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ABSTRACT 
 

The aim of this research has been to explore and further describe the use of Instagram for 

destination marketing. The purpose of this study was to better understand how marketing 

objectives can be achieved using Instagram. Based on the research question a literature review 

was formed. Methodologically a quantitative approach was used. The data was collected from 

the Instagram account of Swedish Lapland. The finding indicates that Instagram is a place where 

people find new travel destinations, the app is one of the primary sources of this information and 

some people buy trips with the information they find on the app.         
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SAMMANFATTNING  
 

Målet med denna uppsats var att undersöka, beskriva och börja förklara Instagram som verktyg 

för destinationsmarknadsföring. Syftet var att nå en högre förståelse hur Ingram kan användas 

som verktyg för att nå marknadsföringsmål. För att uppnå detta syfte ställdes frågan om 

destinationsmarknadsförare kan nå sina marknadsföringsmål med Instagram. Studien är 

genomförd med en kvantitiv studie. Där följare av Swedish Lapland Instagram konto svarade på 

enkät. Resultatet av studien visade att Instagram är en plats där folk hittar nya destinationer att 

resa till, att det är en av de primära platserna för denna information och att folk använder den 

information den hittar på appen för att sedan köpa resor.   

 

Nyckelord: Sociala nätverk webbplatser, destinationsmarknadsföring, Instagram, 

Marknadsföring  
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1 INTRODUCTION 
 

In this chapter, an introduction will present my chosen topic social medias impact for destination 

marketing. The background works as foundation for the problem discussion where I will discuss 

the problems discovered in my area of study. This will point to the overall purpose and research 

question. 

1.1 BACKGROUND   
 

During the last decade, there has been a rapid evolution regarding information sharing and 

communication on social media (Stojanovic, 2017). The rapid evolution of the internet has led to 

many new opportunities for companies. Besides the use of information sharing and 

communication, the new development has made expressing feelings and emotions trough social 

media possible (Tsimonis & Dimitriadis, 2014). Kapland and Haenlein (2010, p.61) defines 

social media as “a group of internet-based applications that build on the ideological and 

technological foundations of Web 2.0 and allow the creation and exchange of user generated 

content.”  

 

There are several forms of social media such as content communities, microblogs, virtual worlds 

and in these different ways of sharing information, insights and experiences. With a tremendous 

growth since the introduction social media has taken the place as the media of choice for the 

people (Floreddu & Cabiddu, 2016). In the context of online marketing, social media has become 

one of the fastest growing communication technologies on the internet and for destination 

marketing as well (Harb, Fowler, Chang & Blum, 2019).     

 

Today companies can share their brand values, believes and messages straight to their customers. 

The interactive platforms allow companies to share and exchange information with the customers 

and with other companies (Mangold & Faulds, 2009). By using social media companies can 

build relationships with existing customers and create new relations. Social media can also help 

companies help build communities and help bring people together (Kietzmann & Hermkens, 

2011).  

 

This has changed the relationships of seller and customer. Today customers generate content and 

can influence purchase decisions (Schivinski & Dabrowski, 2015). This is especially true in 

destination marketing where choosing a travel destination is a funnel-like process where people 

narrow their choices among of destination within their awareness. People will not even consider 

destinations that they are unaware of (Hahm & Severt, 2018). Therefore, it is essential for 

destination to be known if they want to be considered as a potential travel destination. If there is 

no perceived image of the destination or the perceived image is negative the chances of that 



 

 

 

destination being visited is limited (Hahm et al., 2018). Today social media can help companies 

become known to more customers.   

 

Marketing of places have increased in interest over the last three decades. This is partly due to a 

growing internationalization and globalization. With the increase of demand for tourism 

companies are trying to keep up. Because of this new methods, places and techniques of 

marketing are currently being explored. (Baker & Cameron, 2008)      

 

Today one of the leading social media platforms for marketing is Instagram. In 2010, the app 

was founded allowing members to share photos and images. The members on Instagram have 

grown exponentially with around 700million registered users in 2017. Recent studies have 

shown has shown that members use Instagram different than other social network sites (Sheldon 

& Bryant, 2016). This suggest that research must be done for Instagram as an induvial platform 

due to the behavioral pattern is different (Teo, Leng & Phua, 2018).    

 

There is also evidence that Instagram needs more academic research (Lup, Trub & Rosenthal, 

2015). Instagram has only been available to companies for a few years (Virtanen, Björk & 

Sjöström, 2017). Most of the information around Instagram as a marketing tool has been based 

on trial and error (Neher, 2013).   

 

With a great amount of literature focused on social media or destination marketing. There is lack 

of research on impact of social media for destination marketing (Halkias, 2015; Llodrà-Riera). 

Based on the corporate reputation and the social media literature, this study aims to contribute to 

the gap in the research in two ways. First identifying the value of social media for destination 

marketing, second analyzing what communication is most effective to reach a target audience.  

 

 1.2 PROBLEM DISCUSSION   

Communication online has become essential for tourist destination. Traditional channels of 

marketing are powerful means of communication, but these traditional channels hade lost 

momentum due to the increase of online communication (Fernandez, Marchoiri, Haven-Tang & 

cantoni, 2017). This new and changing world has changed destinations to readjust strategies to fit 

with customer needs and habits. Because of this the marketing now has how to use different 

ways of sharing information.  

Internet is a primary source of information sharing for destination (Manap & Adzharudin, 2013). 

