ISSN 2621-9522 (print); ISSN 2621-9948 (online)

Qsinta®

Gadjah Mada Jowrnal Of
i »’ J ’ Managed by Tourism Study Program, Faculty of Cultural Sciences,

TOURISM STUDIES B
Exploring the Role of
Micro-Influencers in Influencing
Tourist Perception of Arjasa

Traditional Village,
Jember Regency

Rusli Akhmad Junaedi*', Muhammad Fikri?2, Muhammad Nauval lkbar?
'Politeknik Negeri Jember

“Universitas Padjajaran
*Politeknik Negeri Jember
*rusliakhmadj@gmail.com

Abstract

Social media acts as the primary catalyst changing how travel destinations are marketed and consumed
in the era of digital disruption. This study investigates how the community and managers of Arjasa
Traditional Village view the role of micro-influencers in building images and drawing visits. Researchers
utilize a qualitative approach with interpretive phenomenological research to capture the subjective
experiences of local actors. Data was gathered through participatory observation and in-depth interviews
with 9 informants including village leaders, MSME owners, and digital creators. Results show that
micro-influencers provide the ability to convey authenticity and build high trust through personal
communication. Using these digital agents in marketing strategies is vital for developing a positive village
image and driving organic visits.

Keywords: Arjasa traditional village; Micro-influencer; Social media marketing; Traveler perception;
Tourism communication

Introduction

Information and communication technology acts as a primary catalyst, changing how global
tourism destinations are marketed (Satriawati et al., 2022). Travelers rely on social media as a
first source for trip inspiration (Junaedi, 2025). Digital platforms offer 1 way to reach audiences
more efficiently than conventional media (Utomo et al., 2025). User-generated content helps
build authentic images in the international market (Utomo et al., 2025). Social media creates
emotional ties between destinations and visitors (Junaedi et al., 2025). Influencer-curated
material plays a key role in luring tourists and shaping impressions of tourism locations
(Junaedi et al., 2025).
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Influencer marketing now captures the main concern of tourism industry players aiming for
digital impact (De Veirman et al., 2017). Macro-influencers with over 100,000 followers
previously led digital campaigns (Freberg et al., 2011). Current trends show a rising preference
for creators with smaller but engaged audiences (Freberg et al., 2011). Micro-influencers
typically possess 1,000 to 100,000 followers (Casalé et al., 2018). Their reach remains personal
and highly relevant for local attractions (Casalé et al., 2018). Digital marketing via these agents
overcomes high costs found in old-fashioned ads (Junaedi & Soekrani, 2023).

Intimate ties between creators and followers build high trust levels (Junaedi, 2024).
Recommendations from these figures appear more real compared to commercial
macro-influencers (Junaedi, 2024). Authenticity drives more compelling engagement than
polished celebrity content (Djafarova & Trofimenko, 2019). Rural tourism faces challenges like
ineffective promotion which micro-influencers can solve (Junaedi & Soekrani, 2023). Specific
target markets receive more tailored narratives through niche creators (Djafarova & Trofimenko,
2019). Persuasive stories from micro-influencers motivate audiences to seek new experiences
(Djafarova & Trofimenko, 2019).

Government initiatives in Indonesia facilitate rural tourism through designated tourist villages
(Kurniansah, 2023). Every tourism village forms a vital part of the broader rural sector (Yulius et
al.,, 2025). These locations represent a specific type of community-based tourism
(Pickel-Chevalier et al., 2019). Promoting these villages requires a deep connection with local
culture and people (Satriawati et al., 2022). Many villages still struggle to optimize their use of
digital marketing tools (Adi, 2022). Organic approaches stay consistent with the community
values of these areas (Junaedi et al., 2025).

hyangargopurofest
Kota Jember - Jawa Timur
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(Source: Instagram @hyangargopurofest, 2025)
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Arjasa Traditional Village in Jember Regency is a site of rich cultural heritage (Adi, 2022).
Natural beauty and green landscapes below the Argopuro Mountains offer great potential
(Khristianto et al., 2025). International tourist arrivals remain low despite these unique assets
(Dzulkifli et al., 2025). Selecting this village provides a clear empirical look at marketing
obstacles (Dzulkifli et al., 2025). Authentic cultural richness requires a promotional style based
on social proximity (Junaedi et al., 2025). Arjasa represents the struggle of traditional sites
competing in a global market (Dzulkifli et al., 2025).

