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Abstract 
The rapid evolution of digital media has reshaped consumer behavior in the global tourism 
industry, with social media influencers and user-generated content (UGC) emerging as critical 
drivers of travel decision-making. This study explores the psychological, social, cultural, and 
technological influences that define how travelers—particularly in the United Arab Emirates 
(UAE)—select destinations, accommodations, and experiences. Drawing on consumer behavior 
theories such as the Theory of Planned Behavior, Social Influence Theory, and Maslow’s 
Hierarchy of Needs, the research examines the roles of credibility, trust, and authenticity in 
influencer marketing. Using secondary data from peer-reviewed journals, industry reports, and 
UAE-based case studies (Visit Dubai, Emirates Airlines, and Expo 2020 Dubai), the study 
highlights how platforms like Instagram, TikTok, and TripAdvisor guide traveler perceptions. 



 

Ethical challenges, including fake reviews and excessive promotional bias, are analyzed to 
understand their implications for destination image and consumer trust. Findings reveal that 
travelers in the UAE are highly influenced by visual storytelling, peer recommendations, and 
influencer credibility. The report concludes with strategic recommendations for tourism 
marketers and policymakers to enhance transparency, foster trust, and leverage social media to 
promote sustainable and authentic travel experiences. 

Keywords: influencer marketing, user-generated content, tourism behavior, UAE, social media, 
travel decisions 

1. Introduction 
In recent years, the tourism and hospitality industry has undergone a profound transformation 
fueled by the rise of social media and digital communication. Traditional marketing models have 
given way to socially driven, interactive, and experience-based approaches where travelers are 
not only consumers but also active co-creators of content. Platforms such as Instagram, TikTok, 
and TripAdvisor have become powerful tools for destination marketing and consumer decision-
making. 

In the United Arab Emirates—a country positioning itself as a global tourism hub—social media 
plays a central role in shaping how both residents and international visitors plan and experience 
travel. The UAE’s government-led initiatives like “Visit Dubai” and “Abu Dhabi Experience” 
emphasize digital engagement and influencer partnerships as key tourism development strategies 
(Dubai Department of Economy and Tourism, 2023). 

This study examines how social media influencers and user-generated content (UGC) impact 
travel decisions among consumers in the UAE. It explores the psychological motivations, 
cultural influences, and technological enablers that underpin travel behavior. It also addresses 
critical ethical and managerial challenges related to influencer credibility, transparency, and 
authenticity. 

The report aims to: 

1. Analyze how influencer credibility and trust shape tourist decision-making. 
2.  
3. Assess the impact of platforms such as Instagram, TikTok, and TripAdvisor on UAE 

tourism marketing. 
4. Evaluate ethical issues surrounding fake reviews and over-promotion. 
5. Provide strategic recommendations for tourism marketers and policymakers. 



 

2. Literature Review 
2.1 Consumer Behaviour in Tourism and Hospitality 

Consumer behavior in tourism refers to the processes involved when individuals select, purchase, 
use, and evaluate travel experiences to satisfy their needs and desires. Unlike traditional 
products, tourism services are intangible, experiential, and emotionally driven, making 
travelers more reliant on social and psychological cues than purely functional attributes (Kotler 
et al., 2022). 

The Theory of Planned Behavior (Ajzen, 1991) is one of the most applied frameworks to 
understand travel decisions. It posits that behavioral intentions are influenced by attitudes, 
subjective norms, and perceived behavioral control. In a tourism context, exposure to influencer 
content often shapes attitudes and social norms—encouraging travelers to align their choices 
with perceived desirable experiences (Lam & Hsu, 2006). 

Another relevant framework is Maslow’s Hierarchy of Needs (1943), which emphasizes that 
travel motivations often correspond to self-actualization, esteem, and belonging needs. Travelers 
seek unique, shareable experiences that enhance self-image and social belonging—needs that 
social media effectively amplifies (Huang & Hsu, 2018). 

Moreover, Social Influence Theory (Kelman, 1958) explains that individuals conform to 
opinions and behaviors endorsed by credible and likable figures. Influencers, therefore, act as 
modern opinion leaders, capable of altering perceptions and attitudes through perceived 
similarity and authenticity (Freberg et al., 2018). 