Travelers are dependent on previous reviews and photos by others. Online reviews can increase 

or decrease the number of visitors. They can also build expatiation around a certain location 



 

 

(Bruyn & Lilien, 2008). Internet provides opportunities for travelers to share, update and upload 

information around a travel destination. 

Social media is one of the biggest ways of information sharing today. Social media tools can be 

used strategically. Clemons (2009) established that social media networks should engage with 

their customers. This was further emphasized by Ahlqvist et al. (2008) who implied that social 

media provides a perfect platform for customer relationship management and marketing 

communications. 

One of the ways on generating content in the internet is user generated content. The user 

generated content is when the user produce the content themselves. There are many sites where 

users can produce content Instagram, Facebook and Twitter. The application provides 

opportunities to recommend, like and retweet information. Because of this the internet provides a 

space where buying decisions are made by travelers (Fatani &Suyadnya, 2015).  

Instagram originally started as a tool for photo sharing has evolved to an effective advertising, 

marketing and promotion tool (Fatani et al., 2015). Recently, brands discovered the impact and 

viral growth potential of using Instagram.  

 

Because of this, Instagram challenges the creativity of tourism actors to promote tourism 

destinations all over the world. This paper will investigate the value of Instagram for promoting 

tourism site in Sweden and how marketing objectives can be achieved. (Hanan & Putit, 2014)  

 

 

 1.3 OVERALL PURPOSE  
Based on the problem discussion above, the purpose of this study is to prove a better 

understanding on how social media impacts destination marketing. Because of this, Instagram 

challenges the creativity of tourism actors to promote tourism destinations all over the world. 

This paper investigated the value of Instagram for promoting tourism site in Sweden and how 

marketing objectives can be achieved. (Hanan & Putit, 2014)  

 

 

The research questions are: 

1. How can Instagram be used as a tool for destination marketing?  



 

 

 

 

1.4 OVERWIEV OF THE ENTIRE THESIS  
 

The thesis will consist of six different chapters. Introduction the first chapter will include the 

following: Background, Problem Discussion and overall purpose. The following chapter is the 

literature review. In this chapter theories for the thesis will be presented to help build the 

framework for this paper. The third chapter is the methodology, this chapter describes how the 

methods in which I use to collect the data and how I analyze it. The collected information will be 

presented in chapter 4. In chapter 5 there will be an analysis of the data. Finally, chapter 6 will 

consist of the findings and conclusion of the thesis. At the end of the thesis suggestions for 

further research will be mentioned.     

 

 

 

 
 

 

 

 

 

 

 

 

 

 
 

 



 

 

 

 
 

 

 

2 LITERATURE REVIEW  
 

In the previous chapter the background of destination marketing and Instagram was introduced 

with the purpose and research question.  This chapter will review literature and theories related 

to the subject. The literature review will start with reaching marketing objectives with Instagram 

and continue with types of strategies on Instagram and finally a conceptualization.     

 

2.1 SOCIAL NETWORK SITES(SNSs) 
 

From the introduction, social network sites(SNSs) such as Instagram, Facebook and Snapchat 

have gotten millions of users. Many of these users use these apps daily. Social network sites are 

defined as web-based services that allow individuals to construct a public or semi-public profile 

within a bounded system (Gross & Acqusti, 2005).    

 

There are different SNSs with different technology who support different interest. Most 

applications help people connect based on shared values, interest or activities. Sites vary in what 

they contain, some sites offer blogging, photo and video sharing (Boyd & Ellison, 2007). What 

makes this kind of sites unique is the allow strangers to meet and the networks let users show 

aspects of their life. The result of SNSs is that new connections and relationships can be made 

that otherwise wouldn’t happened. With many of the largest sites of SNSs people are not only 

networking or trying to meet new people, instead they are communicating with people who 

already are in their existing network (Gross & Acqusti, 2005).  

 

Social network sites are growing and the importance of them are increasing especially in tourism 

business and marketing (Mostaviskrae, 2018). These are now a source of information sharing 

and opportunities for sharing tourism experiences. Yet not a lot is known about people’s activity 

on sites and how companies can benefit from using social media platforms. Studies have been 

made to understand SNSs to get a better understanding about user engagement, implications and 

overall function (Boyd & Ellison, 2007).     

 

There are many channels of social networks some of these include Facebook, Instagram and 

Snapchat. The use of these channels varies because of their different features. Facebook is one of 



 

 

the biggest social media channel. Founded in 2004 and with more than 1 billion active users 

since 2014 (Mariani, Felice & Mura, 2016). Facebook is a virtual community where users share 

information and interact. The social network is attractive for marketers because it has many 

communication options. Ads can help companies reach their target audiences psychologically, 

demographically and geography. Facebook offers tools to measure the effect of advertising that 

can help chose the type, content and focus of the ad (Fowdar & Fowdar, 2013).  

 

Another social network channel is Instagram. The app was founded in 2010 since then the apps 

has had a tremendous growth. Instagram lets users share and edit photos from their mobile 

devices. The app had 700 million registered users in 2017. Instagram is simply constructed and 

consist of a few main functions (Eagar & Dann, 2016). The user can follow other and be 

followed back. When a user follows a new account the pictures will appear on the home page. 

The users can also like a post which means that the user admire the post. Based on what you like 

and comment on Instagram constructs an explore page where popular post is shown. There is 

also an activities page where the user can see recent activities and new followers (Lee, Lee & 

Sung, 2015).     