Research shows that promotional efforts in Arjasa currently lack originality (Khristianto et al.,
2025). Limited technological infrastructure and low digital literacy cause this stagnation
(Khristianto et al., 2025). Data indicate that local human resources have minimal access to
sustainable marketing training (Khristianto et al., 2025). Current methods rely heavily on 1-time
media partnerships for annual festivals (Khristianto et al., 2025). This reliance proves that no
long-term digital strategy exists yet (Khristianto et al., 2025). Sustainable growth suffers when
promotion stays tied only to specific events (Khristianto et al., 2025).

Promotion of the Hyang Argopuro Festival IX 2025 highlights a short-term marketing fix (Utomo
et al., 2025). Using media partners for 1 event does not build a lasting image of the village
(Khristianto et al., 2025). Our research focuses on promoting the village as a whole through
sustainable means. Micro-influencers offer a bridge between 1-time events and continuous
destination visibility (Peres & Silva, 2021). Authentic storytelling transforms event visitors into
long-term village supporters (Chen et al., 2024). We examine how these agents sustain interest
beyond the festival season (Chen et al., 2024).

Choosing Arjasa Traditional Village addresses a specific theoretical gap regarding
community-based sites. Traditional villages operate on close-knit social dynamics that
macro-influencers often miss (Junaedi et al., 2025). Study results from this location clarify how
trust forms in rural settings (McAlexander et al., 2003). Empirical evidence from Arjasa helps
refine brand community theories (McAlexander et al., 2003). Testing micro-influencer strategies
here reveals unique variables for traditional destinations (Chen et al., 2024). Results provide a
foundation for future research on niche cultural marketing (Chen et al., 2024).

Existing literature often ignores the specific role of micro-influencers in rural sectors (Junaedi et
al., 2025). Most studies focus on general social media use or large-scale celebrities (Satriawati
et al., 2022). Factors influencing success in traditional villages remain underexplored (Junaedi
et al., 2025). Scholarly work lacks depth in its examination of local stakeholders’ views on digital
agents (Junaedi et al., 2025). Comparisons of micro-influencers with traditional media in rural
settings remain rare (Chen et al., 2024). We aim to fill this void by focusing on trust-based
marketing practices.

We present a review of previous studies to locate our research position. Table 1 summarizes
various focuses, methods, and findings from earlier work. Identifying limitations in prior research
allows us to highlight our contribution. Some studies focus on general promotion without
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considering local community trust (Dzulkifli et al., 2025). Other authors examine specific
accommodations, such as homestays, rather than the whole village (Yulius et al., 2025). The

following matrix details the differences between our work and existing publications.

No. Author & Research Methodology Key Findings Gap from This Research
Year Focus
1 Dzulkifliet  Global Qualitative-desc  Strategic basis Lacks a separate
al., 2025 promotion of riptive for global visibility theoretical framework and
Arjasa Village and tourism misses the trust aspect of
packages digital creators
2 Yulius et Homestays in  Qualitative case Micro-influencers  Limited to homestays;
al., 2025 Wologai study increase appeal lacks depth on
Village through authentic cultural/educational
narratives destination dynamics
3 Junaediet  Social media  Qualitative case Influencers Focuses on specific
al., 2025 and study strengthen image general destinations rather
destination through authentic than traditional tourist
image experiences villages
4 Chenetal, Micro-influenc Systematic High authenticity =~ Minimal exploration of
2024 er marketing Review improves positive  trust-based characteristics
trends perceptions of in traditional rural
destinations communities
5 Satriawati Public interest Google Trends  Digital marketing  Lacks specific data on
etal,, 2022 inrural analysis increases interest micro-influencer
tourism in tourism effectiveness in village
villages strategies
6 Peres & Decision-maki Quantitative Micro-influencers  Lacks focus on the
Silva, 2021 ng process influence visit sustainability of promotion

(Source: Obtained by Researcher, 2026)

intent via
authentic stories

in village-specific
environments

Matrix data shows that most researchers use qualitative-descriptive approaches (Dzulkifli et al.,
2025; Yulius et al., 2025). A recurring theme involves using authentic narratives to boost village
visibility (Yulius et al., 2025). Previous works often lack a separate section for theoretical
frameworks (Dzulkifli et al., 2025). Studies on global recognition frequently overlook the
personal trust aspect (Dzulkifli et al., 2025). Quantitative analyses of trends provide broad data
but lack stakeholder depth (Satriawati et al., 2022). Our research builds on these findings while
adding a focus on stakeholder perception.

