
 

 

 

 

 

Decoding the Rainbow with Machine Learning:  

Discovering LGBTQ+ travel preferences and needs through 

Instagram Influencers’ pictures 

 

 

 

MASTER THESIS 

 

 

for obtaining the academic degree  

Master of Arts 

 

 

INNOVATION AND MANAGEMENT IN TOURISM 

Salzburg University of Applied Sciences 

 

 

 

 

Student : Josue Steele Aizpurua Alvarado, 1910649004 

Supervisor: Prof. Dr. Roman Egger 

Degree Programme: Innovation and Management in Tourism 

 

 

 

Salzburg,  02. 11. 2021  



II 

 

 

Declaration on oath 

I hereby declare on oath that I have written this dissertation/master’s thesis on my own and 

without external assistance and have used no other source materials or aids than those listed. 

Furthermore, I hereby affirm that I have identified any text or content taken from the source 

materials used accordingly. 

 

To date, this paper has neither been submitted to any other examination board, in this country 

or abroad, nor published in an identical or similar form. 

 
 

02. 11. 2021 

  

Date Signature 

  



III 

 

 

Abstract 

The prominence of the LGBTQ+ community in society is growing, as the acceptance of their 

lifestyle. The LGBTQ+ community's financial strength is rising, with earnings 19% greater than 

heterosexual households, putting more value on the "pink dollars" and increasing their de-

mand for leisure travel. LGBTQ+ travel motivations, needs, patterns, and expectations are 

under-researched. This study aims to determine which picture and travel attributes are more 

appealing to LGBTQ+ travelers by decoding the user-generated content of LGBTQ+ Insta-

gram travel influencers using machine learning methods and comparing the results to the en-

gagement rate of followers with the content. The results of this study reveal that LGBTQ+ 

individuals have different travel needs and feel attracted to different photography destination 

attributes, even though they are part of the same community. Selfies, gay couple pictures, and 

natural landscapes pictures seem to be highly attractive for gay men, while lesbians appreci-

ate beach images showcasing romantic couples and signs of affection. The findings of this 

study help to address a research gap in the field of LGBTQ+ tourism studies by providing 

relevant data that can be used strategically to build tailored marketing efforts for LGBTQ+ 

travelers and improve their travel intention.  

  

 

Keywords: LGBTQ+ tourism, gay traveling, influencers marketing, social media marketing, 

LGBTQ+ tourism marketing, machine learning, clustering. 
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1. Introduction 

“Every gay and lesbian person who has been lucky enough to survive the turmoil of growing 

up is a survivor. Survivors always have an obligation to those who will face the same challenge” 

(Bob Paris, n.d.) 

The acronym LGBTQ+ was created in 1996 and stands for lesbian, gay, bisexual, transexual, 

transgender, and queer persons, with the plus sign serving as an inclusive signifier of the other 

queer identities to be included under this umbrella. The term umbrella has been added to sig-

nify the coming together of a broad group of people who are not represented in the current 

gender and sexuality conventions (Dyer, 2018; Merrill, Stieg & Savin-Williams, 2016).  

The LGBTQ+ community in the tourism field is under-researched (Hughes, 2006; Vorobjovas-

Pinta & Hardy, 2016). The tourism industry and academics have been hesitant to research and 

examine the LGBTQ+ tourism niche, even though it is gaining traction; some attribute this to 

the assumption that the academic world of tourism is firmly built on rational, objective, male, 

and heteronormative attitudes, which has caused the neglection of important themes linked to 

different bodies, genders, and sexualities; other assumptions express that researcher are hes-

itant to research LGBTQ+ individuals for fear of being tagged as part of the community (John-

ston, 2007). However, this is slowly changing to the increase in the LGBTQ+ community's 

social visibility and acceptance of their lifestyle in the current society (Hughes, 2006), and the 

increase in the demand for LGBTQ+ holidays has also increased the interest of the research-

ers to study this group in the tourism context (Vorobjovas-Pinta & Hardy, 2016).  

The research on gay and lesbian travel motivations, frequented destinations, and their travel 

preferences are limited (Clift & Forrest, 1999b) and it has been pointed out that understanding 

a target group's travel motivations is critical for tourism forecasting and planning since it ena-

bles for the achievement of travel expectations, which is linked to the target group’s satisfaction 

(Khan, 2013).  

The LGBTQ- consumer market is estimated to be worth $835 U.S. Dollars (Oakenfull, 2016). 

Studies show that the average yearly income of gays and lesbians is around $61,500 U.S. 

Dollars, which is 18.7 percent higher than the average American household income of $50,000 

U.S. Dollars. (Prudential Financial, Inc, 2012). Even though the LGBTQ population is consid-

ered a minority, studies show that they tend to be hyper-consumers that spend more than the 

average heterosexual individuals (Pritchard, Morgan, Sedgely, & Jenkins, 1998). LGBTQ+ in-

dividuals have a high degree of discretionary income, with 40 percent of gay men and 25 per-

cent of lesbians spending more than $500 U.S. Dollars a month on discretionary spending 

such as luxury items, dining out, entertainment, and travel. Gays tend to spend 75 percent of 

their discretionary salary on eating out, 67 percent on entertainment, and 52 percent on trav-

eling whereas Lesbians spend 71 percent on eating out 62 percent on entertainment activities, 

and 53 percent on travel expenses (Prudential Financial, Inc, 2012).  

Regarding traveling and tourism activities, data show that the LGBTQ+ population takes on 

average 3.1 leisure vacations per year, 1.5 business trips per year, and 2.2 family trips per 
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year. Additionally, it was reported that on average, LGBTQ+ travelers take four round trips and 

pay for eleven nights of accommodation per year. In regards to spending priorities, the study 

shows that spending money on a hotel in the right location, good meals at restaurants, and the 

quality of the hotel were the top priorities of LGBTQ+ travelers (Community Marketing & In-

sights, 2019a). These statistics show the power of the “pink dollar” and how relevant and im-

portant is to target the LGBTQ+ community with attractive marketing campaigns.  

Despite having same-sex attraction, gay men and lesbians have distinct demands and motives 

than heterosexual travelers, according to literature. Gay men are mostly motivated by gay so-

cial life and sex, culture and sight-seeing, and comfort and relaxation (Clift & Forrest, 1999b), 

and lesbians are often going on holidays with a partner, and prefer more low-key holidays far 

away from big gay spaces, that allows them to have a safe private space to cultivate their 

relationships (Hughes, 2006). LGBTQ+ travelers will only go to a destination that invites them. 

This invitation is created by selecting the appropriate wording, images, colors, and information 

that is relatable and valuable for them, placing it on a media that they recognize as being for 

them, and promising that all of these offers will be part of their experience while traveling and 

experiencing the destination (Levitz, 2006 as cited in Guaracino, 2007, pp. 5-6). Understanding 

their individual needs and motivations are keys for destinations to provide and improve the 

service provided to LGBTQ+ travelers, as well as design attractive marketing campaigns that 

suit this specific target market and up to this points the studies available are not sufficient 

(Guaracino, 2007; Hughes, 2006).  

This research aims to contribute to the research gap in the marketing field of LGBTQ+ tourism 

by identifying “What are the most attractive attributes in a destination for gay and lesbian trav-

elers?”. The researchers conducted a large literature review and connected different studies 

from other research fields to construct a methodology approach to determine what are the 

most appealing features in a destination for gay and lesbian travelers based on the picture 

content of gay and lesbian travel Instagram influencers. This study takes an inductive ap-

proach, by analyzing the pictorial user-generated content of gay and lesbian social media in-

fluencers, treating them with machine learning tools to classify and identify the main attributes 

in the pictures, group the similar attributes together, and comparing these attributes with the 

engagement rate of the pictures to unveil which photo characteristics are more attractive for 

gay and lesbian travelers, based on their intention to interact with the influencer pictures and 

their travel intention.   

The results of this study intend to fill the existing gap in the tourism industry’s knowledge of 

LGBTQ+ travelers' need and the main attributes that attracts and motivates them to travel. 

Furthermore, this study intends to give destination managers and markets fresh and new use-

ful information that can be utilized to create targeted marketing strategies that appeal to 

LGBTQ+ travelers.  

The following paragraph provided a brief overview of the structure of this project. Firstly, the 

introduction gives an overview of the context of the topic, the relevance of this study, highlights 

the research question, briefly mentions the methodology that will be used in the study to find 
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the answer to this question, and includes the research aims and objective. Secondly, in the 

literature review chapter the researcher dive into explaining the members of the LGBTQ+ um-

brella, their background histories, struggles, and some theories from different fields which aim 

to bring understanding to the reader about this target group and explain why they should be 

researched as individuals, moreover, the economic power, spending behavior, and travel be-

haviors of the LGBTQ community will be explained base on the available surveys to bring 

some inside of the economic impact that this niche group can bring to a destination. Following, 

LGBTQ+ tourism topics will be discussed, touching on the subjects of gay spaces, travel mo-

tivations, known preferences, and needs based on the risks that they face in their daily lives 

and while traveling. Furthermore, the power of social media and the engagement between 

social media influencers, followers, and brands will be explained, providing insides into how 

the engagement between a follower and the influencer is a useful tool to measure purchase or 

travel intention. Thirdly, the line of reasoning for this research is explained in the conceptual 

framework and hypothesis chapter. Fourthly, the methodology chapter will explain the research 

design and procedure used for the study such as sampling parameters for the influencers se-

lection, data crawling method, data treatment and processing, software and tools for analysis, 

machine learning algorithm used, clustering algorithms, and coding techniques. Fifthly, the 

results chapter presents all the results of the data analysis. Sixthly, the discussing chapters 

bring together the literature reviewed and the results to give them context and answer the 

research question. Additional interesting findings relevant to this study are also discussed and 

compared to the literature review. Finally, the conclusion brings the close to this thesis, by 

explaining the theoretical implications, managerial contributions, and explaining the limitations 

of this research and recommendations for future studies.   

As previously stated, the inclusion and development of theories regarding LGBTQ+ individuals 

in the tourism context are limited. As a result, this study will use an inductive approach to make 

sense of the collected data and develop results based on data observation, results reported 

from research directed in different fields such as marketing, sociology, psychology, and tour-

ism, and patter identified in the data.  

In the following chapter, the literature reviewed for this research will be explained in detail, to 

bring inside the information available and the topic researched regarding LBGTQ+ individuals 

and travelers, including their spending behaviors and market power. Additionally, topics re-

garding influencer marketing and tourism will be explained.  
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2. Literature Review 

2.1. The LGBTQ+ Umbrella – Definitions, backgrounds, and struggles. 

The LGBTQ+ is an acronym born in 1996, that represents an abbreviation for lesbian, gay, 

bisexual, transsexual or transgender, and queer people, the plus sign being an inclusive sym-

bol of other queer identities to be included under this umbrella. The term umbrella is added to 

represent the unification of a large community of individuals that are not represented in the 

current norms of gender and sexuality, that combine efforts to fight social issues affecting the 

community   

This chapter brings an overview of the LGBTQ world and the definition of important terms, 

such as the differences between gender, biological sex, and sexual orientation according to 

existing theories and academic definitions, the backgrounds of LGBTQ issues and movements 

through time, and how is standing nowadays. Finally, it dives into the topic of LGBTQ tourism 

as a niche market. The terms and theories explained in this chapter aim to bring clarity on why 

the LGBTQ market group is different from other market groups and therefore has different 

needs.  

 

2.1.1.  Gender, Sex, and Sexual Orientation. 

The term Sex can broadly be used to express either biological gender or the act of sexual 

intercourse. Jamison Green (2004) expresses that sex is a system to classify body types based 

on their reproductive capabilities and visual examination of the genital area, which are often 

called male or female, including intersex with the atypical genital area. Similarly, Harriet Dyer 

(2018) defines sex as visual and medical examinations that include sex organs, chromosome 

composition, and secondary visual characteristics such as body shape, hair distribution across 

the body, and others 

Kate Bornstein (1994), in contrast to Green (2004) and Dyer ( 2018), uses the term ‘gender 

assignment’ to explain the terms of the biological assignation of sex based on physical medical 

examination and the biological composition of the body. Additionally, the terms ‘gender biology’ 

was used by Baum (2016) to describe sex, and reinforce that sex and gender are not the same.  

Gender is a term that started to be used as a formal linguistics word to describe if an individual 

is masculine or feminine (Unger & Crawford, 1993). Nowadays, The Cambridge English dic-

tionary (Cambridge Business English Dictionary, 2021) stills define gender as the physical 

condition of being male or female, however, gender is a complicated term due to the complex 

diversity of levels of analysis (Unger & Crawford, 1993).  

Browne (2016a) points out the term gender binaries to the way society and norms point out 

that men and women are different from each other on a physical and biological level, not going 

into hierarchical details between the binary spectrum.  This definition views gender as a binary 

system that is ruled by social attributes, and sexual anatomy ( Hausman, 2001, as cited in 

Nagoshi, Nagoshi, & Brzuzy, 2014, p. 3) and creates a system of classification that classify 
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behaviors and characteristics as masculine or feminine (Green, 2004). This has also been 

described as gender attributions, which are cues that society uses when meeting someone for 

the first time to categorize whether the individual is a man or a woman based on behavioral 

attributes, physical factors, mythic cues, and power dynamics (Bornstein, 1994). 

This binary definition represents a problem due to the new research that point to the complexity 

of the chromosomal system among humans and cases where individuals are born with ambig-

uous bodies, genitals (e.g., intersex or hermaphrodites), and characteristics that do not fit into 

the binary system of sex and gender (Rosario, 2004; Preves, 2001; Wilson & Reiner 1998, as 

cited in Nagoshi et al., 2014, p. 3) 

Gender binaries are the core of the heterosexual matrix or heteronormativity established by 

society, which indicates that men and women are different and should complement each other 

within heterosexual relationships to complete themselves and procreate, making this binary 

spectrum the basis of how people behave, act, and make life choices; including body language, 

careers, styling, and personal interests (Browne, 2016a). 

The Gender Binaries system and heterosexual matrix give an opening to the discussion of 

sexuality and sexual orientation, allowing the investigation of other gender identities and sexual 

orientations that challenge the binary system biologically and/or psychologically, such as ho-

mosexuals, bisexuals, intersex people, trans individuals, and nonbinary. This shows that gen-

der is fluid and cannot be pre-given, but is produced through thought, actions, and ways of 

living (Browne, 2016a; Herman, 2016).  

Turning now to sexual orientation, Diamond (2016) explains that it is an individual’s predilection 

to have a sexual attraction for the same sex, other sex, or both simultaneously.  Sexual orien-

tation is different from sexual identity, which is a combination of an individual’s self-concept 

based on their sexual attraction, known as personal identity, and their affiliation with a social 

group that is part of the same sexual orientation, known as social identity (Fish & Russell, 

2016). It is also different from sexual behavior because some individuals follow sexual behav-

iors and relations that are different from their main attraction (Diamond, 2016). 

A review of the theories of sexual orientation, done by Lisa Diamond (2016) shows that multiple 

theories are attempting to describe sexual orientation, and they have been categorized into 

two main factors: social and environmental factors and biological factors. The theories empha-

sizing social and environmental factors try to explain that sexual orientation is socially con-

structed by the culture in a person’s environment, or it can also be constructed by dysfunction 

in the family environment of an individual. On the other hand, some theories built on biological 

factors try to explain that sexual orientation is attributable to a specific genetic variation sug-

gesting that there is the existence of a “gay gene” that runs through the family, and neuroen-

docrine theories based on the idea that prenatal hormones in the uterus could affect an indi-

vidual’s sexual orientation, and other suggestions that sexual orientation can be predicted by 

the finger-length ratios and sexually dysmorphic structures in the Medial Preoptic Area in the 

brain (MPOA).  
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2.1.2. Lesbian 

A lesbian can be simply described as a woman who feels a sexual and romantic attraction 

toward other women (Dyer, 2018). The first research on sexual orientation started to take place 

in the 1970s and 1980s, where the traditional sexual orientation model used the term homo-

sexual was used for both gays and lesbians, and they were treated in research as a single 

group with the only difference of their biological sex. However, over the years research has 

shown that women have extremely different same-sex experiences than men experiences (Di-

amond, 2016) 

Diamond (2016) distinguishes between areas where lesbians are different from gay men ac-

cording to the literature. The coming-out psychological model tries to explain the trajectories 

of the development of same-sex attraction. This model expresses that same-sex attraction is 

expected to occur during late childhood or early adolescence, followed by a period of testing 

and exploration where individuals seek information about their same-sex attraction with other 

individuals or communities, ending on a succeeding stage of identity development, where the 

person adopts a sexual orientation and a label, starts to sharing their sexual identity to others, 

celebrating it with pride in a bigger social context, and developing a stronger sexual behavior 

having a romantic and sexual relationship with same-sex partners. By contrast, new studies 

are more accurate to conclude that lesbians show a huge difference in the timing of sexual 

identity development, showing that women develop same-sex attraction later in their lifetime 

compared to men, in many cases, many lesbians do not even report adolescent awareness of 

same-sex attraction. Additionally, they show different stages in their coming-out process and 

take more time to pause and revise their identity questioning it multiple times before moving to 

the adoption of a lesbian or bisexual label and lifestyle.  

A psychological study on the erotic plasticity differences between men and women shows that 

female erotic plasticity it’s greater than male, meaning that female sexual response, sex drive, 

desire, and expression of desire are shaped by cultural social, and situational factors, like re-

ligion, education, environment, social pressure, peer influence, change of environment, and 

others. While male erotic plasticity is more consistent and less likely to be changed by external 

variables (Baumeister, 2000).  

To conclude this section, the data shows that same-sex attraction and sexuality between males 

and females are extremely different, and they can only be explained with different models, and 

suggest that lesbians and gays should be studied as individuals (Diamond, 2016).  

 

2.1.3. Gay 

Gay has been defined in the dictionary as an individual that is “sexually attracted to people of 

the same sex and not to people of the opposite sex” (Cambridge Business English Dictionary, 

2021) In contrast, Dyer (2018)explains that the word gay can be used to refer to individual 

gender identity, however, it is mostly used to refer to homosexual men. Rumens (2016) ex-

presses that the word gay has been used as a label throughout history to describe the erotic 

relationship, sexual identities, emotions, intimacy, and diverse form of desire between men.  
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There is historical evidence of the existence of gay individuals in earlier civilizations around 

the globe, like China, Europe, South America, and Japan (Rumens, 2016). 

In his book “When men meet: homosexuality and modernity”, Henning Bech (1997) narrates 

how the Sambia people in Papua New Guinea separate boys from their mothers and any fe-

male contact, between the age of seven and ten, to take part in a traditional ritual where they 

are fellated and fellate young and old men to drink their sperm until they reach the age of 

sixteen because is culturally necessary for the boy to be strong, muscular, aggressive, brave, 

have fertility and dominate women.  In the old Athenian society, it was typical for certain Greek 

social classes that men had sexual relations with young men or boys that were considered 

weak until they gain manhood enough to be superior and stop being sexually desired by older 

men. This was used as a psychological or indirect way to build manhood into a boy that does 

not want to be seen as sexually attractive to older men, allowing them to be able to keep a 

certain social position. Among the Mohave Indian tribes in the south-western USA, there were 

a social group of men named “Alyhas” who behave like women, wore women's clothes, and 

stimulated menstruation, fake pregnancy, and births. The Alyhas were boys that would rather 

play with dolls, spend time with other women, and do women's tasks rather than take part in 

more manly activities, from a young age. They were highly respected by society and allowed 

to get married to men and this was not considered strange in this tribe.  

The current term for gay has been narrowed to describe men with a sexual attraction for men, 

however, these and other historical examples show that this description fails to describe how 

male homosexuality has been and its experiences in different cultures. For this and other rea-

sons, researchers have created theories based on the influence of social, psychological, and 

biological factors on the relationship between men to try to understand the origin and what 

makes a man gay (Rumens, 2016). 

Regarding biological gay theories, the British researcher Havelock Ellis is the pioneer of bio-

logical gay studies. According to Ellis six volumes publication “Studies in the Psychology of 

Sex” (1897 – 1928, as cited in Rumens, 2016, p 557) is suggested that, in most cases, male 

homosexuality is innate, meaning that men are born with it, and that male homosexuality is a 

form of sexual inversion where men sexual attraction is triggered by the lack of ability to de-

velop emotion and sexual desires for the opposite sex. This theory was highly accepted by the 

LGBTQ community because affirms that their sexual attraction is not a matter of choice and 

they have no control over it, but it is something they are born with and, therefore it is not 

immoral and should be protected from discrimination. Additionally, neurological studies show 

that gay men exhibit some similarities with heterosexual women in the way their brains per-

ceive spaces, and the ability to read maps and do detailed tasks. It is important to note that 

until today, scholars on sexuality have not been successful to explain the biological phenome-

non behind male homosexuality (Rumens, 2016).  

In the case of psychological theories, one of the first gay theories was documented by the 

Austro-German sexologist Richard con Krafft-Ebing in his book Psyhopathia Sexualis pub-

lished in 1886. Kraft-Ebing popularized the word homosexual to describe people that have 
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same-sex attraction. Kraft-Ebing's (Krafft-Ebing, LoPiccolo, & Blain, 2011) theory viewed re-

production as the only biological purpose of sex, and any sexual behavior that did not fulfill this 

procreation purpose was considered pathological. In other words, he considered homosexual-

ity, masturbation, and other forms of sexual recreation a mental disease. Many of the psy-

chologists of that era speculated that homosexuality was a mental illness caused by congenital 

and/or acquired variables (Zurbriggen & Carr, 2019).  

This idea of homosexuality as a mental illness was carried until the middle of the 19th century 

when the pathology of homosexuality as a mental illness started to be hardly questioned and 

lost credibility among scholars, due to new empirical works, investigations, and research by 

doctors and psychologists, like Evelyn Hooker, proving that the idea of homosexuality being a 

mental illness was based on unreliable and unconcreted evidence. This resulted in the official 

agreement in Western Psychology that homosexuality is a normal variation of human sexual 

orientation and should not be corrected or treated with therapy. This was concluded in the 

official declassification of homosexuality as a mental disorder in 1973, by the American Psy-

chiatric Association (Rumens, 2016).  

In contrast with biological and psychological theories, sociological theories believe that male 

homosexuality is socially constructed and shaped by society and its values, beliefs, and norms, 

which affect an individual’s emotions, identity, and desires at specific moments in time. Addi-

tionally, sociological accounts express that the cultural norms, values, and beliefs of a society 

are strong variables linked to how male homosexuality is understood and experienced. One of 

the most relevant studies on male homosexuality was carried out by the British sociologist and 

activist Mary McIntosh, which pointed out that male homosexuality was pathologized as a men-

tal illness based on European Christian interpretations of same-sex behavior and was not sci-

entifically founded. This statement opens the idea that homosexuality has not one single his-

tory, but multiple ones. This argument has been the basis of sociological studies on how male 

homosexuality has been shaped, and how it shapes modern times activism, law, politics, cul-

ture, and social issues (Rumens, 2016).  

In conclusion, there is no definitive statement of what makes a man gay until today, however 

biological, psychological, and sociological studies agree that being gay is not immoral, is not a 

pathological disease, and should not be subject to discrimination. On a complete analysis of 

male homosexuality factors, Rumens (2016) also concludes that more research is necessary 

to understand the relationship between gay men, and this might provide more insight on how 

to break the heteronormativity ideals of society, rethink men and women's relationships base 

on gay men relationships to fight homophobia and understand different more in-depth areas 

of how gay men experience their surroundings and how they are understood. 

 

 

2.1.4. Transgender and Queer Umbrella 

The term transgender is commonly used to describe a group of individuals whose gender iden-

tity and expression varies from their sex assigned at birth – e.g., a person assigned female at 
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birth who identifies as a male or has masculine gender expression. The terms trans and trans-

sexual are also used to describe transgender people in different areas of study and society. 

The transgender spectrum is a broad umbrella that includes all individuals whose bodies do 

not fully represent their gender identity, they might identify as non-binary, genderqueer, gender 

non-conforming, and others (Dyer, 2018; Richards, 2016; Browne, 2016c).  

Two survey studies conducted on transgender people revealed interesting findings regarding 

how the participants identified their gender. In the study of the life of transgender people, par-

ticipants should enter their gender at birth and at the moment of the survey. The majority of 

the participants identify as a male or a female at the moment of the survey, but 8 percent (8%) 

reported that they identify with another unique gender, such as genderqueer, bigender, an-

drogenous, and others. The National Transgender Discrimination Survey is the survey with the 

biggest transgender sample in the United State of America, today. Their result shows that 26 

percent of participants identify as male (26%), 41 percent as female (41%), 20 percent as 

another gender (20%), and 13 percent (13%) as a gender not listed. Among the “gender-not-

listed” answers, expressions such as both, bi-gender, nonbinary, birl, widget, otherwise, and 

gender blur were found. These results are a great example of the vast variety and fluidity of 

the transgender umbrella and the non-binary spectrum (Beemyn & Rankin, 2011; Grant et al., 

2011; Herman, 2016).  

