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Abstract

The present study aims to design and develop a comprehensive influencer-based marketing model for the effective promotion and
management of Tehran’s historical tourism destination through social networks. This study is an applied-developmental and cross-sectional
research conducted using a qualitative approach. The methodology is based on multiple grounded theory and content analysis. Data were
collected through library research and semi-structured interviews with 15 experts, including academic specialists, tourism marketers, and
informed tourists. A snowball sampling method was employed. Data analysis was performed through open, axial, and selective coding
processes. The results revealed two main categories: “core drivers of influencer marketing in social networks” and “formation and
management of historical tourism destinations.” Several subcategories were identified, including personal experience sharing, innovative
content attractiveness, creativity in marketing, visual appeal, honesty and transparency, entertainment value, trust-building, and local
community attitudes. These factors significantly contribute to enhancing destination image and increasing tourist attraction. The findings
indicate that strategic use of influencer marketing within social networks can significantly enhance the positioning of Tehran as a historical
tourism destination, improve tourist engagement, and foster sustainable tourism development, provided that authenticity, creativity, and
trust are systematically integrated into marketing strategies.
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Extended Abstract

Introduction

Tourism has emerged as one of the most dynamic sectors of the global economy, playing a critical role in
economic diversification, cultural exchange, and sustainable urban development. Among its various forms,
historical and cultural tourism holds particular importance due to its strong connection with identity, heritage,
and social capital. In developing economies, such as Iran, tourism is increasingly viewed as a strategic
alternative to oil-dependent revenues, with cities like Tehran possessing significant untapped potential in this
domain (Mirvahidi & Esfandiari Bayat, 2025). However, the effective utilization of such potential requires
innovative and adaptive marketing strategies aligned with contemporary technological transformations.

In recent years, the rapid development of digital technologies and social media platforms has fundamentally
transformed the landscape of marketing communication. Traditional one-way promotional approaches have
been replaced by interactive, user-generated, and network-based communication models. Social media
platforms enable users not only to consume content but also to produce, share, and influence information flows,
thereby shaping perceptions and decision-making processes of potential tourists (Manoharan et al., 2024).
Consequently, tourism marketing has evolved into a complex system that requires understanding digital
engagement, content strategies, and online social interactions (Monda et al., 2024).

Within this context, influencer marketing has gained prominence as a powerful tool for engaging audiences

and enhancing destination attractiveness. Influencers, as trusted opinion leaders with extensive follower



networks, can shape tourists’ perceptions by sharing authentic and experience-based content. Unlike traditional
advertising, influencer marketing relies on credibility, relatability, and emotional engagement, which
significantly impact consumer behavior (Zhang et al., 2021). In tourism, influencers contribute to co-creating
value by narrating personal travel experiences, thereby fostering a sense of authenticity and connection
between the audience and the destination (Leong et al., 2024).

Furthermore, authenticity is a crucial determinant of tourist satisfaction, particularly in historical and cultural
destinations. The commercialization of tourism experiences, if not managed carefully, may undermine
perceived authenticity and reduce visitor satisfaction (Zhang & Huang, 2021). Therefore, influencer-generated
content that reflects genuine experiences can enhance trust and positively influence destination image.
Additionally, the role of social media marketing activities in building brand equity through electronic brand
experience has been well documented, highlighting the importance of integrating digital strategies into
destination marketing frameworks (Lazar, 2023).

Content marketing also plays a vital role in shaping tourists’ attitudes and behaviors. High-quality, creative,
and engaging content contributes to electronic word-of-mouth communication and influences purchase
intentions, making it a key driver of tourism demand (Haghighi Nasab et al., 2023). Similarly, the
development of structured content marketing models for urban tourism emphasizes the importance of
technological infrastructure, strategic alignment, and value-oriented content creation (Mozaffari et al., 2024).
Despite these advancements, the use of social media and influencer marketing in tourism is not without
challenges. The spread of misinformation and fake news on digital platforms can negatively impact destination
image and tourist trust, posing significant risks for marketers (Olan et al., 2024). Moreover, the effectiveness
of social media strategies depends on understanding both their opportunities and potential drawbacks,
including issues related to content control, credibility, and audience engagement (Monda et al., 2024).