 

With the growth of the platform marketers are looking to reach the target audience. Instagram 

enhances visual storytelling instead of only textual information (Miles, 2014). The benefit of a 

more visually dominated social network channel is that visual content is a way to break through 

the clutter of advertising (Miles, 2014).  Neher (2013) says that images and visual content can be 

effective for awareness and increasing traffic.    

 

 

2.2 DESTINATION MARKETING IN SNSS  
 

The marketing of places is not a new phenomenon (Kavaratzis, 2004; Ward, 1998). It has its 

origins in the U.S in the 1850s where place selling became a way of attracting settlers from the 

frontier areas. French and British beach resorts started being advertised in the early 1900s, to 

attract tourists (Arnold & Kuusisto, 2000). Place selling was a way of promoting location before 

place marketing. Place selling is a way of promoting locations, the difference is that place selling 

has a more operational approach to promotion, which is based on various forms of advertising 

(Rainisto, 2003). Place marketing means designing a place to satisfy the needs of its target 

markets. It succeeds when citizens and businesses are pleased with their community, and the 

expectations of visitors and investors are met (Kotler, 2003).  

 

Destination marketing is recognized as a pillar of future growth and sustainability of tourism 

destinations in a more competitive and globalized world. (Gretzel, Fesenmaier & Sandro, 2006). 

Tourism destinations consists of a combination of products and services defined by (Buahlis, 



 

 

2000) including attractions, accessibility, available packages, activities and ancillary services. 

The range of products and services makes the destination appealing to travelers.    

 

A destination perceived image comes from its history, geography, art and music, citizens and 

other features. Often destinations images are stereotypes, a simpler version of reality that might 

not be accurate. These might be dated and be based on impression rather them facts (Kotler & 

Gertner, 2002).     

 

Previous research in internet marketing have mainly focused on costumer behavior and adverting 

on internet (Hoffman & Novak, 1996). Destination marketers have primarily focused on the use 

of internet as a B2C medium where companies can build relationship and sell their products 

(Gretzelm Yuan & Fesenmaier, 2000). Thevenot (2007) shows that social media rises in 

popularity and traditional marketing means of destination are decreasing. With the growth of the 

internet, tourism destinations are starting to develop strategies and use social media. Destinations 

that does not adapt strategies social media will lack a competitive advantage (Wang, Quaehee & 

Fesenmaier, 2002)  

 

The use of social networks in tourism and marketing are increasing. The social networks are 

creating opportunities for picture, video and other tourism sharing experiences. These affect the 

potential new tourist to visit a location. Social networks provide travelers with relevant 

information about food, accommodation, attractions (Faria & Elliot, 2012). 

 

 

With the use of Instagram for brands there are a few main functions that are important. Since the 

app is visually dominated the picture quality and the Instagram feed is important (Virtanen, 

Björk & Sjöström, 2017). Diamond (2013) further empathizes this by highlighting the 

importance of the picture quality on Instagram. According to Diamond (2013) combining text 

and visual content creates effective communication.  The Instagram feed is where viewers can 

see more of a brand images and videos in a smaller format. When posting videos and pictures it 

also crucial to use captions. The use of captions help captivate the audience and tell the story of 

the photo or video (Wally & Koshy, 2014).   

 

Search engines have a big role in connecting truism supplier and traveler. Marketers use search 

engines in SNS to increase their visibility and achieve higher engine rankings. Destinations must 

provide value and services that separate themselves from other destinations (Xian, Pan, Law & 

Fesenmaier, 2010). Additionally, online presents and using feedback from travelers is critical for 

increasing visitors (Choi, Lehto, & Oleary, 2007).    

  

Using travelers own content for sharing traveling experiences are growing. User generated 

content(UGC) is becoming the source for credible travel information. Research show that 



 

 

travelers perceive the UGC more trustworthy than information provided by traditional marketers 

(Xiang & Gretzel, 2010; Choi et al., 2007; Fotis, Rossides & Buhalis, 2010). Social networks 

sites are becoming the primary place where travel information shared (Xiand & Grezel, 2010). 

By being the primary place for travel information, the SNS are the place where customers judge 

the travel product. Travelers engage in social networks to satisfy any number of different needs 

such as social, functional and psychological. Because of this destination marketers must engage 

travelers (Ling, 2010).  

 

With the transformation in communication there has been a change in how travelers gather 

information and make dictions regarding traveling. Knowledge regarding a travel destination is 

gathered by SNS as well as traditional means such as web-sites. The growing trend with mobile 

devices makes blogging, social interaction and photo-sharing easier. An estimate 40% of 

smartphone users obtain destination related information (Travel Trade Magazine, 2011). Better 

communications technologies allow destinations more efficiency and flexibility. But with the 

increase of SNS a more strategic and tactical approach is required with the increasing 

competitiveness in destination marketing (Bolotaeva & Cata, 2010).    

 

There are many ways of destination marketing on Instagram. Some of them is sharing other 

people’s images and using social media influencers. Social media influencers are referred to 

people who have built a social network of people following them. As brand are looking for new 

techniques of branding, effort is currently being pointed to Instagram. The free social network 

can be used as a destination marketing tool by creating a mood or impression towards to 

destination (Hanan & Putit, 2014). In destination marketing the purpose of the online 

photography tool is that users can portray their experience. Images are created by users and will 

produce, spread and discuss with the “silent” word of mouth model (WOM) (Fatani et al., 2015).       

 

With the use of Instagram as a SNS there are a few ways of developing market share. With the 

social platform brand image, exposure and new visitors can be achieved.                       