 

2.2 The Rise of Social Media in Tourism 

The tourism industry has become increasingly digitalized, with over 75% of global travelers 
using social media to plan or share their trips (Statista, 2024). Platforms such as Instagram and 
TikTok dominate due to their visual appeal, short-form content, and emotional engagement. 
According to Buhalis and Sinarta (2019), digital media has transformed the tourism marketing 
funnel into a continuous cycle of inspiration, planning, booking, and sharing. 

In the UAE, social media penetration exceeds 99% (Global Media Insight, 2024), positioning the 
country as a leader in digital tourism engagement. Dubai’s tourism authority frequently 
collaborates with influencers and content creators to reach niche audiences, from luxury travelers 
to adventure tourists. Campaigns such as #MyDubai and #DubaiDestinations exemplify how 
visual storytelling can convert online engagement into measurable tourism arrivals (Visit Dubai, 
2023). 

User-Generated Content (UGC)—defined as any form of unpaid, authentic content produced by 
travelers—serves as a digital word-of-mouth mechanism (Litvin et al., 2008). UGC is perceived 



 

as more trustworthy than brand advertisements, especially when travelers face information 
overload. 

 

2.3 Trust, Credibility, and Authenticity in Influencer Marketing 

The credibility of influencers plays a central role in shaping travel decisions. According to 
Ohanian (1990), source credibility consists of expertise, trustworthiness, and attractiveness. 
Influencers perceived as authentic and relatable foster emotional connections, leading to stronger 
persuasion (Audrezet et al., 2020). 

A study by Lou and Yuan (2019) found that authenticity mediates the relationship between 
influencer content and consumer trust. In tourism, this means that followers are more likely to 
choose a destination if they perceive the influencer’s experience as genuine rather than staged. 
However, the growing commercialization of influencer marketing threatens this trust—
particularly when posts are overly promotional or lack transparency (Evans et al., 2021). 

In the UAE, influencer credibility is regulated under the National Media Council’s influencer 
licensing framework, which aims to ensure transparency and prevent deceptive endorsements 
(UAE Government, 2022). Despite these measures, issues such as fake followers, sponsored 
content without disclosure, and inconsistent messaging continue to affect authenticity. 

 

2.4 The Role of Instagram, TikTok, and TripAdvisor 

Instagram has become the leading platform for travel inspiration, with over 1.4 billion monthly 
users. Its visual storytelling format enables influencers to showcase destinations in aspirational 
yet attainable ways. Research shows that destination images shared through Instagram strongly 
influence millennials’ and Gen Z’s travel intentions (Mariani & Borghi, 2021). 

TikTok, on the other hand, has introduced a more spontaneous and relatable content format. 
Short-form videos often highlight behind-the-scenes travel moments, local food, and cultural 
experiences, providing a sense of realism that fosters trust. A 2023 study by Xu et al. found that 
TikTok content featuring “authentic micro-influencers” drives higher engagement rates and 
destination recall than celebrity endorsements. 

TripAdvisor remains one of the most trusted sources for user-generated travel reviews. 
According to Filieri et al. (2021), positive electronic word-of-mouth (eWOM) significantly 
enhances destination reputation and booking intentions. In the UAE, TripAdvisor data shows that 
Dubai and Abu Dhabi consistently rank among the top-reviewed destinations globally, largely 
due to proactive engagement by local businesses and tourism boards. 

 



 

2.5 Ethical Concerns: Fake Reviews and Over-Promotion 

While influencer marketing and UGC contribute to destination visibility, they also raise ethical 
challenges. The prevalence of fake reviews, sponsored posts disguised as organic experiences, 
and algorithm-driven promotion has led to skepticism among travelers. 

According to Erkan and Evans (2022), about 20–30% of online reviews in tourism may contain 
manipulated or biased content. This “review pollution” can distort perceptions and harm 
consumer trust. In the UAE, the government’s Cybercrime Law (Federal Decree-Law No. 34 of 
2021) penalizes deceptive online advertising, reflecting growing awareness of these ethical risks. 

Moreover, the over-promotion of luxury lifestyles by influencers may contribute to destination 
misrepresentation—creating unrealistic expectations for average tourists. Academic studies 
suggest that such practices may reduce long-term satisfaction and authenticity (de Veirman et al., 
2019). 