Some transgender individuals might feel that they were born in the wrong body, and they might 

seek medical alternatives to modify their bodies to align their biological sex and appearance 

to their sexual identity, this process of change is commonly called transition. This process can 

be a female-to-male (FtM), male-to-female (MtF) transition, or Queer sexual modifications. A 

vast variety of medical procedures are required during the transition process – involving hor-

mone therapy, plastic surgery for facial and body shaping and reconstruction, breast removal 

or augmentation, voice change surgery and training, and genital reconstructive surgery, also 

known as sex resignation surgery or phalloplasty and vaginoplasty. Findings show that people 

that undergo the transition procedures can increase their life quality, which is related to the 

feeling of belonging in their “own skin”, however, research also shows that the post-transition 

period can lead to disappointment due to the lack of social acceptance and transphobia. The 

medical field keeps innovating to benefit and educate transgender people to improve their 

quality of life and achieve their self-identities (Manning & Thompson, 2016; Richards, 2016).  

Transgender expressions have been part of history and societies for an extremely long time, 

but they have not been recognized as such, in many cases, they have been marginalized and 

rejected in different social environments including the gay and lesbian community. 

Transgenders were a vital part of the Stonewall Riots that started the Gay Rights Movement 

(Duberman, 2019). Studies on transgender geography report that often people that belong to 

the transgender umbrella, with diverse gender expressions, are seen as freaks because they 

do not follow the sexual heteronormative ideas of the average White gay man and other gender 

norms created by the gay and lesbian community. Despite a long time of being misunderstood, 

marginalized, and forgotten, transgenders fight for their rights and their issues are coming out 

to the public eye through activities efforts and lawsuits, demanding a better quality of life and 
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rights in schools, prisons, work environments, educational facilities, and public spaces. The 

discrimination faced by the transgender community is overwhelming and it needs to stop 

(Beemyn, 2016; Beemyn & Rankin, 2011; Browne, 2016c; Dickey, 2016; Sumner & Sexton, 

2016). 

 

2.1.5. Queer Theory, Heteronormativity, and Homonormativity. 

The queer theory term has been used in academia multiple times since 1980, however, it was 

formally introduced by the theories Theresa de Lauteris at the University of California in 1990, 

with the issue of publishing of the edited version of Differences: A Journal of Feminist Cultural 

Studies. The publication was accepted by researchers developing feminist, gay, and lesbian 

studies, that started using the theory as a lens to see the social constructions of gender, sexual 

identities, and sexual acts (Manning, 2016).  

The Queer Theory is not a singular theoretical proposition to study gender and sexuality, but 

a compilation of different points of view and propositions about sex, sexuality, sexual expres-

sion, and gender. The different points of view are often conflicting between them and other 

theories, which is often seen as a limitation for some scholars, however, queer theorists and 

activists see it as a flexible advantage to study different insights and explore power and power 

relations in the political and social context, the deviance of sexual practices in certain cultures 

constructed in heteronormative ideas and others (Manning, 2016). 

The Queer theory is founded on feminist thoughts, social constructionism, and poststructural-

ism. It views the social aspects and expresses that reality is not something external to each 

person, but rather something individual that is shaped by dominant social norms. This view 

brings the idea that gender is socially constructed by the internalization of the standard binary 

social ideas of gender in each person, and it aims to challenge and deconstruct the dominant 

natural ideas by explaining and exposing the social ideas of sex and gender binaries (Ham-

mers, 2016). 

This compilation of theories attempts to challenge the categorization of people by using binary 

ideas such as man-women or heterosexual-homosexual, using other variables like geography, 

history, cultural implications, and social climate, to build and protect different identity labels by 

criticizing heteronormative assumptions, ideas, and values. Scholars such as Adrienne Rich, 

David Halperin, Eve Kosofsky, Judith Butler, and Michael Warned are some of the pioneers of 

the queer theory, followed by E. Patrick Jhonson who started to address and include the factors 

of race and social class into the theory, and it continued to expand with the addition of the 

implications of other factors such as religion, nationality, economic power, social abilities, and 

others (Manning, 2016). 

Turning now to heteronormativity, it is a term used to describe the Western social norm that 

assumes the majority of the relationships are heterosexual and builds a binary sexual model 

that rules politics, culture, social, identities, experiences, sexuality, and ideologies of sex and 

gender. This term is also used to describe the assumption that heterosexuality is superior, and 
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privileged over homosexuality and other gender expressions, based on the idea that hetero-

sexuality is the norm and homosexuality automatically becomes a transgression of this norm. 

This heterosexual privilege is present in the majority of the social institutions, structures, and 

systems, where heterosexuals or people with heterosexual behavior will have more power, 

rights, and access to several benefits (Jeppesen, 2016). 

In contrast, homonormativity is a term used by queer theorists, transgender activists, and other 

gender non-conforming individuals, to describe the relation of homosexuality with heterosexu-

ality. In other words, it can be defined as the contemporary political assimilation of heteronor-

mativity to give structure and norms for the right way to be homosexual, maintaining their ideas 

of gender, sexuality, and racial stereotypes.  Since the ’90s, media had made a huge contri-

bution to the construction of homonormativity by trying to introduce homosexual relationships 

in movies and television, making them more acceptable and appealing to the masses by fol-

lowing heteronormative ideals, like getting married, building a family, buying a house, and act-

ing according to their gender. These fictional ideas created a stereotype of what it means to 

be homosexual, how they should act, behave, and look to be normal homosexuals and be 

accepted in society. Lisa Duggan criticizes the idea of homonormativity and defines it as an 

antiqueer norm because it reifies heteronormativity and gives a binary structure to being ho-

mosexual (Bolen, 2016; Duggan, 2002, 2003). 

 

2.1.6. LGBTQ Issues and Movements.  

The LGBTQ+ community had faced issues and discrimination throughout history in different 

parts of the world. Just in the United States of America alone, before the ‘60s, all orientations 

and gender expressions that felt out of the heteronormativity ideal were considered a crime. 

LGBTQ+ people were taken into custody, physically assaulted, brutally attacked, and face 

charges for “disorderly conduct”, which was the law enforcement code for being queer or ho-

mosexual, according to the sodomy laws. These charges were part of the public record, and 

names, physical addresses, employer’s names, and photographs of the people arrested were 

published in newspapers, causing many of them to lose their jobs, and families and face public 

rejection. These harassment and legal disgrace made them hide their identities from cowork-

ers, their family of origin, and social circles (Lugg & Murphy, 2016; Mallory & Hasenbush, 

2016).  

Across the United States of America, LGBTQ+ people congregated in illegal clandestine bars 

in different locations to hide from the police and create a safe space to securely socialize with 

other LGBTQ+ individuals, and explore and express their sexual expression. These bars were 

targeted by the police enforcement, that trait often infiltrated officers into queer spaces to have 

evidence to raid the place (Lugg & Murphy, 2016).  

The LGBTQ+ oppression came to an end on Friday, June 29, 1969, when the New York City 

police enforcement raided the Stonewall Inn Bar to capture the underground LGBTQ+ people 

gathering there, however, the LGBTQ+ community fought back injuring several police officers 

and destroying their patrol cars. The riot lasted for 5 nights with an enraged queer crowd led 
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by transgender people of color, and it ended with peace negotiations between the New York 

State police department and the LGBTQ+ community from New York. This historic moment is 

known as the Stonewall rebellion and it is famous for being the first public demonstration of 

force from the LGBTQ+ community it marked the beginning of the Gay Rights Movement rev-

olution. After the Stonewall rebellion, different “gay liberation” organizations, such as the Gay 

Liberation Front (GLF) and the Gay Activists Alliance (GAA), were formed. These organiza-

tions were the pioneers of fighting for LGBTQ+ rights, starting with a battle with the American 

Psychological Association (APA) for the official exclusion of homosexuality and bisexuality 

from the Diagnostic and Statistical Manual of Mental Disorders (DSM) (Herek, 2004), which 

was achieved by Gay Activists Alliance in 1973. Stonewall was the inspiration and the begin-

ning of an international LGBTQ+ moment where queers stopped behaving like a vulnerable 

group and started expressing and claiming their sexual identities in public and started an open 

fight for their civil rights (Duberman, 2019; Lugg & Murphy, 2016; Mallory & Hasenbush, 2016).  

Following Stonewall and the removal of homosexuality from the mental illness list, the gay 

rights movements around the world had a positive impact in achieving the recognition of dif-

ferent civil rights, like the legalization of same-sex marriage in Amsterdam in 2003, which be-

came the first country in the world in legalizing same-sex marriage, followed by Massachusetts 

that became the first state in the United States of America in unbanning same-sex marriage 

(Wolfson, 2016). 

After gaining the right to marriage, many LGBTQ+ couples expressed their wishes of becoming 

parents and starting a family. Though studies have shown that LGBTQ+ couples have a lower 

interest in becoming parents, the community still considered that becoming parents should be 

a secure common right and everyone should have the chance to have a child through either 

adoption, surrogacy, or sperm donation. Despite the increase of adoption by LGBTQ+ couples 

in the past decade, they still face several struggles, discrimination, and law barriers that make 

the adoption process challenging, due to the social assumption that LGBTQ+ couples are ill, 

sinful, aberrant, and dangerous to children.  In some cases, they are advised by adoption 

agencies to hide their sexual identity or gender to avoid discrimination or legal bans, which in 

long term can leave one of the parents involved without legal rights other than their children. 

LGBTQ+ research has doubled their work on LGBTQ+ parenting, and they have successfully 

proven that sexual minorities count with the same parenting sensitivities and skills as hetero-

sexual couples, and the adopted kids do not suffer any disadvantages or trauma from being 

part of an LGBTQ+ family (Brodzinsky, 2016; Moyer & Goldberg, 2016; Smalling, 2016). 

Despite all the efforts and triumphs achieved by different organizations, nowadays the 

LGBTQ+ minority still suffers from discrimination, prejudices, bullying, and hate crimes. The 

field of psychological and social sciences introduced the term homophobia to describe the 

negative attitudes, responses, and behaviors against non-heterosexuals or anyone that do not 

follow a heteronormative lifestyle. There is a high count of attitudes that can be described as 

homophobia, such as aversion, disgust, fear, hatred, dominant approach, violence, and others, 

and this can be present at different levels of society, from an individual personal level to insti-

tution s(Bolen & McGreehan, 2016; Dyer, 2018).  
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The term homophobia is a compilation of the morphology “homo” from homosexual and the 

Greek word “phobia” which means fear. This term can be trackback to ancient Greece, how-

ever, it was first introduced to academia by the psychotherapist George Weinberg in the earlier 

1960s, to describe the fear of homosexuals and their lifestyle, after reflecting on the fact that 

many psychologists and psychotherapists of the era showed strong negative personal reac-

tions to homosexuals and nonheteronormative behaviors outside their clinical work environ-

ment (Herek, 2004). Wienberg contributes to several studies on homophobia between the early 

‘60s and late ‘70s, giving LGBTQ+ activists a word to describe the social oppression and dis-

crimination, to move their message of freedom and fight for their human rights. Additionally, 

Wienberg's works on homophobia helped reshape the idea of homosexuality and raise social 

awareness that hostile acts against gay people were an issue that had to be acknowledged, 

this was a big part of the reason for the exclusion of homosexuality and bisexuality from the 

Diagnostic and Statistical Manual of Mental Disorders (DSM) (Bolen & McGreehan, 2016; 

Herek, 2004).  

Following the introduction of the term homophobia, other terms started to be used in academia 

to label hostility and fear towards other sexual identities and expressions, such as lesbophobia 

(Kiszinger, 1986 as cited in Herek, 2004, p. 9), biphobia (Ochs & Deihl, 1992 as cited in Herek, 

2004, p. 9), transphobia (Norton, 1997 as cited in Herek, 2004, p. 9), Effeminophibia (Segwick, 

1993 as cited in Herek, 2004, p. 9), heterophobia (Kitzinger and Perkins, 1993 as cited in 

Herek, 2004, p. 9), and AIDS-phobia (O’Donnell, O’Donnel, Pleck, Snarey and Rose, 1987 as 

cited in Herek, 2004, p. 9). Up to now, these terms are widely used by political LGBTQ+ activ-

ists, scholars, and society to challenge social attitudes, policies, regulations, and actions that 

propagate discrimination and oppression again the LGBTQ+ community (Bolen & McGreehan, 

2016).  

One of the challenges of the LGBTQ+ community is the issue of latent bullying in education, 

public, workspace, and health sectors.  Large-scale surveys done in the United States of Amer-

ica by the Gay, Lesbian, and Straight Education Network (GLSEN) in 2011 showed that over 

50 percent of the students that identify as part of the LGBTQ+ community reported harassment 

and bullying at school and college because of their sexual orientation. Of the 8,584 partici-

pants, 63 percent reported feeling unsafe in their school because of their sexual orientation, 

from which 82 percent reported being called names and threatened, 55 percent reported being 

victims of cyberbullying 38 percent reported physical harassment, and 18.3 percent reported 

physical assaults because of their gender identity and expression (Gay, Lesbian and Straight 

Education Network, 2011 as cited in Rivers, 2016, p 162). Besides the big attention that has 

been given to this issue and the legal protections that have been put in place to target the 

bullying, the alarming numbers show that they have failed to protect the LGBTQ+ people in 

the United States alone (Greytak, 2016). 

Concerning LGBTQ+ issues, is important to talk about hate crimes. “Hate Crime” is a new legal 

concept that emerged in the United States of America and Europe during the 20th century to 

describe biased crimes that contain two main characteristics: an offense (e.g., assault, injury, 
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invasion, homicide) and a bias or crime motive (e.g., homophobia, lesbophobia, biphobia, tran-

sphobia, racism). Thus, a hate crime is when perpetrators select a target solely based on a 

specific or group of social characteristics, and the victim express and identifies with all those 

characteristics. Hate crime is also known in the legal framework as bias crimes or bias-moti-

vated behavior (N. Hall, Corb, Giannasi, & Grieve, 2015; Stotzer, 2016). Just in the United 

States of America alone, over 1000 hate crimes with sexual orientation motives are reported 

to the Federal Bureau per year, which might look like a small number, but when dividing this 

number by the estimated population of LGBTQ+ people in the United States, the results sug-

gest that the LGBTQ+ community is as vulnerable as other minority groups (e.g., people of 

color, Latinos) (Stotzer, 2016). 

Another significant issue is the legal status LGBTQ+ community and the laws that are estab-

lished against them around the world. The human rights fight of LGBTQ+ activists and organ-

izations has paid off allowing LGBTQ+ minorities to enjoy constitutional protection in over 81 

countries, legalization of same-sex relationships and gender expression in 43 countries, and 

the recognition and legalization of same-sex marriage in 31 countries in different countries. 

Some of the countries that allow same-sex marriage are Argentina, Australia, Austria, Belgium, 

Brazil, Canada, Colombia, Costa Rica, Ecuador, Finland, France, Germany, Iceland, Ireland, 

Malta, Mexico, Netherland, New Zealand, South Africa, Spain, Sweden, Taiwan, United King-

dom, United States of America and others.  (The International Lesbian, Gay, Bisexual, Trans 

and Intersex Association et al., 2020; Varrella, 2021b; Wareham, 2020a).  

On the other hand, there are still countries where being openly part of the LGBTQ+ is a crime. 

By 2021, 71 countries criminalize private, consensual, and same-sex activities and expres-

sions, 43 of those jurisdictions have laws that penalize any kind of same-sex relationship or 

“gross indecency”, such as Afghanistan, Algeria, Antigua & Barbuda, Barbados, Burundi, Cam-

eroon, Egypt, Eswatini, Ethiopia, Gambia, Ghana, Guinea, Guyana, Iran, Jamaica, Kenya, 

Maldives, Morocco, Myanmar, Namibia, Nigeria, Oman, Pakistan, Singapore, Solomon Is-

lands, Sri Lanka, Sudan, Syria, Tanzania, Uganda and Zimbabwe and others,11 countries pe-

nalize specifically transgender people and non-binary expressions, such as Indonesia, Gam-

bia, United Arab Emirates, Iran, Malaysia, Lebanon, Jordan, etc. In Afghanistan, Brunei, Iran, 

Mauritania, Nigeria, Pakistan, Qatar, Saudi Arabia, Somalia, United Arab Emirates, and 

Yemen LGBTQ+ expressions and relationships can be penalized with the death sentence  

(BBC, 2021; The International Lesbian, Gay, Bisexual, Trans and Intersex Association, Aengus 

Carroll, & Lucas Ramón Mendos, 2017; Varrella, 2021a; Wareham, 2020a, 2020b). 
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Figure 1: Map explaining the sexual orientation laws in the world. 
Source: The International Lesbian, Gay, Bisexual, Trans and Intersex Association (ILGA), et al. (2020). 

Different research findings point out that all the discrimination, bullying, bias, oppression, dan-

ger, and prejudice that LBGTQ+ people face during their lives are factors that contribute to the 

increase of mental health problems, internalize homophobia, suicide ideas, and fears (Boone 

et al. 2016; Ryan et al., 2019; Sidaros, 2017 as cited in Notaro, 2020, pp. 139-159). Notaro 

also discusses the importance of connection, a sense of community, and a feeling of ac-

ceptance and belonging to LGBTQ+ individuals, to ease their negative thoughts and reduce 

the risk of mental health issues (Notaro, 2020). 

The information in this chapter helps to understand better the LGBTQ+ community through 

their history and where they are coming from, the major issues and daily struggles that they 

face to have a normal life, and therefore their need to be accepted, to belong, and have a 

community and space where they can be and express their sexual preferences and expres-

sions freely without judgments or fears. Based on this, it can be said that the LGBTQ+ com-

munity is a minority group with very specific needs and preferences. This research aims to 

understand their travel preferences using big data analysis and clustering methods with a ma-

chine learning approach. In the next section, more information about the LGBTQ+ community 

as a niche market in tourism will be discussed.  
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2.2. LGBTQ Tourism  

This section reviews the literature regarding LGBTQ+ leisure, ways of traveling, needs, space, 

identity, and destination marketing. For practical matters, it is important to point out that the 

inclusion of the LGBTQ+ community as a matter of study in the tourism context is relatively 

new and in comparison with the research done on other travel sectors, LGBTQ tourism is 

under-researched. (Hughes, 2006; Vorobjovas-Pinta & Hardy, 2016).  

The tourism industry and tourism academics have been slow to study and research the 

LGBTQ+ tourism niche, despite the fact of its increase in validity, the tourism academic world 

still seems hesitant to study this niche group, some attribute this to the assumption that aca-

demia is based on rational, objective, masculine, and heteronormative perspectives and their 

desire to position the tourism industry in the academy has caused the overlook of relevant 

topics that are or have been linked with bodies, gender, and sexuality (e.g., women, homosex-

uals, transexuals) (Johnston, 2007). Hughes (2006) expresses that there has been a slow 

increase in LGBTQ+ tourism research in comparison with the past. These are showing the 

eagerness to challenge academia's dominant agenda to break research paradigms. It could 

also be said that the increase in the visibility and acceptance of non-heterosexual lifestyles, 

along with the increase in the demand for LGBTQ+ holidays has fueled tourism academics to 

dive into LGBTQ+ research (Vorobjovas-Pinta & Hardy, 2016). 

The term LGBT+ tourism is used in academia to label this market segment (e.g., World Tour-

ism Organization Global Report on LGBT Tourism published in 2017) (Khan, 2013). However, 

it is important to note that the limited research done by academia concerning LGBTQ+ tourism 

has been specifically about gay and lesbian travelers. There is a lack of research and infor-

mation about bisexuals and transexual tourism experiences and their specific needs while trav-

eling (Hughes, 2006). For this unfortunate lack of information and backup studies to support 

this research, the researcher was unable to include bisexuals and transgenders in this study. 

 

2.2.1. LGBTQ+ leisure spaces  

Moreover, the term “leisure spaces” is discussed. LGBTQ+ leisure spaces are a term used to 

describe commercial spaces where gays, lesbians, bisexuals, transgenders, and queer indi-

viduals spend their time and money outside the paid employment spaces. It has been studied 

since the 20th Century due to the high amount of LGBTQ+ leisure spaces where non-hetero-

sexual people were able to build a community, socialize, and create build their sexual identi-

ties, sheltered from the hostility, oppression, and unacceptance from the outside world. These 

spaces are also considered an important, and somehow, a necessary place to build and de-

velop personal identity (Browne, 2016b; Haggard & Williams, 1992; Hughes, 2006). Linked to 

this, research shows that individuals may choose leisure spaces and activities based on the 

ability of the space to affirm and embrace all the aspects of an individual’s identity, as well as 

the potential to allow them to self-explore their identity outside of the regular commercial leisure 

spaces while traveling (Haggard & Williams, 1992; Wearing & Wearing, 1992). 
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In the commercial, social, and research context, the word “gay” is often used to describe 

LGBTQ+ spaces such as gay bars, gay clubs, gay ghettos, gay saunas, gay shops, gay cafes, 

gay resorts, gay urban areas, gay quarters, gay villages, gay-friendly hotels. All of these are 

captured the generally known as the “gay scene” (Whittle, 1994; Hughes, 2006; Browne, 

2016b).  

Even though the word gay refers to homosexual men, gay spaces are often used by all the 

members of the LGBTQ+, however, it has been pointed out that lesbians, gays, bisexuals, 

transgenders, and even other ethnic groups (native Americans, people of color, Latinos, etc.) 

within the community perceive and experience these leisure spaces on different ways. Addi-

tionally, individuals’ ethnicity, social status, income level, disability, and differences can be 

used to measure who is accepted and excluded from gay spaces (Browne, 2016b). This was 

successfully proven by Holt & Griffin (2003) in their study conducted in Birmingham, United 

Kingdom, where participants expressed that inclusion in a queer space was highly related to 

clothes, social class, income, age, and ethnicity.  

It is assumed that the visit and enjoyment of LGBTQ+ spaces are not homogeneous, and there 

is a power relation between the members of the community.  This social marginalization within 

the LGBTQ+ spaces can be attributed due to the increase in homonormativity (“acceptable” 

gay behavior and expressions) from the White gay men in gay spaces, which counts on the 

economic and political power to appropriate the spaces (Browne & Bakshi, 2011).  

With the increase of the marginalization within gay spaces, there has been an increase in the 

development of so-called queer spaces, which offer an alternative for marginalized groups to 

experience an open, safe, fluid, and transgressive space for both fun, protest, and question 

hetero/homonormative social structures. However, queer spaces tents to discriminate against 

and exclude individuals that do not understand the history, politics, and struggles of their social 

group (Browne, 2016b). 

Since the acceptance of an LGBTQ+ lifestyle is less likely to be accepted in urban areas due 

to the predominant influence of heteronormativity, LGBTQ+ spaces tend to emerge and be 

located in big cities and/or large towns. The big population in cities gives them a big number 

of advantages that allows LGBTQ+ individuals to feel safe and explore their sexuality, such as 

anonymity to have a more open lifestyle, a broader selection of partners, fewer restrictions, 

open-minded people in the community that is more accepting of a non-heterosexual lifestyle 

(Bouthillette, 1997; Hughes, 2006). 

The majority of gay spaces tend to be busy with homosexual men, and lesbians are not often 

seen coming together in gay spaces (Hughes, 2006). Some possible reasons given by the 

literature are that heterosexual and homosexual women often perceive public spaces as un-

safe and fear possible male violence in public spaces located in cities, women show a tendency 

to create a more intimate private life and create a leisure space around them, additionally, 

lesbians seem to tend to look for a long-term relationship and create and spend leisure around 

their partners (Peake, 1993; Jacobson & Samdahl, 1998; Hughes, 2006).  
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2.2.2. Rainbow market size and financial power 

This section aims to look at the market size, growth, and potential of gays and lesbians based 

on the recorded population of gays and lesbians, and their earning and spending behavior. 

This information aims to bring inside and highlight why targeting the LGBTQ+ community and 

investing in tailor-made tourism campaigns should be considered.   

Calculating the population of gays and lesbians is a complicated task, due to the fear of admit-

ting their sexual orientation at the moment, therefor a lot of the numbers used to analyze the 

market are based on a sample survey (Hughes, 2006). For this research, the researcher will 

focus on analyzing the United States of America, for the reason that the biggest sample sur-

veys were mainly conducted in this, as used by other researchers in their work (Baumle, 2016; 

Hughes, 2006). 

