DIGITAL TOURISTS:
THE MOST INFLUENTIAL
TOURISM BRANDS ON
SOCIAL MEDIA
2019

by apple tree communications

YOUR HOLIDAYS ARE JUST A CLICK AWAY!

WHY DON’T WE GO SOMEWHERE?
Holidays – the most prized part of our year. Thanks to the wonder of
modern technology we can leave the familiar behind us in a
matter of hours and take advantage of one of the world’s fastest
growing industries: tourism.
In 2017, the profits of tourism exceeded $1,340bn which was
generated by over 1,322 million international travellers, posting
results that exceeded those of automobiles, food and even oil*.
THE POWER OF SOCIAL MEDIA
But where? You don’t just pick a place out of thin air; there’s
always a reason. How do we come up with this final destination?
What factors come into our decision? And what effect does social
media have on our choice of destination?
And we’re not just interested in where people go. How do they get
there? And what sort of accommodation do they choose and
why? In an age where social media is a significant tool for
influence, the way the tourism industry handles its social media can
make all the difference. In this #SocialScene, we seek to find out if
popularity in real life translates into popularity on social media, and
which are the places that perform best in the game of online
influence.

HOW WE DID IT... We analysed over 1,000 profiles related to tourism on social networks: from hotels to museums, whole countries to individual airlines. Using
these results, we created a set of rankings where we compare visitor numbers (or a similar figure) with followers on social media, look at the strongest
performers, and examine the various competing theories for online success.
*Source: UNWTO
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WORLD’S TOP TOURIST
DESTINATIONS: COUNTRIES
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RANKING OF THE
MOST FOLLOWED
COUNTRIES ON
SOCIAL MEDIA

WHERE SHOULD WE GO?
Tourism in Europe led the charge
as the fastest growing region in the
world in 2017 and welcomed 671
million international tourists*. It
comes as no surprise, therefore,
that five of the top ten
destinations are in Europe. On the

COUNTRIES MOST VISITED

VIVA MEXICO
When considering these two
rankings (visitors vs. followers), it is

Nº OF VISITORS
IN 2017

MOST FOLLOWED COUNTRIES ON SOCIAL MEDIA

1.

France

86.9M

USA

2.

Spain

81.8M

Mexico

3.

USA

75.9M

UK

4.

China

60.7M

Germany

5.
6.
7.
8.
9.
10.

Italy
Mexico
UK
Turkey
Germany
Thailand
*Source: UNWTO Tourism Highlights 2018 Edition
**Source: Skift

important to take into account
both sets of results. Although the
USA leads the social media
ranking by a margin, Mexico
comes close despite welcoming
only 40 million visitors compared to
76m for the USA.

social side, the USA has the most
followers on social networks, fully
justifying this year’s $19.6m tourism
budget**.

58.3M
39.3M
37.7M
37.6M
37.5M
35.4M

Spain
Thailand
France
Italy
China
Turkey

1% 2%

2% 6%

6.97M

92%

9% 9%

2% 8%

Nº OF
FOLLOWERS

97%

6.03M

82%

4.08M

90%

2.95M

12% 16% 72%

2.46M

2% 4% 94%

2.29M

1% 5% 94%

1.78M

18% 18% 64%

714,115

21% 17% 62%

42,633

20% 3% 77%

7,450

apple tree communications analysis
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Facebook
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WORLD’S TOP TOURIST DESTINATIONS: COUNTRIES

HOW DO THEY DO IT?
The Mexico accounts are much
more active than their
competitors, publishing with
greater frequency. The posts are
also well targeted; always
including one of their hashtags:
#VisitMexico, #AWorldOfItsOwn,
#FoundInMexico,
#LosOjosDeMexico and
#ViajemosPorMexico. In
September alone, they posted 17

tweets, 36 posts on Instagram and
57 on Facebook. The content is
also more developed and
engaging than other feeds, with
collections of photos describing
different aspects of a certain
location (see example), centred
on their cultural significance,
natural beauty and gastronomy.
They also encourage their
followers to contribute to their

Instagram feed with their own
photos and experiences which
lends a personal and human
touch and increases follower
engagement.
Across the board, Facebook was
by far the most successful platform
for these tourism authorities with
over twelve times the total number
of Instagram followers.
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WORLD’S TOP TOURIST
DESTINATIONS: CITIES

TOP 5 MOST INFLUENTIAL CITIES ON SOCIAL MEDIA

1.

