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ABSTRACT

ThisarticledescribeshowYouTubehasbeenevolvingasane-tool formarketingactivitiesover
thepastdecade.UtilizingYouTubeforenhancingmarketingendeavoursisastrategypracticedby
marketingprofessionalsacrossagrowingnumberofindustries.Theresearchdocumentedinthisarticle
investigatesvirtualcommunity-baseddestinationmarketingusinganextendedconceptualisationof
avirtualcommunitytypology.Anon-participantnetnographicinvestigationofvirtualcommunities
throughacontentanalysishasbeenappliedinthisarticletoinvestigatetheresearchquestions.The
contributionincludestheapplicationofanextendedtypologyofvirtualcommunitiestoYouTube
leading to a numberofmanagerial implications formarketingpracticeonusingYouTube as an
effectivemarketingtool.

KEYwORDS
Destination Marketing, Interaction Design, Tourism, Virtual Communities, YouTube

INTRODUCTION

Thepercentageofcompaniesusingsocialmedia formarketing is increasingdaybyday.Recent
advancesinsocialmediarelatedresearchshowsasignificantincreaseofsocialmediainmarketing
different types of products. Research suggests that social media plays an important role in
communicatinginformationtocustomers,butasanantecedentenhancingsalespersonbehaviours
to increasecustomersatisfactionrather thanadirectfactor(Agnihotrietal.,2016).Somerecent
documentedstudiessuchasLohikoskiet al. (2016),SambhanthanandPotdar (2016)dealswith
virtualcommunitiesandparameterbasedevaluationrespectively.YouTube,beingapremiersocial
media platform has more than 800 million users visiting each month (YouTube, 2013). Several
studieshaveinvestigatedYouTubefromdifferentapproaches(Rotman&Preece,2010).However,the
roleofYouTubeintourismrelatedendeavoursisstillanunderinvestigatedarea.Studiesshowthat
YouTubevideoshavethepotentialtosubstantiallyaffecttheexperienceoftourists(Tussyadiah&
Fesenmaier,2009).Further,thisstudyshowthatthesevideosgeneratementalpleasurebystimulating
theimaginationofpeopleaswellasimpartthefeelingoftravellingtodestinationsthatthetourists
havealreadyvisitedinthepast.Tosomeextent,theabovefindingsshowthesignificanceoffurther
researchontheuseofYouTubeplatformindestinationmarketing.Evidently,theuseofYouTubeas
amediumtomarkettouristdestinationsremainsanopenquestionforexplorationinthecontextof
rapidlyemergingmarketingmodelsusingweb2.0.Albeit,Sambhanthanetal.(2016)documenteda
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research,whichaimstoextendtheVirtualcommunitytypology,propoundedbyPorter(2005)into
anotherfivedimensionsnamelypotential,participation,patternofuse,pollutionandpower.Hence,
thisresearchaimstoinvestigatethefollowingresearchquestions.

1. WhatisthepotentialofYouTubeininfluencingdestinationmarketingeffortsofhoteliers?
2. Howuserperceptionsinvirtualcommunitiesrelatingtotheextendedtypologycouldinfluence

destination-marketingeffortsofhoteliers?

LITERATURE REVIEw ON VIRTUAL COMMUNITIES

Thetheoretical frameworkof thisarticlerelieson theextended typologyofvirtualcommunities
outlinedandpublishedbySambhanthanandGood(2016).Thearticlediscussesoffiveextended
dimensionsofthetypologyofvirtualcommunitiespropoundedbyPorter(2004).Thekeytheoretical
dimensionsandthesubconstructsoftheextendedtypologyofvirtualcommunitiesisdepictedin
Figure1intheAppendix.

POTENTIAL

AkeycontributionmadebyTussyadiahandFesenmaier(2009)reportsthat theYouTubevideos
havethe“potential”tosubstantiallyaffecttheexperienceoftourists.Further,thestudystatesthat
thesevideosgeneratementalpleasurethroughgeneratingtheimaginationofpeople.Inaddition,the
studystatesthatthesevideosimpartthefeelingoftravellingtothedestinationsthatthetouristshave
alreadyvisitedinthepast.Thepotentialofthesevideostogettouristsre-experiencingthepastisthe
mostnotableeffecthighlightedthroughoutthisstudy.