The United States Census Bureau data, on same-sex couple households, is the most popular 

and usually the first source of information to analyze the LGBTQ demographic due to its large 

sample (Baumle, 2016). The American Community Survey (ACS) by Census Bureau counts 

with a consistent annual sample size of over 3.5 million addresses across the United States of 

America and Puerto Rico and provides information and its results are significant with a 90% 

confidence level (US Census Bureau, 2021). The last report “Same-sex Couple Household: 

2019” from the United States Census Bureau highlights an estimate of 543,000 married same-

sex couple households and 469,000 unmarried same-sex partner households summing a total 

of 1.012.000 same-sex couples across all the states and Puerto Rico, from which 191,000 are 

living with children. Splitting the number, it can be assumed there are an estimated 2.024.000 

million gays and lesbians in the United States of America and Puerto Rico. Moreover, it was 

also reported that the number of same same-sex couples is predominantly female, and they 

were majorly found in less urban areas like Hampshire and Franklin in Massachusetts, and 

Juneau, Alaska. On the other hand, the majority of the gay men couple were located predom-

inantly in big cities like New York City; New York, San Francisco, California; Los Angeles, 

California; and the District of Columbia  (Baumle, 2016; US Census Bureau, 2021) 

The numbers provided by the United States Census Bureau are a great source of information 

due to their high sample size, however, it is important to highlight that these are numbers based 

on same-sex households and do not count single or independent gay men and lesbians that 

are not living together with a partner. For this reason, the author decided to look into an alter-

native sample survey provider for comparison purposes, as done by other researchers (e.g., 

Hughes, 2006) 

The William Institute population analysis is a truly worthy source of information for tourism 

research (e.g., gaytravel.com, 2020) since it compiles and compares different survey sample 

sources into one report, giving a holistic overview of the LGBTQ+ population in the United 

States of America, Australia, Canada, United Kingdom, and Norway. In this scenario, we will 

discuss the William Institute population findings on their analysis of the “Gallup Daily Tracking 

Survey” in the United States of America. The “Adult LGBT Population in the United Stated” 
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report estimate that 4.5 percent of the United States adult population is part of the LGBT com-

munity, which represents 11,343,000 people. Of these total, 10,338,000 identified as lesbians, 

gays, and bisexuals, and 1,397,150 identified as transgenders (Conron & Goldberg, 2020). A 

comparison between the 2012 and 2020 results from the “Gallup Daily Tracking Survey” shows 

that the population that identifies as LGBTQ+ has increased by one percent, and is assumed 

that the increase is due to the new Generation Z, born between 1997 to 2002, are more open 

to express their sexuality and label themselves to be something more than traditional hetero-

sexuals or follow heteronormative behavior. (Deliso & ABC News, 2021)  

Moving on to the financial power, it is assumed that the LGBTQ+ consumer market has an 

estimated value of $835 billion U.S. Dollars (Oakenfull, 2016). Studies show that the average 

yearly income of gays and lesbians is around $61,500 U.S. Dollars, which is 18.7 percent 

higher than the average American household income of $50,000 U.S. Dollars. Additionally, 

data shows that gay men have a higher income than lesbians, with the gay man having a 

median income of $49,900 U.S. Dollars versus the $43,500 U.S. Dollars median income of 

lesbians, which is expected due to the high gender inequality in the workplace, where men 

earn more than women (Prudential Financial, Inc, 2012). 

Even though the LGBTQ population is considered a minority, studies show that they tend to 

be hyper consumers that spend more than the average heterosexual individuals. Additionally, 

they also have a significant influence on the purchase decision of their gay and heterosexual 

acquaintances, colleagues, and family (Pritchard et al., 1998). Data reveals that LGBTQ+ peo-

ple have a high level of discretionary income, where 40 percent of gay men and 25 percent of 

lesbians spend more than $500 U.S. Dollars a month on discretionary spending such as luxury 

items, dining out, entertainment, and travel. Gays tend to spend 75 percent of their discretion-

ary salary on eating out, 67 percent on entertainment, and 52 percent on traveling whereas 

Lesbians spend 71 percent on eating out 62 percent on entertainment activities, and 53 per-

cent on travel expenses (Prudential Financial, Inc, 2012). 

Turning now to the LGBTQ+ tourism and traveling data, based on the annual LGBTQ tourism 

and hospitality survey by the Community Marketing & Insights from 2019, it can assume that 

the average LGBTQ+ population takes 3.1 leisure vacations per year, 1.5 business trips per 

year, and 2.2 family trips per year. Additionally, it was reported that on average, LGBTQ+ 

travelers take four round trips and pay eleven nights in travel accommodation per year. In 

regards to spending priorities, the study shows that spending money on a hotel in the right 

location, good meals at restaurants, and the quality of the hotel were the top priorities of the 

LGBTQ+ travelers, while tours in the destination (e.g., walking tours, biking tours, etc.,) and 

flight upgrades to business or first class were the lowest prioritized (Community Marketing & 

Insights, 2019a). 

 

2.2.3. LGBTQ+ Colorful Travel Profile 

The research on gay and lesbian tourist motivations, frequent destinations visited and their 

travel motivations are limited (Clift & Forrest, 1999b), however, some contribution has been 
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made to the matter. Understanding the traveling motivations of a target group is crucial for the 

tourism industry’s forecasting and planning since it allows to achieve expectations (Khan, 

2013).  This section goes over the literature and information available on the general profile 

characteristics, needs, preferences, and fears of LGBTQ travelers, to have a deeper idea of 

this market.  

A study made by Clift and Forrest (1999) analyzed the travel and holiday motivation of 562 gay 

men from England. The researchers identified three relevant dimensions of gay tourist motiva-

tions. In priority order, the first dimension is “gay social life and sex” where gay travelers ex-

press a desire for gay cultural events, socialization with other gay men, eccentric nightlife, and 

opportunities to have sex. The second dimension is defined as “culture and sights” where gay 

travelers express a desire for visiting art galleries, and antiquities, experiencing the local cul-

ture, dramatic and colorful landscapes, mainstream and popular sightseeing, and experience 

wildlife and nature. Lastly, the third dimension of “comfort and relaxation” is where they look 

for guaranteed good, sunny, and warm weather, comfort, good food, and separating them-

selves from other people to have the opportunity to relax and rest. Even though the authors 

suggest that their sampling is not representative of the whole gay men population, it is a sig-

nificant contribution that serves as a base to understand gay travel motivations.  

Some authors point out that regardless of sexual orientation, men have the same or similar 

motivation to travel (Clift & Forrest, 1999b; Pritchard, Morgan, Sedgley, Khan, & Jenkins, 2000; 

Hughes, 2002). There is a common pattern indicating that good weather, sunny weather, warm 

temperature, and beach are mutual motivations for both homosexuals and heterosexuals 

(Cooper, Fletcher, Fyall, Gilbert, & Stephen Wanhill, 2008; V. L. Smith & Brent, 2001). Addi-

tionally, homosexuals and heterosexual travelers share the same motivation to experience a 

different culture through interaction with locals (Decrop, 2000), however, homosexual travelers 

are more open to interacting, mingling, and socializing with locals than heterosexual travelers, 

which tend to spend more of their holidays with non-locals (Grossman, 1998; Taylor, 1997). 

The authors point out that gays and lesbian travelers are likely to look for gay and lesbian 

places, where they can identify themselves (Casey, 2009). Graham (2002, as cited in Casey, 

2009) express that gay tourist look for a common culture, identity, and pleasures that build an 

image not ruled by heteronormative rules from the outside world. Hughes (2006) expresses 

that gays and lesbians travel to escape their reality, find self-realization, connect with people 

with the same ideals or sexual orientations and escape from the heterosexual world in a place 

where they feel safe and protected, this helps them o cope with the constant negative experi-

ences from the outside world. Hughes (2002) in the “Factors influencing gay tourism” diagram, 

build a visual model that explains how the “pull” factors of toleration and inclusivity provided by 

gay spaces and destination alleviate the “push” factors of social abuse, discrimination, crimi-

nalization, and the desire of being free and anonymous (Figure 2).  
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Figure 2: Factors influencing gay tourism 
Source: Gay Men’s Holiday Destination Choice: A Case of Risk and Avoidance. Howard Hughes (2002) 

However, even though lesbians and gays share the same form of same-sex attraction, homo-

sexual orientation, need for safe space, and freedom ideas, sometimes they choose to go on 

different holidays, including non-homosexual destinations (Khan, 2013). As well, as explained 

in previous chapters, same-sex attraction and sexuality between males and females are ex-

tremely different at biological, psychological, and social levels, therefore they can only be ex-

plained with different models, is suggested that lesbians and gays should be studied as indi-

viduals (Diamond, 2016). Finally, some authors report that each individual has a different 

experience in the world, even if they belong or feel a connection with a specific identity group 

(Plummer, 1992; Bell & Valentine, 1995).  

In addition to describing their needs and motivations, it is important to discuss the travel risk 

that gays and lesbian travelers fear while visiting a different destination. Risk and fears are 

part of the decisions making process during the destination selection. Some authors see des-

tination selection as an optimization process, explaining that individuals do not select a desti-

nation only taking into consideration where they can satisfy their needs, but more settling for a 

destination where risks are minimized due to the presence of needed features (Um & Cromp-

ton, 1992). For homosexuals the choice and selection process is the same as for heterosexual 

individuals, however, they do face higher risks while traveling due to the nature of the heter-

onormativity that rules the majority of society (Hughes, 2006).  

Hughes’s representation of risk in holiday destination choice by gay men (2002) tries to explain 

the gay men's decision-making process to travel. Firstly, gay men tend to look at the destina-

tion image, ask and listen to recommendations and take into consideration past experiences. 

Secondly, they identify and evaluate all the risks involved in the travel journey. Finally, based 

on the risks involved they will choose to reject the destination or build awareness of facts and 

steps they need to take into consideration to avoid the risks (Figure 3). 
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Figure 3: Representation of the risk in holiday destination choice by gay men 

Source: Gay Men’s Holiday Destination Choice: A Case of Risk and Avoidance. Howard Hughes (2002) 

Additionally, to regular traveling risks and the day-to-day life risk, there is a broader extension 

of risks that gays and lesbians face while traveling. They might face a higher possibility of 

being subject to physical attacks, sexual assault, verbal abuse, public humiliation, theft, mug-

ging, verbal abuse, threatening behavior, and others. In addition, there is an additional discrim-

ination risk from political issues like laws and regulations, or the social culture of the destination 

(Hughes, 2006). As result, gays and lesbians tend to stay away from certain destinations, as 

well as places that are perceived as predominantly heterosexual. (Hughes, 2006).  

 

Figure 4: Model of Gay Victimization 
Source: Gay Tourist Victimization research, by Paul Brunt and Kristin Brophy (2006) 

 

A qualitative survey, done by Brunt & Brophy (2006), suggests that homosexual tourists suffer 

from a high level of victimization while traveling, where the hate crimes are explicitly influenced 

by their gay lifestyle and sexual expressions in general. Some participants expressed that they 

had suffered discrimination in accommodations when trying to book a double-bed room. The 

study also shows that gay men tend to suffer more victimization and are more targeted than 
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lesbians, and the offenders are mostly aggressive, young male individuals, and groups. The 

majority of the survey participants imply that they failed to report the aggression at the desti-

nation. The participants agreed on the avoidance of Islamic, African, Muslim, and low liberty 

destinations, referring to them as “risky” countries. Based on the findings and literature availa-

ble, the authors suggested a model of gay tourist victimization (Figure 4). The model shows 

that there is a higher risk of victimization in gay touristic spaces when the individual displays 

extrovertive, flamboyant or exuberant behavior, were more reserved, cautious, and less open 

individuals staying in areas that are considered non-gay or “normal”, and is less likely to suffer 

from hate crimes or victimization.  

When talking about risk and victimization for LGBTQ+ tourists, is relevant to see the destina-

tions. As discussed in previous chapters, in several countries being homosexual or having 

different gender expressions is criminalized by the law and religious influences in society. The 

most famous and popular German gay travel guide Spartacus contributes to the “Gay Travel 

Index”, where 202 countries and regions around the world are measured according to their 

legal circumstances, living conditions, and rights that affect the LGBTQ+ community. The Spar-

tacus Gay Travel Index is released yearly since 2012 and measures 17 categories of scenar-

ios, from the legalization of gay marriage and anti-discrimination to prosecution and death sen-

tences, ranking them with a score/rating system based on how many human rights are 

awarded or violated in the destination. If the destination ranks positive the value will be positive, 

if the issues are not being acknowledged or investigated the score will be zero, if the country 

violates human rights the score will be negative, and minus five points are awarded if the 

country still carries death sentences for homosexuals and genders expression.   In 2020, the 

category of gay marketing was added as a category for ranking, to analyze if the country is 

being promoted as an LGBTQ+ destination (Spartacus Gay Travel Index (GTI), 2021) 

Based on 2021, the best and safest country for LGBTQ+ travelers, with thirteen points, is Can-

ada, with three anti-discrimination legislations, legalized same-sex marriage, and civil partner-

ship, adoption allowed, transgender rights, intersex options, LGBTQ+ travel marketing in 2 

major cities, and no hostility reported from locals. Following in second place, with eleven points, 

are Malta, Portugal, and Spain, with the only difference that travelers in Malta have reported 

homophobic hostility from the locals. In third place, with ten points, are Austria, Denmark, Swe-

den, the United Kingdom, and Uruguay, with the negative difference that the United Kingdom 

shows high levels of religious influence and no intersex regulations, and Austria, Denmark, 

and Sweden still allow conversion therapy to treat homosexuality (Table 1) (Spartacus, 2021). 

On the other side of the spectrum, with negative (-) fourteen and (-) fifteen points, the index 

shows Afghanistan, Libya, the United Arab Emirates, and Yemen with two laws and regulations 

against homosexuality and same-sex sexual expressions in public and television, high levels 

of hostility from locals, travel restrictions for people with VIH, high religious influence, several 

homicides, and hate crimes, persecution, up to thirteen years of prison or death sentences for 

being homosexual or transgender. Following, with a negative (-) seventeen, and (-) eighteen 

respectively, are Iran, Saudi Arabia, and Somalia, with a higher level of murder and hate 

crimes. Finally, with a negative (-) nineteen points, the most dangerous destination for 
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LGBTQ+ travelers is The Republic of Chechnya, with strong persecution against LGBTQ+ in-

dividuals, murders, and the direct death penalty for homosexuals and transgenders (Table 2) 

(Spartacus, 2021). 

Based on the information provided in this section, it can be concluded that gay men and lesbi-

ans have different needs and motivations from heterosexual travelers, however, they have 

different needs and motivations despite sharing same-sex attraction. The main motivations for 

gay and lesbians are gay social life and sex, culture and sightseen, and comfort and relaxation 

(Clift & Forrest, 1999b). Besides their motivations, gays and lesbians share the travel need of 

finding a place where they can escape and be themselves without fear or minimum risk, a 

space where they can identify themselves, meet people alike and have a good time, to help 

them cope with the constant negative experiences from the world around them (Hughes, 2006). 

Understanding the needs and motivations are keys for destinations to provide and improve the 

service provided to LGBTQ+ travelers, as well as design attractive marketing campaigns that 

suit this specific target market.  

 
Table 1: Safest countries for LGBTQ+ travelers  
Source: Spartacus Gay Travel Guide, 10th Report. Spartacus (2021) 
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2.3. Rainbow Marketing  

Looking for information regarding the destination is a common part of different models of the 

travel decision process, and this does not exclude gays and lesbian travelers. LGBTQ+ trav-

elers might use different sources to collect information about a possible destination to decrease 

the uncertainty levels and analyze risk, this information can come from personal sources that 

share personal experiences or external sources like an advertisement on websites or a gay 

travel agency (Hughes, 2006). Guaracino expresses in his book “Gays and lesbian tourism: 

the essential guide for marketing” (2007) that gay tourism marketing comes down to “the power 

of invitation”. Gay and lesbian travelers will only go to a destination that invites them. This 

invitation is done by selecting the correct wording, images, colors, and information that they 

can relate to, and know is especially done for them, placing it on a media that they know is for 

them and promising that they can expect this all these to be part of their experience while 

traveling and experiencing the destination (Levitz, 2006 as cited in  Guaracino, 2007, pp. 5-6). 

In this section, we analyze some forms of marketing used in the tourism industry to reach the 

gay and lesbian travelers’ market, segmentation, and promotional offers.  

  
Table 2: Most dangerous countries for LGBTQ+ travelers 
Source: Spartacus Gay Travel Guide, 10th Report. Spartacus (2021) 
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The lack of research on gay and lesbian marketing techniques has led marketers to base their 

marketing decisions more on common sense, beliefs, comparison with other markets, and ste-

reotypes more than reality. Marketers often focus their campaigns on gay men and exclude 

lesbians, due to the stereotypical idea that gay men earn more money, like luxury items, ex-

clusive entertainment, art, and fancy getaways, while lesbians are feminist-oriented that dislike 

fashion, makeup, and feminine stuff in general.  Some marketers also affirm that lesbians are 

out of reach based on their high likelihood to have a couple and affinity for living in excluded 

areas far away from big cities and big populations (Sender, 2004; Hughes, 2006; Oakenfull, 

2016). 

 

2.3.1. Glitter Advertisement.   

Gay and lesbian advertisement and campaigns are one of the main indicators the gay and 

lesbian travelers use to identify if the destinations are LGBTQ+ friendly, and it is believed that 

gay-specific advertisement with gay imagery gets immediate attention from gay and lesbian 

travelers because they are not used to see their sexual orientation represented on mainstream 

marketing campaigns. Destinations often choose to publish hotels, bars, restaurants, and busi-

nesses in different gay-oriented channels like gay magazines, popular gay-friendly spaces, or 

gay ghettos. Some destinations might even choose to design a special travel guide or website 

section with specific relevant information for LGBTQ+ travelers (Hughes, 2006).  

 
Figure 5:  Vienna tourism LGBT website and Cover of the LGBT Vienna Guide 2021/2022. 
Source: https://www.wien.info/en/all-of-vienna/gay-lesbian (2021) 

One example is the Vienna LGBTQ guide and website (Figure 5) produced by the Vienna 

Tourist Board which provides information in eleven languages, about gay-friendly or gay-

owned cafés, bars, restaurants, accommodations; an events section showcasing special par-

ties and LGBTQ-oriented events, a shopping section with information about sex shops and 

gay-owned stores and a city map showing transportation routes and highlighting all the points 

mentioned in the guide. Another example is the Salzburg Gay Guide, which is produced and 

printed every year in English and German, which has the same offer as the Vienna LGBTQ 

guide, with the difference that includes a personal twist with stories about gay locals that or-

ganize the events or own some of the stores or accommodations (Figure 6).  
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Building on the topic of gay and lesbian imagery and wording, it is important to note that the 

main characteristics of a successful gay/lesbian marketing campaign are the explicit use of 

referring to pictures, references, and terminologies that are identifiable to them. Some of the 

main characteristics are explicit male pictures with some suggestive sexual activity or nudity, 

female couple pictures in the case of lesbians, the mentioning or use of rainbows, sexual met-

aphors, gay lingo or phrases, and the direct use of the words: gay, lesbian, and/or gay-friendly. 

Additionally, gay and lesbian travelers want to see themselves enjoying the destination, this is 

why some authors advise including pictures of couples kissing, hugging, laughing, and being 

romantic while enjoying the destination. Finally, it is also suggested the use of “gay codes”, 

which are symbols that gays and lesbians will identify with. Some examples of gay codes are 

rainbows, the rainbow flag, the progress flag, a pink triangle, the AIDS red ribbon, the lambda 

symbol, the female and male sex symbols together, etc. (Hughes, 2006; Guaracino, 2007) 

  
Figure 6: Cover of the Salzburg Gay Guide 2021/2022 and pages 52-23. 
Source: https://www.salzburg.info/PDF/01_Salzburg/Gays/gay-guide.pdf (2021) 
 

To increase the reach of the gay and lesbian travelers’ market, magazines, and newspapers 

(printed and digital) are often used by destination managers to promote their gay and lesbian 

offers. However, even though gay and lesbian travelers identify with a destination when is 

promoted in a media tailored for them, some studies suggest that gay and lesbian advertise-

ments should be promoted in newspapers and magazines that are on the mainstream side of 

media, in other words not gay-oriented due to the highest public exposure. It is suggested that 

gays and lesbians are high consumers of mainstream news, lifestyle, and home design mag-

azines, compared to heterosexuals. (Roth and Luongo, 2002 as cited in Hughes, 2006, Hughes 

2006). Additionally, Hughes suggests that gay and lesbian-oriented magazines have a lower 

circulation rate, between 35.000 to 60.000 a year in the United Kingdom (www.gaytimes.co.uk 

as cited in Hughes, 2006), compared to conventional heterosexual magazine magazines with 

a circulation rate between 300,000 to 500,000 a year in the United Kingdom (www.abc.org.uk 

as cited in Hughes, 2006).  

The internet is one of the most significant ways to find information about holidays, and even 

more for gay and lesbians that find the internet a safe space that minimizes risk and protects 

their anonymity while looking for information (Hughes, 2006; Kolko, 2013). Research done by 
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Forrester on 60.000 households shows that 76 percent of lesbians are often online compared 

to 69 percent of straight women, and gay men spent 33.3% more time on the internet compared 

to heterosexual men. The researcher expressed that “The Internet makes it easier for gays to 

meet online without the pressures of losing one’s anonymity and provides a link to the gay 

community through tools like text chat, instant messaging, and personal Web pages” (Kolko, 

2013). The LGBTQ Consumer Product Report by CMI reports that 95 percent of the LGBTQ 

respondents own a smartphone, 85 percent own a laptop computer, 68 percent own a tablet 

device, and 43% a desktop computer (Community Marketing & Insights, 2019b), based on this 

values it can be assumed that majority of LGBTQ individuals have access and constant contact 

with the internet in some kind of way. Additionally shows that the most followed and used social 

media platforms are Facebook, YouTube, and Instagram respectively. Instagram is used more 

by millennials and generation Z participants that identified as gays, lesbians, and bisexuals 

(Community Marketing & Insights, 2019b). 

Interesting findings reported in the New York Times shows that after a 900.000 thousand dollar 

investment on an online campaign targeting gay and lesbian travelers, their website monthly 

visit increased from 800 visits to 4000 visits (Trucco, 2004). This collection of information al-

lows drawing the assumption that online marketing is one of the smartest and most efficient 

ways to target gay and lesbian travelers.  

 

2.3.2. Shine among the Competition – Destination LGBTQ Marketing    

Amsterdam, Toronto, New York, San Francisco, Fire Island, Provincetown, Sitges, Mykonos, 

Lesvos, and Gran Canarias enjoy the privilege of being popular gay and lesbian destinations 

just by their reputation within the LGBTQ+ community and word-of-mouth. However, the in-

crease in the acceptance of the LGBTQ+ community, the community exposure in the media 

has increased the competition and efforts of other destinations to enter the gay and lesbian 

tourism market, has increased the competition to reach this niche market, forcing even the 

most popular destination to invest in promoting their offers. (Hughes, 2006) 

Destination managers have the hard task to create the destination image that will attract gay 

and lesbian tourists. The destination image is formed by (1) destination attributes (e.g., 

weather, infrastructure, locals), (2) the holistic picture built by the tourist about the destination's 

physical characteristics (mountainous, sunny, crowded), (3) functional characteristics of the 

destination (e.g., scenery, natural attractions, cost) and (4) and psychological characteristics 

(e.g., reputation, quality of service, atmosphere). This image is formed before visiting the des-

tination and it can change after visiting the destination (Echtner & Ritchie, 1991, 1993). Con-

trolling all those factors is a complicated task, and more when targeting a very specific market 

like gay and lesbian travelers, for this reason, destination managers often have tight hands 

and are forced to work with what is available in the destination ( Hughes, 2006). In this case, 

destination managers should collaborate with the local LGBTQ+ community and organization, 

LGBTQ+ stakeholders, heterosexual stakeholders that are allies, and the locals, building a 

strategy that brings everyone on the same page to create a promote a tourist offer that meets 

the needs of gay and lesbians travelers  (Guaracino, 2007).  
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Based on the literature, gay and lesbian travelers are significantly attracted by the gay-friend-

liness, tolerance, and absence of homophobia in the destination, because it makes them feel 

safe ( Hughes, 2006). Additionally, is important to look at the travel motivations of gays and 

lesbians to build a solid LGBTQ+ destination. The gay-identity travel motivation model (Figure 

7) proposes that gays and lesbians are looking for a destination that gives them safety, a place 

with like-minded individuals to escape their reality, gay events, and groups where they can 

express their gay identity and the change to have an authentic and immersive new experience.  

 
Figure 7: Gay-Identity Travel Motivation Model  
Source: Travel motivation of gay and lesbian tourist: a qualitative inquiry. Reshma Muqtedar Khan (2013) 

 

2.4. Social Media and Influencers  

People are incorporating Social media into their daily lives, and this is changing the world 

replacing the traditional ways to collect information, socialize, learn, entertain themselves and 

communicate, influencing people's decision-making and buying process when buying and trav-

eling (Jepsen, 2006; Constantinides & Fountain, 2008; Fotis, Buhalis, & Rossides, 2012).  