DUBAI
7,512,597

2.

3.

SINGAPORE
3,439,655

4.

5.

NEW YORK
1,552,133

HONG KONG
5,787,296

LONDON
2,416,898

FOLLOW ME TO... DUBAI
The desert metropolis of Dubai, with over 7 million followers, tops the social media ranking by a significant margin. Dubai
welcomed around 15m visitors last year which makes for a very impressive 2:1 visitor to follower ratio.

CITIES MOST VISITED

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Hong Kong
Bangkok
London
Singapore
Macau
Dubai
Paris
New York
Shenzhen
Kuala Lumpur

Nº OF VISITORS
IN 2017

26.6M
21.2M
19.2M
16.6M
15.4M
14.9M
14.4M
12.7M
12.6M
12.3M

Source: Euromonitor International: Top 100 City Destinations Ranking. WTM
London 2017 Edition

MOST FOLLOWED CITIES ON SOCIAL MEDIA

Dubai
Hong Kong
Singapore
London
New York
Paris
Macau
Kuala Lumpur
Shenzhen
Bangkok

2% 13%

85%

12% 8%

2% 10%

Nº OF
FOLLOWERS

7.5M

80%

5.7M

88%

3.4M

28% 19% 53%

2.4M

32% 20% 48%

1.5M

29% 37% 34%

1.1M

0% 2% 98%

84,679

1% 2% 97%

4,112

100% 0% 0%

2,269

0% 0% 0%

0

apple tree communications analysis
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HOW DO THEY DO IT?
So, what is so great about
Dubai’s feeds? They post videos
with animated overlays which
bring their content to life and
lend it a friendly touch.
@VisitDubai are excellent at
replying to comments and
mentions on Instagram and

Facebook and they often post
content created by their
followers or collaborators
strengthening the human
element of their interactions.
In addition to the engaging
content, the accounts are
regularly updated; with 32

tweets, 45 Instagram posts and
7 posts on Facebook in
September 2018 alone.
#VisitDubai and #Dubai are the
only hashtags used which results
in a focused message that
never fails to remind the
audience of the ultimate goal.

Source: Euromonitor International: Top 100 City Destinations Ranking. WTM London 2017 Edition

06

03.

TRAVELLING... BY PLANE

Airline

Followers

apple tree communications analysis

If we were to rank the airlines by
number of destinations, the list
would look very different.
Companies like United Airlines and
American Airlines serve more than
700 destinations between them,

AIRLINES THAT OPERATE IN MORE
COUNTRIES

flights can reach many more
countries and audiences. We
have ranked them according to
countries served to avoid skewing
the results in favour of these
internal carriers.

but these US services fly to many
domestic destinations which
diminishes their international
exposure compared to their
European or Middle Eastern
counterparts whose short-haul

Nº OF
COUNTRIES

MOST FOLLOWED AIRLINES ON SOCIAL MEDIA
8% 12%

Nº OF
FOLLOWERS

80%

17.2M

79%

15.8M

68%

14.6M

120

Qatar Airways

2. Air France

90

KLM

3. British Airways

82

Emirates

8%

4. Qatar Airways

77

Turkish Airlines

13% 9%

77

Air France

4% 9%

87%

8.3M

77

Delta Airlines

27% 14% 59%

5.2M

1.

5.

Turkish Airlines

Emirates

6. Lufthansa

15% 6%

24%

78%

13.6M

7.

KLM

72

British Airways

23% 15% 62%

5.0M

8.

United Airlines

58

Lufthansa

8% 18% 74%

4.9M

9.