 

2.3 INSTAGRAM AS A MARKETING TOOL  
 

As discussed in the background there are many reasons to use Instagram as a tool for reaching 

marketing objectives. The use of Instagram is an alternative for expensive and more time 

demanding marketing campaigns. The app is very effective for tracking consumer behavior, this 

helps identify new marketing strategies. By using Instagram companies can build brand 

awareness and give the brands more credibility. Lastly Instagram creates a communication 

bridge between the brand and the customers. (Wally & Koshy, 2014). 

 



 

 

Instagram can be used both as a tool to further develop a brand or increase exposure. Previous 

studies regarding brand image are most covered in tourism marketing (Walmsley & Young, 

1998). There are several studies regarding the specific brand image attributes for singular 

tourism destinations (Etchner & Ritchie, 1993) Then there is research that tries to identify 

attributes across destinations (Walmsley & Young, 1998; Young, 1995).     

 

One of the ways to use Instagram is with influencers. An influencer is a content creator who has 

accumulated a solid base of followers (Veriman, Cauberge & Hudders, 2017). They are also seen 

as a trusted tastemaker in one or several niches. There is an increasingly focus on these 

influencers to promote different products with their following. These endorsements are electronic 

Word of Mouth(eWOM). Compared to traditional advertising the Instagram influencers 

seamlessly post the advertising in their daily posts. This is desirable to for brand because it 

appears more effective than traditional marketing tactics (Wally & Koshy, 2014). Marketing with 

Instagram influencers offer a higher authenticity and credibility, which leads to lower resistance 

to the advertising (Veriman et al, 2017).      

 

To determine the success of Instagram campaigns, marketers measure the engagement. The 

metrics determine how the audience engages with the advertisement. Followers, likes and 

comments, favorites are primary means of measuring effectiveness of a campaign. All forms of 

engagement are not the same due, commenting is more involved than liking a picture (Li, 2010). 

The time that is required the write a comment is longer than liking and therefore more involving. 

Commenting also allows a personalized response. A high number of likes and comments 

indicates high value. 

 

With the growth of Instagram and social media in general companies now must adopt their 

strategies for Instagram. According to Safko (2010) there is five strategies to gain Instagram 

exposure. The five steps include. Analyze existing media, the social media trinity, recourses and 

implement and measure.    

 

Analyze existing media, here listing marketing plans, campaigns and already existing strategy. 

Looking at expenses and determining the among of new customers the strategy generates. The 

Social Media Trinity, this step focuses on the three most important parts of social media. 

Blogging, Microblogging and social networking. Resources, this step refers to how to find to 

resources to implement the new strategy. The final step is Implement and Measure, this step 

refers to how the implement the new strategy successfully and measure the effect of the new 

plan. 

 

The use of strategy on Instagram is especially important when supporting new products, unless 

user is aware of the company on Instagram they are unlikely to discover it by chance (Kietzmann 

et al., 2011). Companies can, besides uploading high quality photos and tagging them interact by 



 

 

commenting and liking others post (Miles, 2014). In early stages, the activity is directed to 

potential customers and in the later stages the strategy can be used to strengthen brand image or 

relationship with customers and followers.  

 

On way of using strategy on Instagram is with endorsement. Customers react different to 

endorsement from a company. The customers might now know about the company but be willing 

to form a relationship. Some of the motives of this is shared interest, connect with others or the 

creation of a parasocial relationship. (McCann & Barlow, 2015)    

 

With the use of Instagram, the primary goal is liking and commenting from existing customers, 

with the end goal of turning them into followers (Verman, Cauberghe & Hudders, 2017). A 

secondary target group are the followers of those who follow the account. The objectives of 

Instagram marketing efforts can vary from case to case. The way of follow up with marketing 

efforts can vary from case to case. The metrics on how to follow up depends on the objectives. 

McCann and Barlow (2015) indicates that the number of likes, comments and followers are 

examples of metrics that is used to create and increase awareness for a brand. Murdought (2009) 

agrees with McCann and Barrow regarding metrics that can be used but recommend avoiding 

“analysis paralysis”. With other words, the focus should be to understand a few metrics that are 

the most relevant. Followers are a sign of approval for a brand and therefore accounts with more 

followers are more trustworthy (Murdought, 2009).  

 

2.3.1 Frame of reference  
The frame of reference is based on previous research and uses theories and literature to create a 

theoretical basis to awser the research question. Several studies and literature have been 

identified and the following will be used in the frame of reference.    

 

Table 1: Frame of reference  

 

 

SUBJECT REFRENCES 

Destination marketing Kavaratzis, 2004: Bolotaeva & Cata, 2010: 

Gretzel, Fesenmaier & Sandro, 2006:  

  

Social Network Sites  Gross & Acqusti, 2005: Floreddu & Cabiddu, 

2016: Xian, Pan, Law & Fesenmaier, 2010 



 

 

Instagram McCann and Barlow, 2015: Fatani 

&Suyadnya, 2015: Diamond, 2013   

 

 

This thesis used previous theories by Kavaratzis, (2004) and Bolotaeva & Cata, (2010) to get a 

better understanding about destination marketing. They all agree to the point that social networks 

play an important role in destination marketing.  

 

Gross & Acqusti (2005) highlights the importance of social networks sites and how they can be 

used to build relationships. Floreddu & Cabiddu (2016) highlights the importance of social 

media and what strategies that can be used to achieve effective communication. McCann and 

Barlow (2015) gives more insight the social network of Instagram. This study provides an 

understanding about the metrics to track engagement on the app.      
. 