Thepotentialtoinfluencethedecisionbehaviourofusersisameaningfuladditiontotheexisting5
PsoutlinedbyPorter(2004)whichhasbeenusedbySambhanthanetal.(2016)foranalysingYouTube
content.First,thestudystronglyarguesthatthevideosarepowerfultoolsforintensifyingtheinterest
ofpotentialtravellers.Furthertothis,thestudyarguesthatthenatureofinteractionsbetweenthe
directorsandviewersofYouTubevideospromotethedevelopmentofatravelcommunitythrough
whichtheimportantexperientialinformationcouldbeeffectivelysharedandexchanged.

WhiletheoverallcontributionmadebyTussyadiahandFesenmaier(2009)isasoundcombination
of theexperiencesharingaspectrelatedresearchin the tourismdomainwithaspecificfocuson
technologymediatedexperiencesharing,theirresearchdidnotincludeanycontenttowardsthecreation
ofdialogueamongtheusersasawayforwardtoexperiencesharingthroughtheYouTubeplatform.
Inaddition,theauthorsfocusedmoreontheroleofvideosasthemediatorsoftouristexperience.The
methodutilizedinourstudyfocusesonananalysisofvideossharedbythetouristsintheYouTube
platform.Although,thevideosareanintegralpartofvirtualcommunityinteractions,continuous
dialoguesamongtheusers’needsfollowthose,whichismorecriticalinformingpurchaserelated
impressionsonthemindsoftravellers.

AnotherkeycontributionbyValcketal.(2009)investigatedVCsfromanentirelymarketing
perspective.TheseauthorsinvestigatedhowVCusersengagedthemselvesasasocialandinformation
exchangenetworkandtheimpactofthesocialmediaonusers’decisionbehaviour.Thestudyhas
keyimplicationsformanagers,marketresearchersandmarketersbasedontwomainfindings:(1)the
VCsfunctionasreferencegroups,whicharedifferentfromthetraditionalreferencegroups;(2)the
VCcouldbeutilizedtoproduceadeepunderstandingaboutthevariousaspectsoftopicsdiscussed,
which influence themembers. Together, these findings alsohighlighted thepotential ofVCs to
connectpeoplewhowouldnothavemeteachotherduringtheirlifetimeiftheyhavenotbeenpartof
thevirtualcommunity.Inotherwords,theVCshavethepotentialtotieuppeoplewhoarelesslikely
tomeeteachotherinreal-life.However,thereshouldbeathreatofanonymityinherentlysynonym
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withthisphenomenonofthevirtualcommunities.Thethreatofanonymitycouldcauseseveralissues
totheparticipantswithregardtotheidentityaswellasclarityofcontentpublishedintheforum.

AthirdcontributionbyGretzeletal.(2010)indicateschangeasamainconstraintfacedbythe
destinationmarketingorganizationsinfacingthefuture.Theauthorsindicatethattheacquisition
andutilizationoftheknowledgeonhowtheissuesarisesinthepast,howitwastackledandhow
bestitcanbetackledinthefutureistheimportantpartoftheknowledgewhichneedstobeacquired
andpreserved.However,thisknowledgedoesincludetheknowledgeabouttouristbehaviour,how
thenewtechnologycouldbeutilizedtotackleitaswell.Fromthisperspective,thispapercouldbe
utilizedasabaseforforminganunderstandingoftheuserbehaviourandpreservingthatknowledge
toservethecustomerinabettermannerinthefuture.Aclearunderstandingaboutuserbehaviour
in theYouTubeplatformalongwithaneffectiveknowledgemanagement strategy tocodifyand
preserveknowledgeaboutuserpreferencesisacriticalconcernwhenitcomestoYouTubebased
destination-marketinginitiatives.Hence,thepotentialofVCscouldbeutilizedasawayforwardfor
tacklingallthechallengesfacedbythedestinationmarketingorganizations.Especially,thepotential
oftheVCsinfacilitatingknowledgeexchangethroughusergeneratedcontentcouldbefeaturedasthe
keypotentialthathaslendtowardsdevelopingavirtualcommunitybasedknowledgemanagement
approachforthedestinationmarketingorganization.