In the Iranian context, several studies have attempted to develop digital marketing models for tourism,
particularly focusing on Tehran as a case study. These studies emphasize the need for integrating modern
marketing approaches, including influencer marketing, into tourism development strategies to enhance
competitiveness and attract international tourists (Eisavi, 2024). Furthermore, research on sustainable tourism
highlights the growing importance of environmentally responsible and socially inclusive marketing practices,
such as green influencer marketing, which can positively influence tourists’ behavioral intentions (Kilic &
Gurlek, 2024).

Given the growing importance of influencer marketing and the lack of comprehensive models tailored to
historical tourism destinations in social media contexts, there is a clear research gap in identifying the key
dimensions, components, and mechanisms that drive effective influencer marketing in this domain. Therefore,
the present study aims to design and explain an effective influencer marketing model for the historical tourism
destination of Tehran within social networks.

Methods and Materials



This study adopts an applied-developmental research design and employs a qualitative approach. The research
is cross-sectional in nature and utilizes multiple grounded theory as its primary methodological framework.
Data were collected through two main sources: library research and fieldwork. The field data were obtained
through semi-structured interviews conducted with 15 participants selected using a snowball sampling
technique.

The participants included academic experts, tourism marketers, and experienced tourists who possessed
relevant knowledge and practical experience in tourism and marketing. The diversity of the sample ensured a
comprehensive understanding of the research phenomenon from multiple perspectives.

Data analysis was conducted using content analysis based on grounded theory procedures. The process
involved open coding, axial coding, and selective coding. Initially, concepts were extracted through detailed
examination of interview transcripts and literature. These concepts were then categorized into subcategories
and main categories based on their relationships and patterns. The iterative process of constant comparison
was employed to refine categories and ensure conceptual coherence.

To ensure the validity and reliability of the findings, several strategies were adopted, including participant
feedback, detailed documentation of the research process, and triangulation of data sources.

Findings

The findings revealed that the effective influencer marketing model for historical tourism destinations consists
of two main categories: “core drivers of influencer marketing in social networks” and ‘“formation and
management of historical tourism destinations.”

A total of 102 initial codes were identified, which were subsequently grouped into several subcategories. Key
subcategories included personal experience sharing, innovative and creative content, visual attractiveness,
honesty and transparency, entertainment value, trust-building, and local community attitudes.

The analysis indicated that personal experience sharing is one of the most influential factors in attracting
tourists, as it enhances authenticity and relatability. Creative and innovative content was found to significantly
increase audience engagement and content visibility. Visual appeal and aesthetic presentation contributed to
capturing user attention, while entertainment value enhanced user interaction and content dissemination.
Trust-related factors, such as honesty, transparency, and credibility, were identified as essential for building
long-term relationships with audiences. Additionally, the attitude and participation of the local community
were found to play a critical role in shaping the overall image and sustainability of the tourism destination.
The relationships among these categories suggest that effective influencer marketing is a multidimensional
process that integrates content quality, influencer characteristics, and social dynamics.

Discussion and Conclusion

The findings of this study highlight the complex and multifaceted nature of influencer marketing in the context

of historical tourism destinations. The identification of core drivers and subcategories demonstrates that



successful marketing strategies must go beyond traditional promotional approaches and focus on creating
meaningful, authentic, and engaging experiences for potential tourists.

One of the key insights of this research is the central role of authenticity and personal experience in influencing
tourist behavior. The emphasis on storytelling and real-life experiences suggests that tourists are increasingly
seeking genuine and trustworthy information rather than conventional advertising messages. This shift
underscores the importance of selecting influencers who can effectively communicate authentic narratives and
establish emotional connections with their audiences.

The study also underscores the importance of content quality, particularly in terms of creativity, visual appeal,
and entertainment value. In a highly competitive digital environment, the ability to produce distinctive and
engaging content is crucial for capturing user attention and fostering interaction. This finding implies that
tourism marketers should invest in content development strategies that prioritize innovation and user
engagement.

Moreover, the significance of trust-related factors, such as honesty and transparency, highlights the need for
ethical and responsible marketing practices. Building trust is essential for maintaining long-term relationships
with audiences and ensuring the credibility of marketing campaigns.

Another important finding is the role of local community attitudes in shaping the perception and sustainability
of tourism destinations. The involvement of local stakeholders in marketing processes can enhance the
authenticity of the destination and contribute to its long-term development.

Overall, the study concludes that influencer marketing in social networks represents a strategic and effective
approach for promoting historical tourism destinations. By integrating authenticity, creativity, trust, and
community engagement, tourism managers can develop comprehensive marketing models that enhance

destination attractiveness, improve tourist experiences, and support sustainable tourism development.
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