 

All the reviewed articles are connected to social networks sites or destination marketing. In their 

articles, they describe the use of social networks as an important factor in choosing a travel 

destination. Therefore, these articles will be the foundation of this study.   

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 
 

 



 

 

 

 

 
 

 

3 METODOLODGY  

In this chapter I will discuss the purpose of my research, the research purpose, research 

approach, research strategy, data collection, the sample selection and the data analysis and 

lastly the validity and reliability.  

 

3.1 RESEARTCH PURPOSE: DESCRIPTIVE    
The research propose can be descriptive, explanatory or exploratory. In a descriptive research the 

phenomenon is described and documented, and the means of the phenomena is identified and 

mapped out (Wiedersheim-Paul & Eriksson, 2006 p.43). Exploratory research is used in areas 

that haven’t been explored as much. It is important to identify and discover new areas of 

research. Explanatory studies usually analyses causes and relationships and identify patters 

related to the research question (Wiedersheim-Paul & Eriksson, 2006 p.44).  

 

This study provides a better understanding about how Instagram can be used as a marketing tool 

for destination marketers. The study is descriptive since the study is based on the topic of 

discussion of further identified and mapped out.     

     

3.2 RESEARTCH APPROATCH: QUANTITIVE  
A quantitative research approach is based as around numerical data and emphasize measurement 

with statistical, mathematical or numerical analysis collected by surveys, polls or survey.  

 

The quantitive method means that the area of study must be able to be measured and quantified, 

therefore the result is often presented in numbers. The data should also be possible to order of 

preference. The quantative research method there often only a one-way conversation. This is 

because of the way the data is collected, usually by questioners with standardized options for 

answers which are highly influenced by the researcher. The best approach to use for a study 

depends on the purpose of the study and the research question. (Yin, 1994).  

 

Since the purpose of this study is to gain a better understanding of how Instagram can be used in 

destination marketing and the research question is stated in a way that would contribute to an 



 

 

understanding of a statistical phenomenon, this research will use a quantitative approach. 

Additionally, this study will use a questionnaire.   

 

3.3 RESEARTCH STRATEGY  
The thesis will use a questionnaire, because it fits with the research purpose and the previous 

mentioned research strategy. The questionnaire will allow to collect quantitative data and further 

examine data by quantitative measurement, such as statistics.  

 

A questionnaire is often easy to understand and explain. A questionnaire does not get affected by 

the interviewers and therefore the respondents cannot be influences by a person asking the 

questions which helps the thesis objectivity. (Bryman & Bell, 2013) 

 

3.4 DATA COLLECTION  

3.4.1 SWEDISH LAPLAND  
Swedish Lapland is an international organization that attracts visitors from all over the world. 

The destination is essentially the top third of Sweden. The destination works like a big platform 

for all truism companies in the area and local destinations. The marketing objectives for Swedish 

Lapland is to increase exposure and increase interest for the destination of northern Sweden. This 

study was done to get a better understanding how Swedish Lapland can utilize marketing tools 

like Instagram.    

 

3.4.2 REASEARTCH INSTRUMENT 
There are different ways of using a questionnaire. According to Bryman & Bell (2013) there are 

differences in responses depending on the way the questionnaire is handed to the respondents. 

Questionnaires that are delivered to respondent directly decreases the chance of missing out on 

respondents. Although, using email as a source for sharing the questionnaire can reach a larger 

sample size.           

 

The author of the thesis used Instagram as a channel to reach its audience. Instagram is used to 

reach the target audience and find how they use the application. The use of Instagram is also due 

to the time constraint of the thesis.  

 

The questionnaire was sent out via Swedish Laplands Instagram account. The questionnaire will 

be linked in an Instagram story where followers can follow the link to the questionnaire.  At the 

time of writing the Swedish Lapland  account has 29,8 thousand followers. All the followers will 

not see the post regarding the questionnaire but a low percentage only must answer for the study 

to be scientifically approved.  

 



 

 

When designing the questionnaire, several steps to ensure that the questionnaire is well 

formulated and constructed. This study will follow the steps from Hair et al., (2007) that will 

work as guideline when conducting the questionnaire (Table 2). 

 

 

 

 

 

Table 2- Questionnaire development 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(Hair et al., 2007, p258) 

 



 

 

The questionnaire will be following the steps presented in table 2. Formulation and wording have 

been made to avoid misunderstandings. The survey has been presented in a pilot questionnaire 

then later revised and then distributed. The pilot study was conducted with a smaller number of 

receivers. With the responses of the pilot study there was minor changes in some questions 

before the final survey was sent out. Respondent of the pilot study was already active Instagram 

users that follow the Swedish Lapland account. Therefore, the pilot study match the respondents 

for the final study. The people active in the pilot study will not answer in the final questionnaire. 

To further insure data quality the questionnaire used two additional scale items that were placed 

in the questionnaire. “I have tried to answer these questions honestly and accurately and the “do 

not answer this question. (Dollinger & DiLalla, 1996)             

3.5 SAMPLE SELECTION  
After choosing the method to collect data, it is essential to find a sample to retrieve empirical 

data from. Some enable data from an entire population. This thesis will use total population 

sampling. This type of sampling involved examining a hole population that have a set of 

characteristics. In this thesis, the study exanimating the entire population but only active 

Instagram users that follow the Swedish Lapland account. This was done because of the 

limitations of this thesis mainly due to the restricted timeframe.  