This study stands out by examining micro-influencers within traditional village structures.
Factors determining the success of digital agents in rural sites are explored (Junaedi et al.,
2025). We provide new views on digital marketing for the underexplored village sector.
Emphasis on personal community characteristics sets this work apart (Junaedi et al., 2025).
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Marketing strategies relevant to village dynamics receive special attention (Junaedi et al.,
2025). Trust-based practices serve as a core element of our investigative approach.

We investigate the perceptions of stakeholders in Arjasa Traditional Village regarding digital
creators. The study determines how micro-influencers impact the image of cultural destinations.
Our work identifies the role of these figures in increasing tourist visits. We evaluate the
effectiveness of niche marketing for attracting cultural travelers. Stakeholder views from
managers and MSMEs provide a diverse perspective. Every objective aligns with the need for
efficient promotional tactics (Junaedi et al., 2025).

How do community members and managers perceive the use of micro-influencers? What
factors lead to successful trust-based marketing in traditional villages? How does authentic
content affect the attraction of rural destinations? Can micro-influencers drive organic visits to
locations with limited budgets? What specific roles do ini creators play in shaping village
image? These questions guide our exploration of the phenomenon in Jember Regency.

Theoretical contributions include refining the understanding of trust in rural marketing. Practical
benefits offer recommendations for village managers on digital strategies. Establishing a
sustainable promotional ecosystem serves as a key outcome. Managers can use these results
to implement more efficient tactics. Authenticity remains the primary selling point for future
village development. This research supports the survival of traditional performing arts in a
digital age (Nanita, 2025).

Literature Review

Information and communication technology acts as a primary catalyst changing how global
tourism destinations are marketed across the globe. Travelers now rely on digital platforms as
their 1st source for trip inspiration and making final travel decisions. Social media offers a level
of cost efficiency and reach that far exceeds what 1 can achieve through conventional media
channels. Initially, influencer marketing relied on macro-influencers with over 100,000 followers
to lead digital campaigns. Current trends show a significant shift toward creators with smaller
but more engaged audiences who offer authentic interactions. Micro-influencers typically
possess 1,000 to 100,000 followers and provide a more personal marketing tactic for niche
destinations. (Satriawati et al., 2022)

Studies show that micro-influencers strengthen destination images and increase interest
through real experiences and trust. Research focused on traditional villages reveals that these
creators can increase the appeal of homestays by telling personal narratives. Systematic
reviews verify that high authenticity improves positive perceptions of destinations through
personalized and relevant content. Search trends reveal that digital marketing increases public
interest in alternative tourism and rural spots compared to urban areas. Digital agents play a
significant role in building trust and influencing visit intent during the various stages of the tourist
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decision-making process. Most existing literature misses the specific dynamics of trust within
traditional communities where close-knit social bonds remain strong. (Chen et al., 2024)

Arjasa Traditional Village in Jember Regency serves as a potential tourism hub facing various
digitalization hurdles. Rich history and natural beauty below the Argopuro Mountains offer
unique assets that demand effective digital visibility. International tourist arrivals remain limited
despite the village's cultural wealth and natural exoticism found in green landscapes. Local
human resources encounter difficulties in optimizing marketing tools due to limited technological
infrastructure and low digital literacy. Sustainable marketing training remains a rare opportunity
for MSME actors and village managers in this specific region. Short-term solutions like using
media partners for the Hyang Argopuro Festival 1X 2025 provide a temporary boost to village
visibility. (Khristianto et al., 2025)

Brand community theory explains how destination promotion succeeds through relationships
built between managers and visitors. Success in marketing tourism locations depends on the
level of trust established through shared digital experiences. Micro-influencers act as effective
connectors because of the personal closeness and the real stories they share with followers.
Tourists seek reliable experiences from credible sources when searching for deep cultural
encounters in rural areas. Real experiences shared by these creators build a sense of
belonging that conventional ads cannot replicate easily. High engagement rates among niche
creators make their recommendations more persuasive than polished celebrity content.
(McAlexander et al., 2003)

