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ABSTRACT  

This study examines the impact of social media tourism campaigns and influencer partnerships on building 

destination brand equity in East Java. Using a quantitative research design, data were collected from 70 

respondents through a structured questionnaire with items measured on a five-point Likert scale. Statistical 

analysis, conducted with SPSS version 25, revealed that both social media campaigns and influencer 

partnerships significantly and positively influence destination brand equity, with 68% of the variance 

explained by these variables. The findings highlight the synergistic effect of these strategies in enhancing 

brand awareness, perceived quality, and loyalty. Practical implications suggest integrating these approaches 

for effective tourism marketing. 

Keywords: Social Media Campaigns, Influencer Partnerships, Destination Brand Equity, Tourism Marketing, East 

Java. 

1. INTRODUCTION  

Tourism is a vital contributor to economic growth and cultural preservation, especially in 

regions like East Java, which boast diverse natural and cultural attractions. In recent years, the 

advent of social media has transformed the way destinations are marketed, providing a cost-effective 

and highly interactive platform for promoting tourism. Social media has revolutionized the 

marketing of tourism destinations, offering a dynamic platform for reaching broader audiences and 

enhancing engagement. In regions like East Java, which are rich in cultural and natural attractions, 

social media campaigns have become instrumental in promoting tourism by leveraging the 

interactive nature of digital platforms to create compelling narratives and foster a sense of connection 

with potential tourists. Social media platforms such as Instagram and Facebook play a crucial role in 

this process by allowing for engaging and informative content that can attract visitor interest [1]. The 

use of social media has been shown to increase awareness and visitor traffic to tourist villages, 

particularly influencing younger generations through interactive and visual promotions [1], [2]. 

Digital marketing strategies, including visual storytelling and influencer engagement, effectively 

attract young tourists who are highly connected to technology [3].  

The integration of influencer marketing further enhances these efforts by adding credibility 

and relatability, as influencers act as trusted intermediaries between destinations and tourists [3]. 

Collaborations with micro-influencers can enhance the appeal of tourism destinations by providing 

personalized and trustworthy recommendations [3], [4]. Beyond boosting tourism, social media-

driven campaigns also contribute to cultural preservation and economic growth. Sustainable tourism 

practices can balance economic growth with cultural preservation, as seen in the Cultural Village of 

Polowijen, where local engagement and awareness have been increased to protect cultural heritage 

[5]–[7]. Leveraging local culture as a social capital attracts visitors by offering authentic experiences, 

preserving regional identity, and stimulating economic prosperity [8]. However, despite these 
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advantages, challenges remain, such as potential biases in digital promotions and the rapid evolution 

of technology, which may affect the relevance of current strategies [1], [9]. Therefore, it is crucial to 

align tourism development with local cultural values to achieve harmonious growth that benefits 

both tourists and host communities [8], [10], [11]. 

Destination brand equity influences tourists' choices by enhancing visibility and fostering 

loyalty, shaped by factors such as brand gestalt, trust, stakeholder collaboration, and digital 

marketing. These elements sustain a destination by encouraging repeat visits and building a strong 

identity. Destination Brand Gestalt (DBG) strengthens brand equity through association, awareness, 

image, loyalty, and perceived quality, as seen in Bali [12]. Brand trust mediates the relationship 

between destination image, social influence, and loyalty, evident in Tozeur, Tunisia, where these 

factors boost brand trust [13]. In Zimbabwe, strong brand equity directly and indirectly supports 

sustainable tourism [14]. Stakeholder collaboration is essential for crafting a unique identity and 

ensuring consistent values in branding efforts [15]. Post-pandemic, digital engagement has become 

vital, with Georgia leveraging online platforms to adapt to shifting traveler preferences and gain a 

competitive edge [16]. 

This study focuses on East Java, a province in Indonesia with immense tourism potential, to 

explore the effectiveness of social media tourism campaigns and influencer partnerships in 

enhancing destination brand equity. Despite the region's rich resources, competition from other 

destinations and the need for consistent branding remain challenges. Understanding the relationship 

between modern marketing strategies and destination brand equity is essential to inform 

policymakers and practitioners on optimizing their efforts. 