American Airlines

57

American Airlines

32% 18% 50%

4.6M

55

Ryanair

9% 7% 84%

4.2M

10. Delta Airlines
*Source: OAG Schedules Analyser

pple tree communications analysis
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Instagram
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TRAVELLING... BY PLANE

DOHA, DUBAI OR ROYAL DUTCH
Qatar Airways, Emirates and KLM
demonstrate their mastery of
social media, performing much
better in the social ranking than
the countries served. In terms of
techniques, both KLM and
Emirates are excellent at
creating accessible,
human-oriented feeds. KLM
recently posted a photo showing
a father and his two young sons
in a light aircraft and a snap
from 20 years later with all three
of them as the crew of a KLM
commercial flight (see example).
Through this content, KLM shows
that it keeps families together

both in its own team and for its
customers which is exactly the
kind of heart-warming, intimate
message that appeals to a wide
audience. Similarly, Emirates
regularly posts about its crew
and their individual stories, such
as the first all-Ghanaian flight
crew, creating a uniquely
personal image.
Qatar Airways’ feeds, despite
being the most successful, do
not follow in the same vein. Their
posts largely focus on features
of their amazing destinations,
state-of-the-art planes and
partner sports teams, but they

also excel in their leveraging of User
Generated Content (Qatar were
ranked number one in the KP
Internet Trends Report 2017 for their
use of UGC). UGC and customer
engagement can be equally
important when it comes to social
media performance, since much of
the communication between
customer and brand now takes
place online. Qatar often performs
excellently on customer service
evaluations and came in 2nd on the
Skytrax world’s best consumer
airlines, while Emirates comes in 4th
in the same ranking and KLM 19th.
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TRAVELLING... BY SEA
TOP 5 CRUISE LINES WITH MOST FOLLOWERS ON SOCIAL MEDIA

1

3

5

CARNIVAL
CRUISE

MSC
CRUISES

COSTA
CRUISES

5,427,424

2

4

4,933,942

ROYAL
CARIBBEAN
CRUISES LTD.

NORWEGIAN
CRUISE LINE

3,007,486

5,419,264

For many travellers it’s not just about
getting from A to B; they want a
more complete experience as they
travel. One way of achieving this is
to hop on a cruise ship, equipped
with every entertainment imaginable
and watch the picturesque coastline
slip away.
As far as the cruise line market is
concerned, 6 out of the top 10

COMPANIES RANKED BY FLEET
CAPACITY

companies (in terms of capacity)
are managed by Carnival
Corporation (Princess, Costa, P&O,
Holland America, Cunard and
Carnival itself). Royal Caribbean is
the other big hitter when it comes
to capacity with over 70.000
passenger berths on offer in its
fleet. It is doubly impressive
therefore that MSC Cruises
manages to approach the golden

TOTAL
PASSENGER
CAPACITY

5 million follower mark laid down
by the two giants, considering that it
has just over half of the total
capacity. MSC’s feeds are
characterised by a mixture of
destination photography as well as
photos taken on board. Their
Instagram feed is well curated and
gives a flavour for the variety to be
enjoyed when you next travel the
high seas.

MOST FOLLOWED COMPANIES ON SOCIAL MEDIA
4% 9%

1.

Royal Caribbean Cruises Ltd.

84,700

Carnival Cruise Line

2.

Carnival Cruise Line

71,300

Royal Caribbean Cruises Ltd.

3.

Norwegian Cruise Line

46,600

MSC Cruises

4.

MSC Cruises

44,600

Norwegian Cruise Line

5.

Princess Cruises

42,000

Costa Cruises

6.

Costa Cruises

29,200

Princess Cruises

7.

P&O Cruises

26,800

Holland America Line

8.

Holland America Line

25,900

Star Cruises

9.
10.

2,626,745

87%

NUMBER OF
FOLLOWERS

5.4M
4% 13%

83%

1% 5%

94%

5% 13%

5.4M
4.9M

82%

3.0M

1% 2% 97%

2.6M
7% 9% 84%

2.4M

6% 4% 90%

1.6M
0% 2% 98%

1.0M
7% 7% 86%

Star Cruises

8,500

1.0M

P&O Cruises
25% 6% 69%

Cunard Line
Source: Wikipedia

6,700

291,729

Cunard Line
apple tree communications analysis
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WHERE TO SLEEP?