 

The choice of using Swedish Laplands Instagram is to answer the research question. By using 

people who already use the app and are aware of its functions limits potential l. By using already 

existing Instagram users it will be easier to track how destination marketers can use Instagram as 

a tool. The questionnaire was sent out via Swedish Laplands Instagram two times and the overall 

134 people answered to questionnaire. A total number of 2323 people saw the post and had to 

ability to answer. This gave the study a response rate of 5,7%. Only two people did not choose 

the answer “I don’t want to answer this question”.     

 

3.6 DATA ANALYSIS  
When analyzing the quantative data there is two methods than can be used. First using a 

descriptive approach to understand and interpret the data. Secondly using statistical test to 

analyze the hypothesis (Hair, 2007).    

 

This study uses descriptive statistics where the data will be summarized to find patterns. To 

identify relationships to the research question, the data has been formed into circle diagrams. 

Percentage and circle diagram is chosen to shown distributions of the respondents.  

 

3.7 QUALITY OF RESEARTCH 
The research needs to be tested to assert its quality.  



 

 

 

3.7.1 VALIDITY  
Validity is the extent which scores correspond accurately to the real world. There are three types 

of relevant test regarding validity; 

 

Conclusion validity is the degree to which the conclusions we reach in our data are reasonable. 

There might be a positive or a negative relationship.  

 

Construct validity: Establishing correct measures for the concept being studied. There are a few 

ways to increase this type of validity: multiple sources of evidence, having a draft to shown key 

informants and a chain of evidence should be established (Yin, 199, p. 42). For my study, there 

was one questionnaire at sent out two times to increase validity. Persons answering the 

questionnaire had relevant information regarding the subject of Instagram and Destination 

marketing.       

 

Internal Validity (for explanatory, not descriptive or exploratory studies): establishing causal 

relationship, where conditions are shown to lead to other conditions. This will not me relevant to 

my report since this is primarily for single case studies I won’t need explanation builder or 

pattern matching.     

 

External validity: Establishing the domain to which the findings of study can be generalized. 

Theory should be tested by replication of findings in other cases or similar surroundings (Yin, 89 

pp 43-44).  

 

3.7.2. RELIABILLITY  
Reliability: Demonstrating that a study can be repeated with the same results. The goal is that is 

another researcher made the same study the result would appear in the exact same way. Even due 

the exact calculation of reliability is not possible. The purpose of reliability is to minimize biases 

and errors in the study. Saunders et al (2009) writes about four threats to reliability. Participant 

bias, subject bias, subject error and participant error. This study has done the questionnaire at 

two times to increase reliability. As well as a protocol for the forming of the questionnaire and 

how to analyze the collected data.     

 

 
 



 

 

4. DATA PRESENTATION   
In this chapter, the result from the data will be presented. All the data has been collected by an 

online survey sent out via an Instagram story thought the Instagram account “Swedish Lapland”. 

In the following chapter the survey outputs will be presented and described. The company 

behind the survey will also be further introduced 

 

4.1 EMPERCIAL DATA 
In the following section, empirical data collected in the questionnaire will be presented, 

including the Instagram usage and Instagram preferences. As well as a summary of the collected 

data.  

 

To use the empirical data, it first must have a significant sample size. Otherwise the data might 

not be repeatable in future studies. With a low scientific value the validity of the research will go 

down (Pallant, 2005). To ensure highest the total number of respondents used for the data 

analysis was 135. No other data was collected regarding age or gender. All the respondent is 

already active users on Instagram because the survey was sent out thought an Instagram story.   

 

There seemed to be some problem transferring the data therefore two sections of strongly agree 

was collected, these two will count as one.  

 

Figure 4.1 will present the answer from the first question” The result present that 28,8 % percent 

strongly agreed. 51,1 % somewhat agreed, 10,4 percent neither disagreed or agree, 6,7 % 

somewhat disagrees and 3 % strongly disagrees. No one chose not to answer the question.   

 

 

 

Figure 4.1  

 



 

 

 

 

Figure 4.2 presents the answer two the second question. The result present that 28,8 % percent 

strongly agreed. 40,7 % somewhat agreed, 15,6 percent neither disagreed or agree, 8,9% 

somewhat disagrees and 5.9 % strongly disagrees. No one chose not to answer the question.   

 

 

  

 

Figure 4.2  

Figure 4.3 presents the answer to the third question. The result present that 27,4 % percent 

strongly agreed. 34,8 % somewhat agreed, 11,9 percent neither disagreed or agree, 12,6% 

somewhat disagrees and 12,6% strongly disagrees. One person 0,7% choose not to answer the 

question.   

       

 



 

 

Figure 4.3 

 

 

Figure 4.4 Presents the answers on question four. The result present that 53,3% percent strongly 

agreed. 34,8 % somewhat agreed, 7,4 percent neither disagreed or agree, 3,7 % somewhat 

disagrees and 0,7 % strongly disagrees. No one chose not to answer the question.   

 

 

Figure 4.4  

Figure 4.5 Presents the answers on question five. The result present that 23,7 % percent strongly 

agreed. 38,5 % somewhat agreed, 19,3 percent neither disagreed or agree, 10,4 % somewhat 

disagrees and 6,7 % strongly disagrees. Two persons 1,5% chose not to answer the question.   

 

 

 



 

 

Figure 4.5 

 

 

 

Figure 4.6 Presents the answers on question 6. The result present that 28,1 % percent strongly 

agreed. 32,6% somewhat agreed, 24,4 percent neither disagreed or agree, 10,4 % somewhat 

disagrees and 3,7 % strongly disagrees. One person 0,7% chose not to answer the question.   