In this chapter, the topic of social media marketing, Instagram, social media influencers, and 

their influence on the way people decide to interact with their content and/or purchase will be 

discussed in more detail.  

 

2.4.1. Social Media and Instagram in Tourism 

Social media has also adopted the name Web 2.0 in the literature. Constantinides and Foun-

tain (2008) express that academia has not agreed on a definition for Web 2.0, however, the 

authors give a great definition for Web 2.0 that can be used to define what social media is and 

represents:  
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Web 2.0 is a collection of open-source, interactive, and user-controlled online appli-

cations expanding the experiences, knowledge, and market power of the users as par-

ticipants in business and social processes. Web 2.0 applications support the creation 

of informal users ’ networks facilitating the flow of ideas and knowledge by allowing 

the efficient generation, dissemination, sharing, and editing/refining of informational 

content. (Constantinides & Fountain, 2008, pp. 232-233) 

There are different types of social media. The literature describes five main types of social 

media: blogs, content communities (e.g., Youtube, Flickr), social networks (e.g., Facebook, 

Instagram), virtual gaming worlds (e.g., World of Warcraft, Fortnite), collaborative project net-

works (e.g. Wikipedia) and virtual social worlds (e.g., Second Life) (Kaplan & Haenlein, 2010). 

Regarding tourism, the literature report that the most common social media platforms used by 

travelers to find information and connect with other travelers are review sites (e.g., TripAdvisor, 

Yelp), social networks (Facebook, Twitter, Instagram) forums, and blogs. These have been the 

focus of analysis in the tourism marketing academic for the last few years, being TripAdvisor, 

Twitter, and Facebook the most researched, and Instagram the least one (Xiang & Gretzel, 

2010; McCarthy, Stock, & Verma, 2010; Fotis et al., 2012; Sigala, 2012; Fatanti & Suyadnya, 

2015; S. P. Smith, 2018; Varkaris & Neuhofer, 2017;  Yu, Xie, & Wen, 2020; Conti & Lexhagen, 

2020; J. Yu & Egger, 2021) 

Social media allows people to connect and create communities and spaces to share infor-

mation. Authors suggest that like-minded people engage in social media communities to share 

knowledge and experiences about a certain topic and celebrate their similarities. These social 

communities are built by the users themselves and the norms that have been negotiated by all 

the participants involved. Moreover, the author’s findings express that the knowledge and ex-

periences shared in social communities have a high influence on consumer behavior towards 

a product or service. (Cardon et al., 2009; de Valck, van Bruggen, & Wierenga, 2009). 

Regarding the impact of social media on tourism, there have been major contributions done in 

the attempt to explain how Web 2.0 can impact the decision-making process of a traveler and 

therefore the destination. Sigala's (2012) experimental study shows that tourists using Web 

2.0 applications to play trips report enjoying the process due to the opportunity to build or 

participate in a community while planning the trip, and also the functionalities of the platform 

that allows the planning process to be easier and simpler.  

It is known that collecting big amounts of information is a common practice of travelers before 

the trip, for functional (e.g., learn about events, be informed about the destination and prices, 

destination highlights, promotions, locations) and planning purposes, however, travelers col-

lect information to satisfy other needs, such as being innovative (e.g., discover new destina-

tions, find new experiences available, satisfy their craving for adventure in an unknown place), 

get excited and fantasize about the trip (e.g., look at aesthetic pictures, hear related sounds, 

watch pleasant videos) (Vogt & Fesenmaier, 1998). An extensive literature review research by 

Matikiti-Manyevere and Kruger (2019) shows that travelers use social media before traveling 

to gather information, evaluate alternative destinations, and as a confirmation tool to affirm that 

they are making the right choice; during the trip to share their experience while traveling and 
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find relevant information about live events and news happening in the destination on real-time; 

and after the trip to share the travel experience through photos, videos or reviews (Figure 8). 

Research is done by analyzing Google search results when looking for destinations, suggests 

that when looking for destinations and destination functionalities or characteristics (e.g., ac-

commodation, restaurants) using a search engine, social media represents a substantial part 

of the results, redirecting possible travelers to sites like TripAdvisor (Xiang & Gretzel, 2010). 

These results contribute to revealing the relevance of social media for the tourism industry, 

and the importance of having a strong social media presence as a destination to try to control 

this variable. Additionally, building a strong social media brand presence as a destination al-

lows for having a more personal relationship with the online traveler's community and people 

that might be interested in visiting the destination (Kelly, Kerr, & Drennan, 2010).  

 
Figure 8: Uses of social media sites in the trip decision-making process.   
Source: The role of social media sites in trip planning and destination decision-making. Rosemary Matikiti-Manyevere 
and Martinette Kruger (2019) 
 

“We bring you closer to the people and things you love” (Instagram, n.d.). Instagram is one of 

the most popular used social networks in the world, with 1.338 million active users, the majority 

under the age of 34 (Figures 9 and 10) (Statista Research Department, 2021). The user-gen-

erated content platform allows users to take, edit and share pictures, videos, text, and daily 

stories about their lives, to build communities of followers and followers. Instagram is one of 

the favorite photo-sharing platforms for travelers to share holiday pictures and videos, how-

ever, there has been an increase of influencers and companies, using the platform for eco-

nomic purposes like brand building and advertisement, intending to increase their profit 

(Mohsin, 2021).  



IMT Master Degree Program of Salzburg UoAS | Literature Review                                                                                          32 

 

 

 

 
Figure 9: Global social networks ranked by the number of active users.  
Source: Travel motivation of gay and lesbian tourist: a qualitative inquiry. Reshma Muqtedar Khan (2013) 
 

Statistics show that people spend on average 53 minutes daily using Instagram (Recode, 2018 

as cited in Mohsin, 2021) and that by 2018, 71 percent of the brands and enterprises in the 

United States of America are using Instagram, investing in advertisement, using hashtags and 

measuring engagement rate metrics to measure their audience behavior and increase the 

sales. It is implied that companies are using more Instagram to promote their brands due to 

the big audience available and inexpensive advertisement rates (Mention, 2018 as cited in 

Mohsin, 2021). Concerning engagement rate, the Instagram engagement rate increased 29% 

between 2017 and 2018, based it is assumed that Instagram can generate over 4000 more 

interactions than Facebook. The reason for the high engagement rate is attributed to the high 

visual content and features available in the app (e.g., photo, videos, live video streaming, sto-

ries, and IGTV) combined with the ability to interact live with other users (Socialbakers, 2018 

as cited in Mohsin, 2021). Finally, is important to mention that Instagram has a highly important 

impact on a person’s shopping journey, according to a survey done by Facebook, 80% of 

Instagram users reported making a purchase decision based on Instagram content posted by 

a brand or user that they follow  (Facebook, 2019).  
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Figure 10: Distribution of Instagram users worldwide as of July 2021, by age and gender.  
Source: Distribution of Instagram users worldwide as of July 2021. Statista Research Department (2021) 
 

It can be agreed that social media play a truly important role pre-travel, during traveling, and 

after the trip (Vogt & Fesenmaier, 1998; Fotis et al., 2012; Sigala, 2012; Varkaris & Neuhofer, 

2017), and it brings many benefits that help reach possible travelers due to the big amount of 

users. It is reported that DMOs from France, Germany, Italy, Russia, Spain, Turkey, and the 

United Kingdom use Instagram as a marketing tool to attract travelers (Uşaklı, Koç, & Sönmez, 

2019). Despite the contributions to the literature regarding the impact of Instagram on tourism 

(e.g., Fatanti & Suyadnya, 2015; Smith, 2018; Conti & Lexhagen, 2020; C.-E. Yu et al., 2020; 

J. Yu & Egger, 2021), it is suggested that more research is necessary to understand the impact 

of this platform on travelers and destinations and how to use its full potential as a marketing 

tool for a destination. Finally, based on the statistics available, it can be assumed that Insta-

gram is a highly valuable tool that can be used by destinations to promote the destination and 

improve their arrival numbers. In the next section, the topic of social media influencers, follow-

ers, and engagement rates will be discussed.   

 

2.4.2. Influencers' Power and Followers Engagement 

The popularity of Instagram among travelers looking for information and others sharing their 

holiday experiences has created a big traveler’s community on the image-sharing platform, 

which led to the increase of travel influencers. The advantage of Instagram as an electronic 

word-of-mouth tool and the power of the travel influencers to influence their followers had 

caught the attention of destination managers to start using influencer marketing to attract visi-

tors (Barbe, Neuburger, & Pennington Gray, 2019). In the following, it will be discussed what 

is an influencer according to the literature and how they influence their follow-through, to have 

a general idea of how they can contribute to destination marketing. Additionally, we will discuss 

the importance of engagement rate values as a metric to measure success on Instagram.  

Social media influencers are considered the opinion leaders of the social media world, having 

a high level of influence over the attitudes, behaviors, and decision-making processes of their 
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followers (Rogers & Cartano, 1962; Godey et al., 2016; Casaló, Flavián, & Ibáñez-Sánchez, 

2020). A qualitative study revealed that influencers should have the following characteristics: 

(1) they should be active participants within the community in their area of expertise (e.g., the 

tourism community), (2) experts with some kind of direct experience in the products related to 

their followers' interest or the community (e.g., flights or accommodation) and (3) they should 

have good taste or sophisticated. If individual counts on the main three characteristics they will 

have a high influence on the purchase decision of their followers (Leal, Hor-Meyll, & Pessôa, 

2014). 

These results are backed up by other studies which indicate that influencers are respected by 

the community, are considered word-of-mouth masters and credible, show expertise on a spe-

cific topic, and are followed by a large number of people (followers) that respect their 

knowledge and opinion (Rogers & Cartano, 1962; Bonner, Baumann, Lehn, Pierce, & Wheeler, 

2006; Kozinets, de Valck, Wojnicki, & Wilner, 2010). Additionally, it is suggested that influenc-

ers should be considered reliable, and this reliability is perceived when the influencers share 

the same values as the follower (Shen, Huang, Chu, & Liao, 2010) 

A follower can be described as an individual that follows others due to non-existent knowledge 

or no access to objective information about a service, product, or topic, with the main goal of 

getting advice or examples that help them to make a decision (Leal et al., 2014). Followers are 

those seeking information or advice from individuals who are thought to be opinion leaders 

(Blackwell, Miniard, & Engel, 2006). 

The user-generated content posted by the influencers helps them differentiate from other users 

and rise as opinion leaders. Their content should be perceived as different, extraordinary, cre-

ative, “never seen before” and sophisticated (Casaló et al., 2020). The word-of-mouth effect 

will be higher when the generated content shows superior levels of creativity, originality, and 

innovation (Moldovan, Goldenberg, & Chattopadhyay, 2011). Influencers' credibility is based 

on their interaction with their followers. To have good credibility, the influencer should post 

continuous innovative content that reflects their followers' profiles and preferences, participate 

and interact with their followers, be active in the community and promote interaction between 

followers (Manthiou, Chiang, & Tang, 2013).  

Research points out that the similarity between the influencer-generated content and the fol-

lower's personality is the most important factor to develop a psychological closeness between 

them. The extent to which content is viewed as relevant or important to an individual’s value, 

coherent with his or her interest, and matches his or her personality is related to perceived fit 

with their interests (Casaló et al., 2020; Choi & Rifon, 2012). It is expected that followers feel 

more secure following the advice on an Influencer’s Instagram account when the content pub-

lished matches their personality and interests. By following an account whose content matched 

their personality, they may accomplish an ambitious self-image that is represented by the in-

fluencers (Pradhan, Duraipandian, & Sethi, 2016). A study on visual congruence suggested 

that when the user-generated content of social media influencers contains elements that are 

linked to their followers' interests, the following intention is higher, and this will lead to an in-

crease in the followers' counts. This content congruence has also been pointed to be linked 
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with an increase in the intention of the followers to interact with a brand posted by an influencer 

since the followers might perceive it as familiar due to the perceive credibility built on the influ-

encers and its content (Argyris, Wang, Kim, & Yin, 2020).  

When talking about the relationship between influencers and followers, it is important to un-

derstand the engagement rate metric. Engagement rate is a measuring value used in social 

media-related topics to quantify and measure how people interact and involve with user-gen-

erated content from an account. An engagement rate is a tool developed by marketers to an-

alyze the overall interaction of followers with a certain account, the higher the interaction, the 

higher the value of your account. This value is key to understanding how significant the content 

is for your audience (Gogolan, 2021). Research has shown that the number of likes and com-

ments is considered a signal of popularity and prestige, therefore, it is expected that creative 

content that generates a high amount of likes and comments will improve the influence of a 

brand and have a positive effect on their profits (Kumar & Mirchandani, 2013; Swani, Milne, 

Brown, Assaf, & Donthu, 2017). The engagement rate is a metric that is used on different social 

media (Gogolan, 2021) and has been used in research to understand followers' behaviors with 

brands and destinations (Yu & Sun, 2019; Yu et al., 2020; J. Yu & Egger, 2021).   

 

2.4.3. Influencers Marketing 

Influencers have been ruling the online world for the last couple of years and it is not going to 

stop anytime soon. A Forbes article reports that the digital world is fueled by the Influencer’s 

power in different market areas, and their collaboration with companies and brands has cre-

ated innovative marketing strategies through Influencer marketing (Fertik, 2020). Influencer 

marketing was valued at $1.7 billion U.S. Dollars in 2016, reaching $9.7 billion U.S. Dollars by 

2020, and despite the COVID-19 pandemic, it is expected to reach $13.8 billion value by the 

end of 2021. It is also reported that 59% of companies dedicate a specific budget for online 

content marketing, of which 75% reported having a dedicated budget (between $10.000 and 

$500.000) for influencer marketing, and 80% of these companies reported good return on in-

vestment (ROI) (Geyser, 2021).  

To understand more about influencer marketing is important to look at the definition. Also 

known as “celebrity endorsement” Influencer marketing is when companies, brands, and en-

terprises of different sizes and industries use influencers as intermediaries to send a promo-

tional message to their audience. The selected influencer will be enlisted by the brand to help 

them spread a positive brand message for monetary remuneration. As mentioned before, the 

followers expect the influencers to produce and share exclusive, innovative, and engaging in-

formation on areas in which the influencer is thought to be an expert. This audience is loyal to 

the influencer and will share by word-of-mouth the influencer’s marketing content that they 

enjoyed. The Influencer establishes an indirect link between the companies that hire their ser-

vices and their loyal followers. As a result of the endorsement, the influencer increase the 

trustworthiness and credibility of the brand on their followers' perception, which can lead to an 

immediate positive impact on sales (Bergkvist & Zhou, 2016; Kretz & Quora, 2020).  
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In regards to tourism, influencer marketing has been implemented by destination managers 

from different countries, using influencers as spokespersons to increase arrivals and enhance 

the destination image. Destination image is hard to create, build, improve, and transform. Thus, 

having the endorsement of a celebrity can have a powerful impact on how the destination is 

perceived. Some examples are the collaboration of Tourism Australia with the American ce-

lebrity Oprah Winfrey in 2010 to promote the destination in the United States of America to 

reach this market and the collaboration of the Hong Kong government and the famous actor 

Jackie Chan, that has been Hong Kong Tourism Ambassador since 1995 (Xu (Rinka) & Pratt, 

2018).  

Tourism studies explain that there is a huge benefit to the destination image when the desti-

nation is promoted using the image of a celebrity or renowned personality, which might lead to 

significant public attention, and might cause an improvement in arrival numbers (Holloway, 

2004; Morgan & Pritchard, 2003). However, it has been proved that selecting the proper ce-

lebrity to market the destination and the destination image that would like to be built is crucial 

for the positive perception of the advertisement. In other words, the celebrity image and values 

need to be aligned with the destination and destination image to be perceived positively by the 

public (van der Veen, 2008). 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_
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3. Conceptual Framework & Hypothesis 

This study aims to understand which attributes and topics are more relevant or attractive for 

LGBTQ+ travelers, by using big data analysis and machine learning methods of the user-gen-

erated content of LGBTQ+ traveler influencers on Instagram. As expressed previously, the 

inclusion and development of theories regarding the LGBTQ+ community in the tourism con-

text are scarce, therefore this study will take an inductive approach, based on data observation, 

and results from research directed in different fields (e.g., marketing, sociology, psychology, 

tourism), and patterns identified on the data, to make sense of the data and develop results 

that can contribute to the tourism academia, filling the gap on LGBTQ+ research with a mar-

keting perspective. In the following chapter, the line of reasoning for this research will be ex-

plained in more detail.  

_ 

3.1. Instagram – Social media selection 

Major contributions show that social media are one of the main sources of information for po-

tential travelers, looking for inspiration, confirmation, getting excited, and fantasizing about a 

dream holiday, and the impact of social media on the decision-making process of the travelers 

(Fatanti & Suyadnya, 2015; Kelly et al., 2010; Matikiti-Manyevere & Kruger, 2019; Sigala, 2012; 

S. P. Smith, 2018; Varkaris & Neuhofer, 2017; Xiang & Gretzel, 2010). Even though the ma-

jority of the research and data show that Facebook and TripAdvisor are the most influential 

and studied social media regarding tourism, it has also been the point that Instagram is follow-

ing them as the newest trendy social media for travelers (Matikiti-Manyevere & Kruger, 2019). 

Instagram is one of the favorite social media for travelers due to its versatile visual features 

and setting that allows to edit and post photos, videos, stories, and IGTV content. The high 

versatility that Instagram offers to the users to the public and interact with others is the reason 

why it generated over 4000 more interactions compared to Facebook, meaning a higher en-

gagement rate, which can generate more exposure and purchase intention. (Facebook, 2019; 

Recode, 2018 as cited on Mohsin, 2021; Mention, 2018 as cited in Mohsin, 2021; Socialbakers, 

2018 as cited in Mohsin, 2021). Several countries are using Instagram successfully as a mar-

keting tool to increase arrivals (Uşaklı et al., 2019). Based on these statistical assumptions, 

the pictorial content available on Instagram needed for the study, and the lack of research on 

Instagram as a marketing tool for a destination, the researcher decided to use Instagram as 

the social media to conduct the research.  

_ 

3.2. LGBTQ+ Subjects of study.  

For this research, the author will follow the queer theory line of thought on social construction-

ism, which expresses that reality is individually shaped by different external factors (religion, 

nationality, economic power, social abilities, social climate, history, etc.), including the concept 
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of self, which express that self is base also on external factors (interactions with society and 

responses to society) (Hammer, 2016; Manning, 2016). Based on the literature review done 

on the topics of gender, sex, and sexual orientation, and the look into each of the members of 

the LGBTQ+ community’s history, social challenges, and risks, it can be assumed that they 

experience reality in different ways, and therefore have different needs, consequently, each of 

the individuals needs to be studied separately. This idea is supported by the literature assump-

tions that express that lesbians do not follow the standard psychological coming-out model, 

developing same-sex attraction later in their adulthood, which is different from gay men that 

develop same-sex attraction in their late childhood. Additionally, lesbians pause to revise and 

rethink their identity, while gay men are less likely to question their sexual identity (Diamond, 

2016). A psychological study on erotic plasticity also expresses differences, explaining that 

women's sexual desire can be changed by different social and situational factors, while men's 

sexual desire is constant despite external variables.  

The literature goes on to provide different socials and psychological factors that make lesbians, 

gays, bisexuals, transexuals, and queers different from each other. Based on these assump-

tions and the lack of literature regarding the differences in their travel behavior, the author will 

follow the suggestion and approach of other authors (e.g., Guaracino, 2007; Hughes, 2006) 

and study each member as an individual. Moreover, the historic literature review on the 

LGBTQ+ community and the higher risk and political restrictions that they might face while 

traveling (Brunt & Brophy, 2006; Spartacus, 2021; Spartacus Gay Travel Index (GTI), 2021) 

are some reasons why they often look for gay safe spaces. Keeping this in mind, it can be 

assumed that the LGBTQ+ community is a minority group with very specific needs and prefer-

ences.  

The limited research done regarding LGBTQ+ tourism and travelers has been specifically 

about gays and lesbians, leaving out an empty gap of information about the bisexuals and 

transexuals tourism experience (Hughes, 2006), this can be attributed to heteronormativity and 

homonormativity. For this unfortunate reason, the author was forced to exclude bisexuals and 

transgenders in this study. Other reasons for the exclusion will be discussed in the next chap-

ter.  

_ 

3.3. Influencers - Subjects of study 

The popularity of Instagram among visitors seeking information and others sharing their vaca-

tion experiences has resulted in a sizable traveler community on the image-sharing site, re-

sulting in a surge in traveler influencers. Additionally, the advantage that Instagram has word-

of-mouth and the power that influencers, as opinion leaders, have to move and persuade their 

followers, had caught the attention of destination managers to start using influencer marketing 

as a tool to promote the destination and increase arrivals (Barbe et al., 2019; Uşaklı et al., 

2019).  

According to the literature, social media influencers are considered the opinion leaders of the 

social media world. Their high influence on attitudes, behaviors, and decision-making process 
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on a large number of followers are the result of the credibility that they have built on the social 

media community, through their expertise on a specific topic, creative and innovative content, 

and relatable personalities (Bonner et al., 2006; Casaló et al., 2020; Godey et al., 2016; 

Kozinets et al., 2010; Rogers & Cartano, 1962). On the other hand, we have followers, which 

are individuals looking for knowledge and information about services, products, or topics of 

interest, with the bigger goal of getting information, from a source perceived as reliable, that 

helps them to decide to buy a product or request a service (Blackwell et al., 2006; Leal et al., 

2014).  

Followers will only follow and interact with Influencers’ content when they are genuinely inter-

ested in the content, and this is related to their personal beliefs (Casaló et al., 2020; Choi & 

Rifon, 2012). When the content shared on an Influencer’s Instagram account correspond to 

their personality and hobbies, followers are more likely to trust their recommendation (Pradhan 

et al., 2016). The relationship between Influencers and followers can be measured through the 

engagement rate, this metric will be discussed in the next section. 

Based on the findings mentioned above, it can be expected that the content of an already 

formed social media influencer is related to their followers, and they identify with this content 

in some way or the other. Following this line of thought, it can be assumed that the followers 

of a gay and lesbian influencer identify as part of the LGBTQ+ community, based on this, the 

results of analyzing the engagement between influencers and followers can provide a valuable 

inside into the preferences of LGBTQ+ travelers. 

_ 

3.4. Independent and Dependent Variable.  

The engagement rate is a metric used by marketers to measure the success of a post on social 

media. By using the sum of all the interactions (likes, comments, and shares) in a user-gener-

ated post divided by the number of followers, this metric tries to understand the post's reach 

and how well it has been perceived by the number of followers. In simple words, the engage-

ment rate helps to understand how people interact, value, and perceive a post. The higher the 

engagement rate value, the higher the value of the user-generated content and therefore the 

account. Additionally, it is expected that innovative content generates a big amount of interac-

tions (likes, comments, and shares) which are considered a signal of distinction and popularity 

(Gogolan, 2021; Kumar & Mirchandani, 2013; Swani et al., 2017).  

The engagement rate is a metric that is used on different social media (Gogolan, 2021) and 

has been used in research to understand followers' behaviors toward brands and destinations 

using the Instagram picture engagement rate (Yu & Sun, 2019; Yu et al., 2020; Yu & Egger, 

2021).  

3.5. Research Question 

Following these thoughts, it can be assumed that the engagement rate is a useful metric to 

measure gay and lesbian travelers' attraction to certain destination attributes, based on the 
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engagement rate of the user-generated pictures posted by gay and lesbian travelers. There-

fore, the engagement rate will be used as a dependent variable for the study.  

The Instagram pictures will be processed using machine learning tools to create groups of 

pictures with similar attributes, these groups will be classified based on general picture content 

to give meaning to the clusters. The picture processing, clustering, and analysis will be ex-

plained further in the consecutive part of this thesis. Classified clusters will be used as the 

independent variable, to understand how the change in the picture attributes affects the en-

gagement rate of the picture.  

The analysis of the relationship between gay and lesbian traveler on Instagram influencers’ 

pictures attributes and the engagement rate of the pictures aim to solve the following research 

question: 

“What are the most attractive attributes in a destination for gay and lesbian travelers?”.  
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4. Methodology 

In this chapter, the details of the methodological approach will be explained. Different aspects 

were analyzed and taken into consideration to determine the suitable methodology for this 

research, tools, and determine the variables that will be used to conduct the research and 

solve the research question. This research will take an inductive approach, by using machine 

learning to analyze the pictures of gay and lesbian travel Instagram influencers as an inde-

pendent variable, and comparing those with the engagement rate, to understand the effect of 

the clusters on the intention to interact with the picture, and therefore the destination. The final 

rainbow methodological model counts with 7 color stages that will be explained further on the 

next pages.  

This study intends to find the answer to the following research question: “What are the most 

attractive attributes in a destination for gay and lesbian travelers?”.   