RANKING OF THE MOST FOLLOWED HOTELS ON SOCIAL NETWORKS

1

MARRIOTT HOTELS

2

HILTON HOTELS & RESORTS

3

RIU (all subbrands)

4

IBIS HOTELS

5

SOFITEL HOTELS

3,196,749

2,031,263

1,835,881
1,360,040

LIVING IT UP IN THE DIGITAL
While we might prefer to save
money and stay in mid to low-end
hotels when we go on holiday,
when it comes to social media, it is
much more fun to follow the
accounts that cater to our
aspirations to affluence. At least,
this is what our analysis
suggests…more economical
choices like Premier Inn and Best
Western headed the room offerings
in Europe last year and luxurious
choices such as the Ritz Carlton
HOTELS WITH THE LARGEST
NUMBER OF ROOMS IN EUROPE

1.

Ibis

2. Best Western
3. Premier Inn
4. Mercure
5.

2,382,605

Holiday Inn

and Sofitel performed best in
the room to follower ratio,
showing where the social media
nous truly lies. The luxury feeds
feature picturesque photos of
the “new horizons their guests
can explore” or the “sensory
indulgence on offer at the
gourmet hotel-restaurant”
accompanied by arty French
taglines (Sofitel, adapted)
whereas budget options feature
the latest discounts or focus
primarily on loyalty points. This isn’t

Nº OF ROOMS
IN 2017

MOST FOLLOWED HOTELS ON SOCIAL MEDIA
9% 10%

82,342

Marriott Hotels

82,000

Hilton Hotels & Resorts

69,297

12%10%

78%

8% 7%

85%

3.1M
2.3M
2.0M

0% 0% 100%

63,945
46,024

1.8M

Ibis
1% 7% 92%

1.4M

Sofitel
16% 33%

45,600

The Ritz Carlton

7.

Ibis Budget

44,916

Best Western

8.

Novotel

44,469

Holiday Inn

9.

Hilton Hotels & Resorts

42,500

Holiday Inn Express

40,750

Renaissance Hotels

Source: The Hotel Brands Report 2018, by Hotel Analyst

Nº OF
FOLLOWERS

81%

Riu (All Subbrands)

6. Radisson Blu

10. Scandic Hotels

to say that Sofitel only use specially
curated photos, the majority of their
Instagram feed (@sofitel) is credited
to this or that guest, combining the
brand’s chic look with lots of user
generated content (UGC). Another
UGC expert is the Radisson Hotel
Group whose #Bluview Instagram
highlights campaign contains
hundreds of photos all taken by
and featuring their guests. These
campaigns bring brands closer to
their customers and give the
companies great visibility.

51%

1.3M

7% 2% 91%

1.2M

10% 4% 86%

1.1M

0% 2% 98%

1.0M

12% 4% 84%

1.0M

apple tree communications analysis

Twitter

Instagram
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WHERE TO SLEEP?

AIRBNB ALTERNATIVES
Of course, it would be unfair to
compare hotels to short-term
housing rental companies in
terms of the services they offer,
but they are trying to achieve the
same goal: convincing people to
come and stay in their rooms. In
this respect, companies like
Airbnb have a huge content

advantage over the
aforementioned hotel chains with
over 4 million properties listed
each with an owner, keen to
show off their home. However,
the content advantage enjoyed
by these companies does mean
that hotel feeds tend to achieve
greater continuity and a more
consistent tone and construction.

It’s not all about the properties
though…Airbnb’s design team
also has its own Instagram with
28k followers
(@airbnbdesignteam) where they
talk about the team’s side
projects, the design events and
give a more rounded insight into
one of the world leaders in the
sharing economy.

RANKING ACCORDING TO THE NUMBER OF
FOLLOWERS ON SOCIAL MEDIA

1.
2.
3.
4.
5.
6.

Airbnb

Nº OF
FOLLOWERS

79%

18.8M

2% 4% 94%

Homeaway

3.8M
7% 12% 81%

Couchsurfing
Vrbo
Flipkey
Wimdu

7.

Toprural

8.

One Fine Stay

9.