PARTICIPATION

Virtualbrandcommunitiesareanintegralpartofmarketingeffortsthroughvirtualcommunities.
Casaloet al.(2007)investigatedtheeffectofvirtualbrandcommunityparticipationonconsumer
behaviour.Thestudyexploresthreemaintopics.Firstly,theparticipationofcommunitymembersin
avirtualcommunityandtheirloyaltytotheparticularbrandwithwhichthecommunityisaffiliated.
Secondly,therelationshipbetweenthecommunityparticipationandthetrustisexplored.Thirdly,
theeffectoftrustonconsumerloyaltyisinvestigated.Theconclusionsindicateathreefoldinterestof
thesecommunitiesformarketers.Infact,thecommunitiescouldhelpthemarketersto1)identifythe
behaviouroftheenduser,2)figureouttheneedsoftheuser,3)identificationofhigherparticipationas
akeyforhigherloyalty.Thisclearlydemonstratestheimportanceofparticipationinvirtualcommunity
asasuccessfactorinvirtualcommunitybasedmarketing.Therefore,theaspectparticipationneeds
tobeaddedtothelistoftypologiesidentifiedinthevirtualcommunity.

Interestgroupsareeffectivetoolsforvirtualmarketingactivities.Wanget al.(2012)outlineda
methodfordiscoveringinterestgroupsformarketinginvirtualcommunities.Thestudyproposesan
integratedapproachthroughwhichthemarketerscouldgaugeanunderstandingabouttheinterest
groupsinvirtualcommunities.Theresearchfurtherinvestigatesonhowthesocialnetworkbased
frameworkscouldbeutilizedtoconstructarecommendationsystem.Theauthorshavepresented
arecommendationsystem.However,thereshouldbefurtherinvestigationdonewithregardtothe
financialandtechnicalfeasibilityofimplementingtherecommendersysteminadevelopingcountry.
Thefirstmethodologicalcontributionstatedbytheauthorsisextendingthesocialnetworkanalysis
fromtheofflineworldtoonlineworld.Thisisanotablecontributiontothebodyofknowledge.Since,
theanalysisofonlinecommunitiesusingthesocialnetworkanalysistechniquescouldpotentially
leadtowardsnewinsightsintothevirtualcommunities’research.Theinterestgroupsinturncould
beeffectivelyutilizedtoencouragetheparticipationofmembersinVCs.Thespecificinterestgroups
couldaddvaluetothedestinationmarketingorganizationsintheformencouraginguserparticipation
invirtualcommunitybaseddiscussionsondestinations.

PATTERN OF USE

Tourist information search is a success factor in destination choice. Jacobsen and Muna (2012)
investigatedthetouristinformationsearchanddestinationchoiceinadigitalage.Thestudyreports
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a very high level of computer and internet usage in tourism related information search by the
users.Majorityofthetouristsusedinternetbasedcommunicationsnotonlyduringtheirvacation
planningactivitiesbutalsoduringtheirstayintheactualdestinations.Inaddition,atendencyof
entertainingdirectsalesthroughinternethasbeenobservedduringthecourseofthisstudy.Thus,
thestudyclearlyshowsthatthepatternofusagehasadirectimpactonthevirtualcommunitybased
destinationmarketingefforts.Especially, theusers’patternof internetusage in termsof tourism
informationsearchinthedigitalageclearlydemonstratestheimpactoftheVCbasedusagepattern
ondestinationmarketing.Thestudyfurtherreportsthat75%oftherespondentshaveaFacebook
profile.Asignificantpercentageusedsocialmediaforinformationsearch,althoughitisnotessential.
Theabovefindingsshowthepatternofuserstousesocialmediaingatheringinformationabout
destinationstoacertainextent.

