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Abstract

A\
With the expansionaf soci ila and influencer marketing in
tourism, travel iWflggNcers had bebgme important sources of destination
information and Wersuasion, ior research had given limited
ed visit intention and through which
ed the effects of humorous and useful
travel influence destination visit intention, considering the
the influencer and destination trust and the
influencer—destination congruence. Drawing on
alue, trust transfer theory, and congruity theory,
it proposed that enteftaining and informational content influenced
audience responses.<A*guantitative descriptive-survey design was used.
An online questionnaire was administered, using convenience
sampling, to 279 followers of travel influencers producing content
about Iranian tourism destinations. Data were analyzed through partial
least squares structural equation modeling (PLS-SEM). Both humorous

moderating role o
hedonic and utilitaria
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and useful content positively and significantly affected visit intention,
influencer trust, and destination trust. Influencer trust positively
affected destination trust, which positively affected visit intention.
Influencer trust partially mediated the relationships of both content
types with destination trust, and destination trust partially mediated the
humorous-content-visit-intention relationship, but not the useful-
content-visit-intention relationship. Influencer—destination congruence
did not significantly moderate the relationship between influencer trust
and destination trust. Useful content exertedN\stronger effects than

humor with useful information to stre
destination promotion.

Keywords: influencer marketing, humgrous cofitent, useful content,
visit intention.

1. Introdu

Social media
and travel decisi
Through personal e
travel influencers sha

ed tourists’ information search, evaluation,
ticularly under uncertainty and perceived risk.
riences, narratives, and destination evaluations,
udience perceptions and behavioral intentions.
However, prior studigsihave largely treated influencers generally or
focused on one cOntent type. This study addressed this gap by
comparing humorous and useful content and examining trust transfer
and influencer—destination congruence in shaping visit intention.

Research Hypotheses:

H1. Humorous content of travel influencers has a positive and
significant effect on destination visit intention.



¥ 08 5 Ush osins 5 (S5 55 66 ki 5 93 31 i) p 33 3 3l ookt 55 S31 5l b

H2. Useful content of travel influencers has a positive and significant
effect on destination visit intention.

H3. Humorous content of travel influencers has a positive and
significant effect on trust in the influencer.

H4. Useful content of travel influencers has a positive and significant
effect on trust in the influencer.

H5. Humorous content of travel influencers has a positive and
significant effect on trust in the destination.
H6. Useful content of travel influencers has a
effect on trust in the destination.

H7. Trust in the influencer has a positive and significangeffect on trust
in the destination.

itive and significant

H8. Trust in the destination has a positi t\effect on
destination visit intention.

H9. Trust in the influencer mediates the relation een humorous
content of travel influenc

H10. Trust in the influence nship between useful
content of travel influw(}s an

H11. Trust i iates the relationship between
humorous conte r&\and destination visit intention.
H12. Tr es the relationship between useful
content o

H13. Influen I0n~ congruence positively moderates the
relationship b n the influencer and trust in the destination.

2. Literature Revie

The framework integrates hedonic-utilitarian value, trust transfer, and
congruity theories. morous content follows a hedonic path by
providing enjoyment and positive emotions, whereas useful content
follows a utilitarian path through information and decision support.
Trust transfer theory explains how trust in a familiar influencer may
transfer to a recommended destination. Congruity theory suggests that
influencer—destination compatibility may make messages more natural,
credible, and persuasive, potentially strengthening trust transfer.
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3. Methodology

The applied, quantitative study used a descriptive-survey design among
followers of travel influencers producing content about Iranian tourism
destinations. Due to the absence of a precise online sampling frame,
convenience sampling was used. G*Power determined the required
sample, yielding 279 valid online questionnaires in summer 2025. The
questionnaire included demographics and six established five-point
Likert-scale measures: humorous and useful tent, influencer and
destination trust, visit intention, and influencer—deStipation congruence.
PLS-SEM analyzed multiple latent constructs and ct, mediation,
moderation, explanatory, and predictiv

4. Results

The measurement model_showed satisfactory réhiabtlity and validity.

The structural model was efficients, t-values,
Rz, predictive indicatorsediafi n, and 10,000-resample
bootstrapping. All Bight direct\relationships were positive and

ntent increased visit intention,

influencer trust, \apd destinati ust; influencer trust increased
destinati i st increased visit intention. Useful
content ha humorous content on visit intention (3
=0.338 vs. 0.1 ncer trust (f = 0.586 vs. 0.216). H9-H11

effects on destina trust, and destination trust partially mediated
humorous content’s effect on visit intention. H12 was unsupported, as
destination trust did faot mediate useful content’s effect on visit
intention. H13 was ted because congruence did not moderate the
influencer trust—destination trust relationship (B = 0.041, t = 0.981).
Explanatory and predictive power was satisfactory (R? = 0.397, 0.529,
and 0.474; SRMR = 0.089; GOF = 0.633).

5. Discussion

Both hedonic and utilitarian content were relevant to travel influencer
marketing but operated through different intensities and mechanisms.
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Humorous content increased engagement and positive emotions,
whereas useful content supplied information supporting travel
decisions. The stronger influence of useful content suggested that
informational and practical value outweighed entertainment alone in
destination decisions and that audiences particularly valued
influencers’ reliable, usable information. The findings also supported
trust transfer: trust in the influencer strengthened destination trust,
which increased visit intention. Partial mediation indicated that
influencer credibility was an important channel'through which content
shaped destination evaluations. However, the absélce of destination-
trust mediation between useful content and visit intehtion suggested

that informational content may affe irectly by
reducing uncertainty and facilitating de the non-
significant moderating effect of influe congruence
suggested that trust transfer in this samp ded more on
influencers’ general credibili rust than on their

perceived symbolic or st“s

6. Conclusion

tional appeal and entertainment, while
rough informational and utilitarian value.
ortant mechanism, particularly through trust
in the influencer andhits transfer to the destination. The findings suggest
that destination managers, tourism businesses, and travel influencers
should combine purp@Seful humor with clear, useful, and decision-
supportive informati@®*and prioritize influencers perceived as credible,
honest, and reliable. At the same time, the non-significant moderation
of congruence indicates that influencer—destination fit should not
automatically be assumed to strengthen trust transfer.
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