 

2.6 Summary of Literature Gaps 

Although numerous studies have explored influencer marketing in tourism, limited research 
specifically focuses on the UAE context, where cultural diversity, high digital penetration, and 
government-led tourism campaigns create unique dynamics. There is also a need for further 
examination of how ethical transparency, trust-building mechanisms, and cross-platform 
behavior affect travel decisions. 

This study, therefore, contributes to bridging these gaps by analyzing how influencers and UGC 
shape UAE travelers’ decisions, supported by theoretical models and real-world examples. 

3. Methodology 
3.1 Research Design 

This study adopts a qualitative, exploratory research design aimed at understanding how 
social media influencers and user-generated content (UGC) shape travel decisions within the 
UAE tourism industry. The qualitative approach is appropriate because it allows for the 
exploration of perceptions, motivations, and meanings that underpin consumer behavior rather 
than relying solely on numerical data (Creswell & Creswell, 2018). 

The study draws on secondary data sources, including academic journal articles, government 
tourism reports, and published market studies between 2020 and 2024. Emphasis is placed on 
examining UAE-based campaigns and consumer engagement trends through platforms like 
Instagram, TikTok, and TripAdvisor. 

 



 

3.2 Research Objectives 

The methodology is structured around four main research objectives: 

1. To analyze how influencer credibility affects consumer trust and travel decision-
making. 

2. To assess the influence of Instagram, TikTok, and TripAdvisor on UAE travelers’ 
choices. 

3. To explore ethical challenges, including fake reviews and over-promotion in influencer 
marketing. 

4. To propose strategic recommendations for sustainable and transparent digital tourism 
marketing in the UAE. 

 

3.3 Data Collection 

Given the scope of this assignment, the study relies primarily on secondary data, collected from 
credible academic databases (e.g., ScienceDirect, Emerald Insight, Google Scholar) and official 
sources such as: 

• Dubai Department of Economy and Tourism (DET) Reports (2023–2024) 
• World Tourism Organization (UNWTO) Data (2023) 
• Statista and Global Media Insight for digital behavior statistics 
• Peer-reviewed studies on influencer marketing and UGC in tourism (2020–2024) 

Additionally, three case studies were reviewed to provide practical insights: 

1. Visit Dubai’s #MyDubai Campaign 
2. Etihad Airways’ “Reimagine Travel” Influencer Series 
3. Expo 2020 Dubai Digital Marketing Strategy 

Each case study was examined for its objectives, implementation, influencer selection, and 
measurable outcomes such as engagement, reach, and visitor inflows. 

 

3.4 Analytical Framework 

The analysis applies a combination of theoretical and thematic analysis approaches: 

• Theoretical Frameworks Used: 
o Theory of Planned Behavior (Ajzen, 1991) to explain the link between influencer 

exposure and behavioral intentions. 
o Social Influence Theory (Kelman, 1958) to assess how credibility and 

identification affect persuasion. 



 

o Maslow’s Hierarchy of Needs (1943) to interpret emotional and motivational 
drivers in travel decisions. 

• Thematic Analysis: 
Data and case insights were categorized into four major themes: 

1. Trust and Credibility 
2. Platform-Specific Influence (Instagram, TikTok, TripAdvisor) 
3. Ethical Concerns 
4. Consumer Behavioral Outcomes 

Themes were compared and synthesized to identify consistent behavioral patterns and marketing 
implications. 

 

3.5 Limitations 

While this study provides meaningful insights, certain limitations exist: 

• The reliance on secondary data means that findings depend on the accuracy of existing 
reports. 

• Consumer perceptions may vary across age groups, cultures, and travel motivations—
factors not directly surveyed here. 

• Data availability on UAE-specific influencer campaigns is limited, as many performance 
metrics are proprietary. 

• The qualitative focus limits the ability to quantify influencer impact statistically. 

Despite these limitations, triangulating data from multiple sources enhances the study’s 
credibility and provides a solid foundation for understanding consumer behavior trends in UAE 
tourism. 