Thestudyfurtherindicatesthatthesocialmediapresencedoesnotnecessarilyleadstohigh
levelof tourists’ turnoverforarenowneddestination.Accordingto thisstudy, theuserapproach
socialmedianotforthesolepurposeofgettinginformation,butforsociabilityandsocialrewards
insharingtourisminformation.Itisnotablethatthemotiveofsociabilityisacriticalconcern,when
consideringthevirtualcommunitybasedtourismpromotion.Moreover,theneedforsocializingcould
beeffectivelytackledthroughYouTubebasedvirtualcommunitiesinbuildingsustainabletourism
promotionstrategies.Inadditiontothis,thestudyfurtherstatesthatwomenfindhotelwebsitesas
criticalandimportantwhencomparingwithmen.Theeducationalleveloftheparticipantsalsoproved
tobehavingdirectimpactonthedegreeofreliabilitybytouristsoninformationgatheredthrough
Facebook.Particularly,thestudyindicatesthatthetouristswhohavesoundeducationalbackground
arelesslikelytorelyontheinformationobtainedthroughFacebook.Thestudyfurtherindicatesthat
theyoungpeoplehavemoreinfluencefromtheinformationgatheredthroughsocialmediawhen
comparingwiththeelderpeople.Thefindingsclearlyshowthatthereisasignificantrelationship
betweenthesocialmediausagepatternsfortourisminformationsearchandthecustomerbackground
variablesuchasgender,ageandeducation.However,thereareseveralweaknessesandlimitations
identifiedwiththisparticularstudy.ThesurveyincludessomepopularsitessuchasFacebookand
someblogs.ThelimitationsofthisstudyincludenotincludingtheimportantsitessuchasYouTube
andTripAdvisor.Ourinvestigationisparticularlyfocusingonthepatternofusagebyusersonutilizing
YouTubebasedcommunityinteractionsfordestinationmarketing,whichneedsevidencefromstudies,
whichareprimarilybasedonYouTubecontent.Although,thestudies,whicharebasedonothersocial
mediasites,couldbeconsideredasrelevanttothisstudywhichcannotmakestrongrecommendations
withregardtotheusagepatterninYouTubebasedvirtualcommunitiesindestinationmarketing.

POLLUTION

Pollutioninthisresearchisdefinedastheactivitythatcausesnegativeeffectsinthevirtualenvironment.
TheHacker’sDictionary(Steeleetal.,1983)definesflamingas“speakingrapidlyorincessantlyon
anuninterestingtopicorwithapatentlyridiculousattitude”.Accordingtothisdefinition,itcouldbe
arguedthatflamingisakindofpollution,whichtakeplaceinthecyberspacethroughtheexpression
ofrabidly,orincessantlyonanuninterestingtopic.Therefore,theideaofpollutionisdefinedinthe
courseofthisresearchastheflamingactivity,whichcausesnegativeeffectsinthevirtualenvironment
duetothediscussionofrabidly,orincessantlyonanuninterestingtopic.Ontheotherhand,there
aretwocontradictionsinvolvedwiththedefinitionofflaming.Firstly,thereceiverinterpretsnotall
theflamesasnegative.Secondly,notalltheflames,whichareinterpretedasnegative,areintended
flames.Therefore,therelativepsychologyofthesender/receiverplaysamajorroleindetermining
thedegreeofnegativityinvolvedinYouTubeflaming.Theabovesubjectivityinvolvedintheconcept
offlamingmakeitquitecomplexforinvestigatingYouTubebasedflamingrelatedissues.Another
weaknessidentifiedwiththeabovestudyisthattheYouTubeuserswhohaveactiveusagehavehad
anadvantageinfillingthissurvey.Infact,thesurveyconductedforthisstudyhasbeencirculated
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amongactiveYouTubeusersandtheywereaskedtopromoteitamongsttheirpeers.Themethod
usedfortargetinguserswasbasedontheusage.Therefore,passiveusershadarelativedisadvantage
intakingpartinthissurvey.Although,therecouldbeanargumentsayingthatitwouldbeinteresting
tostudytheopinionofactiveusersthanofpassiveusers,thestudydoesnottakeintoaccountthe
userswhohavepassiveusageduetothefactofflaming.Thisgroupisapotentiallyimportantand
crucialgroup,whichneedstobestudiedwithcare.Missingtoincludethistargetgroupisamajor
weaknessofthisstudy.Anothermajorlimitationiswiththequestionsaskedinthesurveytookplace.
Thequestionsasked in thissurveyareclose-endedquestions intended toelicitquantitativedata.
However,aqualitativeapproachwithanexplorativenatureisessentialinthiskindofastudyinorder
torecordtheinterpretativenatureoftheconceptflaming.Thecommentsofusersintermsofhow
theyinterprettheconceptofflamingfromtheYouTubecontentisessentialtoberecordedduring
thecourseofthisresearch,whichismissinginthecurrentmethodologyadaptedforthisresearch.

