 August 2024] 

• E V A Dissanayake, 2023, Columbia University | CU · InsƟtute for the Study of Human 
Rights, Research Onion: A SystemaƟc Approach for Designing Research Methodology, 
Available at: 
hƩps://www.researchgate.net/publicaƟon/368874144_Research_Onion_A_SystemaƟ
c_Approach_for_Designing_Research_Methodology_Part_One , [Accessed: 19 August 
2024] 

• FaƟma Ruby R. Amagsila1, Ella Mae A. Cadavis, Jhon Paul B. Callueng, Jc Reimark Q. 
Manio, 2022, The Impact of Influencer MarkeƟng on Consumers’ Brand PercepƟon of 
Travel ApplicaƟons, Available at: hƩps://creaƟvecommons.org/licenses/by/4.0/ , 
[Accessed: 6 August 2024] 

• FIONA N’DROWER,GIANNA MOSCARDO AND LAURIE MURPHY, 2021, TOURISM 
BRINGS GOOD THINGS”: TOURISM AND COMMUNITY DEVELOPMENT IN RURAL 
PAPUA NEW GUINEA, Available at:  hƩps://research-ebsco-
com.ezproxy.uwtsd.ac.uk/c/onvpsy/viewer/pdf/rz53d3ojif [Accessed: 7 August 2023] 



• Haenlein, Michael ; Anadol, Ertan ; Farnsworth, Tyler ; Hugo, Harry ; Hunichen, Jess ; 
Welte, Diana, 2020, NavigaƟng the New Era of Influencer MarkeƟng: How to be 
Successful on Instagram, TikTok, & Co, [Accessed: 6 August 2024] 

• Harold Kerzner, 2017, Project Management Best PracƟces: Achieving Global 
Excellence, Available at: 
hƩps://books.google.com/books/about/Project_Management_Best_PracƟces_Achie
v.html?hl=ro&id=ss5QDwAAQBAJ#v=onepage&q&f=false , [Accessed: 20 August 
2024] 

• Ilker EƟkan, Sulaiman Abubakar Musa, Rukayya Sunusi Alkassim, 2016, Comparison of 
Convenience Sampling and Purposive Sampling, Available at: 
hƩps://scholar.google.com/scholar?hl=ro&as_sdt=0%2C5&q=EƟkan%2C+I.%2C+Musa
%2C+S.A.+and+Alkassim%2C+R.S.%2C+2016.+Comparison+of+convenience+sampling
+and+purposive+sampling.+American+Journal+of+TheoreƟcal+and+Applied+StaƟsƟc
s%2C+5%281%29%2C+pp.1-
4.&btnG=#d=gs_qabs&t=1724358429496&u=%23p%3Df7S5cEA3mdkJ , [Accessed: 20 
August 2024] 

• John W. Cresswell, 1994, Research Design. QualitaƟve and QuanƟtaƟve Approaches. 
[Accessed: 7 August 2024] 

• José M. Álvarez-Monzoncillo, The Dynamics of Influencer MarkeƟn A MulƟdisciplinary 
Approach, Available at: hƩps://library.oapen.org/bitstream/id/0d6e06c5-e2c7-4660-
a55e-972ac2fd1da4/9781000686937.pdf [Accessed: 6 August 2024] 

• Kietzmann, J. H., Hermkens, K., McCarthy, I., & Silvestre, B., 2011,  Social media? Get 
serious! Understanding the funcƟonal building blocks of social media. Business 
Horizons, 54(3), 241–251, Available at: 
hƩps://www.sciencedirect.com/science/arƟcle/abs/pii/S0007681311000061   
[Accessed: 6 August 2024] 

• NUGZAR TODUA ; Teona DOTCHVIRI, 2015, ANOVA IN MARKETING RESEARCH OF 
CONSUMER BEHAVIOR OF DIFFERENT CATEGORIES IN GEORGIAN MARKET  Available 
at:  hƩps://www.proquest.com/docview/2799228500?pq-
origsite=primo&sourcetype=Scholarly%20Journals [Accessed: 7 August 2024] 

• Mark Saunders, Philip Lewis, Adrian Thornhill, 2019, Available at: 
hƩps://books.google.co.uk/books?hl=ro&lr=&id=u-
txƞaCFiEC&oi=fnd&pg=PA2&dq=info:qOt7A9y2gKUJ:scholar.google.com/&ots=DyHU
CjH99M&sig=5J6Tc9GGajTKxYNW1RWbnqBmZTo&redir_esc=y#v=onepage&q&f=fals
e , [Accessed: 20 August 2024] 

• Philip Kotler and Sidney J. LevyView all authors and affiliaƟons, Broadening the 
Concept of MarkeƟng, Volume 33, Issue 1, Available at: 
hƩps://doi.org/10.1177/002224296903300103 , [Accessed: 5 August 2024] 

• Solomon, M., R. (2009) Consumer Behavior:Buying, Having, and Being (Ed. 8). N.J. : 
EdituraPearson PrenƟce Hall 



• Tenghao Zhang & Xinli Huang, 2022, Viral markeƟng: influencer markeƟng pivots in 
tourism – a case study of meme influencer insƟgated travel interest surge,    Available 
at: hƩps://doi.org/10.1080/13683500.2021.1910214,  [Accessed: 6 August 2024] 

• Tripp, M. (2005). AcƟon research – A methodological introducƟon. [Accessed: 7 
August 2024] 

• Philip Kotler and Sidney J. LevyView all authors and affiliaƟons, Broadening the 
Concept of MarkeƟng, Volume 33, Issue 1, Available at: 
hƩps://doi.org/10.1177/002224296903300103 , [Accessed: 5 August 2024] 

• Web-site: 

United NaƟons World Travel OrganisaƟon (UNWTO), Available at: 
hƩps://www.unwto.org/tourism-data/global-and-regional-tourism-performance , [Accessed: 
5 August 2024] 

 

 

 