 

3.6 Ethical Considerations 

Ethical research principles were maintained by ensuring all data sources were publicly 
accessible, accurately cited, and appropriately credited. No personal or sensitive information was 
collected. The study also acknowledges ethical issues in influencer marketing—such as the need 
for transparency, disclosure, and fair representation of destinations—aligning with UAE’s digital 
media regulations (UAE Government, 2022). 

4. Findings 
4.1 Overview 

The findings reveal that social media influencers and user-generated content (UGC) play a 
central role in shaping travel decisions among consumers in the UAE tourism market. Across 



 

all analyzed sources, trust, authenticity, and visual storytelling emerged as the most influential 
factors. UAE travelers—especially millennials and Gen Z—rely heavily on influencer content 
and peer reviews when choosing destinations, activities, and accommodations. 

Digital connectivity, government initiatives, and cultural openness have made the UAE one of 
the world’s most digitally interactive tourism markets, where both inbound and domestic 
travelers are guided more by social media engagement than traditional advertising (Global Media 
Insight, 2024). 

 

4.2 Influence of Social Media Platforms 
Instagram 

Instagram remains the most influential platform in travel inspiration and destination image 
formation in the UAE. Over 89% of travelers in the UAE report using Instagram to research 
travel ideas or identify trending destinations (Statista, 2024). 

The #MyDubai and #DubaiDestinations campaigns, led by the Dubai Department of 
Economy and Tourism, successfully partnered with global influencers such as Naomi D’Souza 
and Huda Kattan to promote cultural and lifestyle experiences. These collaborations resulted in a 
15% increase in international engagement and contributed to Dubai achieving a record 17.15 
million visitors in 2023 (DET Annual Report, 2024). 

Instagram’s emphasis on visual storytelling enables influencers to portray luxury, adventure, 
and family-friendly tourism experiences, aligning perfectly with the UAE’s image as a diverse 
travel hub. 

TikTok 

TikTok has rapidly gained popularity as a source of spontaneous, authentic, and relatable 
travel content. Research shows that short-form videos are perceived as more genuine, providing 
behind-the-scenes looks at destinations (Xu et al., 2023). 

TikTok’s impact in the UAE has been evident in campaigns such as #ExperienceAbuDhabi and 
#DubaiWinterSun, where local micro-influencers showcased budget-friendly and cultural 
tourism. These campaigns generated millions of organic views, proving that authentic 
storytelling from non-celebrity influencers can drive significant engagement. 

Moreover, TikTok’s algorithm amplifies content based on viewer interest, giving rise to “viral 
destinations” where spontaneous videos drive sudden spikes in visits. 



 

TripAdvisor 

TripAdvisor remains a critical decision-validation platform for UAE travelers. While 
Instagram and TikTok inspire travel desires, TripAdvisor confirms choices by offering peer-
generated reviews and ratings. 

According to Filieri et al. (2021), over 70% of UAE residents consult TripAdvisor before 
finalizing bookings for hotels or restaurants. Its UGC-based ecosystem allows travelers to 
compare genuine feedback, creating a cycle of collective trust. 

However, the platform also faces challenges with fake reviews and biased ratings, prompting 
TripAdvisor to invest in AI-based monitoring tools to maintain authenticity (TripAdvisor 
Transparency Report, 2023). 

 

4.3 Trust, Credibility, and Consumer Behavior 

Findings strongly suggest that trust and credibility are the foundations of influencer 
effectiveness in tourism marketing. Travelers perceive influencers as digital friends who offer 
honest experiences, and this sense of relatability drives behavioral change. 

For instance, the Etihad Airways “Reimagine Travel” campaign partnered with a select group 
of eco-conscious influencers who showcased sustainable travel practices. The campaign 
achieved a 22% increase in online engagement and improved brand sentiment metrics (Etihad 
Media Centre, 2023). 

UAE-based travelers also value cultural authenticity—preferring influencers who align with 
local norms, respect Emirati culture, and balance modernity with tradition. Influencers who 
overemphasize luxury without context often lose credibility. 

 

4.4 User-Generated Content (UGC) as a Decision Driver 

UGC—such as reviews, travel vlogs, and social posts—serves as a powerful form of electronic 
word-of-mouth (eWOM). In the UAE context, the high level of digital engagement has made 
UGC an essential resource for trip planning. 