 

Figure 4.6 

 

 

 

Tabel 4.7 Presents the awnsers on question 7. The result present that 8,1 % percent strongly 

agreed. 21,5 % somewhat agreed, 25,9 percent neither disagreed or agree, 18,5 % somewhat 

disagrees and 25,2 % strongly disagrees. One person chooses not to answer the question.   

    

 

 



 

 

Figure 4.7  

 

Figure 4:8 Presents answers on question 8. The result present that 7,4 % percent strongly agreed. 

16,3 % somewhat agreed, 28,9 percent neither disagreed or agree, 20 % somewhat disagrees and 

25,9 % strongly disagrees. No one chose not to answer the question. 

 

 

 

 
 

 

 

Figure 4.8 

 

 
 

 

 



 

 

5. DATA ANALYSIS  
The previous chapter presented the data collected in the questionnaire. This chapter will reduce 

the data and display it and enable conclusions to be drawn. 

5.1 INSTAGRAM AS A DESTINATION MARKETING TOOL 
 

The thesis looks at the possibility for the use of Instagram as a marketing tool for destination 

marketers. Previous data showed in the literature review suggested that Instagram is a place 

where potential customers can gather more knowledge and get more interested in a destination 

(Faria & Elliot, 2012). With the evolution in information technology more and more people are 

currently moving towards using social networks like Instagram (Tsimonis & Dimitriadis, 2014). 

The results from the questionnaire strengthens this. The result readarding the question “Do you 

find new travel destinations via Instagram? Got the answers that 79,9 percent somewhat agree or 

strongly agree regarding the statement that they find new travel destination via Instagram.  

 

This was also shown in the second question “is Instagram one of the primary sources for travel 

information” the result showed that 69,5 %strongly agree or somewhat agree on the statement. 

This also follows previous research that there in an increase in usage of Instagram regarding 

traveling (Bolotaeva & Cata, 2010). Wally & Koshy (2014) made the conclusion that Instagram 

is a way of creating brand awareness and customer engagement. Results regarding question 1 

and 2 of the questionnaire follows Wally & Koshy (2014) conclusions. 

 

Previous research also points to the fact that SNSs such as Instagram are used for potential new 

visitors (Faria & Elliot, 2012). These new potential visitors use Instagram to gather information 

about the upcoming trip. The information can be various things such as food, accommodation 

and attractions (Faria & Elliot, 2012). The active Instagram users answered that 71,3% somewhat 

agreed or strongly agreed to the question “have you ever planed a trip with the information you 

found on Instagram”. This together with previous research suggest that people not only find new 

destinations on the app but also the apps leads to trips being planned.  

 

5.2 PREFERNCES INSTAGRAM  
 

Previous research suggest that the use of influencers increases trust for a destination (Veriman, et 

al, 2017). The use of influencers is a trusted tastemaker and seem more effective than traditional 

marketing tactics (Wally & Koshy, 2014). Results regarding the question “does the use of 

influencers increase trust for a destination” showed mixed results. 25% strongly disagreed while 

another 25% neither disagrees or agreed. This suggest that for destination marketing the use of 

influencers does not increase trust. The use of influencers might be more reliable in others forms 

of Instagram marketing.    



 

 

 

 

Studies from Virtanen et al (2017) and Diamond (2013) highlights the importance of some of the 

features on Instagram. The use of high quality pictures, the use of text and the look of the 

Instagram feed. Wally & Koshy (2014) further emphasizes the importance of text to captivate the 

audience and tell the story of the photo. Results from the questionnaire shows that 61,3 

somewhat agree or strongly agree to the statement “does the look of the feed matter when 

looking for a new destination” The feed seem to have some importance allude the answers are 

widely spread. Regarding if the picture quality matter when looking for a travel destination the 

answers were more cohesive. 88,3% percent of the answers was either strongly agree or 

somewhat agree. This follows previous research regarding the importance of picture quality.  

 

With the use of captions 60,5 % strongly agreed or somewhat agreed to the statement “does 

captions (text) matter when looking for a travel destination”. This study points that picture 

quality is more important than the use of text. But previous research is stating the importance of 

both visual content combined with text creates the most effective communication (Diamond, 

2013). Pictures and text might complement each other, but there is no research for this study to 

support that claim.  

 

Previous research has shown that if a destination has more followers the trust for the destination 

will increase and the number of followers are a sign of approval for a brand (Murdought, 2009). 

McCann and Barrow (2015) further indicates that followers are a sign of approval and that 

followers are a metric that can be used to increase the awareness for a brand. With the question 

“if a destination has more followers are you more willing to choose that destination for your 

traveling” the answers showed that only 22,7 % percent strongly agreed or somewhat agreed to 

that statement. This suggest that using influencers does not increase trust for a destination. But 

the use of influcers still might be a tool do increase exposure or brand image.    

 

Overall the results for the questionnaire follows previous research in the literature regarding new 

information technology. Previous studies state that there is a rise in social media use and the use 

of Instagram is rising. The use of the platform is growing from personal use to more and more 

use from brands (Diamond, 2013). The results from the questionnaire shows that people are 

using the platform to find new travel destination, that the platform is one of the primary sources 

of travel information and that people plan trips with the information they find on the platform. 