Theeffectofflamingonbusinessendeavoursisanotherchallenge,whichdestinationmarketers
face.Peoplewritenegativeorvulgarlanguage/commentsonYouTubeplatformwhentheydonot
likethecontentpresentedthere.Thiscouldpotentiallyleadtoanegativeeffectinbranding.Moor
etal.,(2010)reportsastudy,whichinvestigatesflamingrelatedissuesonYouTube.Thestudyhas
beenconductedthroughasurveyamongYouTubeusers.Firstly,thestudysuggeststhatflamingisa
commonactivity-takingplaceintheYouTubeplatform,besidestherejectionofthisfactbymostof
theYouTubeusers.Secondly,theuserperceptionsonflamingvaryamongpeople,butmostlypeople
haveanegativeperceptiontowardsflamingingeneral.Thestudyalsoreportsthattheflamingtends
torestrictpeoples’tendencytopostvideosonYouTube.However,theusersdonotthinktheflaming
issueasaproblemthemselves.Inaddition,therewereseveralexplanationsofflamingwerefound
tobeplausible,amongwhichwereperceivedflamingnormsandthereducedawarenessofother
peoples’feelings.Thestudyalsoreportsflamingasanactivityofentertainment,howeverhighlights
that flaming is more often focused to express disagreement. There are a number of limitations
identifiedwiththisstudy.Thedefinitionofflamingisquiteconfusing.Thetermflamingmeans
offensive/negativecomments,whichmightnotnecessarilyneedtobeincludingallthenegative
commentsmadeintheYouTubeplatform.Flamingoccurswhenbothparties(senderandreceiver)
lostmutualunderstandingandtendstogetintoanegativerealmofthinkingbasedonthecomments
made.Whenconsidering thecaseofdestinationmarketing, it isnecessary that flamingwillnot
influencepeoples’decisionwithregardtodestinationconsumptionaswellastheirinteresttostay
intheYouTubeplatformentertainingfurtherdiscussionsandexperiencesharingwithregardtothe
specificdestinations.