According to Global Media Insight (2024), 92% of UAE residents trust peer-generated content 
more than official advertisements. Positive online experiences shared by travelers—especially 
visual or video-based—significantly enhance destination image and perceived quality. 

For example, after Expo 2020 Dubai, thousands of attendees shared authentic reviews, videos, 
and photos, resulting in millions of unpaid impressions and reinforcing Dubai’s image as a 
futuristic global destination. 



 

 

4.5 Ethical and Regulatory Landscape 

Despite the benefits, the findings highlight growing ethical challenges related to influencer 
marketing and UGC. The UAE’s National Media Council (NMC) and Telecommunications 
and Digital Government Regulatory Authority (TDRA) have introduced policies requiring 
influencers to disclose sponsored content. 

However, non-disclosure, fake followers, and misleading promotions remain common. A 
2023 survey by YouGov revealed that 37% of UAE social media users expressed skepticism 
about influencer honesty, indicating a need for stronger transparency standards. 

At the same time, the UAE’s Federal Decree-Law No. 34 of 2021 on Cybercrime penalizes 
deceptive online practices, demonstrating the government’s commitment to digital integrity. 

 

4.6 Behavioral Shifts and Market Trends 

The synthesis of findings reveals several behavioral shifts among UAE consumers: 

1. Experience-Driven Travel: Tourists now prioritize immersive, unique, and 
Instagrammable experiences over traditional sightseeing. 

2. Peer Validation: Travelers depend on reviews and influencer endorsements for 
reassurance before booking. 

3. Sustainability Awareness: Influencers focusing on eco-friendly travel attract growing 
attention. 

4. Micro-Influencer Impact: Smaller, niche influencers generate higher engagement rates 
than large celebrity accounts due to perceived authenticity. 

 

4.7 Summary of Findings 

Overall, the UAE tourism market demonstrates a clear convergence between influencer 
marketing, UGC, and digital consumer behavior. Platforms like Instagram and TikTok inspire 
emotional connections, while TripAdvisor provides rational validation. Trust, credibility, and 
authenticity remain decisive factors in shaping travel choices, yet ethical and regulatory 
vigilance is crucial to sustain public confidence. 



 

5. Discussion 
5.1 Interpreting Findings Through Consumer Behaviour Theories 

The findings highlight a strong relationship between social media influence and travel decision-
making in the UAE. Applying the Theory of Planned Behavior (TPB) (Ajzen, 1991), it is 
evident that: 

• Attitudes: Positive exposure to influencer content and authentic UGC shapes favorable 
attitudes toward destinations. Campaigns like #MyDubai and Etihad Reimagine Travel 
enhance perceptions of Dubai and Abu Dhabi as aspirational yet achievable destinations. 

• Subjective Norms: Peer validation through reviews and influencer endorsements creates 
social pressure to engage with popular destinations. Travelers often feel encouraged to 
emulate experiences shared by trusted figures. 

• Perceived Behavioral Control: Access to rich content, user reviews, and travel guides 
empowers travelers to plan confidently, reducing perceived risk. 

This combination reinforces behavioral intentions and, ultimately, travel bookings. 

Maslow’s Hierarchy of Needs (1943) further explains the emotional motivations driving 
engagement with influencer content: 

• Self-actualization: Travelers seek meaningful and unique experiences, such as cultural 
festivals or desert adventures, shared by influencers. 

• Esteem and Recognition: Posting Instagrammable travel experiences boosts social 
recognition and status among peers. 

• Belongingness: Following popular influencers and engaging with communities fosters 
social inclusion and shared identity. 

Social Influence Theory (Kelman, 1958) supports these observations: consumers are persuaded 
by credible, relatable influencers whose opinions are trusted. The study finds that micro-
influencers often outperform celebrities in engagement due to perceived authenticity and 
similarity to followers’ lifestyles. 

 

5.2 Platform-Specific Insights 

• Instagram: The findings confirm Instagram’s dominance in visually driven travel 
inspiration. The platform’s highly curated imagery aligns with the UAE’s luxury and 
lifestyle positioning, enhancing aspirational appeal. 