 

2. LITERATURE REVIEW 

2.1 Destination Brand Equity 

Destination brand equity refers to the value a destination holds in the minds of 

tourists based on their perceptions, experiences, and associations with the [17] defines 

brand equity through brand awareness, brand associations, perceived quality, and 

brand loyalty, which, when applied to tourism, influence destination choices, 

satisfaction, and the likelihood of revisiting or recommending the destination. Building 

strong destination brand equity is crucial for gaining a competitive advantage in the 

global tourism market [18]. In East Java, brand equity is shaped by its unique 

attractions, such as Mount Bromo, cultural festivals, and traditional cuisines, but 

effective promotion and consistent branding are essential to sustaining and enhancing 

the region's appeal to both domestic and international tourists. 

2.2 Social Media Tourism Campaigns 

Social media has become a dominant force in tourism marketing due to its ability to 

reach vast audiences and foster engagement. Platforms such as Instagram, Facebook, 

and TikTok enable destination marketers to showcase scenic landscapes, cultural 

activities, and visitor testimonials, with user-generated content (UGC) enhancing the 

credibility and authenticity of marketing efforts [19]. Social media tourism campaigns 

aim to create awareness, generate interest, and drive tourists’ decision-making, while 

their interactive nature allows marketers to engage with audiences, respond to 

inquiries, and build stronger relationships. The visual appeal of platforms like 
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Instagram makes them particularly effective in shaping tourists' perceptions through 

imagery [20]. However, the success of these campaigns depends on strategic planning 

and execution, with factors such as content quality, posting frequency, and storytelling 

techniques playing crucial roles [21]. For destinations like East Java, crafting a cohesive 

narrative that highlights its unique attributes is essential to achieving positive 

outcomes. 

2.3 Influencer Partnerships in Tourism Marketing 

Influencers are individuals with a substantial social media following who can shape 

audience opinions and behaviors, making influencer marketing a powerful tool in 

tourism promotion by providing authentic and relatable content [22]. Tourism 

influencers document their travel experiences through photos, videos, and reviews, 

enhancing a destination’s appeal and lending credibility to marketing campaigns, as 

followers often trust their recommendations more than traditional advertisements. 

Research indicates that influencer partnerships significantly boost brand awareness, 

build trust, and influence consumer behavior [23]. However, selecting the right 

influencers is essential for achieving campaign objectives, requiring consideration of 

audience demographics, content alignment, and engagement rates. In the case of East 

Java, collaborating with travel influencers who align with the destination’s branding 

and target market can effectively amplify its visibility and appeal. 

2.4 Integration of Social Media and Influencer Marketing 

The integration of social media tourism campaigns and influencer partnerships 

creates synergistic effects that amplify destination branding efforts, as social media 

provides a platform for influencers to showcase their content while influencers add 

authenticity and relatability to campaigns. Research by [24] highlights that combining 

these strategies results in higher engagement levels, stronger brand associations, and 

increased destination loyalty. For East Java, leveraging this integration offers an 

opportunity to strengthen brand equity by merging professionally crafted campaigns 

with influencer-generated content, addressing challenges such as competition and 

inconsistent branding through a unified and compelling narrative for potential tourists. 

2.5 Research Gap and Framework 

While extensive research explores social media marketing and influencer 

partnerships, studies examining their combined impact on destination brand equity in 

specific regional contexts remain limited, with most focusing on Western destinations 

and little attention given to Southeast Asia, particularly Indonesia. This study aims to 

address this gap by analyzing how social media tourism campaigns and influencer 

partnerships contribute to building destination brand equity in East Java. Grounded in 

the premise that these strategies drive key brand equity dimensions—brand awareness, 

perceived quality, and brand loyalty—this study tested the following hypotheses. 

H1: Social media tourism campaigns have a positive and significant effect on 

destination brand equity in East Java. 

H2: Influencer partnerships have a positive and significant effect on destination 

brand equity in East Java. 
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H3: The combined impact of social media tourism campaigns and influencer 

partnerships enhances destination brand equity more effectively than either strategy 

alone. 