POwER

Theideaofpowerisdefinedastherelativecontrolorinfluencingcapacitythevirtualcommunityhas
onitsmembers.Therhetoricalmeaningofpowerisyetbeingresearchedandthedefinitionscouldvary
accordingtothesituation.Thisdefinitionincludesthecohesivenessandrigorofvirtualcommunities
ininfluencingitsmembers.Smithetal.(2012)investigatedonthedifferencesinthebrandrelateduser
generatedcontentinYouTube,Facebookandtwitter.Thestudyprovidesthreemaincontributionsto
thebodyofknowledge.Firstly,itprovidesconceptualinsightsintohowdifferentsocialmediasites
fosterusergeneratedcontentwithdifferentcharacteristics.Secondly,thisresearchdevelopssome
preliminaryideasonhowproactivesocialmediamarketingrelatestouser-generatedcontent.Thirdly,
thisresearchoffersapreliminarysetofdimensionsforcomparingbrandrelatedusergeneratedcontent
foundondifferentsites.ThestudycommendsonYouTube’sabilitytoself-promotethevideos.Kohand
Kim(2004)investigatedonknowledgesharinginvirtualcommunitiesfromane-businessperspective.
Thestudyreportsastrongrelationshipbetweenthelevelofcommunityknowledgesharingactivity
and thepositiveperceptionof thevirtual communitymembers suchascommunityparticipation
andcommunitypromotion.However,thereareseverallimitationsidentifiedwiththeabovestudy.
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Mainly,thedatafortheaboveresearchhasbeencollectedfromasinglewebsitebasedonasingle
country.Although,theabovecouldbejustifiedasaqualitativecasestudy,thevariabilityofsamples
islimitedinthisstudy.Secondly,therewasrelativelyhighercorrelationbetweensomevariables,
whichaffectsthelegitimacyofconclusionsmadeonthisstudy.Thirdly,thesampleissubjectedto
bias,sincetheparticipationinthesamplingisvoluntary.Finally,thisparticularstudyisexclusively
focusedonnon-profitvirtualcommunities.Seraj(2012)investigatedontheintellectual,socialand
culturalvaluesinonlinecommunities.Thepaperinvestigatesonavaluecreationperspectiveofthe
onlinecommunities,whichgreatlyrelatestothePOWERoftheinformation/experiencedelivered
through the virtual community. However, the research is limited to few samples; therefore, the
generalize-abilityislimited.Hence,alloftheabovestudieshavehighlightedthePOWERofvirtual
communitiesininfluencingthechoicesofuserswithregardtotheproduct/servicepreference,trust
andloyalty.Therefore,Powershouldbeaddedtothelistofvirtualcommunitytypologiesrelatedto
thetourismpromotionaspirationsofhoteliers.

Socialmediabrandcommunitiesareeffectiveinmarketingactivitiesonline.Larocheetal.(2012)
investigatedontheeffectofsocialmediabasedbrandcommunitiesonbrandcommunitymakers,
valuecreationpractices,andbrandtrustandbrandloyalty.Theresearchinvestigatedonwhether
thesocialmediabasedbrandcommunitieshavepositiveeffectonthecommunityelements,value
creationpractices,brandtrustandbrandloyalty.Theresultsindicatethatthereisapositiveeffecton
thecommunityelementsbythesocialmediabasedbrandcommunities.Thisshowsthatthesocial
mediabasedvirtualcommunitieswouldhavethepowertoinfluencethecommunityelements,which
includestheparticipantsaswell.However,thevariablesadaptedforevaluationinthisresearchis
limitedtomainelements.XiangandGretzel(2010)investigatedabouttheroleofsocialmediainonline
travelinformationsearch.Thestudyconfirmsthegrowingimportanceofsocialmediaintheonline
tourismdomain,withregardtothetravelinformationsearch.Firstly,thestudyprovidesapromising
indicationabouttheroleofsocialmediaintheonlinetravelinformationdomain.Secondly,thestudy
reportsthatthesocialmediabasedtravelinformationsourcesarebecomingubiquitousandfirstpoint
reference,regardlessofthesearchtermusedbythetraveller.Briefly,thestudyconfirmsthatsocial
mediaisbecomingasanintegralpartofonlinetravelsalesdomain,whichcannotbeignoredbythe
travelmarketersintheforthcomingyears.Inotherwords,socialmediabasedvirtualcommunities
arebecominginevitableelementsofpowerintheindustry.