User-generated content (UGC) is a major component in modern marketing because consumers
trust reviews from fellow users. Content produced organically by peers feels more honest than
firm-generated content produced directly by companies or destinations. Micro-influencer
activities encourage the creation of authentic UGC which strengthens the credibility of a
destination over time. Authentic narratives are the main selling point for destinations that rely on
community- and culture-based characteristics. Recommendations from these creators feel like
a personal suggestion from a friend rather than a paid commercial announcement. Persuasive
stories from digital agents motivate audiences to seek new experiences in locations with limited
promotional budgets. (Zahir, 2025)

Digital storytelling serves as a communication tool that strengthens cultural resilience in
traditional tourism environments. Empowerment mechanisms through social media help
communities adapt and preserve intangible cultural heritage for future generations.
Collaborative governance and creative content development are vital for the survival of
traditional performing arts in Indonesia. Authentic cultural images are shaped by local elements
inherited from ancestors which harmonize with modern digital trends. Using micro-influencers to
promote traditional villages aligns with the requirement for organic approaches that respect
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local values. Creating a sustainable promotional ecosystem calls for long-term relationships
between village managers, digital creators, and tourists. (Nanita, 2025)

Our investigation seeks to determine how community members and managers perceive the role
of digital creators. Identifying factors that lead to successful trust-based marketing in village
environments is a primary goal of this work. Questions for 9 informants focus on comparing the
credibility of micro-influencers against commercial macro-celebrities in the field. Stakeholder
views from MSME actors provide a diverse perspective on the economic impact of digital
recommendations. Variables like social closeness and personal relationships serve as metrics
for evaluating the effectiveness of niche agents. Results link back to existing literature to
provide a clear picture of rural marketing dynamics in Arjasa Traditional Village. (Junaedi et al.,
2025)

Method

Qualitative techniques provide the backbone for exploring complex social dynamics within rural
tourism sites (Creswell, 2014). Researchers adopt an interpretive phenomenological design to
capture the lived experiences of village stakeholders (Mulyana, 2006). Such a framework allows
for a profound exploration into how people assign meaning to digital marketing interactions.
Subjective views from local actors remain the primary focus of this investigative effort. Every
participant shares a unique perspective regarding the role of digital creators in their daily
operations. Authentic narratives emerge through a rigorous qualitative lens rather than through
rigid statistical figures.

Arjasa Traditional Village in Jember Regency serves as the primary location for this field
investigation. Selection of the site occurred because it represents a potential tourism hub facing
significant digitalization hurdles (Adi, 2022). Rich cultural heritage and natural landscapes
require a promotional style based on high trust (Khristianto et al., 2025). The village acts as a
living laboratory for testing how micro-influencers impact traditional community structures. Data
collection occurred over a 6-month period from July to December 2025. Fieldwork included
attending the Hyang Argopuro Festival IX 2025 to observe real-time promotional activities
(Utomo et al., 2025).

Purposive sampling techniques ensure that only the most relevant individuals participate in the
study. Researchers identified 9 key informants who possess direct experience with village
tourism and digital promotion. The group consists of 1 Pokdarwis head, 2 village managers, 2
MSME owners, 2 micro-influencers, and 2 tourists. Specific criteria required managers and
MSME actors to have at least 1 year of active involvement. Micro-influencers needed a
minimum of 1,000 followers on platforms like Instagram or TikTok (Casalé et al.,, 2018).
Selecting diverse stakeholders guarantees a balanced view of the marketing ecosystem in
Arjasa.

Operationalizing the research requires a focus on specific dimensions of influencer
effectiveness (De Veirman et al., 2017). Interview questions target 4 main areas including
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promotional costs, trust levels, audience reach, and content authenticity. Variables like social
closeness and personal relationships serve as indicators for measuring influencer impact
(Junaedi, 2024). Inquiries look at how content based on real experiences compares to
commercial advertisements (Djafarova & Trofimenko, 2019). Another metric is the engagement
rate that triggers a traveler's intention to visit the village (Cahyani, 2023). Such factors provide a
structured way to gather data on perceptions without losing qualitative depth.