In an attempt to find what are the most attractive attributes of a destination for gay and lesbian 

travelers, the researcher conducted a vast literature review and connected studies from differ-

ent research to design the following methodology. It is important to keep in mind that these 

steps were applied to gay and lesbian influencers separately, following the logic of the literature 

which assumes that gays and lesbians are distinct due to sociological, psychological, and in-

dividual reasons, therefore they should be studied as individuals.  

 

4.1. Red Stage: Influencer Selection 

After an intensive literature review, different influencer attributes were taken into consideration 

to select the influencers that take part in this study, additionally, other sampling parameters 

were applied by the researcher to ensure that the influencers selected are a perfect fit for this 

study.  

The influencer should be an active participant within the community in their area of expertise 

and the content should be perceived as an Evoque direct experience with the product or area 

of expertise (e.g., traveling, fashion, makeup, art, music, etc) (Leal et al., 2014). An influencer 

has a solid community with a big amount of followers who respect their knowledge in their area 

of expertise (Bonner et al., 2006; Kozinets et al., 2010; Rogers & Cartano, 1962). A social 

media Influencer should be active and post continuous authentic and creative content that 

aligns with their beliefs and personalities (Manthiou et al., 2013).  

Taking into consideration this literature and the focus of this research the following sampling 

parameters were applied:  

• The Influencer should be public “out of the closet” and express their sexual orientation 

on the account description and it should also be present across their content. In simple 

English, they should publicly visibly express that they are gay and/or lesbian, in some 
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way, on their Instagram account description and the content of the pictures should re-

flect this as well.  

• The Influencer account and content should be specifically about traveling and tourism. 

This should be visible, expressed, or perceived across their content and be specified 

on their Instagram account description and/or account category.  

• The Influencer should have a big follower count. Some Instagram Influencer studies 

use individuals or accounts with over 76000 followers (Casaló et al., 2020), however, 

it is important to keep in mind that the LGBTQ+ community is a minority, therefore the 

reach of LGBTQ+ travel Influencers is expected to be lower than normal celebrity influ-

encers. Based on this logic, the researcher set a minimum of 10000 follower count on 

the influencer account to be considered for this study.  

• The Influencer should be active on their social media account, posting new content 

periodically. Accounts, no post in over 1 year were not taken into consideration.  

• The Influencer account and content should be public.  

• The Influencer should not be a non-celebrity traditional from television, movies, or other 

industries (Casaló et al., 2020).  

Using the Instagram search engine bar, the researcher searched for accounts using the 

quotes: “LGBTQ+ travel”, “gay travel”, “queer travel”, “lesbian travel”, “trans travel”, “bisexual 

travel” and “LGBTQ+ tourism”, “gay tourism”, “queer tourism”, “lesbian tourism”, “trans tourism” 

and “bisexual tourism, a list of the top 10 more followed account of each search was collected. 

All the collected accounts were manually analyzed to apply the sampling parameters estab-

lished by the researcher for this study. This selection was done on the 26th of July 2021.   

After applying these sampling parameters to the list of results fourteen (14) Instagram travel 

Influencers were selected. It is important to note that there were no bisexual and transexual 

travel Instagram Influencers that fit into the sampling criteria, in specific the minimum of 10000 

followers count. It seems possible that this result is due to the heteronormativity and 

homonormativity explained in the literature review. Hence, only gay and lesbian travelers and 

Influencers that complied with the parameters were selected.   

The influencers that comply with the sampling parameters were divided into gay and lesbian 

influencers based on the sexual orientation expressed on their account and user-generated 

content. The researcher decided to analyze them as different groups to follow the logic present 

in the literature, which explains that gays and lesbians are different due to sociological, psy-

chological, and individual reasons. This might also give an additional insight into their destina-

tion attribute preferences if any.  

Is also important to note, based on the influencer content and/or account description, it can be 

noted that they are single, in relationship status, or married. Based on the literature reviewed 

there is no specific information regarding the civil status (said: single, in a relationship, married, 

divorced, widow) of the influencer and the impact of this on their followers and the way they 

engage with the influencer, therefor the researched decided to keep the singles, couples, and 

married influencers as part of one group. Additionally, their place of residence was not taken 
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into consideration, because the majority of their content is regarding traveling and tourism, 

therefore it is showing different locations and destinations.  

After classifying the influencers that comply with the sampling parameters, there were a total 

of nine (9) gay travel influencers (Table 3), of which seven (7) are in a relationship and married, 

and two (2) are single. On the other hand, there are a total of five (5) lesbian travel influencers, 

which are all in a relationship or married (Table 4).  

Username 
Instagram 

Name 
Account Description 

Follower  

Count 

Follower  

Count 
Content Example: 

alwaysanovice 
LGBTQ+ Travel 

                    

Tom✌️🦊 

Gay🌈  

Nurse, Travel Addict👨⚕️ 

Positive vibes 🥳 

#vegetarian 🥦 

59 countries 🌍 

#mentalhealth 🖤 

Welshman 

🏴in Manchester 

Travel Blog ⏬ 

11116 

 

3075 

 

 

 

coupleofmen 
Gay Travel Blog 

Couple of Men 

★Award-winning LGBTIQ+ 

Storytellers♥ @karlisworld & 

@daancolijn (he/him/his) 

⚣Activists, Writers, Photogra-

phers 

✈#GayTravel Blog #couple-

ofmen 

51065 5915 

 

deeristraveling 

AON &amp; LAN 

🏳️🌈⃤ Travel Cou-

ple 

✈  intergaycial wanderlusts 

✈ 

LGBTQ × adventures × posi-

tive vibes 

↓ check our blog ↓ 

37513 991 
 

 

fer-

die_and_gianni_tr

avels 

Ferdie and 

Gianni’s Travels 

The travelpage of Ferdie🇳🇱 + 

Gianni🇧🇪(@giannichromatics), 

we love to travel and share it 

with you!🇪🇺🏳️🌈🌍✈🌈 All 

own📸  🔜: 🇭🇷 sept21. For 

our blog👇 

13022 942 
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gios981 
Gay Italian Trav-

eller 

I organize & lead Gay Holi-

days in Italy and abroad  

@italygaytravels  

#GayTravel 🏳️🌈 

🏠 Puglia, Italy 

⛵️🚲🍷 

 

80337 5955 

 

 

 

nomadicboys 

Gay Travel - No-

madic Boys 

 

Inspiring gay travelers to 

travel safely with Pride🏳️🌈  

Our latest #gaytravel article 

⤵️  

Gay couple @stefan.arestis 

and @sebastienchaneac 👨🏻🤝👨🏽  

 

137103 6659 
 

 

thetravellinggays 

Doug - 

Gay/Travel/Dads 

Blog 

👨🏽🤝👨🏻  #Husband to Sanjay  

👶#surrogacyjourney to be-

coming #gaydads  

🌈 Serving #GayCouple, 

#Gayswithkids #LGBTQ 

#Twodads Realness   

👶🎬⬇️ 

233665 985 
 

 

thexadventure 

The X 

                     

ɢᴀʏ ᴛʀᴀᴠᴇʟ 

Travel into Unknown-|X|peri-

ence-|X|plore -BE. |X|cited 

with |X|tra Fun of your |X|pedi-

tion🌐🌍👬 

11211 5063 
 

 

world_mappers 
Gay Travel Cou-

ple | LGBT 

🏳️🌈 LGBT Couple & Gay 

Travel Bloggers 

✈ Content Creators & Brand 

Pride Influencers 

🇮🇹 Marco & Simon ⚣ from It-

aly/Dolomites 

✏️ wmappers@gmail.com ⬇️ 

41490 994 
 

 

Table 3: Gay Traveler Influencers – Instagram account details. 
Data crawled: 07-26-2021 

 

4.2. Orange Stage: Data Crawling 

The fourteen before-mentioned gay and lesbian traveler influencers' account data were 

crawled to conduct the study. Data crawling is the process of retrieving or downloading big 

amounts of relevant data from the web with the help of an Application Programing Intercase 

(APIs) popularly known as bots, phantoms, or spiders, that are designed to crawl the infor-

mation from the worldwide web (Williams, 2012). Data crawling for social media is a modern 

method used in recent studies regarding social media. For this study, the data was crawled 
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using the online API Phantombuster, which has been used in several studies from different 

fields, as a tool to gather large amounts of information from social media platforms (López-

Carril & Anagnostopoulos, 2020; Ramraj, Sivakumar, & Ramnath G., 2020; Sim et al., 2020).  

Username 
Intagram 

Name 
Account Description 

Follower  

Count 

Follower  

Count 
Content Example: 

amorandadventure 
Liz &amp; Adri 

| LGBT Travel 

🇲🇽 Artist ❤️ Doctor 🇺🇸  

🏳️🌈 Adventure Couple 👭 

📍Based in the PNW 

#travel |  #lgbt | #explorers 

@bigheartsmallworld and 

@lizcervantes26 

11116 

 

3075 

 

 

 

itsvabene 

Danielle + 

Anna LGBTQ 

Travel 

2 girls in love with each other, 

their doodle and the world 

🏳️🌈👭🏻🐶🌏 

Pilot 🚁 + Digital Marketer 💻 

 

🇮🇹 + 🇺🇸 living in 📍Miami 

✎ Itsvabene@gmail.com 

22680 834 
 

 

onairplanemode__ 

KIRSTIE + 

CHRISTINE | 

TRAVEL ⚢ 

𝐇𝐮𝐬𝐭𝐥𝐞. 𝐓𝐫𝐚𝐯𝐞𝐥. 𝐑𝐞𝐩𝐞𝐚𝐭. 

♥ LGBTQ+ couple traveling 

the world  

✈ Denver, Colorado  

✩ Winners of Gay Travel 

Awards 2020 

75287 2509 
 

 

onceuponajourney 

ROX + MAAR-

TJE • travel • 

love 

@maartjehen-

sen ♡ @roxanneweijer | 

she/her 

⃤  The Netherlands 

✎ hello@onceuponajrny.com 

↡  Travel & lifestyle blog (190k 

monthly views) + more ↡ 

72018 2443 

 

wanderfulwives 

JUSTINE 

&amp; SAM | 

LGBTQ+ 

Travel 

✨Lovers of travel, nature, 

making the world a better 

place, & each other✨ 

📍Anchorage, AK 

11875 1032 
 

 

Table 4: Lesbian Traveler Influencers – Instagram account details. 
Data crawled: 07-26-2021 
 
 

Phantombuster is an API with different crawling options called phantoms. Phantoms employ a 

series of automated systems that use the input provided to automate an action and produce 

an output, which is a file containing all the data from the input in a comma-separated value 

excel (CSV) format that can be readily analyzed (Phantombuster, n.d.).  
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For this study, the researcher used two types of phantoms to extract the data required for the 

research. Firstly (1) an Instagram profiler scraper phantom to crawl all data available from the 

Influencers profile, such as profile picture, profile name, followers count, following count, profile 

URL, profile biography or description, profile category, and the email, phone number, or other 

contact information associated to the account. Secondly, (2) an Instagram post extractor phan-

tom was used to crawl all the content from the influencer's account. By providing the phantom 

with the Instagram accounts URLs as an input, it generated a comma-separated value excel 

file (CSV) with the URLs of all the pictures posted by the influencers, publication date, likes 

count, and comment count for each picture, publication date, post location, and the text de-

scription used by the influencer on each picture. This last phantom was run twice, first with the 

selected gay travel influencers' account, followed by the lesbian travel influencers, resulting in 

2 files with the information explained above.  

 

4.3. Yellow Stage: Data Filtering & Picture Selection 

To guarantee a better performance of the data during the analysis and to generate better re-

sults the researcher cleaned and pre-processed the data by hand, using the parameters that 

will be explained in the next paragraph.   

Firstly, since the study is focused on pictures and due to the limitation of the tools that will be 

used for the analysis, all videos were removed from the data set and only pictures were taken 

into consideration. Additionally, if the influencer post is a reel (multiple photos and videos), only 

the first picture was taken into consideration, and the rest were removed. In case the first post 

in the reel was a video, the whole post was discarded. This is done based on the idea that the 

first picture is what the follower sees first when looking at the post for the first time, therefore 

is the one that promotes or creates the intention to interact (engagement) with the post, the 

following pictures on the reel will be an added value. This process was used in recent Insta-

gram clustering research (J. Yu & Egger, 2021).  

After applying these parameters, the resulting data set counts a total of 9023 pictures, which 

are divided into 6516 pictures from gay traveler Influencers (Table 5) and 2506 total pictures 

from lesbian traveler Influencers (Table 6).  

 

Username Instagram Name 
Total Pic-

tures 

alwaysanovice LGBTQ+ Travel                     724 

coupleofmen 
Gay Travel Blog Couple of 

Men 
1214 

deeristraveling 
AON &amp; LAN 🏳️🌈⃤ Travel 

Couple 
603 
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fer-

die_and_gianni_tra

vels 

Ferdie and Gianni’s Travels 637 

gios981 Gay Italian Traveller 779 

nomadicboys Gay Travel - Nomadic Boys 215 

thetravellinggays Doug - Gay/Travel/Dads Blog 1576 

thexadventure 
The X                      ɢᴀʏ 

ᴛʀᴀᴠᴇʟ 
440 

world_mappers Gay Travel Couple | LGBT 327 

Table 5: Total pictures by Gay Traveler Influencers.  
Data crawled: 07-26-2021 

 

 

Username Instagram Name 

Total 

Pic-

tures 

amorandad-

venture 
Liz &amp; Adri | LGBT Travel 

428 

 

itsvabene Danielle + Anna LGBTQ Travel 473 

onairplane-

mode__ 

KIRSTIE + CHRISTINE | 

TRAVEL ⚢ 
393 

onceupona-

journey 

ROX + MAARTJE • travel • 

love 
952 

wanderful-

wives 

JUSTINE &amp; SAM | 

LGBTQ+ Travel 
260 

Table 6: Total pictures by Lesbian Traveler Influencers.  
Data crawled: 07-26-2021 

 

4.4. Green Stage: Pictures Analysis – Image Embedding, Clustering, and Coding. 

In this chapter, all the specific details about the methods and tools used for the picture analysis 

will be explained.  

All the pictures were downloaded to the researcher's computer using the Instagram pictures 

URLs through python coding. To ensure that the photos are saved, they were encrypted in a 

password folder.  

The researcher used the free open-source machine learning visualization Orange version 

3.30.1 as the main tool for the picture analysis.  Orange is a software developed by the Faculty 

of Computer and Information Science, at the University of Ljubljana in Slovenia, in collabora-

tion with an open-source community of scientists. Orange focuses on exploratory analysis. It 
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uses machine learning predesign algorithms in the visual form of widgets that can be con-

nected strategically to analyze a data set and develop insightful results. Orange counts with 

different add-on options that provide widgets to conduct different forms of data analysis (Uni-

versity of Ljubljana, n.d.-a).  

The pictures were linked to range through a path designed to allow the software to find the 

picture in the researcher's computer without the need of uploading the pictures to the system. 

These pictures were transformed into numerical vectors using the image embedding widget. 

Through image embedding, each picture is transformed into a feature vector which is calcu-

lated in a remote server using deep learning algorithms (University of Ljubljana, n.d.-b). The 

image embedding widget uses different embedders to create the vectors. For the study, the 

InceptionV3 embedder by google was selected. InceptionV3 is a complex deep convolutional 

neural network designed and improved by Google, trained on ImageNet, and often used for 

image analysis, categorization, and recognition (Szegedy, Vanhoucke, Ioffe, Shlens, & Wojna, 

2015). Orange – image embedding widget uses the second last layer of the InceptionV3 model 

to create the vectors (University of Ljubljana, n.d.-b). Since this study attempted to identify 

image attributes to classify them, this embedder was the most suitable of the options available 

in Orange, additionally, this model is trained on ImageNet, which is the largest image database 

online, giving a higher chance of better image classification.  

Following the image embedding, the Louvain clustering widget was used to organize the vec-

tors generated and detect communities in the data, to identify the clusters. The Louvain clus-

tering method uses a hierarchical clustering algorithm that detects communities in a vast net-

work of data. It optimizes the modularity score on all the communities detected, which is a 

measure to know how well and tight the nodes are assigned to the communities, repeating this 

process multiple times for optimization of the communities, until the nodes reach convergence. 

In simple English, the Louvain clustering algorithm takes big webs of data and measures the 

distances between the data, creating nodes of the ones with similar attributes, bringing them 

together to create communities or clusters. (Neo4j Graph Data Science Library, n.d.). This 

method has been used in research related to image analysis and clustering (J. Yu & Egger, 

2021). The Louvain clustering widget divided the image vectors from the embedding into a 

number of detected communities based on the high-linked nodes. These nodes are highly 

similar images that are going to represent the clusters.  

To visualize the Louvain clustering algorithm results, a t-SNE two-dimensional data projection 

widget was used. A t-distributed stochastic neighbor embedding (t-SNE) is a machine learning 

algorithm that applies a non-linear dimensionality reduction technique making it possible to 

visualize high-dimensional data reducing it to a low-dimensional 2-D graph preserving the data 

prospect distribution (University of Ljubljana, n.d.-c). This visualization method was developed 

by Laurens van der Maaten and Geoffrey Hinton, to improve the Stochastic Neighbor Embed-

ding technique by using a complex Student-t distribution, to avoid the gathering of all data 

points in the middle of the 2-dimensional space. The algorithm does this in three steps: First, 

It determines the similarity of all the points in the dimensional space by selecting one point at 

a time and measuring the distance between this point and another point, this distance is then 
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represented on a curve line where the point that is being analyzed is centered in the curve line, 

the distance between the comparison point and the curve line is then measured and this will 

be the similarity value between the points of reference and the other point, then repeat the 

process to all the other points to measure the distances between the point of reference and all 

the points in the dimensional space. Once all the distances are measured, all the points are 

plotted in a curve line to get the similarity scores compared to the points of interest. All the 

similarity scores are then scaled, as a result, they should add up to 1, they should always add 

up to one regarding the standard deviation of the curve, the standard deviation of a curve will 

always change depending on how close or far the points in a cluster are from each other, 

however, the scale similarity should scale up to 1. These steps are repeated multiple times 

taking one point at a time as the reference point and calculating its distances between the 

other points and scaling them. As mentioned, clusters might have different sizes, therefore the 

similarity scores might be different, for this reason, t-SNE averages the similarity scores of all 

the clusters. At the end of this first step, t-SNE creates a matrix of similarity scores, this matrix 

will tell the similarity or non-similarity of all the points in the dimensional space. In the second 

step, the algorithm places the points on a flat number line and repeats the same process of 

taking one point at a time as the point of reference and measuring its distance to the other 

points, however, this time they are plotted on a t-distribution to measure the similarity scores 

of each point compared to the points of interest. The t-distribution line is shorter in the middle 

and taller on the end in comparison with a regular distribution curve, therefore it is expected 

for the results to be different. By the end of the second step, the algorithm will have a compli-

cated matrix that does not show the similarity between all the points. Lastly, t-SNE takes the 

first distribution matrix as a reference and moves the points on the t-distribution matrix until 

they look as close as possible to the distribution matrix, this is done by the computer one point 

at a time until the positions are similar. The addition of the t-distribution line and this compari-

son matrix process allows the points to keep their high dimensional structure in a low dimen-

sional space, and avoid them just collecting in the middle of the scatter plot (Starmer, 2017; 

van der Maaten & Hinton, 2008, 2012). 

In simple words, t-SNE is a technique that uses unseen structures on the data to find a way to 

project data into a low dimensional space with the main goal of preserving as much as the 

nodes and clustering present in the high dimensional space. The researcher kept the data 

visualization normalized to apply standardization to the points, the perplexity on 30, the t-SNE 

exaggeration to 1 since the visualization was already satisfying enough that no extra force 

between points was considered necessary, and PCA components on 20 which is the parame-

ter set by orange based on the input data. The results of this visualization will be presented 

and explained in the results chapter. 

4.5. Blue Stage: Clusters Analysis and Image Annotation – Human and AI Coding.  

After defining the gay and lesbian clusters using the Louvain clustering algorithm and visualiz-

ing them using the t-SNE visualization tool, the next step is to examine the identified clusters 

to understand them, classify them and give them meaning. Image annotation or classification 

is a process that involves identifying the fundamental attributes or components of an image to 
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comprehend the entire image as a whole and be able to assign to them a specific label. This 

can be done in different ways. For this study, the researcher will apply a qualitative approach 

using a human coder and a machine learning technique for comparison purposes and accu-

racy verification of the classification.  

The human coding was done individually in the view of the author of this thesis. By using the 

select row widget in the Orange software, the researcher was able to filter each cluster de-

tected by the Louvain clustering and visualize them using the image viewer widget option. 

Looking at each cluster’s pictures the researcher wrote down the twenty more predominant 

attributes and components seen in the majority of the pictures, all these attributes were written 

in order of visualization, in other words, the first code will be visible in the majority of pictures 

and so on. After identifying the twenty more predominant attributes on the clusters, a second 

verification round was done by the author, looking at the clusters for a second time and trying 

to reduce the twenty predominant attributes to ten or less, if possible or redundant. 

When talking about image coding using a human perception of an image, it is important to 

consider the cognitive semiotics, which suggests that the interaction between an image or 

sign’s recipient and the recipient’s personal experiences of the world around them will construct 

the meaning of this image. In other words, a human will construct the meaning of an image 

based on their surroundings and perceived reality (Zlatev, 2018). Based on this assumption, 

the researcher decided to use a machine learning coding method for this study, for comparison 

purposes to reduce errors and avoid the personal experiences of the human coder being in-

volved in the image annotation.  

For this part, the research opted to use Google Cloud Vision API as the machine learning tool 

for the second coding. This decision is based on previous Instagram clustering studies that 

used Google Cloud Vision API for image annotation and classification (Taecharungroj & 

Mathayomchan, 2021; J. Yu & Egger, 2021) and the recommendations from other research to 

use this artificial intelligence API tool for image annotation for tourism-related research (Picazo 

& Moreno-Gil, 2019).  

Google’s Cloud Vision API is a machine learning tool that uses visual artificial intelligence and 

pre-trained models such as REST and RPC APIs, to decode and analyze images in different 

ways, such as detecting faces and identifying emotions based on facial expressions, image 

properties that will point the objects present on a picture, labels to give a general overview of 

the objects, locations, and activities in a picture, landmarks to know where the picture was 

taken, image properties to see the dominant colors, crop hints, light, saturation, and more, 

logos, or multiple objects (Google Cloud, n.d.). For this study, the researcher will be using the 

Detect Labels option from Cloud Vision API, to identify the general entities on the pictures of 

each cluster (Cloud Vision API, n.d.).  

The Cloud Vision API will take the picture from the local computer of the researcher, through 

a base64 encoded text and process the image using the machine learning pre-trained models, 

to generate an output file that will show the labels or entities on the account, with their respec-
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tive confidence score, from 0 (no confidence) to 1 (high confidence), which tell you how accu-

rate is the presence of that entity in the picture. Figure 12 provides a clear example of how the 

label features of Google’s Cloud Vision API work. In the left picture, it can be seen that the sky, 

wheel, bicycle, tire, cloud, plant, green grass, and people in nature are the label returned with 

a 0.9 confidence level.  

      
Figure 11: Google’s Cloud Vision API – Labels example 
Source: https://cloud.google.com/vision/ using influencer pictures (coupleofmen and onairplainmode__) 

This process was repeated with all the pictures from all clusters and a list of labels for each 

picture was returned from the API. For the study, only the labels with a confidence level higher 

than 0.90 were taken into consideration, additionally, the label of “people” was excluded, due 

to the nature of this reacher involving influencers, it is expected that people are in the picture, 

however, if the label points people being somewhere (e.g. people in nature, people in the 

beach) the label was taken into consideration for the study.  

For the last step of the machine coding process, the author used the Orange software one 

more time to identify the predominant image labels from each cluster, using text analysis ma-

chine learning tools.  

The picture labels were treated as text, starting with a preprocessing to transform the text (e.g. 

set all the words to lower case, and split them for punctuation like commas or dots), tokenize 

it to remove any punctuation and whitespace (e.g. commas or dots), filtering the words that 

were not relevant for the research (e.g. people, human, person, man, men, woman, women, 

couple, guy, etc.) and set up 3 N-grams to keep the structure of certain labels (e.g., people in 

nature, people in the water, food and beverage, South Asia, etc). Following, the clusters and 

their label annotations were selected individually using the select rows and select column widg-

ets. The labels annotations were then connected to the bag of words widget, set up with a 

count term frequency, which uses a model that will count how many times a word is repeating 

itself in a cluster, the highest the times it repeats itself, the higher value of the count. Addition-

ally, an inverse document frequency (IDF) was used with the bag of words, which is a numeric 

representation of how relevant is “a word in a document”, this numeric representation will give 

a word weight of relevance within the document, the higher the value, the higher the relevance. 