 

3. METHODS 

3.1 Research Design 

This study employs a quantitative research design to examine the effects of social media 

tourism campaigns and influencer partnerships on building destination brand equity in East Java. A 

quantitative approach was chosen as it enables the systematic measurement of relationships between 

variables and provides statistical evidence to support the findings. 

3.2 Population and Sample 

The population of this study includes individuals who have interacted with social media 

tourism campaigns promoting East Java and have been exposed to content created by travel 

influencers featuring the region. A purposive sampling method was used to select respondents who 

meet the criteria of having prior experience with these campaigns or influencer-generated content. 

A total of 70 respondents participated in the study. This sample size was deemed adequate 

for preliminary exploration and statistical analysis, given the study's focus on understanding key 

relationships between variables. 

3.3 Data Collection Instrument 

Data were collected using a structured questionnaire designed to measure key variables, 

consisting of three main sections. The first section gathered demographic information, including 

respondents' age, gender, education level, and familiarity with East Java as a tourist destination. The 

second section focused on social media tourism campaigns and influencer partnerships, measuring 

their effectiveness in promoting East Java through content quality, engagement, and relatability. The 

final section assessed destination brand equity by addressing dimensions such as brand awareness, 

perceived quality, and brand loyalty. Each item was measured using a five-point Likert scale ranging 

from 1 ("Strongly Disagree") to 5 ("Strongly Agree"). 

3.4 Data Analysis Techniques 

The data collected were analyzed using SPSS version 25, applying several statistical 

techniques. Descriptive statistics were used to summarize respondents' demographic characteristics 

and their perceptions of social media campaigns, influencer partnerships, and destination brand 

equity. Reliability analysis was conducted using Cronbach’s alpha to assess the internal consistency 

of questionnaire items, with a reliability coefficient of 0.7 or higher considered acceptable. 

Correlation analysis was performed to determine the strength and direction of relationships between 

social media campaigns, influencer partnerships, and the dimensions of destination brand equity. 

Finally, regression analysis was used to evaluate the impact of social media campaigns and 

influencer partnerships on each dimension of destination brand equity. 

 

4. RESULTS AND DISCUSSION 

4.1 Demographic Characteristics of Respondents 

The demographic profile of the 70 respondents provided several key insights. Most 

respondents (60%) were aged 21–30 years, followed by 25% aged 31–40 years, and 15% above 40. The 

sample consisted of 55% male and 45% female participants. In terms of education level, the majority 

(70%) held a Bachelor’s degree, while 20% had a high school diploma and 10% a Master’s degree. 

Additionally, over 80% of respondents reported familiarity with East Java as a tourist destination, 

primarily through social media and influencer-generated content. 
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4.2 Descriptive Statistics 

Respondents generally rated social media tourism campaigns and influencer partnerships 

positively, with social media tourism campaigns receiving an average rating of 4.2 out of 5, reflecting 

high engagement and quality. Influencer partnerships were rated 4.0 out of 5, with relatability and 

authenticity identified as key strengths. The overall perception of destination brand equity was rated 

at 4.3, indicating strong awareness, perceived quality, and loyalty among respondents. 

4.3 Reliability Analysis 

The reliability analysis indicated high internal consistency, as the Cronbach’s alpha values 

for all variables exceeded the acceptable threshold of 0.7. Specifically, the reliability coefficient for 

social media tourism campaigns was α = 0.85, for influencer partnerships α = 0.88, and for destination 

brand equity α = 0.91, confirming the robustness of the measurement instruments. 

4.4 Correlation Analysis 

The correlation analysis revealed significant positive relationships between the variables, 

indicating that social media tourism campaigns and influencer partnerships play a crucial role in 

strengthening destination brand equity. Specifically, the relationship between social media tourism 

campaigns and destination brand equity was strong (r = 0.78, p < 0.01), while influencer partnerships 

also showed a significant positive correlation with destination brand equity (r = 0.74, p < 0.01), 

highlighting their combined impact on enhancing brand awareness, perceived quality, and loyalty. 

4.5 Regression Analysis 

Regression analysis was conducted to assess the impact of social media campaigns and 

influencer partnerships on destination brand equity. The model summary showed an adjusted R² 

value of 0.68, indicating that 68% of the variance in destination brand equity could be explained by 

these independent variables, demonstrating a strong predictive relationship. 