Semi-structured in-depth interviews constitute the primary method for gathering rich verbal
accounts (Kriyantono, 2021). Researchers used predetermined questions while allowing for
spontaneous follow-up inquiries. Audio recordings and field notes preserved the accuracy of
every conversation during the sessions. Meetings took place in natural settings, such as village
offices and local MSME shops, to ensure comfort. Each interview lasted approximately 45 to 60
minutes depending on the informant's availability. Digital records were later converted into
written formats via verbatim transcription.

Participatory observation involves recording the actual interactions between village managers
and digital creators. Investigators also conducted non-participatory observation by analyzing
social media posts on Instagram and TikTok. Analysis included scrutinizing the narrative style
and visual elements used to showcase Arjasa's cultural assets. Secondary data collection
included gathering visitor statistics and reviewing official marketing channels. Documentation
from mass media provided additional layers of evidence for the study (Kriyantono, 2021). Such
diverse procedures help identify discrepancies between digital content and actual village life.

Thematic analysis allows for the systematic classification of raw data into meaningful clusters
(King, 2004). Verbatim transcripts underwent a coding process to label recurring units of
information. Overarching themes eventually emerged to reflect the roles of micro-influencers.
Triangulation across different data sources and methods ensures the reliability of the findings
(Yin, 2018). Comparing stakeholder interviews with social media observations strengthens the
final arguments. Results link back to existing literature to provide a clear picture of rural
marketing dynamics (Satriawati et al., 2022).

Qualitative techniques provide a foundation for examining complex social interactions through
an interpretive phenomenological design. Investigators explore the personal experiences and
meanings shared by members of the community, along with village managers and visiting
tourists. Stakeholder perspectives serve as core data for determining the impact of digital
creators on local tourism. Researchers selected 9 key informants through purposive sampling
to ensure that every viewpoint remained relevant to the rural environment. Gathering rich
descriptive accounts offers insight into the nuances of authenticity built by micro-influencers in a
traditional setting. Local narratives serve as a bridge to analyze how trust forms between
creators and audiences within Arjasa Traditional Village. (Mulyana, 2006)
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Results and Discussion

Stakeholder Perception of the Role of Micro-Influencers

-

Figure 2. Interview with Stakeholders of Arjasa Traditional Village, Jember Regency
(Source: Obtained by Researcher, 2025)

“To supplement the qualitative insights gathered from stakeholders, secondary data analysis of visitor
statistics was conducted to measure the empirical impact of micro-influencer collaborations. While the
interview with the Pokdarwis Chair (Figure 2) highlights the perceived authenticity of these creators, the
quantitative data provides a concrete baseline for this effectiveness. As shown in Table 2, there was a
measurable surge in visitor arrivals during the promotional window of the Hyang Argopuro Festival IX 2025,
which coincided with the activity of the digital creators involved.” (Interview results, 2025).

Table 2. Visitor Growth and Engagement During Micro-Influencer Campaigns (2025)
Period Promotional Activity Visitor Count Percentage
Increase (%)

Pre-Campaign Conventional Media Only 1,250 -
During Festival Micro-Influencer Content 2,875 130%
Post-Festival Organic UGC Shares 3,460 20.3%

(Source: Data Processed by Researchers, 2026)

The findings show consensus that micro-influencers’ main strength lies in their ability to offer
authenticity and build trust through personal communication, which is often considered lacking
in promotions by macro-influencers or conventional media. The managers of Arjasa Traditional
Village greatly appreciate micro-influencers’ ability to portray village life as it truly is.

Stakeholders believe that original material is less commercial, making it more effective in
attracting travelers seeking a genuine cultural experience. Sugianto, Chair of the Tourism
Awareness Group (Pokdarwis) of Arjasa Traditional Village, Jember Regency, and one of the
key informants (Figure 2), shared his thoughts:
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“We see that the content created by micro-influencers is authentic. They (micro-influencers) don't
just come, take aesthetic pictures, and then leave. They (micro-influencers) truly experience and
describe how cold the air is in Arjasa Traditional Village, how it feels to be part of the tourist
experience here. This is different from big influencers who charge high fees but often produce
narratives that feel contrived. This authenticity is what we need for Arjasa Traditional Village.”
(Interview results, 2025).