The bag of words results was then visualized using the word cloud widget which displays all 

the words on the cluster in different sizes and colors, the size will represent the weight of the 
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word on the cluster and the color is randomly assigned by the software for visualization pur-

poses (it does not represent any value). The words with the highest weight on each cluster 

were explored and treated as the predominant labels for each cluster. These exported labels 

were then compared against the human coding labels done previously to unify and give each 

cluster a name based on the picture attribute labels.  

 

4.6. Indigo Stage: Engagement Rate Calculations  

As mentioned in the literature review, Engagement rate is a measuring value used in social 

media-related topics to quantify and measure how people interact and involve with user-gen-

erated content from an account (Gogolan, 2021) and it has been used in different tourism 

studies to identify the Instagram users behaviors with products and destinations.  

In this step, the engagement rate for each picture was calculated by taking the total number of 

likes and the total number of comments in the picture and dividing it by the number of followers 

of the influencer (total likes + total comment / total followers). Next, the average engagement 

rate of each cluster by summing all the engagement rates of the pictures and dividing them by 

the number of pictures. All these steps were done using Microsoft Excel formulas for a faster, 

easier, and more organized calculation. 

 

4.7. Violet Stage: Significance test  

To find if the clusters are statistically significantly different the author conducted an ANOVA 

test using the free source software Jamovi, this helps to understand the relationship between 

the cluster attributes and the engagement rate. Since the study focuses on understanding the 

effect of the cluster attributes (independent variable) on the engagement rate (dependent var-

iable) a One Way ANOVA test was the most suitable for the study. However, it is important to 

note that the data is not normally distributed between the clusters, meaning that each cluster 

has a different sample size (number of pictures). Additionally, a Levene test will be applied to 

the variables to see if the variance is homogeneous, which is necessary to conduct a One Way 

ANOVA test.  

If one of the parameters needed to run the One Way ANOVA test is not met, the author will 

use a Non-Parametric One Way ANOVA using a Kruskal-Wallis test, which is suitable for not 

normally distributed data and non-parametric variables.  

_ 

_ 

_ 

_ 
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5. Results 

5.1. Clustering and Annotations  

The Louvain clustering applied to the image embedding resulted in eleven (11) clusters among 

the picture from the gay travel influencers and nine (9) clusters were identified on the lesbian 

traveler influencers. These clusters were visualized using the t-SNE two-dimensional visuali-

zation widget of Orange.  

Before proceeding to the explanation of the visualizations, it is important to recapitulate the 

explanation provided in the methodology chapter regarding t-SNE. In summary, as described 

in the methodology chapter, the t-distributed stochastic neighbor embedding (t-SNE) is a ma-

chine learning approach that uses a non-linear dimensionality reduction technique to display 

high-dimensional data, by reducing it into a low-dimensional 2-D graph while attempting to 

maintain the data distribution and clusters. It is important to keep in mind that this is a two-

dimensional (2D) representation of multidimensional data distribution, this entails that even 

when the points in the graphic are visible on another cluster (e.g., a cluster 1 point is visible 

inside cluster 3 area) in the two-dimensional graphic representation, they might still be con-

nected to their original cluster in another two-dimensional space. Even t-SNE is a highly relia-

ble machine learning visualization algorithm for high volumes of data, further inspection of the 

cluster is necessary to interpret the outcomes properly.  

Moving on now to consider the elements of the t-SNE 2D map, each point represents a picture 

or post from the influencer and the colors are used for the proper visualization of the clusters. 

The clusters are numerically represented on the graphic content table by C1, C2, C3, and so 

on, the letter C stand for cluster followed by the number of the cluster. The number of the 

cluster is assigned by the Louvain clustering algorithm which exports the clusters from the 

biggest to the smallest, in simple words, cluster one will represent as C1 with the higher num-

ber of pictures (in this case C1 N=1411), and cluster eleven the smallest (C11 N=149).   
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Figure 12: t-SNE 2D graphic of the gay influencer’s clusters – Orange Machine Learning Software 
Each point is a picture. Each color is a cluster. Total Pictures  

 

Having discussed the t-SNE elements and how to read the graphic output, now is pos-

sible to explain the t-SNE results. Figure 12 shows the t-SNE 2D visualization of the 

gay influencer’s clusters. C8 seems to be split in half in the 2D space, one part in 

between C2 and C3 and the other half in between C5 and C6. Similarly, the C9 seems 

to be split in half, one part in between C1, C4, and C11 and the other half in the middle 

of C1, C4, C10, and C11. Keeping in mind that InceptionV3 embedder, trained on 

ImageNet, is used for the embedding of the pictures, this split between the clusters 

might be due to some similarity of attributes detected by Louvain Clustering from the 

Embedding, or they might still be connected to another dimensional space that is not 

represented on this 2D space. On the other hand, the lesbian influencer’s t-SNE (Fig-

ure 13) shows more clear spreading clusters, just C9 seems to be merging with C1 

and C4, which might be a similar situation as on the gay influencers' t-SNE. Up to this 

point, further in-depth analysis of the pictures on each cluster is necessary to under-

stand the behavior of the cluster and this output. 
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Figure 13: t-SNE 2D graphic of the lesbian influencers’ clusters – Orange Machine Learning Software 
Each point is a picture. Each color is a cluster. Total Pictures  

 

As explained above, to understand each cluster and its behavior, an in-depth analysis of the 

pictures in them is necessary. Each of the clusters was analyzed by the author of this paper, 

for human coding, and they were also run through Google’s Cloud Vision API to identify the 

labels of each picture, both results are conveyed in table 7 and table 8. The human annotations 

and the machine annotations were compared by the author, to make sense of them and give 

a final category name to the clusters.  

The annotations returned from Google’s Cloud Vision API were highly accurate, describing the 

main elements of each picture as labels, however, it was noticed that these are only elements 

of the pictures, but their context of them was not identified by the machine (e.g., romance, 

explicit content, posing elements from the influencer, camera angles, the meaning of LGBTQ 

symbology, etc.). The human annotations expressed a combination of the elements in the pic-

ture and the context of the photo, such as the posing of the influencers, camera angle, the 

meaning of the rainbows, the symbology present in the picture, the previous experience of the 

researcher in gay spaces, and events (e.g. Pride Festivals),  which was expected based on 

the cognitive semiotics theory which suggests that humans will construct the meaning of an 

image based on their surroundings, previous experiences and perceived reality (Zlatev, 2018). 

Even though the labels returned from the machine were very similar, the author labels helped 

to bring the missing context to the pictures for a proper cluster classification, additionally, the 

machine coding helped to identify the weight of the elements in the clusters, helping the author 

to identify missed elements on the pictures. In the next paragraphs, the author will explain 

some very specific clusters where the human coding context was applied to the machine cod-

ing.  
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Cluster 1 for the gay influencers and lesbian influencers show similar annotations returned by 

the machine, such as leisure, fashion, street photography, photography, art, street art, and 

travel. However, the author's annotations pointed out that the photos were mainly staged (mod-

eling, posing, arranging), many of the pictures were street parades and gay pride festivals and 

LGBTQ+ symbology was present in the pictures (e.g., the gay rainbow flag, the LGBTQ+ pro-

gress flag, and rainbows). It can be seen that some of the elements noted by the author match 

in some way with the machine coding, but the context or meaning of some elements was 

missing from the machine coding. These clusters were classified as leisure photography since 

the majority of pictures were related to leisure activities and travel activities (e.g., sightseeing, 

attending festivals, touristic photos with architecture, art, and objects). 

Cluster 2 for the gay influencers was categorized as explicit content. The author's annotations 

revealed that most of the pictures showed nudity, skin, shirtless men, body hair, men in under-

wear, or small swimwear, these annotations were supported in a way by the machine annota-

tions, which returned with labels such as muscle, human body, hair, leg, shorts, trunks, among 

other body parts, which can be compared to the elements that can be is seen on a naked body.  

Cluster 4 for the gay influencers was named Selfies. The author's annotations explained the 

angle or the way the pictures were being taken and the part of the human body visible in the 

picture overall. On the other hand, the machine returned similar annotations with more specific 

upper body parts of the human body, such as face, forehead, hairstyle, beard, cap, facial ex-

pression, and human face photography. Once again, the machine’s annotations supported the 

author’s annotations from the author.  

 

Cluster 

N° 

N° Pic-

ture 

Average 

Eng. Rate 
Human Codes Machine Codes 

1 1411 0,0331 

Stage photos, rainbows, 

gay pride, festivals, art, 

graffiti, street art, pop 

art, walls, urban land-

scape, neon lights. 

Shorts, Leisure, 

Fashion, Street Pho-

tography, Eyewear, 

Art, Fun. 

2 965 0.0372 

Explicit content, skin, 

nudity, shirtless, under-

wear, swimwear. 

Muscle, Human 

Body, Bear, Hair, 

Leg, Short, Trunks. 

3 945 0.0415 

Adventure, natural land-

scapes, mountains, jun-

gle, countryside, hiking, 

tracking, canyons. 

Natural Landscape, 

Mountains, Land-

forms, Ecoregion, 

Leasure, Highland. 

4 892 0.0438 
Selfies, Upper Body 

shots. 

Face, Forehead, 

Hairstyle, Beard, 
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Cap, Facial Expres-

sion, Human Face 

Photograph 

5 594 0,0313 
Automobile, adventure, 

cars, travel, bikes 

Vehicle, Bicycle, 

Tire, Landscape, Au-

tomotive, Wood, Nat-

ural, Leasure. 

6 536 0,0358 

Landmarks, architecture, 

historical landmarks, 

monuments, sightseens. 

Temple, Windows, 

World, Architecture, 

Facade, City, Towers 

7 433 0,0325 
Beach, ocean, sand, 

beach shoreline, 

Beach, Azure/Blue, 

Body, Shorts, Swim-

wear, Coastal, Oce-

anic Landforms, 

Trunks, Muscle 

8 261 0,0323 

Urban, city, rural, skyline 

with water landscapes 

(sea and lake shores) 

Towers, Daytime, 

Lake, Beach, Sky-

scraper, City, Hori-

zon, Urban Design 

9 180 0,0416 
Couples, only sitting 

down pictures. 

Fashion, Human, 

Jeans, Photograph, 

Comfort, Thigh, 

Joint/Knees, Beard, 

Expressions, Foot-

wear 

10 149 0.0245 
Food and beverage, eat-

ing, drinking, restaurants 

Food, Table, Table-

ware, Drink, Drink-

ware, Alcoholic, Bev-

erage, Cusine, 

Ingredients 

11 149 0,0397 
Clothing, gala, suits, tra-

ditional clothing. 

Fashion, Dress, 

Sleeve, Outwear, 

Standing, Dress 

Shirt, Collar, Textile 

Table 7: Human image labels versus Machine image labels by clusters – Gay Influencer’s Pictures.  

 

Cluster 5 for the gay and Cluster 4 for lesbian influencers, were interesting cases. The content 

of the pictures are mostly natural landscapes, and some pictures with animals on them (e.g., 

dogs, elephants, horses, cows) making it rather difficult to interpret the cluster, however, the 

author's annotations pointed out that majority of the pictures included some kind of transport 



IMT Master Degree Program of Salzburg UoAS | Results                                                                                                           58 

 

 

 

element, such as bikes, motorbikes, horses, plane, train, roads, paths, etc. This was supported 

by the machine annotations, which returned with similar labels of transport elements like vehi-

cle, bicycle, tire, landscape, automotive, natural, and wheels. The presence of the animals in 

these clusters might be explained by the anatomy of the animal itself (4 legs) in comparison 

with the 4 wheels of a vehicle, or that animals, such as elephants and horses, might be recog-

nized by the InceptionV3 as a way of transportation during the image embedding process. 

Since this was the main element pointed out by the machine and the author, the clusters were 

categorized as transportation, even though there were some other elements in the pictures 

(e.g. the landscape or the animals). 

Cluster 6 for the gay influencers and Cluster 7 for the lesbian influencers were categorized as 

Landmarks. The machine annotations pointed to temples, windows, wold, architecture, facade, 

city, towers, walls, etc., as the main elements of the pictures present in this cluster, which 

represent elements of infrastructure or buildings. The human annotations helped bring this into 

context, by noticing that the majority of infrastructures and buildings in the clusters were mon-

uments, statues, museums, temples, and famous infrastructures (e.g., The Eiffel Tower, 

Southeast Asian temples, the Great Wall of China, The Empire State).  

Cluster 9 for the gay influencer's content was another very interesting cluster. The machine 

annotations pointed to disperse elements of fashion, human body, jeans, photograph, comfort, 

thigh, joint or knees, beard, expression, and footwear; in general, the elements don’t make too 

much sense and it makes it hard to categorize, however, the human annotation pointed that 

majority of the pictures in the clusters are couple influencers and they were all sitting down or 

laying down, which helps bring into context the machine annotations pointing at the elements 

of knees, joints, expression, footwear and comfort which are main elements visible when a 

person is sitting down. The position of the influencer at the moment of the picture did not make 

much sense for the main focus of this study, therefore the cluster was categorized as a “cou-

ples” since the pictures were mainly from the couple influencers.  

 

Cluster 

N° 
N° Picture 

Average 

Eng. 

Rate 

Human Codes Machine Codes 

1 654 0,032 

Stage Photos, rainbows, 

Pride, festivals, art, graf-

fiti, street art, pop art, 

walls, neon lights. 

Leasure, Travel, 

Street Art, Street 

Fashion, Photography 

2 432 0,039 

Couples, romantic, love 

expression, hugs, kisses, 

weddings, engagement, 

proposals  

Fashion, Dress, Hair, 

Human Expressions 
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3 384 0,031 

Water, sky, natural envi-

ronment, coastal, land-

forms, beach shoreline. 

Natural Landscape, 

Mountains, Land-

forms, Coastal 

4 313 0,029 

Landscapes, rural, ur-

ban, country, vehicle, 

motorbike, bikes, auto-

motive,  

Vehicle, Landscapes, 

Automotive, Wheels, 

Equipment, Natural 

Landscapes 

5 217 0,043 
Beach, ocean, sand, 

beach shoreline, pool. 

Beach, Azure/Blue 

tones, Swimsuit, bras-

siere, top, sand 

6 202 0,028 
Adventure, mountains, 

hiking, tracking, canyons,  

Mountain, Natural 

Landscape, Snow, 

Recreation, Outdoor, 

Eco Region, Sports 

Equipment,  

7 193 0,028 

Landmarks, architecture, 

historical landmarks, 

monuments, and sight-

seeing. 

Temple, Architecture, 

Facade, World, City, 

Tower, Windows 

8 58 0,032 
Exotic landscape (palm 

treest) 

Natural Aracales, 

Light, Terrestial, 

Branch, Leaf, Botany 

9 53 0,032 Garden, flowers 

Flowers, Petal, Grass, 

Botany, Flower Pho-

tography, Agriculture,  

Table 8: Human image labels versus Machine image labels by clusters – Lesbians Influencer’s Pictures. 

 

On the other hand, a similar case was visible on Cluster 2 for the lesbian influencer’s content. 

The machine annotations highlight fashion, dress, hair, and human expression as the main 

elements of the photos in this cluster, whereas the human annotations returned as a couple, 

romantic, love expression, hugs, kisses, weddings, engagement, and proposals. The human 

annotations, once more, bring into context the machine annotations. The annotations of fash-

ion, dress, and hair can be expected since the influencers are wearing clothes in most of the 

pictures, therefor they were discarded. Similarly, the annotation of couples was discarded, 

since all the lesbian influencers that are being analyzed in this research are couples, therefore 

it is expected that annotation couples if present in all the clusters.  

Cluster 6 on the lesbian influencers’ content was categorized as “adventure”. The machine 

annotations pointed out the photo’s landscape elements such as mountain, nature, landscape, 
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snow, outdoors, and ecoregions, additionally, it pointed out some elements of the activities 

visible in the photos, such as recreation, sports, and sports equipment. Likewise, the human 

annotation also pointed to some elements of the land space but bring the photos into context 

by pointing out the adventure elements of the photos, since in the majority of the photos the 

influencers were doing some sport or extreme sports activity, such as paragliding, skiing, hik-

ing, rock climbing, and mountain biking. 

Lastly, Cluster 8 on the lesbian influencers’ content was categorized as exotic landscape, due 

to the elements reported by the machine annotations and the context explained by the author's 

annotations. The machine annotation pointed out natural Arecales (Arecaceae tree family: 

palms and palmettos), light, terrestrial, branch, leaf, and botanic. Similarly, the human annota-

tions pointed to the presence of Arecaceae tress and the high presence of light in the pictures, 

which bring a perception of being in a paradisiac or exotic place.  

Returning briefly to the t-SNE graphic outputs analysis. Now is possible to bring a more clear 

analysis by looking at the annotation labels from the pictures on each cluster. On the gay 

influencers’ t-SNE output, the C8 “landscapes” is split between C2, C3, C5, and C6 since land-

scapes are also present on these four clusters, similarly, C9 “couples” are split between C1, 

C4, C10, and C11, this is expected because couple pictures and some of the labels of this 

cluster are present on the other clusters. Even though C8 and C9 are split like this on the t-

SNE output, they are still different based on the labels, which leads to the assumption that both 

clusters might still be together in another dimensional space that is not visible in this 2D t-SNE 

Space. This can also be seen on the C9 “garden” cluster on the lesbian influencers t-SNE 

graphic because there are some flowers and garden elements on the C1 “leisure” and C4 

“transport” landscapes.  

5.2. Engagement Rate  

Having discussed the cluster distribution, labels, and categorization process, we continue with 

the engagement rate calculations. The engagement rate was calculated by summing the fol-

lower's interactions with the posts (like and comments) and diving this amount by the number 

of followers of the influencer. The formula can be visualized as follows:  

 

𝑇𝑜𝑡𝑎𝑙 𝐿𝑖𝑘𝑒𝑠 + 𝑇𝑜𝑡𝑎𝑙 𝐶𝑜𝑚𝑚𝑒𝑛𝑡𝑠

𝑇𝑜𝑡𝑎𝑙 𝐹𝑜𝑙𝑙𝑜𝑤𝑒𝑟 𝐶𝑜𝑢𝑛𝑡
 

 

It was important for the author to keep the followers of each influencer separately for a proper 

result, thus the author split the data from each influencer to treat them as separate. Following 

this, the engagement rate of each picture on the influencer’s account was calculated based on 

their follower count. After the pictures with the individual engagement rate were added back to 

their respective cluster, these were then summed and divided by the number of pictures in the 

cluster to determine the average engagement rate per cluster. These results are visible on the 

average engagement rate column in table 7 and table 8.  
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5.3. One-Way ANOVA  

A one-way ANOVA test was conducted to compare the effects of the cluster attributes on the 

engagement rate values of each of the clusters. Normality checks and Levene’s test were 

carried out to test the assumptions. Levene’s test indicates a significance of p < 0.001 for both 

gay and lesbian influencers’ data (Table 9 and 10), which reject the null hypothesis and indi-

cated that the data is not homogeneous, therefore it does not meet the requirements to conduct 

a parametric One Way ANOVA test. Based on these results, it was decided by the researcher 

to continue with a non-parametric One Way ANOVA using a Kruskal-Wallis test, which is more 

appropriate for non-homogeneous data sets.   

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

  F df1 df2 p 

Engagement Rate  13.7  10  6504  < .001  

Table 9: Homogeneity of Variances Test (Levene's test) for gay influencers data. 
Note: Significance p < 0.05  
 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
 

  F df1 df2 p 

Engagement Rate  10.3  8  2496  <  . 001  

Table 10: Homogeneity of Variances Test (Levene's test) for lesbian influencers data. 
Note: Significance p < 0.05  
  
 

First, the results for the gay influencers’ data will be explained. The Kruskal Wallis test results 

indicate a significant difference in the engagement rate X2 = 78.2, p < 0.001 between the cluster 

attributes (Table 11). This result implies that the alternative hypothesis can be accepted, and 

the null hypothesis is rejected, meaning that the clusters are different from each other. 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

  χ² df p 

Engagement Rate  78.2  10  <  . 001  

Table 11: Non-parametric One Way ANOVA – Kruskal - Wallis Test on gay influencers data. 
Note: Significance p < 0.05  
 _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
 

A pairwise comparison using Dwass – Steel – Critchlow – Fligner test was performed to identify 

which clusters in specific are different from each other. Significant differences were found be-

tween the following: cluster “leisure photography” (Mdn = 0.03) and cluster “natural land-

scapes” (Mdn = 0.03) (p < 0.05), cluster “leisure photography” (Mdn = 0.03) and cluster “selfies” 

(Mdn = 0.03) (p < 0.05), cluster “leisure photography” (Mdn = 0.03) and cluster “food and bev-

erage” (Mdn = 0.02) (p < 0.05), cluster “explicit content” (Mdn = 0.03) and cluster “natural 

landscape” (Mdn = 0.03) (p < 0.05), cluster “explicit content” (Mdn = 0.03) and cluster “food 

and beverage” (Mdn = 0.02) (p < 0.05), cluster “natural landscapes” (Mdn = 0.03) and cluster 



IMT Master Degree Program of Salzburg UoAS | Results                                                                                                           62 

 

 

 

“transport” (Mdn = 0.03) (p < 0.05), cluster “natural landscapes” (Mdn = 0.03) and cluster “land-

scape” (Mdn = 0.03) (p < 0.05), cluster “natural landscapes” (Mdn = 0.03) and cluster “food 

and beverage” (Mdn = 0.02) (p < 0.05), cluster “selfies” (Mdn = 0.03) and cluster “transport” 

(Mdn = 0.03) (p < 0.05), cluster “selfies” (Mdn = 0.03) and cluster “food and beverage” (Mdn = 

0.02) (p < 0.05), cluster “landmarks” (Mdn = 0.03) and cluster “food and beverage” (Mdn = 

0.02) (p < 0.05), cluster “beach” (Mdn = 0.03) and cluster “food and beverage” (Mdn = 0.02) (p 

< 0.05), and lastly cluster “couples” (Mdn = 0.03) and cluster “food and beverage” (Mdn = 0.02) 

(p < 0.05). There was no significant between the rest of the clusters (Table 12).   