Thevenot (2007) also proves the point that SNSs such as Instagram are rising. Other studies 

states that tourism destinations that does not adopt to the changes in the social media landscape 

will lack a competitive advantage in the future (Wang; el al, 2002)   



 

 

6. FINDINGS AND CONSLUSIONS  
This study has explored the value of Instagram for destination marketing. To do this a research 

question was formed. Previous research together with my researched showed that Instagram 

plays a role in choosing a destination. In this final chapter, finding and conclusions will be 

presented to answer the research question from the begging of the thesis. Finally, implications 

and recommendations for further studies are made. 

 

6.1 CONSLUSION FROM RESEARTCH QUESTION  
1. RQ: How can Instagram be used as a tool in destination marketing? 

 

The overall purpose of this thesis was to understand the role of Instagram when choosing a 

destination. To answers this question a research question was made and a questionnaire was 

completed. Findings from this study suggest that respondents are finding new places to travel to 

via Instagram, Instagram is one the primary sources for this information and with this 

information people later plan thier trips. From the questionnaire 80,3% percent said that they 

strongly agree or somewhat agree to the statement that they find new travel destinations via 

Instagram. 68,5 % strongly agrees or somewhat agrees to the statement that Instagram is one of 

the primary sources for travel inspiration. 61,3 % said that they strongly agreed or somewhat 

agreed to the statement “have you ever planed a trip with the information you found on 

Instagram” So finding from the questionnaire suggest that people find new destination frequently 

on Instagram. But Instagram seem to be one of the primary sources for travel information and 

people seem to plan trips with not only information from the application.    

 

Findings regarding picture quality suggest that the visual part of the of the app is most important. 

This makes sense because that app is predominantly visual.  88,3 % somewhat agreed or strongly 

agreed to the statement “Does the picture quality matter when looking for travel destination”  

the use of captions or influencers had mixed results and need to be tested further. The results 

regarding if influcers increased trusted had mixed result and seem to help with trust for some and 

seem to decrease trust for others. Previous research had shown that more followers are a sign of 

approval but finding from the questionnaire showed that people don’t consider themselves more 

willing to choose a destination because of its following.        

 

6.2 THEORETICAL IMPLICATIONS  
The purpose of this study has been to further describe and explain the use of Instagram in 

destination marketing. Finding in this study has begun to explain the use of Instagram and what 

roles it plays when choosing a destination.  This study gives a better understanding about 

Instagram and the potential value of the app. This study also adds a part to future research.   



 

 

6.3 LIMITATIONS, PROPOSALS AND FURTHER RESEARTCH  
The use of Instagram as a marketing place is currently changing and developing. This makes 

research hard to be relevant in time. Studies regarding social media can be outdated fast when 

the changes in social media happen fast. Since this was only a bachelor thesis the time restriction 

made the sample size smaller. In further research a bigger sample size would be preferable.  

As well as a more in depth look at correlation between image and text and an overall more 

extensive research. Instagram is an app with many parts and these must be considered as a hole 

rather than parts which was done in this study. The findings in this study can be used for further 

research in a bigger scale as well as for companies who are currently revaluating the value of 

social networks and Instagram. More research in the area is needed and this study   

 In further research, all parts of the app should be covered and correlation between the parts 

should be emphasized.    
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Appendix- Questionnaire  

1. Do you find new travel destination via Instagram?  

2. Is Instagram on of the primary sources for travel information?  

3. Have you ever planed a trip with information you found on Instagram? 

4. Does the picture quality matter when looking for a travel destination?  

5. Does the look of the feed matter when looking for a new destination?  

6. Does captions(text) matter when looking for a travel destination?  

7. Does the use of influencers increase trust for a destination?  

 



 

 

8. If a destination has more followers are you more willing to choose that 

destination for your traveling?  

 

All questions had the same answer options and these where:  

1. Strongly Agree 

2. Somewhat Agree 

3. Neither Agree or Disagree  

4. Somewhat Disagree  

5. Strongly Disagree 

6. I don’t want to answer this question  

 

 

  

 

 


	LIST OF FIGURES
	1 INTRODUCTION
	1.1 BACKGROUND
	1.2 PROBLEM DISCUSSION
	1.3 OVERALL PURPOSE
	1.4 OVERWIEV OF THE ENTIRE THESIS
	2 LITERATURE REVIEW
	2.1 SOCIAL NETWORK SITES(SNSs)
	2.2 DESTINATION MARKETING IN SNSS
	2.3 INSTAGRAM AS A MARKETING TOOL
	2.3.1 Frame of reference
	3 METODOLODGY
	3.1 RESEARTCH PURPOSE: DESCRIPTIVE
	3.2 RESEARTCH APPROATCH: QUANTITIVE
	3.3 RESEARTCH STRATEGY
	3.4 DATA COLLECTION
	3.4.1 SWEDISH LAPLAND
	3.4.2 REASEARTCH INSTRUMENT
	3.5 SAMPLE SELECTION
	3.6 DATA ANALYSIS
	3.7 QUALITY OF RESEARTCH
	3.7.1 VALIDITY
	3.7.2. RELIABILLITY
	4. DATA PRESENTATION
	4.1 EMPERCIAL DATA
	5. DATA ANALYSIS
	5.1 INSTAGRAM AS A DESTINATION MARKETING TOOL
	5.2 PREFERNCES INSTAGRAM
	6. FINDINGS AND CONSLUSIONS
	6.1 CONSLUSION FROM RESEARTCH QUESTION
	6.2 THEORETICAL IMPLICATIONS
	6.3 LIMITATIONS, PROPOSALS AND FURTHER RESEARTCH
	REFRENCES