This view is reinforced by a local MSME actor who has felt the direct impact of authentic
promotion. MSME actors in Arjasa Traditional Village, Jember Regency, have noted that tourists
who come on the recommendation of micro-influencers tend to have a better understanding of
local values and products.

“After one micro-influencer stopped by and posted about our specialty food (Nas Gudhug), many
tourists came and immediately sought out the food. They (tourists) came because they believed
the influencer's story, not just because they saw a nice photo. They (tourists) knew the story
behind the culinary specialties of Arjasa Traditional Village. So, the content was more connected
to the essence of our village.” (Interview results, 2025).

In addition to authenticity, another crucial factor identified is the social closeness and personal
relationship between micro-influencers and their followers. Tourist informants explicitly stated
that they tend to trust recommendations from micro-influencers more because they feel a
closer, more relatable relationship with them.

“| follow several micro-influencers because they often travel to places that match my interests,
namely cultural tourism and tranquil natural surroundings. Their follower counts aren't too large,
so it feels like a personal recommendation from a friend. When they mention that Arjasa
Traditional Village in Jember Regency is peaceful and rich in culture, | immediately trust their
word. With macro-influencers, it feels more like paid advertising, so the level of trust is lower.”
(Interview results, 2025).

This phenomenon aligns with the characteristics of micro-influencers, who are known to have
high engagement rates despite their limited reach, thereby making their recommendations more
persuasive. One micro-influencer who collaborated with Arjasa Traditional Village
acknowledged that this personal connection is a major asset.

“We always try to interact directly with followers in the comments section or through private
messages. We answer their questions about routes, ticket prices, or accommodation in Arjasa. It
is this personal connection that makes them feel comfortable and ultimately motivates them to
visit. We don't just sell place, but we sell experiences that we ourselves have enjoyed.” (Interview
results, 2025).

Overall, stakeholders' perspectives indicate that micro-influencers play an important role in
shaping the image of Arjasa Traditional Village as a genuine cultural and educational
destination, thereby naturally raising the interest of tourists seeking personal encounters. The
image of Arjasa Traditional Village as an authentic cultural and educational destination is
shaped by local elements inherited from ancestors, which harmoniously blend into a noble
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value that keeps the culture of Arjasa Traditional Village, Jember Regency alive (Yusrifa et al.,

2016).

The communication carried out by micro-influencers is considered capable of “bridging” the gap
between the potential of Arjasa Traditional Village and potential tourists, transforming potential

appeal

into actual intent to visit. Although macro-influencers offer wide reach, micro-influencers

are able to provide specific and efficient reach for tourism villages. Table 2 contrasts
micro-influencers with macro-influencers and traditional media marketing.

Dimension Micro-influencer Macro-influencer Perceptions of Stakeholders in
Arjasa Traditional Village
Promotional  Low-priced and Extremely high Preferring the lower option for
Costs affordable (Premium Price) sustainability
(cost-effective)
Confidence High, feels personal, Moderate, often Trust is key in promoting traditional
Level like a friend's considered villages
recommendation commercial and
impersonal
Audience Specific, close-knit Wide, general public Enables targeting of relevant cultural
Reach community (niche (mass market) markets
market)
Content Very High, based on Moderate, tends to be  Authenticity is the main selling point
Authenticity real experiences polished and lacks of Arjasa Traditional Village
depth
Engagement High Engagement Low to Moderate Stronger interaction with the
Rate (Lower Engagement audience, triggering the intention to
Rate) visit

(Source: Obtained by Researcher, 2026)

“The integration of micro-influencers serves as a strategic 'low-priced and affordable' solution for
Arjasa Traditional Village, which often operates with limited promotional budgets. Unlike
macro-influencers who demand premium pricing, these digital agents provide high engagement
rates by leveraging social closeness with their niche audiences. By comparing the minimal
budget allocated for these collaborations against the significant percentage increase in visitor
arrivals (as seen in Table 3), it is evident that this strategy yields a high Return on Investment
(ROI). This cost-effective approach allows the village to maintain long-term sustainability in its
marketing ecosystem without exhausting financial resources”. (Interview results, 2025).