3% 18%

9flats

10. Tripping

1.0M
3% 3% 94%

680,333
4% 1% 95%

323,197

3% 1% 96%

322,894
14% 4% 82%

193,739
6% 49% 45%

181,441
5% 0% 95%

147,625
7% 7% 86%

108,171
apple tree communications analysis
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06.
1

ONLINE TRAVEL AGENCIES
TOP 5 TRAVEL
AGENCIES ON
SOCIAL MEDIA

5

3

2

4

BOOKING

TRIVAGO

HOTELS.COM

EXPEDIA.COM

HOMEAWAY

14,509,378

13,772,448

7,908,088

3,818,948

3,378,258

apple tree communications analysis

Who remembers the last time they physically went to a
Travel Agent? Didn’t think so. Lots of these websites will
definitely ring a bell, though. For this #SocialScene, we
thought it would be good to consider the sites that do
it all for you: from door to door, totally sorted.
ONLINE AGENCIES
We can make a similar distinction between agencies
like Agoda or Orbitz and the top two as we did
between the Best Westerns and Sofitels of the hotel
world (see hotel section). Agoda’s photo composition
is less refined and they often resort to animated
overlays. These make the feeds more accessible but
also less aspirational: why find out “Where you can
jump ‘n’ jive in Bangkok” (Agoda) when you can “Live
the California dream” and “Relax poolside under
swaying palm trees and take in dazzling views of the
Pacific” (Booking). Booking uses photos from its
followers with quotations or explanations, which make
the experiences not only more real but somehow more
achievable.
Trivago uses many more hashtags than Booking,
sometimes reaching 30 tags per post. This is entirely the
opposite to Booking’s minimalist approach: using only
#Bookingyeah. Finally, Booking is one of the only
providers to use their Instastory archive, creating tailored
lists of their top destinations with some classic Instagram
editing tools. In a digital environment where excellent
picture quality and exotic locations are the norm,
Booking ’s feeds exhibit the sort of developed and
detailed content that takes them that one step further.

RANKING BY NUMBER OF FOLLOWERS ON SOCIAL MEDIA
Nº OF
FOLLOWERS

1.

3. Hotels.com
4. Expedia.com
Homeaway

6. Agoda
7.
8.
9.

94%

1% 3%

96%

14.5M

Booking

2. Trivago

5.

1% 5%

1% 1%

98%

5% 3%

92%

13.7M
7.9M
7.6M

2% 4% 94%

3.8M

1% 4% 95%

3.3M

27% 1% 72%

2.8M

Kayak
18% 4% 78%

893,636

Orbitz
Priceline.com

10. Travelocity

11% 2% 87%

821,870

27% 5% 68%

802,256

apple tree communications analysis

Twitter

Instagram

Facebook
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07.

WORLD’S TOP TOURIST
DESTINATIONS: MUSEUMS

1. Museum of Modern Art
(NewYork)

2. Metropolitan Museum
of Art (NewYork)
3. Tate Modern (London)

RANKING OF MOST
FOLLOWED
MUSEUMS ON
SOCIAL MEDIA
4. Louvre (Paris)

MOST VISITED MUSEUMS

1.
2.
3.

Louvre (Paris)
National Museum of China (Beijing)
Metropolitan Museum of Art (NY)

5. British Museum (London)

Nº OF VISITORS
IN 2017

MOST FOLLOWED MUSEUMS ON SOCIAL
MEDIA

8.1M

Museum of Modern Art (NY)

8.0M
7.0M

48%

40%

59%

Louvre (Paris)

5.

National Sept. 11 Museum (NY)

6.8M

British Museum (London)

6.

Vatican museums (Vatican)

6.4M

Van Gogh Museum (Amsterdam)

7.

Shanghai Science and Technology Museum
(Shanghai)

8.

Smithsonian National Museum of Natural History
(Washington DC)

10.

British Museum (London)
Tate Modern (London)
*Source: TEA/AECOM Global Attractions Report 2017

5.9M
5.6M

28%

11.2M
8.8M

13%

8.3M
25% 34%

7.0M

9.

21%

Tate Modern (London)

National Air and Space Museum (Washington DC)

6.0M

29%

18%

Metropolitan Museum of Art (NY)

4.