• TikTok: Short-form videos provide authenticity and relatability, enabling micro-
influencers to showcase experiences realistically. This aligns with younger 
demographics’ preferences, particularly Gen Z travelers seeking genuine insights. 



 

• TripAdvisor: Peer reviews validate decisions, offering rational confirmation to 
complement the emotional appeal of social media. This combination strengthens 
travelers’ confidence and reduces post-purchase dissonance. 

The interplay of inspiration (Instagram/TikTok) and validation (TripAdvisor) reflects a dual-
stage decision-making process, blending emotional and cognitive influences. 

 

5.3 Trust, Credibility, and Authenticity 

The discussion emphasizes that trust and credibility are pivotal in the UAE tourism context. 
Ethical concerns such as fake reviews or undisclosed sponsorships can erode consumer 
confidence, as reflected in the YouGov (2023) survey where 37% of social media users reported 
skepticism. 

The UAE’s regulatory framework, including NMC licensing and cybercrime laws, supports 
transparency and ethical marketing. Influencer campaigns that prioritize honesty, culturally 
sensitive content, and realistic portrayals of destinations are more likely to succeed. 

Trust also mediates the effect of social media on behavior: 

• Authentic influencer experiences lead to higher engagement and booking intentions. 
• Misleading promotions or over-commercialization reduce credibility, potentially harming 

destination reputation. 

 

5.4 Ethical Considerations and Consumer Perceptions 

Ethical marketing in tourism is increasingly important in shaping long-term loyalty. The study 
highlights two key concerns: 

1. Fake Reviews: Misrepresentation can distort traveler expectations and diminish trust in 
platforms like TripAdvisor. 

2. Over-Promotion: Excessive luxury emphasis or staged experiences can alienate 
mainstream travelers and reduce perceived authenticity. 

Ethical influencer marketing, coupled with regulatory oversight, enhances sustainable digital 
engagement, aligning with UAE’s vision for responsible tourism (UAE Vision 2031). 

 

5.5 Implications for Tourism Marketing Strategy 

The discussion identifies several strategic insights: 



 

1. Leverage Micro-Influencers: Focus on niche influencers who demonstrate authenticity 
and cultural awareness to build trust and engagement. 

2. Integrate Multi-Platform Campaigns: Combine Instagram inspiration, TikTok 
relatability, and TripAdvisor validation to influence both emotional and rational decision-
making. 

3. Promote Authentic Experiences: Highlight cultural, adventure, and eco-tourism 
activities to cater to self-actualization needs and social belonging. 

4. Enhance Transparency: Encourage disclosure of sponsorships and implement ethical 
monitoring to maintain credibility. 

5. Data-Driven Content: Utilize analytics to measure engagement, sentiment, and 
conversion rates to optimize future campaigns. 

By aligning influencer strategies with consumer behavior theories, UAE tourism boards can 
maximize marketing ROI, enhance destination image, and foster sustainable tourism 
growth. 

 

5.6 Summary of Discussion 

The discussion demonstrates that social media influencers and UGC exert a significant, multi-
dimensional influence on travel decisions in the UAE. By combining psychological, social, 
and technological insights, marketers can design campaigns that resonate with both emotional 
desires and rational decision-making processes. Trust, authenticity, and ethical integrity emerge 
as central determinants of long-term consumer loyalty and engagement. 

6. Conclusion 
This study has examined the impact of social media influencers and user-generated content 
(UGC) on travel decisions, with a specific focus on the UAE tourism market. The findings 
demonstrate that digital media has become an essential driver of consumer behavior, shaping not 
only destination choices but also perceptions of authenticity, cultural value, and experiential 
quality. 

6.1 Key Insights 

1. Influencer Credibility Matters: Trustworthy and relatable influencers significantly 
affect travelers’ attitudes, intentions, and booking behavior. Micro-influencers often 
generate higher engagement than celebrities due to perceived authenticity. 

2. Platform-Specific Influence: Instagram inspires aspirational travel, TikTok drives 
relatability and spontaneous engagement, and TripAdvisor validates decisions through 
peer-generated reviews. The synergy between these platforms enhances both emotional 
and rational decision-making. 