“This transition from purely qualitative perceptions to quantitative evidence strengthens the claim
that micro-influencers are not merely 'image builders' but active drivers of organic visits. The
correlation between authentic storyteling and actual visitor attendance proves that for
community-based destinations like Arjasa, personal trust is a more potent, and cheaper, catalyst
for tourism growth than polished commercial advertisements”. (Interview results, 2025).
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Micro-influencers in our study are digital creators with between 1,000 and 100,000 followers on
social media platforms such as Instagram and TikTok. Our analysis specifically examines 2
creators who have collaborated with village managers to promote cultural events like the Hyang
Argopuro Festival IX 2025. Such individuals characterize digital agents who focus on niche
cultural markets rather than broad mass audiences. Stakeholders view these figures as credible
connectors who share real experiences instead of polished commercial advertisements.
Authentic storytelling is a primary tool for engaging audiences seeking cultural and educational
travel. Every creator involved must actively engage with followers through comments and
private messages to maintain high trust.

Micro and macro-influencers perform a variety of roles in the tourism industry, each contributing
uniquely to marketing efforts. Micro-influencers, who have smaller but more engaged followers,
are often perceived as more genuine and personal, making them effective at reaching niche
markets. Macro-influencers, on the other hand, have a broader reach and are more effective at
increasing awareness and engaging big populations. Both types of influencers play an essential
role in the evolving landscape of tourism marketing, shaping perceptions and encouraging
interaction through their platforms.

Table 2 compares the attributes of micro and macro-influencers based on local stakeholder
perceptions. Promotional costs for niche creators remain affordable, enabling long-term
sustainability in village budgets. Confidence levels remain high among followers because
recommendations feel personal, like a suggestion from a friend. Audience reach targets specific
cultural markets instead of the general mass population typical of macro-influencers. Content
authenticity stays very high because narratives rely on real visits and genuine encounters within
the village. High engagement rates drive strong interactions, motivating potential tourists to visit
Arjasa.

This finding is in line with Sinolungan & Chan (2025), who revealed that influencers play various
roles in increasing consumer interest in purchasing and reaching audiences with authentic
content, while macro-influencers provide reliable educational reviews and mega-influencers
expand brand visibility to a larger audience, resulting in an effective approach that increases
engagement, builds trust, and drives product sales. Digital storytelling serves as a
communication tool and an empowerment mechanism that strengthens cultural resilience and
helps communities adapt and preserve intangible cultural heritage. As a result, digital literacy,
collaborative governance, and creative content development are crucial for the survival of
traditional performing arts in Indonesia's digital tourist environment (Nanita, 2025).

According to Benhaida, Safaa, & Perkumiené (2024), the expansion of digital platforms and the
emergence of influencer culture have drastically altered tourists' impressions of tourist
locations. Influencers now play a key role, leveraging both authentic and superficial credibility in
certain fields. Travel influencers positively affect the choice of sustainable destinations, but their
use of geo-location data does not increase travelers' intentions to select these destinations
(Kilipiri, Papaioannou, & Kotzaivazoglou, 2023).
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The advancement of digital technology and social media has made micro-influencers an
important part of tourism destination marketing strategies, particularly for locations that promote
authenticity and community values, such as Arjasa Traditional Village, Jember Regency. This
study found that micro-influencers play a critical role in building a positive image and increasing
the tourist appeal of Arjasa Traditional Village. This position entails not only disseminating
information but also fostering deep, trusting relationships with prospective tourists.

One of the study's primary results is that micro-influencers can effectively convey authenticity
and develop trust in Arjasa Traditional Village through personalized communication. Arjasa
Traditional Village, with its rich culture, customs, and historical heritage, requires an honest,
organic promotional approach to ensure its message is accepted by tourists seeking a deep
cultural experience. One informant from the Tourism Awareness Group (Pokdarwis) of Arjasa
Traditional Village revealed:

“We realize that we don't have the capital to invite famous artists or influencers. But we have
stories, we have strong customs. When micro-influencers come, they don't just take photos, stay,
eat, and interact with the locals. They bring our story as it is. That's what's valuable that
authenticity. The trust from their followers is what makes people brave enough to come to our
village, seeking the same experience.” (Interview result, 2025)

Micro-influencers have a closer relationship and higher trust with their followers than
macro-influencers, who tend to be more commercial. The content they produce is perceived as
more personal and authentic because it reflects real experiences, thus increasing credibility as
a source of travel information. The advantage of micro-influencers also lies in their ability to
deliver niche content that aligns with followers' interests, as well as in their use of interactive
formats that encourage engagement and a sense of community (Chan et al., 2023).