METHOD

Theexperimentalobjectiveof this research focusesongatheringuserperceptions fromselected
YouTubebasedvirtualcommunityplatforms.Thestudyappliesaqualitativenetnographicapproach
usingacontentanalysismethodfordatacollection.Thecriterialdrawnfromtheextendedtypology
hasbeendepictedintheTable1.Thesecriteriawereusedforcollectingdatainthisresearch.Anon-
participantnetnographicstudyisjustifiedforthisresearchsincetheaimistoevaluatetheapplicability
ofYouTubebasedcommunityinteractionsasawayforwardfordestinationmarketing.Thestudywas
conductedforfiveselectedYouTubevideoscontaininghundredandthirty-seven(137)usercomments
whicharerelatedtotourism.ThespecificfocusoftheYouTubevideoswasonatourismdestination
wheretheendusersrecordedtheircommentsregardingtheparticulardestinations.TheYouTube
commentsgatheredfromthesamplevideosweretranscribedintoaworddocument.Thecomments
werethencleanedandeditedforlanguageclarity.Anumber(upto137)hasbeenassignedtoeach
commentinordertomakeiteasierforreferencing(refertotheAppendix).

RESULTS

Inoverall the results indicates that theusers’ tendency topromote thedestinationsof theirown
countries,recallprevioustravelmemories,makecomparativeassessmentamongthedestinations,
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beloyaltothedestinationswhichtheyenjoyed,plantheirvacationsduringthediscussionandseek
outtravelrelatedinformationthroughthevirtualcommunityaresomeoftheobservablephenomena
(PleaseseeTable2fortherelevantcommentsforeachcriterioninthecontentanalysis).

EXPERIENCE SHARING

Usershaveatendencytosharetheirexperiencesaboutthedestinationswhentheymeetfellowvisitors
inthevirtualcommunity.Both,thepositiveaswellasthenegativeexperienceshaveanimpacton
theparticipants’discussions.Theparticipantsdiscusstheirviewsonthedestinationsandthereasons
theybelievetheparticulardestinationsaresuccessful.Thememoriesofparticipantswithregardto
theirvisitstotheparticulardestinationsarereflectedhere.Thisprovesthatthevirtualcommunity
interactions are functioning like reminiscent platforms for specific travel memories. The virtual
communityplatformsstimulatethedesiretovisittheplacesshowninthevideosasdepictedintable3.

Table 1. Data collection themes

Typology Criteria Rationale

Potential Experience
sharing

ThepotentialofYouTubeinfacilitatingthesharingoftourismexperiencehasaneffectonmarketingactivities
conductedbasedonYouTube

Reminiscence ThepotentialofYouTubetoenablepositivereminiscingintheplatformisacriticalconcerninmarketing
endeavours

Participation Interest
Groups

ThetendencyofuserstomakeinterestgroupsintheVirtualCommunityplatformhasasignificanteffecton
marketingactivities

Loyalty Theusers’loyaltytowardsthedestinationstheyenjoyedhastobeconsideredwhendesigningaYouTubebased
VirtualCommunityplatformformarketingactivities

Patternof
Use

Vacation
Planning

Peoples’tendencytoplantheirvacationswhileinteractingwithothersintheVirtualCommunityhasaneffecton
marketingactivities

Information
search

Theinformationsearchingbehaviourofusersusingthevirtualcommunityplatformisacriticalconcern

Pollution Flaming YouTubeplatformhasatremendouseffectonYouTubebasedmarketingactivities

Power TheUserGeneratedContenthasapowertoinfluencethemarketingactivitiesusingSocialMedia.

Table 2. Content analysis results overview

Typology Criteria User Comment

Potential Experiencesharing 3,10,16,17,29,42,45,48,60,93,
96,97,

Reminiscence 107,108,113,116

Participation InterestGroups 106,107,108,113,116,117,131,
135

Loyalty

PatternofUse VacationPlanning 1,24,29,33

Informationsearch

Pollution Flaming 4,12,18,23,88,104

Power
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REMINISCENCE

Theuserperceptionsreflectedinthecontentpresentedintable4showstheirreminiscenceaboutthe
placesshownandthememoriestheyhaveabouttheparticulardestinationsthathavebeendiscussed
intheliterature.