The regression coefficients further confirmed the positive and significant effects of both 

variables. Social media tourism campaigns had a coefficient of β = 0.45 (t = 6.12, p < 0.01), while 

influencer partnerships had a coefficient of β = 0.38 (t = 5.45, p < 0.01), supporting hypotheses H1 and 

H2. These results highlight the substantial role of social media and influencer collaborations in 

shaping destination brand equity. 

Discussion 

1. Social Media Tourism Campaigns and Destination Brand Equity 

The results demonstrate that social media tourism campaigns significantly influence 

destination brand equity. This finding aligns with previous studies by [21] and [20], which 

emphasized the role of visually engaging content and interactive platforms in enhancing brand 

awareness and perceived quality. In the case of East Java, well-crafted social media campaigns 

showcasing attractions like Mount Bromo, cultural festivals, and traditional cuisines have effectively 

captured the attention of potential tourists. 

The high engagement levels reported by respondents suggest that interactive elements, such 

as polls, live sessions, and user-generated content, contribute to strengthening brand loyalty. These 

findings underscore the importance of a strategic approach to social media campaigns, with a focus 

on storytelling, consistency, and audience engagement. 

2. Influencer Partnerships and Destination Brand Equity 

Influencer partnerships also positively and significantly impact destination brand equity. 

Influencers’ ability to create authentic and relatable content plays a crucial role in building trust and 

fostering positive perceptions among their audiences. These findings support the work of [22] and 

[23], who highlighted the value of influencer marketing in enhancing destination branding efforts. 
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For East Java, collaborations with travel influencers have amplified its visibility and appeal 

by showcasing unique experiences through a personal lens. Respondents noted that influencers’ 

endorsements made them more likely to trust the destination’s offerings and consider visiting. 

However, selecting influencers whose content aligns with the destination’s brand identity remains 

critical to maximizing the impact of such partnerships. 

3. Combined Impact of Social Media Campaigns and Influencer Partnerships 

The combined use of social media campaigns and influencer partnerships creates a 

synergistic effect that enhances destination brand equity more effectively than either strategy alone. 

The integration of professionally produced content with influencer-generated narratives allows for 

a multi-dimensional approach to destination branding. 

This synergy aligns with [24] findings, which highlighted the complementary nature of these 

strategies in driving engagement, strengthening brand associations, and fostering loyalty. For East 

Java, leveraging this combination can address challenges such as competition from other 

destinations and the need for consistent branding. 

4. Implications for Tourism Marketing in East Java 

The findings have several practical implications for tourism marketers and policymakers in 

East Java: 

a. Investing in high-quality visuals, interactive features, and compelling narratives can 

further boost engagement and brand awareness. 

b. Collaborating with influencers whose values and content align with the destination’s 

brand can enhance authenticity and relatability. 

c. Combining social media campaigns with influencer partnerships can create a cohesive 

and impactful branding strategy. 

By implementing these strategies, East Java can strengthen its destination brand equity, 

attract more visitors, and achieve sustainable growth in its tourism sector. 

 

CONCLUSION 

This study highlights the critical roles of social media tourism campaigns and influencer 

partnerships in enhancing destination brand equity for East Java. Social media campaigns were 

found to significantly impact brand awareness, perceived quality, and loyalty by providing 

engaging and visually appealing content. Influencer partnerships further contributed to brand 

equity by building trust and relatability through authentic endorsements. 

The combined use of these strategies creates a robust branding framework that enhances 

East Java's competitive positioning in the tourism market. For effective implementation, tourism 

stakeholders should focus on producing high-quality, consistent content and collaborating with 

influencers whose messaging aligns with the destination's identity. By leveraging these findings, 

East Java can strengthen its brand equity, attract more visitors, and achieve long-term sustainability 

in its tourism sector. 

Future research could explore the effects of emerging technologies, such as virtual reality 

and artificial intelligence, in further enhancing destination branding. Additionally, studies with 

larger sample sizes and comparisons across different destinations could provide deeper insights into 

the generalizability of these findings. 
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