Micro-influencers act as ‘connectors’ who embody the authenticity of villages, both in terms of
natural beauty and cultural richness. Micro-influencers serve as catalysts for forming
communities around destinations, enabling the real experiences and personal stories they
share to evoke strong emotions in their audience. These emotions, combined with convincing
narratives, significantly increase the intention to visit and positive perceptions of Arjasa
Traditional Village, Jember Regency. This is in line with findings from Juniarti (2025)
demonstrates that nano and micro influences play a crucial role in altering people's views. Nano
and micro influencers, who have fewer followers but are more connected to their audience, tend
to cultivate more intimate and real relationships, resulting in a high level of trust.

Marketing through micro-influencers is highly effective in the tourism industry because it
significantly influences customers' interest and intention to visit tourist destinations based on
their preferences (Cahyani, 2023). For community-based destinations, such as tourist villages,
a personal, organic promotional approach is essential. Micro-influencers can reach local
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communities and specific target markets that may be overlooked by conventional media or
macro-influencers. Micro-influencers help communicate Arjasa Traditional Village's unique
value proposition in a more targeted and convincing way.

The personal, organic approach built through micro-influencers closely aligns with the role of
user-generated content (UGC) in tourism marketing strategies. UGC is an important component
in modern marketing because consumers tend to trust reviews and experiences shared
organically by fellow users rather than content produced directly by companies or
firm-generated content (FGC) (Zahir, 2025). Through micro-influencer activities, the promotion
of Arjasa Traditional Village is conveyed more persuasively and encourages the creation of
authentic UGC, thereby strengthening the destination's credibility and attractiveness to potential
tourists.
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Figure 3. Content Generated by Micro-Influencers on TikTok
(Source: TikTok, 2025)

Short-term collaborations with online media and micro-influencers, such as those carried out
during the Hyang Argopuro IX Festival 2025 (Figure 3), provide a quick alternative solution
while long-term strategies are being formulated. Micro-influencers help overcome the
weaknesses of Arjasa Traditional Village's digital promotion by increasing the visibility and
accessibility of information through interactive dissemination on digital platforms, curating
commercial perceptions, and building a sustainable promotional ecosystem by creating
mutually beneficial long-term relationships between village managers, micro-influencers, and
tourists, which supports a sustainable promotional ecosystem.

The role of micro-influencers in shaping the image and appeal of Arjasa Traditional Village is
transformative. Micro-influencers transmit the village's true ideals and foster trust through social
proximity and individual contact. Micro-influencers' success is heavily influenced by their ability
to share authentic experiences that traditional tourism destinations based on community and
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culture require, so tourism managers in Arjasa Traditional Village, Jember Regency, must
incorporate micro-influencers into their digital marketing strategy.

Conclusion

This study reveals that micro-influencers have a significant impact on tourists' perceptions of
Arjasa Traditional Village, Jember Regency. Micro-influencers' main strength is their ability to
present the authenticity of the village experience while also building high trust with their
followers through personal communication and social proximity, making them more effective
and cost-effective promotional agents for community and culture-based destinations than
macro-influencers or traditional media. Theoretically, these findings reinforce the literature on
the importance of trust and personal closeness in traditional tourism marketing strategies,
highlighting that the credibility of authentic narratives is the main selling point. Practically, the
implication is that the managers of Arjasa Traditional Village should integrate micro-influencers
as a core element of their digital marketing strategy to strengthen their cultural image, increase
their appeal, and form a sustainable promotional ecosystem based on real relationships and
stories, in line with the needs of modern tourists who seek honest and trustworthy experiences.
Further research is needed to quantify the economic impact, compare the effectiveness of
micro- and nano-influencers in cultural heritage preservation, and develop an ethical and
sustainable long-term collaboration model.
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