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

Pairwise comparisons – Gay Engagement Rate 

    W p 

C1 Leisure Photo  C2 Explicit Content  2.2900  0.875  

C1 Leisure Photo  C3 Natural Landscape  7.9180  < .001*  

C1 Leisure Photo  C4 Selfies  4.9536  0.020*  

C1 Leisure Photo  C5 Transport  -1.5149  0.993  

C1 Leisure Photo  C6 Landmarks  2.5883  0.763  

C1 Leisure Photo  C7 Beach  1.6972  0.983  

C1 Leisure Photo  C8 Landscape  -0.1646  1.000  

C1 Leisure Photo  C9 Couples  3.1901  0.465  

C1 Leisure Photo  C10 F & B  -5.6097  0.004*  

C1 Leisure Photo  C11 Fashion  -0.5334  1.000  

C2 Explicit Content  C3 Natural Landscape  5.6798  0.003*  

C2 Explicit Content  C4 Selfies  2.4744  0.810  

C2 Explicit Content  C5 Transport  -2.8697  0.628  

C2 Explicit Content  C6 Landmarks  1.2706  0.998  

C2 Explicit Content  C7 Beach  0.2584  1.000  

C2 Explicit Content  C8 Landscape  -1.2860  0.998  

C2 Explicit Content  C9 Couples  1.9210  0.958  

C2 Explicit Content  C10 F & B  -6.8665  < .001*  

C2 Explicit Content  C11 Fashion  -2.3549  0.854  

C3 Natural Landscape  C4 Selfies  -2.1817  0.905  

C3 Natural Landscape  C5 Transport  -7.6146  < .001*  

C3 Natural Landscape  C6 Landmarks  -3.6835  0.246  

C3 Natural Landscape  C7 Beach  -4.4792  0.058  

C3 Natural Landscape  C8 Landscape  -4.6149  0.044*  

C3 Natural Landscape  C9 Couples  -1.2363  0.999  

C3 Natural Landscape  C10 F & B  -9.3190  < .001*  

C3 Natural Landscape  C11 Fashion  -4.3214  0.081  

C4 Selfies  C5 Transport  -5.3223  0.008*  

C4 Selfies  C6 Landmarks  -1.6597  0.985  

C4 Selfies  C7 Beach  -2.1923  0.903  

C4 Selfies  C8 Landscape  -3.2284  0.446  

C4 Selfies  C9 Couples  0.3766  1.000  

C4 Selfies  C10 F & B  -7.4699  < .001*  
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Pairwise comparisons – Gay Engagement Rate 

    W p 

C4 Selfies  C11 Fashion  -2.6437  0.738  

C5 Transport  C6 Landmarks  3.4667  0.334  

C5 Transport  C7 Beach  2.3861  0.843  

C5 Transport  C8 Landscape  0.9266  1.000  

C5 Transport  C9 Couples  3.6507  0.258  

C5 Transport  C10 F & B  -4.4491  0.062  

C5 Transport  C11 Fashion  0.2339  1.000  

C6 Landmarks  C7 Beach  -1.2007  0.999  

C6 Landmarks  C8 Landscape  -1.6666  0.985  

C6 Landmarks  C9 Couples  1.2101  0.999  

C6 Landmarks  C10 F & B  -6.7543  < .001*  

C6 Landmarks  C11 Fashion  -1.8251  0.971  

C7 Beach  C8 Landscape  -0.8507  1.000  

C7 Beach  C9 Couples  1.5495  0.991  

C7 Beach  C10 F & B  -6.4199  < .001*  

C7 Beach  C11 Fashion  -2.2194  0.896  

C8 Landscape  C9 Couples  2.5673  0.772  

C8 Landscape  C10 F & B  -4.3973  0.069  

C8 Landscape  C11 Fashion  0.0135  1.000  

C9 Couples  C10 F & B  -6.7762  < .001*  

C9 Couples  C11 Fashion  -3.0193  0.552  

C10 F & B  C11 Fashion  3.4093  0.360  

Table 12: Dwass – Steel – Critchlow – Fligner pairwise comparison of gay engagement rate and clusters. 
Note: * marks a Significance p < 0.05  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

Moving on now to report the results from the lesbian influencers' data.  The Kruskal Wallis test 

results indicate a significant difference in the engagement rate X2 = 80.2, p < 0.001 between 

the cluster attributes (Table 13). This result implies that the alternative hypothesis can be ac-

cepted, and the null hypothesis is rejected, meaning that the clusters are different from each 

other. 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

  χ² df p 

Engagement Rate  80.2  8  < .001  

Table 13: Non-parametric One Way ANOVA – Kruskal - Wallis Test on lesbian influencers data. 
Note: Significance p < 0.05.  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

A pairwise comparison using Dwass – Steel – Critchlow – Fligner test was performed to identify 

which clusters in specific are different from each other. Significant differences were found be-

tween the following groups: cluster “leisure photography” (Mdn = 0.03) and cluster “transport” 

(Mdn = 0.02) (p < 0.05), cluster “leisure photography” (Mdn = 0.03) and cluster “beach” (Mdn 

= 0.03) (p < 0.05), cluster “leisure photography” (Mdn = 0.03) and cluster “adventure” (Mdn = 
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0.02) (p < 0.05), cluster “romantic photography” (Mdn = 0.03) and cluster “natural landscape” 

(Mdn = 0.03) (p < 0.05), cluster “romantic photography” (Mdn = 0.03) and cluster “transport” 

(Mdn = 0.02) (p < 0.05), cluster “romantic photography” (Mdn = 0.03) and cluster “adventure” 

(Mdn = 0.02) (p < 0.05), cluster “natural landscapes” (Mdn = 0.03) and cluster “beach” (Mdn = 

0.03) (p < 0.05), cluster “transport” (Mdn = 0.02) and cluster “beach” (Mdn = 0.03) (p < 0.05), 

cluster “transport” (Mdn = 0.02) and cluster “garden” (Mdn = 0.03) (p < 0.05), cluster “beach” 

(Mdn = 0.03) and cluster “adventure” (Mdn = 0.02) (p < 0.05), cluster “beach” (Mdn = 0.03) and 

cluster “landmark” (Mdn = 0.02) (p < 0.05), cluster “beach” (Mdn = 0.03) and cluster “exotic 

landscape” (Mdn = 0.02) (p < 0.05), lastly, cluster “adventure” (Mdn = 0.02) and cluster “gar-

dens” (Mdn = 0.03) (p < 0.05). There was no significant between the rest of the clusters (Table 

14).   

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

Pairwise comparisons – Lesbians' Engagement Rate 

    W p 

C1 Leisure Photo  C2 Romantic Photo  2.877  0.519  

C1 Leisure Photo  C3 Natural Landscape  -2.226  0.819  

C1 Leisure Photo  C4 Transport  -6.223  < .001*  

C1 Leisure Photo  C5 Beach  5.547  0.003*  

C1 Leisure Photo  C6 Adventure  -5.865  0.001*  

C1 Leisure Photo  C7 Landmark  -1.674  0.960  

C1 Leisure Photo  C8 Exotic Landscape  -2.157  0.844  

C1 Leisure Photo  C9 Gardens  2.277  0.800  

C2 Romantic Photo  C3 Natural Landscape  -4.466  0.042*  

C2 Romantic Photo  C4 Transport  -7.985  < .001*  

C2 Romantic Photo  C5 Beach  2.841  0.537  

C2 Romantic Photo  C6 Adventure  -7.141  < .001*  

C2 Romantic Photo  C7 Landmark  -3.638  0.198  

C2 Romantic Photo  C8 Exotic Landscape  -3.340  0.305  

C2 Romantic Photo  C9 Gardens  0.823  1.000  

C3 Natural Landscape  C4 Transport  -4.406  0.048  

C3 Natural Landscape  C5 Beach  6.263  < .001*  

C3 Natural Landscape  C6 Adventure  -3.726  0.172  

C3 Natural Landscape  C7 Landmark  0.189  1.000  

C3 Natural Landscape  C8 Exotic Landscape  -1.533  0.977  

C3 Natural Landscape  C9 Gardens  3.520  0.237  

C4 Transport  C5 Beach  8.833  < .001*  

C4 Transport  C6 Adventure  1.026  0.998  

C4 Transport  C7 Landmark  3.339  0.306  

C4 Transport  C8 Exotic Landscape  1.181  0.996  

C4 Transport  C9 Gardens  4.755  0.022*  

C5 Beach  C6 Adventure  -7.852  < .001*  

C5 Beach  C7 Landmark  -5.827  0.001*  

C5 Beach  C8 Exotic Landscape  -4.521  0.037*  

C5 Beach  C9 Gardens  -1.404  0.987  

C6 Adventure  C7 Landmark  3.525  0.236  
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Pairwise comparisons – Lesbians' Engagement Rate 

    W p 

C6 Adventure  C8 Exotic Landscape  0.220  1.000  

C6 Adventure  C9 Gardens  5.825  0.001*  

C7 Landmark  C8 Exotic Landscape  -1.218  0.995  

C7 Landmark  C9 Gardens  3.082  0.419  

C8 Exotic Landscape  C9 Gardens  3.181  0.374  

Table 14: Dwass – Steel – Critchlow – Fligner pairwise comparison of lesbians' engagement rate and clusters. 
Note: * marks a Significance p < 0.05 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

5.4. Clusters and Groups Comparison 

The following part of this chapter moves on to describe in greater detail the findings of the 

comparison of the engagement rate and the cluster categories, this will help to understand 

which attribute or category is more relevant for gay and lesbian travelers looking for infor-

mation.  

As pointed out in the literature review of this research, the engagement rate is a metric that 

provides inside into the good or bad performance of a post and account. The higher the en-

gagement rate, the higher the interest of a person in the content, and therefore the account 

(Gogolan, 2021; Kumar & Mirchandani, 2013; Swani et al., 2017). Influencers are considered 

opinion leaders, their content is highly respected and considered valuable (Casaló et al., 2020; 

Godey et al., 2016; Rogers & Cartano, 1962) and relatable (Choi & Rifon, 2012), therefore it is 

expected that the followers of this influencers relate to being part or allies of the LGBTQ+ 

community and traveling, therefore it can be assumed that they are potential travelers, looking 

for information about possible destinations.  

Based on the literature reviewed, the following comparison of the cluster attributes from gay 

and lesbian influencers and engagement rates aims to understand which one is more attractive 

to potential gay and lesbian travelers.  

Firstly, the results from the gay clusters will be analyzed. The cluster with the highest engage-

ment rate is selfies with an engagement rate of 0.0438 engagement rate, the second-highest 

cluster is couples with an engagement rate of 0.0416, and lastly, natural landscapes with an 

engagement rate of 0.0415.  

On the other side, from lowers to highest, the cluster with the lowest engagement rate is food 

and beverage with an engagement rate of 0.0245, followed by the transport cluster with an 

engagement rate of 0.0313, and finally, the landscapes cluster with an engagement rate of 

0.0323. These results are detailed and reported in the summary table 13. 
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Cluster 

N° 

Cluster 

Name 

Total Pic-

tures  

Average 

Eng. Rate 

(SD) 

Picture Annotations 

1 
Leisure Pho-

tography 

1411 
0,0331 

(0.0306) 

Shorts, Leisure, Fashion, Street Photography, Eyewear, 

Art, Fun, Pride, Parades, Graffiti, Street Art 

 

2 
Explicit Con-

tent 

965 
0.0372 

(0.0425) 

Skin, Nudity, Shirtless, Underwear, Swimwear, Muscle, 

Human Body, Bear, Leg, Trunks. 

 

3 
Natural Land-

scapes 

945 
0.0415 

(0.0048) 

Mountains, Jungle, Countryside, Hiking, Tracking, Land-

forms, Ecoregion, Highland, Canyons. 

 

4 Selfies 

892 
0.0438 

(0.0545) 

Selfie, Upper Body Photos, Face, Forehead, Hairstyle, 

Beard, Cap, Facial Expression, Human Face Photograph. 
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5 Transport 

594 
0,0313 

(0.0291) 

Car, Bike, Vehicle, Bicycle, Tire, Landscape, Automotive, 

Natural, Plane, Train. 

 

6 Landmarks 

536 
0,0358 

(0.0370) 

Architecture, Historical Landmarks, Monuments, Sight-

seers, Temple, Windows, World, Facade, City, Towers. 

 

7 Beach 

433 
0,0325 

(0.0254) 

Beach, Ocean, Sand, Shoreline, Azure, Blue, Body, 

Swimwear, Coastal, Oceanic Landforms. 

 

8 Landscapes 

261 
0,0323 

(0.0278) 

Urban, City, Rural, Skyline, Towers, Daytime, Lake, 

Beach Horizon, City Horizon, Urban Design.  
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9 Couples 

180 
0,0416 

(0.0557) 

Human, Jeans, Fashion, Comfort, Tight, Knees, Beard, 

Expressions, Footwear 

 

10 
Food and 

Beverage 

149 
0.0245 

(0.0251) 

Food, Beverage, Eating, Drinking, Restaurant, Table, Ta-

ble wear, Drink, Drinkware, Alcoholic, Cuisine, Ingredi-

ents.  

 

11 Fashion 

149 
0,0397 

(0.0480) 

Dress, Sleeve, Outwear, Traditional Clothing, Suits, Gala, 

Dress Shirt, Collar, Textile.  

 

Table 15: Summary of gay pictures clusters.  
*(SD) Standard Deviation.  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

Moving on to the analysis of the lesbian clusters’ results, the highest engagement rate is visible 

on the beach cluster with a 0.0435 engagement rate and the romantic photography cluster with 

an engagement rate of 0.0370. On the opposite side, the lowest engagement rates can be 

seen on the adventure cluster with a 0.0268 engagement rate and the landmarks cluster with 

an engagement rate of 0.0277. More details can be found in the summary report for the lesbian 

data in table 16.  

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
 
 
 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
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_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Cluster 

N° 
Cluster Name 

Total Pic-

tures  

Average 

Eng. Rate 

(SD) 

Picture Annotations 

1 
Leisure Pho-

tography 

654 
0,0316 

(0.0242) 

Leisure, Fashion, Street Fashion, Travel, Art, Pride, 

Parades, Graffiti, Street Art, Festivals, Neon Lights. 

 

2 
Romantic Pho-

tography 

432 
0,0370 

(0.0312) 

Couple, Romantic, Love Expression, Hugh, Kisses, 

Wedding, Engagement, Proposals, Drass, Hair, Hu-

man Expressions 

 

3 
Natural Land-

scapes 

384 
0,0310 

(0.0286) 

Water, Sky, Natural Environment, Mountains, Land-

forms, Coastal, Beach Shoreline. 

 

4 Transport 

313 
0,0286 

(0.0343) 

Vehicle, Motorbike, Bikes, Automotive, Landscape, 

Wheels, Equipment.  
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5 Beach 

217 
0,0435 

(0.0348) 

Ocean, Sand, Beach Shoreline, Pool, Azure, Blue 

tones, Swimsuit, Brassiere. 

 

6 Adventure 

202 
0,0268 

(0.0221) 

Recreation, Outdoor, Ecoregion, Sports, Equipment, 

Hiking, Trekking, Canyons, Mountains 

 

7 Landmarks 

193 
0.0277 

(0.0153) 

Architecture, Historical Landmarks, Monuments, 

Sightseeing, Temple, Façade, World, City, Tower, 

Windows.  

 

8 
Exotic Land-

scape 

58 
0.0292 

(0.0230) 

Palm Trees, Natural Aracales, Light, Terrestial, 

Branch, Leaf, Botany. 

 

9 Gardens 

53 
0.0324 

(0.0143) 

Flowers, Petals, Grass, Botany, Flower Photog-

raphy, Agriculture. 
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Table 16: Summary of lesbian’s pictures clusters. 

 

Having described the individual findings on both groups, the following section will discuss in-

teresting findings when comparing both groups. It is important to keep in mind that based on 

the literature on the topics of gender, sex, and sexual orientation, as well as an examination of 

each of the LGBTQ+ community literature assumptions and backgrounds, it can be assumed 

that they experience reality in different ways, thus they should have a different individual need, 

including on their need while traveling. This study focuses on the study of gay and lesbians 

separately, however, trying to find some patterns in this data results can also contribute to 

tourism marketing by explaining why gays and lesbians are different, their separate interests, 

and how to tailor a specific social media marketing campaign.  

The first difference found is that the gay influencers’ data returned eleven (11) clusters, while 

the lesbian influencer’s data returned nine (9) clusters. This might be due to an imbalance in 

the subject count, five lesbian influencers (Table 4) and nine gay influencers (Table 3), addi-

tionally it was noticed that all the lesbian influencers were in a formal relationship and/or mar-

ried, whereas some of the gay influencers were not explicitly in a relationship, or this was not 

expressed on their content.  

Following this information, the data also shows that the majority of the couple gay influencers 

had a significantly higher follower count compared to the single ones (e.g. thetravelinggays 

couple count 233665 followers and the nomadicboys couple has 137103 followers), however, 

one of the single gay influencers also reached a similar follower count (gios981 with 80337 

followers), which can be due to the high amount of explicit content on his account and the high 

engagement rate of this picture attribute according to this study. In contrast with the gay influ-

encers, the lesbian influencers were all couples in a public formal relationship expressed on 

their account biography and throughout their user-generated content, and the follower count 

compared to the other group seems to be lower in general, but still, a significant reach consid-

ering that LGBTQ+ is a minority.  

The difference between the clusters identified in each group seems to go beyond just the 

amount of them in each group, but the attributes themselves were different. Firstly, the attrib-

utes of fashion, explicit content, selfies, and food and beverage found in the gay influencers’ 

content were not present in the lesbian influencer content, whereas the attributes of adventure, 

exotic landscapes, and gardens were only visible in the lesbian influencers’ content and not 

on the gays. Yes, there are selfies on the lesbians' data, and there are gardens on the gays' 

data, however, the weight of the elements (flowers, face photography, grass, etc.) has signifi-

cantly high enough for the algorithm to cluster them together, therefore it can be assumed that 

the results are still valid.  

One more interesting finding can be seen in the romantic photography clusters on the lesbian 

influencers’ data and the couples cluster on the gay influencers’ data. Even though an overall 

comparison of the pictures in both clusters can lead to assuming that they are similar, however, 

the context of the pictures is different. The romantic photography reported couples in all the 
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pictures, but the love expression of the couple kissing, hugging, holding hands, etc., was evi-

dent and present in most of the photos, on the other side, there was no significant present 

couples cluster, where there is some physical contact expressed on the photos, but not con-

siderably romantic.  

There are not only differences, but similarities present between the groups. Both lesbians and 

gay influencers’ data show that majority of their posts were clustered as leisure photography 

with main labels of leisure, art, street fashion, modeling, and highly staged pictures, which is 

expected due to their area of expertise as traveler influencers and their status as influencers, 

which demands a high level of creativity and innovation on their generated content, to keep 

their followers interested and connected with them, and keep their good credibility in the travel 

social media community, according to the literature (Manthiou et al., 2013).  

As mentioned previously, the explicit content cluster was only identified in the gay influencers’ 

data, and it is the second cluster with the biggest number of pictures among the gay influenc-

ers’ clusters. Different assumptions in the literature can help to explain this phenomenon, these 

will be explained in the next chapter.  
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6. Discussion   

In the following chapter, the results of the study are assessed and compared with the existing 

literature review on LGBTQ+ travelers and some assumptions driven by it. Firstly, this chapter 

begins with a brief recapitulation of the research question and what the researcher is trying to 

find. Secondly, we move on to describe and interpret the findings of the study and propose the 

answer to the research question. Lastly, interesting findings outside the research question will 

be explained in detail and linked to assumptions from the literature reviewed during this study.  

The main goal of this study is to answer the following research question: “What are the most 

attractive attributes in a destination for gay and lesbian travelers?” by examining the relation-

ship between the attributes of gay and lesbian travelers' Instagram influencers’ pictures and 

the engagement rate of the pictures.  Using big data analysis and machine learning ap-

proaches on user-generated pictures of gay and lesbian influencers from Instagram, this study 

tried to determine which traits and elements are more relevant or appealing to gay and lesbian 

travelers. As previously stated, the inclusion and development of theories regarding LGBTQ+ 

travelers are limited, therefore, this research uses an inductive approach, based on data ob-

servation, patterns identified in the data, and findings from research done in different fields, 

such as marketing, sociology, psychology and bringing them to the tourism context to make 

sense of the date and results of the research. The final aim is to contribute to the tourism 

academia, filling the gap in LGBTQ+ tourism research and providing destination managers 

with insightful information that can be used to create outstanding and attractive marketing cam-

paigns and promotions for this niche group.  

The picture embedding, clustering, and annotation process revealed eleven categories among 

the gay influencers' data and number nine from the lesbian influencers' data. Categories of 

similar nature have been described in recent tourism research using Instagram photos and 

clustering techniques, such as natural landscapes (outdoor and nature, mountains, water, and 

natural impressions, forest, and wildlife), beach (beach impressions), food and beverage (gas-

tronomy, high-end cuisine, local delicacies, food, and drinks), selfies, gardens (flowers and 

plants), transport (vehicles), landmarks (places of worship, temples, sculptures), exotic land-

scapes (atmospheric moods), fashion, landscapes (urban views, seascape) and leisure (ran-

dom travel photography) (Yu, Xie, & Wen, 2020; Yu & Egger, 2021).  

Some of the clusters found in this are not directly related to destination attributes, nevertheless, 

they have been present in some tourism studies. The clusters of romantic photography and 

couples have been pointed on studies regarding photography content of tourism brochures as 

“romantic couples, hand-holding, hugs, etc.), adventure (active sports) and labels that can be 

seen on the cluster classified as leisure on this study (passive activities, walking, sunbathing, 

eating, posing for photographs, etc.) (Jenkins, 2003). Even though these clusters do not bring 

inside what is more attractive for gays and lesbians on the destination, they are valuable keys 

of information and relevant for this study as tourism marketing attributes that can be used to 

design tailor-made tourism marketing campaigns for gay and lesbians’ tourist.  
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Looking at the gay influencers’ results, the selfies cluster category reported the highest en-

gagement rate, meaning that gay men travelers seem to be more attracted to or willing to 

interact with selfies posted on social media (Figure 14). Selfies are not an independent desti-

nation attribute by themselves, however, it has been pointed out in some tourism research (J. 

Yu & Egger, 2021) as part of travel photography in social media. It is known that social media 

is growing at a fast speed and the significantly increasing use of smartphones with cameras 

while traveling allow tourist to capture instant moments at a destination, which has become 

part of the tourism activity itself (Goggin, 2006). Selfies are the new way for tourists to see the 

attributes of a destination in themselves while producing highly styled pictures to upload online 

and be able to see themselves through the eyes of other people (Dinhopl & Gretzel, 2016). As 

discussed in previous chapters, social media influencers are online celebrities that are admired 

and respected by their followers, this leads to the assumption that followers might want to be 

close to them or like them. Additionally, one of the reasons why tourists access social media 

is to look for information before their trips (Matikiti-Manyevere & Kruger, 2019), and this infor-

mation is might be used by the tourists to fantasize about the trip and destination (Vogt & 

Fesenmaier, 1998). Connecting these assumptions with the history and sociological patterns 

of gay men, a possible explanation of why gay men feel attracted to the selfies posted by the 

influencers while traveling might be that they see themselves in the picture, and allows them 

to fantasize about being free in another place that is far away from the struggles of their normal 

life, being on a save space where people like them can enjoy destination attributes, which are 

also visible on the selfies (Figure 14). This finding suggests that the implementation of selfies 

of gay men (solo, with friends, couple, or in groups) as marketing content for social media 

advertisements of a destination might have a positive impact on gay travelers by evoking feel-

ings of relatedness and closeness with the attributes of the destination.  

 
Figure 14: Selfies. Gay Cluster 1 example.  

 

Moving on, the results show that the second most attractive cluster for the gay influencers’ 

followers is couples. Similar to the selfies cluster, couples are not a tourism attribute, however, 

it has been part of tourism photography studies, as being one of the principal attributes visible 

on tourism brochures (Jenkins, 2003). Jenkins’s study (2003) explains that the stereotype of 

the romantic picture of a couple is meant to portray a calm environment that provides the right 



IMT Master Degree Program of Salzburg UoAS | Discussion                                                                                                      75 

 

 

 

conditions for a sexual relationship with a partner, in simple words, couple pictures on desti-

nations are used in destination advertisement as a demonstration or indication that the desti-

nation attributes and characteristics are ideal for loving and passionate encounters that can 

boost and couple relationship or intimacy. This can be linked to the literature assumption that 

gay individuals and other LGBTQ+ people look often for safe spaces where they can build 

community, socialize, and create build their sexual identities away from the hostility and op-

pression of the heteronormative world (Haggard & Williams, 1992; Hughes, 2006; Browne, 

2016). Linking these assumptions, it can be expressed that gay tourists looking for information 

on social media feel attracted to traveling gay couples, enjoying a destination attribute because 

is a reflection of what they are looking for, they can mirror themselves and their desires on the 

couple picture and fantasize of being free and show public with their loved ones, just like the 

influencer is portraying (Figure 15). Based on this assumption, it can be expected that including 

gay couples enjoying destination attributes in tourism marketing campaigns oriented to gay 

men can significantly increase their intention to interact with the destination, due to a possible 

perception of the destination being a safe space, open, and LGBTQ+ friendly.  

 
Figure 15: Couples - Gay Cluster 9 example.  

 

Lastly, the results express that the third most attractive attribute for gay travelers is natural 

landscapes, being the first and only destination attribute pointed on the top three higher en-

gagement rates (Figure 16). Recent tourism studies regarding travel photography on Insta-

gram and engagement agree and support that nature attributes (nature, rivers, forest, flowers, 

mountains, outdoors, wildlife, water) and nature-based activities on user-generated pictures in 

social media trigger high engagement among tourists looking for information on Instagram 

(Kuhzady & Ghasemi, 2019; Yu & Egger, 2021) and that people seem to have a deep prefer-

ence for the natural landscapes aesthetics not touched by humans (no architecture or infra-

structure), more in specific pictures taken on a bird’s eye view perspective and open spaces 

(Pastorella, Giacovelli, De Meo, & Paletto, 2017). By comparing these tourism studies with this 

research results, it can be seen that gay men tourists seem to share the same appreciation for 

natural landscapes as heterosexual individuals, therefore it can be assumed that the incorpo-

ration of natural scenarios in gay tourism marketing campaigns might increase the intention to 

interact with the content and therefore travel intention.  
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Figure 16: Natural Landscapes - Gay Cluster 3 example. 