6.4M

34%

Nº OF
FOLLOWERS

41%

5.7M

43% 26% 31%

4.6M

36% 18% 46%

4.5M
76% 8% 16%

2.9M

Natural History Museum (London)
Victoria and Albert Museum
(London)

48% 30% 22%

2.8M
33% 33% 34%

2.7M

National Gallery (London)
49% 13% 38%

2.4M

Museo Nacional del Prado (Madrid)
apple tree communications analysis

Twitter

Instagram

Facebook
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WORLD’S TOP TOURIST DESTINATIONS: MUSEUMS

DIGITAL ART
When it comes to museums on social media, it
would be unfair to expect purely historical Museums
to keep up with institutions like the Tate Modern or
the Museum of Modern Art. Social media is a very
visual platform. Despite the fact that Twitter (the
least visually oriented network surveyed) is the most
popular network for museums, virtually every post
on the various feeds involves a visual element. As a
result, it is the museums with visually attractive

THE FEED THAT NEVER SLEEPS
The Museum of Modern Art, New
York (MoMA) maintains Twitter,
Instagram and Facebook feeds
that function more or less in
concert with one another; producing two to four posts per day.
These range from event and
exhibition announcements to
topical campaigns, courses for the
public and brief explanations of
individual works and are always
accompanied by an image or
video. In line with the majority of
museums surveyed, the most
successful feed for MoMA is their

installations that tend to perform better. We can see
this reflected in the follower numbers; seven out of the
top ten are primarily concerned with art. Notable
amongst these seven are the Museum of Modern Art
which tops the ranking by nearly two and a half million
followers and has five million followers on Twitter alone,
and the Van Gogh Museum which has an astonishing
four and a half million followers despite its comparatively low visitor numbers (2.3 million in 2017).

Twitter feed (as shown) where they
have over five million followers.
Text-heavy explanations of events
and exhibits attached to a single
photo are more suited to Twitter’s
240-character format than those
of Facebook or Instagram.
Similar to the MoMA, the Van
Gogh Museum’s most successful
posts centre around the
best-known works in their collections. This particular tactic is
extremely effective since so many
of Van Gogh’s works are widely
recognized. The frequency of the

three social feeds is also synchronised to a degree but different
images are used depending on
the social platform. The typical
format of a post is an image of a
painting along with an explanation of a key feature and how it
relates to the artist’s work and life
as a whole (see example). This
didactic element particularly sets
the feed apart from the MoMA
posts which tend towards a more
descriptive tone designed to draw
interest to an event or exhibit,
limited by its duration in the
collection.

Source: TEA/AECOM Global Attractions Report 2017
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08.

TRAVEL COMPANIONS: INFLUENCERS
Sometimes we struggle to find inspiration for
where exactly we want to go. We could talk
to friends and family, but no one really wants
to hear about Aunt Maud’s latest weekend in
the Wirral or your ex’s trip to Paris with their
new squeeze. However, now we can find
answers elsewhere. Influencers perform a
unique role in consumer marketing; providing
a bridge between larger brands and the
individual user. Rather than put their trust in a
faceless corporation, followers are much more
likely to engage with influencers and micro-influencers (under 10,000 followers) who can put
the human element back into their own
endorsements. Here we give a brief snapshot
of three top travel influencers, each with their
own unique style.
The dominant platform amongst travel
influencers is Instagram and the composition
and combination of photos is of the utmost
importance. Some influencers also use
YouTube, posting their own content in vlog
format, a platform where Louis Cole (UK) has
had particular success. Daily updates from
Cole’s weird and wonderful vacations delivered in his unique relatable style has resulted in
a following of nearly 5 million (2 million of
which come from YouTube).
However, video is far from the only format that
can make a travel influencer famous. Murad
and Natalia Osmann (Russia) present their
travels through the eyes of “two ordinary
travellers”. Their trademark photographic
composition (pictured), which arose from
Natalia always having to drag her husband
around on holiday while he stopped to take
photos, has become a hallmark of their
success.
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TRAVEL COMPANIONS: INFLUENCERS

NAME

NAME

Louis

Kiersten

SURNAME

SURNAME

SURNAME

NACIONALITY

NACIONALITY

UK

USA

SPECIALITY

SPECIALITY

SPECIALITY

RECENT DESTINATIONS

RECENT DESTINATIONS

RECENT DESTINATIONS

Murad & Nataly
Osmann

Cole

Russia
Photography, unique story
China, Dagestan, Paris

INSTA:

NAME

@muradosmann

FOLLOWERS:

Rich
NACIONALITY

Vlogging, inspirational

Lifestyle, all rounded

Italy, California
4.3M

INSTA:

@funforlouis

Cape Town, Australia
FOLLOWERS:

1.4M

INSTA:

@theblondeabroad

FOLLOWERS:

545K

ABOUT:

ABOUT:

ABOUT:

Murad and Nataly Osmann are well-known for incredible
travel photos and their trademark composition and caption:
Follow me to… Posts feature Nataly wearing the latest
fashions and reguarly end with a question, inviting further
engagement.