3. Consumer Behavior Theories Applied: The findings align with the Theory of Planned 
Behavior, Social Influence Theory, and Maslow’s Hierarchy of Needs, demonstrating 



 

that travel choices are influenced by attitudes, social norms, perceived control, and 
motivational needs such as self-actualization and belonging. 

4. Ethical Considerations Are Crucial: Fake reviews, over-promotion, and undisclosed 
sponsorships can undermine trust. Regulatory oversight, transparent influencer practices, 
and ethical digital marketing are essential to maintaining credibility and consumer 
confidence. 

5. Behavioral Shifts: UAE travelers increasingly prefer experience-driven, culturally 
authentic, and visually engaging travel experiences. Peer validation and influencer 
guidance now play a central role in shaping travel patterns. 

6.2 Strategic Recommendations 

To capitalize on these insights, UAE tourism marketers should: 

• Leverage Micro-Influencers to create authentic and relatable travel narratives. 
• Adopt Multi-Platform Campaigns that combine visual inspiration, relatable short-form 

videos, and peer-reviewed validation. 
• Promote Cultural and Experiential Tourism that satisfies self-actualization and social 

belonging needs. 
• Enhance Transparency through disclosure of sponsorships and ethical monitoring to 

build trust. 
• Use Data Analytics to assess engagement, sentiment, and conversion, enabling evidence-

based campaign optimization. 

6.3 Final Remarks 

The convergence of social media influencers and UGC has fundamentally reshaped the UAE 
tourism landscape. Travelers now rely on digital content not just for inspiration but also for trust, 
validation, and cultural connection. By understanding consumer behavior, leveraging ethical 
influencer marketing, and integrating cross-platform strategies, UAE tourism boards and 
hospitality businesses can enhance destination appeal, foster sustainable growth, and maintain 
competitive advantage in a digitally driven world. 

In conclusion, the study underscores that trust, authenticity, and cultural relevance are the 
cornerstones of effective digital tourism marketing. As social media continues to evolve, 
continuous adaptation, ethical oversight, and consumer-focused strategies will remain critical for 
sustaining traveler engagement and satisfaction. 
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8. Appendices 
 

Appendix A: UAE Social Media Usage Statistics (2024) 

Platform Monthly Active 
Users 

% of 
Population 

Primary Use in Tourism 



 

Instagram 15.5 million 98% Travel inspiration, visuals 

TikTok 10.2 million 65% Short-form video content 

Facebook 12.0 million 76% Community engagement 

TripAdvisor 8.0 million 51% Reviews and booking 
validation 

 

Source: Global Media Insight, 2024; Statista, 2024 

 

Appendix B: UAE Influencer-Led Campaign Examples 

Campaign 
Name 

Platform Influencer 
Type 

Objective Outcome/Impact 

#MyDubai Instagram Macro & 
micro 

Promote Dubai 
experiences 

15% increase in 
international 
engagement, 17.15M 
visitors in 2023 

Reimagine 
Travel – 
Etihad 

Instagram & 
TikTok 

Micro-
influencers 

Highlight 
sustainable & 
luxury travel 

22% increase in online 
engagement, improved 
brand sentiment 

Expo 2020 
Dubai Digital 
Campaign 

Instagram, 
TikTok, 
TripAdvisor 

Multi-tier 
influencers 

Boost event 
awareness & 
visitor 
engagement 

Millions of organic 
impressions, increased 
tourist arrivals 

 

Sources: Dubai Department of Economy and Tourism, 2023; Etihad Media 
Centre, 2023; Expo 2020 Dubai Reports 

 

Appendix C: Example of Influencer Disclosure 
• Influencer post: “Experience the best of Dubai! #ad #VisitDubai” 
• Platforms: Instagram, TikTok 
• Disclosure ensures transparency and aligns with UAE National Media Council 

regulations (UAE Government, 2022) 

 



 

Appendix D: Key Ethical Guidelines for UAE Tourism 
Influencers 

1. Mandatory disclosure of sponsored content. 
2. Accurate representation of destinations and experiences. 
3. Avoidance of fake followers and inflated engagement metrics. 
4. Respect for cultural norms and heritage sites. 
5. Compliance with UAE Federal Decree-Law No. 34 of 2021 (Cybercrime Law). 

 