On the opposite hand, surprisingly, the lowest intention to engage is seen in the food and 

beverage category. On contrary, it has been pointed out in a recent photography study using 

Instagram that gastronomy, food and beverage, cuisine, and food content, in general, are one 

of the most important components in drawing tourists to a destination (Yu & Sun, 2019). As 

well, a study on gay travelers visiting Cape Town, South Africa, reported a full category for gay 

foodie enthusiasts, which expect to experience a high-quality culinary experience while travel-

ing (Hattingh & Spencer, 2020). Nevertheless, the results of this study are similar to the ones 

reported in Yu and Egger's pictorial study using Instagram pictures, where their clusters with 

gastronomy and good attributes also showed a low engagement rate. The low engagement 

rate of this study can be related to the low amount of pictures in this category, even though it 

is still a significant amount of pictures. When looking at the content of the influencer itself the 

number of pictures in the food and beverage category, compared to other categories, leads to 

the idea that it is not relevant for them to produce and post gastronomy-related content. Since 

the followers’ believes and influencers’ beliefs, and vice versa, are assumed to be a mirror of 

each other, it can be assumed that gastronomy, in general, is not a determinant factor or mo-

tivator for traveling. This assumption makes more sense when looking at the Gay-Identity travel 

motivation model, which proposes that gays and lesbians want to have a destination that pro-

vides them with safety, a place to escape their reality with like-minded people, gay activities, 

and groups where they can showcase their LGBT identity, and the opportunity to enjoy a gen-

uine and deep new experience (Khan, 2013). Khan’s (2013) model is based originally on 

Maslow’s hierarchy of needs, where food is at the bottom as a physiological need. When look-

ing at these ideas and models from the literature, it can be expressed that gay and lesbian 

men are not so interested in food and beverage because this basic physiological need can be 

covered in any social circle, however, safety, love, sexual intimacy belonging, esteem, and 

self-actualization are not fulfilled for them in the normal heteronormative society. Based on this 

assumption, it can be recommended that tourism marketing for gay people get focus on the 

gay-friendliness of the destination, and not dive into details of physiological needs such as 

food and beverage. This assumption goes in line with the results reported on the study of the 

impact of destination attributes and their impact on the gay men traveler’s decision to choose 

a destination, which reports that destination marketers should develop marketing strategies 
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that include a message of safety, relaxation and a gay friendly environment, while including 

offers for visiting general tourism attractions at the same time (Hattingh & Spencer, 2020).  

In the section that follows, the resulting categories and engagements found in the lesbian in-

fluencers' data will be discussed in more detail. The highest engagement rate was found in the 

beach cluster (Figure 17). Some studies had reported that some homosexuals are interested 

in mainstream destination attributes like good weather, sunny and warm climate, and gay-

friendly beaches (Hattingh & Spencer, 2020), additionally, some other studies showed that 

lesbians restrict themselves to gay-friendly beaches only when they are visiting a beach des-

tination (Hughes, 2006). The results reported on The Annual LGBTQ Tourism & Hospitality 

Survey (Community Marketing & Insights, 2019a) indicate that “beach resorts and communi-

ties” as the fourth most attractive attribute that motivates Millennial lesbians and bisexual 

women to visit a destination. On the other hand, the Mintel Gay Holiday survey report (as cited 

in Hughes, 2006, p. 55) expresses “that beach and city break” are one of the more experienced 

and selected holiday types by lesbians. As mentioned, many times throughout this thesis, gay 

and lesbian literature and studies are limited and drawn by assumptions and empirical re-

search. It can be seen that the results of this study, and many others regarding lesbian travel 

attributes motivations are split, therefore the results should be interpretated and used with 

caution as they are not indicating a conclusive or determinant behavior. As pointed in the liter-

ature lesbians travel motivation attributes can be several, some similar to the heterosexual 

population (beach, warm climate, sunny weather, city breaks, natural landscapes, etc.) on a 

gay-friendly version, and some attributes are very specific when looking at recent surveys 

(Community Marketing & Insights, 2019a), it has been agreed that a “there is not such a thing 

as a typical gay holiday” (Cox, 2001, p. 249) and even though is possible to discover through 

research different forms of gay and lesbians travelers and destination attributes that attracts 

them, the sexual expression of gay and lesbian need to be managed on all of these forms 

(complying with their needs as gay and lesbian individuals) to be able to attract lesbian tourist 

to a destination (Cox, 2001; Hughes, 2006). The results of this study point out that the beach 

is one of the main destinations attributes that attracts lesbians to interact with a picture on 

social media and therefore the destination, however, keeping in mind the ambiguities pre-

sented in the limited literature, it is advised for destination managers to interpret these results 

with caution.  

 

Figure 17: Beach - Lesbian Cluster 5 example. 



IMT Master Degree Program of Salzburg UoAS | Discussion                                                                                                      78 

 

 

 

The second-highest engagement can be found in the romantic pictures cluster (Figure 18). 

Therefore, it can be assumed that romantic photos in the tourism context might increase les-

bian intention to interact with the content and increase their travel intention. This is expected, 

based on the literature, which assumes that lesbians appear to prefer a more intimate private 

life, in comparison with gay men, additionally, it is expected that lesbians are more inclined to 

look for a long-term relationship and to build and spend their leisure time with their partners 

(Hughes, 2006; Jacobson & Samdahl, 1998; Peake, 1993), this is also supported by the fact 

that all the lesbian's influencers with a high follower on Instagram are in a relationship. In ad-

dition, as explained in previous pages, a couple of pictures of vacation spots are linked to the 

perceived idea that the destination is appropriate for boosting the romantic and sensual expe-

riences between couples (Jenkins, 2003). A recommendation based on this finding is the in-

clusion of romantic photography in tourism destination marketing, where lesbians show affec-

tion and love expressions, such as kissing, hugging, and holding hands (kiss, along with 

destination attributes such as (beach, natural landscapes, monuments) could have a high im-

pact on lesbians' travel intention. Since couples seem to be the main characteristic for lesbians, 

according to this study and the literature, another suggestion is that by creating couple and/or 

romantic getaway travel packages, could be a possible success when targeting lesbian travel-

ers and increase the interest for the destination and travel intention.  

 
Figure 18: Romantic photography - Lesbian Cluster 2 example. 

On the opposite side, the category that triggered less engagement was the adventure category 

(Recreation, Outdoor, Ecoregion, Sports, Equipment, Hiking, Trekking, Canyons, Mountains) 

with an engagement rate of 0.027 (Figure 19). Once again, these results are considerably 

different from the results presented by recent tourism researchers on photography user-gen-

erated content, which indicates that natural features and nature-based activities on social me-

dia photos drive significant engagements among travelers seeking information on Instagram 

(Kuhzady & Ghasemi, 2019; & Egger, 2021). It is important to note that those studies were 

based on the general demographic using and producing user-generated content in social me-

dia, whereas this study is trying to understand lesbian traveler content and preferences, in 

addition, it is key to keep in mind that there are many motives why consumers and travelers 

decide to engage with a post, such as the aesthetics of the picture (Schirpke, Tappeiner, 
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Tasser, & Tappeiner, 2019), and the image of a destination that is projected to consumers and 

masses, is perceived individually by each of the receptors (Jenkins, 2003).  

 

Figure 19:– Adventure - Lesbian Cluster 6 example. 

An alternative explanation for this discrepancy can be seen when taking a closer look at the 

overall results. It can be noticed that the natural landscape category (Water, Sky, Natural En-

vironment, Mountains, Landforms, Coastal, Beach Shoreline) on the lesbians’ content (Figure 

20) had a significantly higher engagement rate, in comparison with the adventure category 

which also involves pictures with natural landscape elements, which goes more in line with the 

literature and surveys explained before. As was pointed out in the results chapter of this study, 

the non-parametric One-Way ANOVA – Kruskal – Wallis test showed that the cluster “natural 

landscape” (Mdn = 0.03) and cluster “adventure” (Mdn = 0.02) (p > 0.05) were not significantly 

different from each other, in other words, they might be related or even the same. Despite this 

result, they were kept as different clusters because of the weight returned on the annotations 

(priority of the elements visible in the picture) and the context brought by the author's manual 

coding, after noticing that the adventure cluster’s pictures are more oriented toward outdoor 

activities such as paragliding and skiing, which were not found on the natural landscape clus-

ter.  

Based on these arguments it can be assumed that even though lesbians seem to have a good 

engagement with natural elements in a picture, the focus on adventure sports and outdoor 

activities seems to take away their interest from the content, despite the natural elements in-

volved in it. These results seem to suggest that destination managers and marketers should 

exclude outdoor sports activities and adventure elements from the pictures and content of les-

bian marketing campaigns and highlight the natural attributes that the destination has to offer, 

to then have a positive impact on lesbian travel intentions when looking at the campaigns.  
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Figure 20: Natural Landscapes - Lesbian Cluster 3 example. 

Moving now to discuss some additional interesting findings discovered when comparing both 

groups. As mentioned previously, this research concentrates on studying gay and lesbian at-

traction for tourism attributes independently; nevertheless, looking at trends in the data can 

help bring and help explain why gays and lesbians are distinct and should be treated inde-

pendently. This insight aims to be used by destination marketers and managers to design tai-

lormade tourism marketing campaigns for gays and lesbians.  

The first difference visible is the number of characteristics found in each group, where gay 

influencers’ data revealed eleven characteristics and nine characteristics on the lesbian influ-

encer’s side. The number of influencers and pictures in each group might be a possible expla-

nation, however, each group has some different characteristics that the other doesn’t have, 

which leads to the assumption they gays and lesbians like different travel characteristics and 

one group might value an attribute more than the other, considering it important enough to 

create and publish content about it.  

Another interesting fact is that all the lesbian influencers that took part in this are in a romantic 

relationships, and this is expressed throughout their Instagram profile and content. This goes 

in line with the literature, that assumes that lesbians tend to value romantic relationships, look 

for a formal partner and create leisure spaces and activities around the relationship (Hughes, 

2006; Jacobson & Samdahl, 1998; Peake, 1993), this is also supported by the high engage-

ment rate reported on the romantic photography. This information adds more weight to the 

previous suggestion for destination managers and marketers, that using imagery of lesbian 

couples and romantic pictures as part of their destination marketing campaign for lesbians and 

creating romantic couple gateway travel offers could have a high positive impact on the travel 

intention of lesbian individuals. This assumption is also supported by Hughes (2006) implying 

that lesbians’:  

…holidays are taken more with partners than is the case for gay men. Given the diffi-

culties faced by women travellers (homosexual and heterosexual), it might be expected 

that as a generalization, lesbians will be less interested in the gay space type of holiday 

and more focused on lower-key types of holidays that serve to nurture existing rela-

tionships. (Hughes, 2006) 
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Next, it was noticed that the majority of the couple gay influencers had a significantly higher 

follower count (e.g. thetravelinggays couple with 233665 followers and the nomadicboys has 

137103 followers) compared to the single ones. Only one of the single gay influencers also 

reached a significantly high follower volume (gios981 with 80337 followers) when compared to 

the other single influencers (e.g. always notice with 11116 followers). Looking deeper into the 

collected data, it can be seen that the majority of the pictures posted by gios981 are part of the 

explicit content cluster, due to the high level of nudity, skin, sexual suggestions, shirtless, and 

swimwear content (Figure 21), which by itself is a cluster with a considerable high engagement 

rate compared. Seems social media followers feel identified with the influencer content, it might 

be suggested that they are single, however, this assumption should be taken with caution. 

The high sexual behavior of a gay man is one of the biggest stereotypes of this minority group, 

this misconception has been given by the heteronormative society and Right-wing religious 

groups which label the gay community as sexual hunters that involve in despicable acts that 

go against the “law of God”, however, these same extreme ideologies are the ones that look 

to prevent LGBTQ+ individuals from basic human rights (C. M. Hall & Ryan, 2005).  

One of the great myths about gay lifestyles represented in some of the mass media is 

that it is full of single gays and lesbians who are seeking casual sex. As with all myths 

it is based on truth. However, within an examination of homosexual lifestyles, there is 

no reason to believe that there is more casual sex than in the expression of heterosexual 

behaviors. (Hall & Ryan, 2005, p. 103) 

Hall and Ryan (2005) are trying to express that sex is a human biological act that takes part of 

different social groups, even in a heterosexual context, therefore there is no reason to believe 

that homosexuals have a predatorial sexual behavior, just because of their lifestyle falls out 

from the heteronormative ideals. They also imply that gay sex, in general, is a very fragile topic 

to discuss and that the “specific discussion on gay travel as it may reinforce the representation 

that the expression of gay love is somehow deviant” (Hall & Ryan, 2005, p. 103), however, it 

is important to discuss to understand how this risk and daily pains of this minorities affect the 

way they travel. A research survey asked 14215 gay men for the number of sexual partners 

that they had over 12 months, to assess the volume of sexual partners among gay men,  28.1 

percent of the participants reported to had between two and 4 sexual partners over the last 

year, 23.6 percent between 5 to 12 sexual partners over a year, 13 percent reported between 

13 to 29 sexual partners, and 11.3 percent over 30 sexual partners in a year (Reid, Weather-

burn, Hickson, Stephens, & Hammond, 2004) which is a high number of sexual partners per 

year (Hughes, 2006) which contributes to the idea that gay men are highly sexually driven. In 

the tourism context, it has been assumed that sex and travel are related and is expected due 

to the time available for leisure while on holidays (Hughes, 2006), however, the sexual behav-

ior of gay man while traveling is under-researched. Some previous studies on gay motivation 

to travel show that socializing with other gay men is the main motivating factor and the increase 

in the opportunities to have a sexual encounter is less relevant than the socialization factor, 

but still, a relevant motivator for gay men to travel (Clift & Forrest, 1999b), other contributions 

on gay sexual behavior while traveling, suggest that around 47.8 percent of gay men traveling 
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alone or with friends are sexually active while in holidays, from which 63 percent reported to 

have one or more new sexual partners while traveling (Clift & Forrest, 1999a).  

When linking these ideas to the findings from this research, it can be expressed that sex is one 

of the motivators for single gay men to travel to other destinations, and they have several 

sexual partners while traveling, not due to a predatorial or indecent behavior, but as a result of 

the increase of opportunity to socialize with other gay men and be in an open likeminded en-

vironment that might increase their opportunities to meet new sexual partners while traveling. 

Based on this assumption, it can be said that the use of explicit content and nudity when de-

signing specifically tailored tourism marketing campaigns or advertisements for single gay men 

maybe have a positive impact on their intention to interact or travel to the destination. However, 

this should be done with caution, trying to avoid using gay stereotype language or imagery is 

important, and being inclusive with the body types and ethnicity portrayed in a tourism market-

ing campaign can have a better impact (Guaracino, 2007). 

 
Figure 21: gios981 – Gay Influencer. Content example. 

The difference between the characteristics found in each group appears to be more than just 

the number of them. Firstly, the photo characteristics of fashion, explicit content, selfies, and 

food and beverage were found only in the gay influencers’ content, whereas the attributes of 

adventure, exotic landscapes, and gardens were only visible in the lesbian influencers’ content 

only. These results support the assumptions that gay men and lesbian travelers looking for 

information on social media are interested in different travel photography content and therefore 

should be targeted with different marketing campaigns, to guarantee a high travel intention 

from each of the groups. For example, explicit content on lesbian a lesbian traveler campaign 

might have no impact at all, or might even be rejected by lesbians, or a tourism campaign with 

exotic landscape pictures created to motivate gay people to visit, might not be effective. Mar-

keters need to use this data thoughtfully and smartly. The categories described in these results 

and the different levels of engagement that they trigger on gays and lesbians separately can 

be used strategically throughout the pictures and content of gay and lesbian marketing cam-

paigns to boost the engagement of gays and lesbian travelers with the destination content by 

allowing them to relate and fantasize with being at the destination, increasing their travel mo-

tivation and intention.  
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This chapter has described in detail the insightful results of this research and their links and/or 

discrepancies with the existing literature on gay and lesbian traveling, sociology, and psychol-

ogy, resulting in different photography characteristics and destination attributes that attract gay 

and lesbian people. In general, the findings of this study suggest that gay and lesbian travelers 

are interested in different photography elements, content, and destination attributes, and pro-

vides a list of categories that can be used by destination marketers to create tailormade gay 

and lesbian traveling campaigns to increase their travel intention to visit the destination. This 

category list also answers the research question which tried to find “What are the most attrac-

tive attributes in a destination for gay and lesbian travelers?”.  

In the next conclusion chapter, the author will summarize the main statements of this study, 

the findings, and the contributions that they bring to the LGBTQ+ tourism industry and aca-

demia. Additionally, the author will discuss the research limitations, suggestions for future re-

search in this field, and a few recommendations for destination managers based on the find-

ings of this study. 
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7. Conclusion 

The primary purpose of this study was to identify what are the most attractive attributes in a 

destination for LGBTQ+ travelers, by analyzing the pictorial content of LGBTQ+ traveler influ-

encers on Instagram and the engagement of the followers with this content, and contribute to 

filling in the huge research gap on LGBTQ+ traveler and tourism studies, providing destination 

managers and marketers with insightful information that can be used to design specific and 

appropriate marketing campaigns that will appeal this niche market. In the literature review 

chapter of this study, a compressed summary of the LGBTQ+ umbrella is provided to bring 

context to this study, by explaining each of the individuals that are part of this minority group 

(lesbians, gays, bisexuals, transexuals, and queers), their history, life struggles, and risks, as 

well as the collective background of this minority group. This information helps to bring this 

study and the analysis into context and help readers to understand this minority group and why 

it is important to invest on improve the research gap in different fields, including tourism.  

As mentioned in the previous paragraph, the overall scope of this research was to study the 

whole LGBTQ+ umbrella in a traveling and tourism context, however, the limited research done 

regarding LGBTQ+ tourism and travelers has been specifically done about gay and lesbian 

travelers, excluding completely bisexual, transgender, and queer travelers, additionally there 

was no openly bisexual, transgender or queer traveler Instagram users that comply with the 

literature criteria that give them the level of “social media influencers”. Due to these factors, 

unfortunately, the researcher was forced to exclude bisexual, transexual, and queer individuals 

from this study, which turned the study around to focus only on gay and lesbian individuals. 

Despite this exclusion, this research brings an important contribution to the gay and lesbian 

tourism field of research, which has been abandoned for quite some time.  

7.1. Theoretical Contributions 

This interdisciplinary study makes various theoretical contributions to the tourism field, by com-

bining data science, machine learning, marketing knowledge, psychology literature, sociology 

findings, and social media theories, bringing them to the LGBTQ+ travel and tourism context.  

This research contributes to the tourism literature by adding knowledge to the studies of social 

media and user-generated pictorial content from Instagram in the tourism field through the 

means of data science and machine learning approaches, such as image embedding, multidi-

mensional data study through Louvain clustering algorithm, and machine coding using  Google 

Cloud Vision API labeling algorithm (Yu & Sun, 2019; Yu, Xie, & Wen, 2020; Yu & Egger, 

2021). Furthermore, this study brings the implementation and use of the cognitive semiotics 

theory into social media photos studies (Zlatev, 2018) by adding the human coding element to 

give context to the machine learning methods used for the picture analysis. Moreover, the 

study contributes to expanding the existing knowledge of the relationship between user-gen-

erated pictorial content in social media and consumer engagement (Argyris, Wang, Kim, & Yin, 

2020; Tafesse & Wood, 2021; Yu & Egger, 2021). Finally, the empirical use of influencers and 

followers as the subjects of study contributes to the social media and influencer marketing 
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literature by testing and bringing more knowledge to understand the relationship between in-

fluencers, followers, and brands, and the managerial implications of this social community re-

lationship on the purchase and travel intention (Argyris et al., 2020; Casaló et al., 2020; 

Jepsen, 2006; Jin, Muqaddam, & Ryu, 2019; Leal et al., 2014; Lorenzo-Romero, Constan-

tinides, & Alarcón-del-Amo, 2013; Pradhan et al., 2016; Tafesse & Wood, 2021; Xu (Rinka) & 

Pratt, 2018) 

Besides the previously mentioned contributions, this study complied with the main goal of 

bringing insightful knowledge to the LGBTQ+ travelers' behaviors and needs, and LGBTQ+ 

tourism marketing (Guaracino, 2007; C. M. Hall & Ryan, 2005; Hughes, 2006). By combining 

logically different assumptions, theories, models, and methodologies from different fields of 

study, such as data science, sociology, psychology, biology, tourism, and marketing, and ap-

plying them to the LGBTQ+ context, this study adds a new approach and ideas that can be 

useful to continue the study of LGBTQ+ tourism.  

Finally, the results of this study contribute to the literature assumptions that gays and lesbians 

are different individuals with different perceptions of the world and different needs, and they 

should be studied separately (Hughes, 2006; Diamond, 2016) 

7.2. Managerial Implications 

By analyzing the relationship between travel photography from gay and lesbian traveler influ-

encers and the engagement rate, this study provides insightful marketing information that al-

lows destination managers and marketers to have control and manipulate the content of the 

pictures when creating marketing campaigns or advertising for gay or lesbian travelers, espe-

cially on social media.  

Firstly, destination managers should avoid using conventional heterosexual advertisement 

techniques when trying to target LGBTQ+ individuals. A whole marketing plan should be cre-

ated, and they should split the marketing efforts to design one offer for gay travelers and an-

other offer for lesbian travelers, to target their specific likings and needs. As suggested in the 

literature, an independent budget should be separated to invest in gay and lesbian tourism 

marketing campaigns to design a proper innovative tailormade marketing campaign that can 

increase travel intention and inflow of gay and lesbian arrivals into the destination. 

Don’t repurpose creative intended for the straight audience in gay media. It just will 

not work… Don’t quit too soon. It takes time to build an image as a gay-friendly des-

tination or travel supplier. You may not see immediate results or sales over night. You 

must stick to a marketing program over time. I recommend a three-year commitment. 

(Guaracino, 2007, p. 95) 

The results of the gay influencer’s content analysis indicate that the perfect combination of the 

use of selfies, gay couples, and natural landscape attributes from the destination in the pictures 

for a gay tourism campaign might have a great impact on their intention to interact with the 

content and visit the destination. The selfies evoke feelings of relatedness and closeness with 

the attributes in the content. When gay couples are enjoying a destination attribute on a picture, 

it increases the perception of the destination being open and LGBTQ+ welcoming, and a safe 

space for gay men to be intimate and explore their sexuality without added risks. The use of 
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natural landscape aesthetics in pictures may also increase the travel intention of gay men. 

Moreover, when creating specifically designed tourism marketing campaigns or commercials 

for single gay men, the usage of explicit content and nudity may have a favorable impact on 

their desire to interact or travel to the destination, however, this should be done with caution, 

trying to avoid using gay stereotypes that might be seen as offensive and including different 

body types and ethnicities on the photos for the campaign (Guaracino, 2007).  On the opposite 

side, food and beverage attributes don’t have a high impact on the travel intention of gay men. 

This attribute should not be prioritized in a gay tourism marketing campaign but it should not 

be completely excluded from the tourism offer for gay men in a destination, because the liter-

ature shows that for a minority of gay a culinary experience is part of the travel experience 

(Hattingh & Spencer, 2020). Therefore, destination marketers should focus on portraying the 

gay-friendliness of the destination in their marketing campaign pictures, and not dive into de-

tails of physiological needs such as food and beverage. 

Moving on now to the next proposition, the findings of this study indicate that the beach is one 

of the main destination attributes that attract lesbians to interact with a travel-related photo on 

social media and thus the destination; however, giving the ambiguities between these results 

and the limited literature done regarding lesbian travel motivators, the findings on this study 

are not conclusive and destination managers should use these findings with caution. More 

findings imply that romantic pictures showcasing couples, love expressions, and physical signs 

of affection will have a positive impact on the travel intention of lesbians, which goes in line 

with the literature and previous studies that highlight the lesbians' preferences to build their 

leisure activities around their partners (Hughes, 2006; Jacobson & Samdahl, 1998; Peake, 

1993), which brings the additional suggestions to implement couple and/or romantic getaway 

travel packages, which might have an increase on the success of a marketing campaign for 

lesbian travelers and increase the interest for the destination and travel intention. Lastly, based 

on the low engagement intention with adventure elements, destination managers and market-

ers should exclude outdoor sports activities and adventure elements from the pictures and 

content of lesbian marketing campaigns and highlight the natural attributes that the destination 

has to offer.  

7.3. Limitations and Recommendation 

As with every research, there were some limitations present in this study. The interpretation of 

these results was based on a limited amount of LGBTQ+ literature, putting together studies 

from different fields, therefore experimental research is suggested to validate these results, 

additionally, qualitative research is suggested to validate these results through interviews with 

gay and lesbian individuals. Some of the few LGBTQ+ tourism-focused research available 

were outdated, therefore, it is possible that some of the assumptions, models, and theories 

used during the interpretation of the results, are not relevant or do not apply to modern 

LGBTQ+ individuals. The LGBTQ+ community has been neglected by academia for a long 

time, therefore it is suggested that more efforts and investments be made to study the LGBTQ+ 

community as individuals, to build an inclusive literature base that helps build future research 
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on the LGBTQ+ field. Another factor to consider is the forced exclusion of bisexuals, transex-

uals, and queer travelers during this study. It is recommended to develop different methodo-

logical approaches, using qualitative or quantitative studies, to study bisexual, transexuals, 

and queer travelers individually and gain more inside into what are their travel needs and what 

destination attributes are more attractive to them. This study was limited to the user of Insta-

gram as the source of information for this study, despite the insightful contribution, analyzing 

existing LGBTQ+ tourism campaigns on other media (e.g., T.V. commercials, brochure con-

tent, radio, etc.) could bring interesting insides and the results could be compared with this 

study to see if the same results apply on other marketing media channels. This study did not 

identify the demographic aspects of the followers that engaged with the content, therefor future 

studies should take into consideration the demographic information of the LGBTQ+ individuals 

to understand if their needs and attractions change based on their residence, level of income, 

age, relationship status, ethnicity, or disability.  

 

_ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ 

_ _ _ _  
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