Louis is the traveller we all want to be. Not only is his feed
full of amazing photos but he is the cool friend you've
always wanted to have. Backflipping off a jeep whilst on
safari, kayaking on a lake surrounded by mountains, diving
with enormous rays, always accompanied by his girlfriend
Raya.

Travel influencers tend to be oriented towards lifestyle or
photography. Kiersten is probably the most "lifestyle" of our
influencers. In her "the blonde abroad" feed, Kiersten posts
a brief snapshot or two of each location featuring herself
and a desirable backdrop, with a chatty and engaging
caption.

SLOGAN:

Follow me to...

SLOGAN:

Live the adventure

SLOGAN:

The blonde abroad
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TRENDS

FACEBOOK, INSTAGRAM OR TWITTER?
Facebook was the most popular
platform for tourists in almost all
our categories except for
Museums (Twitter) and
Influencers (Instagram). Looking
at the various audiences, it is
clear that these categories are
more associated with certain
age demographics. Instagram
users tend to be younger as do
those who follow influencers,
while Twitter has a stronger
record with older users and is

DISTRIBUTION OF TOTAL FOLLOWERS
well adapted to daily museum
content (combinations of text
and a single photo). The
content itself also has an
effect, with holidays and
influencers benefiting from
more visually attractive feeds
and museums relying on
explanatory text to complete
their media.

14%
14%

72%
Twitter

Instagram

Facebook

apple tree communications analysis

THE MAGIC OF UGC
As the KP Internet Trends Report 2017 states: effective
UGC can generate 6.9x higher engagement than
brand-generated content on Facebook. But what does
the tourism industry have in common with UGC giants
like GoPro or Red Bull? They both rely on experiences
shared. They could be experiences like flying down a
mountainside or free running through an urban sprawl
which wow audiences and generate many impacts. But
they could also be highly relatable customer
experiences: videos of family holidays, an incredible
panorama taken from a hotel balcony or a selfie before
a long-haul flight. UGC allows us to live vicariously
through our screens and generates high levels of
engagement which brands can use to their advantage.

ONLY HUMAN?
One of the great things about the influencer industry is
the human element. The success of influencers is built
on the fact that people are much easier to relate to
than products, destinations or airlines. Over the course
of this study, we have seen a correlation between the
level of human content of social media feeds and their
relative success. Feeds like KLM Royal Dutch Airlines,
that can produce heart-warming human stories of a
family’s long-standing relationship with the brand, can
bring themselves much closer to their customers and
create a more positive customer experience as a
result.

17

The importance of online influencers
continues to grow in tandem with the use
and spread of social networks. At apple tree
we have spent five years analysing the social
networks, people and brands that most
influence our surroundings. This ongoing
study has enabled us to develop a new part
of our digital operations which specializes in
identifying true influence, basing it not only
on the number of followers but also on the
capacity of certain individuals and brands to
create or identify content with a high sharing
potential on social networks.
The importance of social influence is greater
than ever and it is considered an essential
element in the development of digital or
integrated communications campaigns.

WHAT IS SOCIALSCENE?
It is a study published by apple tree
communications in which we analyse the
evolution of social networks.

WHAT WE FOLLOW:
Influencers, the most followed people in
the world
What brands are leading social networks
What is being talked about on social
networks
Innovations in the world of social
communication

W E M A KE B R A N D S M E A N I N G F U L T O P E O P L E
We believe that understanding people is the basis for strategic communication because
only when you truly reach people can you effectively communicate, motivate, mobilise
and, ultimately, sell to them.

appletreecommunications.com
info@homeatc.com

FOLLOW US ON

by apple tree communications
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