INTEREST GROUPS

Usershaveatendencytoforminterestsub-groupsinformofdiscussioncircles.Thecontentchain
observedthroughoutthecourseofthisresearch(seetable5)showsthattherearedifferenttypesof
usergroupsdiscussingontheirparticularinterestswithregardtothedestinationchoice.Particularly,
aninterestgroupofNewZealandbaseddestinationshasbeenobservedthroughoutthestudy.This
tendencyofforminginterestgroupscouldbetackledasanadvantagebythemarketingprofessionals
whendesigningtheirYouTubebaseddestinationpromotionstrategies.Someexamplesoftheinterest
groupsaredepictedinthefollowingcontentabstractedfromtheYouTubechannel.

Table 3. Content related to experience sharing

“WatchmynewgopromoviefromSriLanka!Greatplace”(User–3)
“Themostbeautifulplaceonearth”(User–10)
“VisitSriLanka.ItisthebestparadiseinIndianocean”(User–16)
“Thanksforuploading.Thankyouverymuch.Itisthemostpeacefulandbeautifulcountryinthewholeworld”(User–
17)
“IagreethatHawaiiiswaytoooverrated!ThereasonwhypeoplegotoHawaiiisitscloser,cheapertotravelto,and
mostpeopledon’tknowwhatSriLankaislike”(User-29)
“Myhusband(now)thenmytravelbuddysurprisedmebyproposinginfrontofTajMahalonmybirthday.Ididn’teven
datehim.Andnow,heismyBESTESTgiftever!”(User-42)
“Thankstoyoualotforsharingthatmagnificentplace.Sobeautiful!AlotofLucktoyouandtoall!”(User-45)
“Thisissoawesome!Thankyoubothforthevisitinsideandout.Veryniceplace!IhopetovisitAgraonedayand
congratsforyourengagement”(User-48)
“Thesongsyouplayarebeautiful,whatistheveryfirstonethatplayed?Bytheway,onedayIwishtoseethebeautiful
TajMahalandexperiencethataweyouhave”(User–60)
“Reallyamazing”(user–93)
WhatabouttheEiffelTower?NowTHAT`Struebeauty!(User96)
NorthPoleSunsetisgorgeousandnaturallyvideo.(User-97)

Table 4. Content related to reminiscence

Youmustseethem!Icelandliterallytakesyourbreathawaynomatterwhereyouareinthecountry.Everythingisjust
beautiful!Noslumsorareastoavoid.EvenReykjavikisgorgeous.InNewZealand,acityisacitylikeanywhereelse.
ThemostbeautifulpartofNewZealandthatwesawwasQueenstown,whichreallyremindedmeofIceland.(User–
107)
IhavealwayswantedtoseeIcelandandNewZealand!ThepicturesIseeofbothofthemarejustgorgeous!(User–108)
IlivejustfewKMfromBled,Slovenia.Icantellitisreallybeautiful.Specialtreasureinmycountryitisalotand
beautifulforests,wonderfullakesandrivers,nicemountainsandverycleanwaterfordrink.Weareoneofveryfew
countrywereyoucandrinkwaterfromplumbing...Godblessmycountry.(User–113)
IhavebeentoNewZealand(gorgeous)andhubbyandIareplanningacruisenextyeartoAntarctica.Wearewinter
peopleandloveclean,crispair,snow,mountainsandscenery.IwasborninIcelandandnexttimewegobackforavisit
weplantoseeGreenland!(User–116)
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LOYALTY

Theabovecontent(Table5)provesalsothattheusershaveatendencytobeloyaltothedestinations
whichtheyhaveenjoyedduringtheirvisits.TheusershaveshownaloyaltytowardstheNewZealand
destinationswhichtheyhaveadmiredduringtheirvisittotheparticularplaces.

VACATION PLANNING

Thecommentsshowtheusers’tendencytoplanouttheirvacationvisitsintheYouTubeplatformwhile
discussingwiththeothertravelers.Also,thetravelersexchangeinformationaboutdestinationsinthe
YouTubeplatformandassistotherpeoplewhoareplanningtheirvacationintheYouTubeplatform.

INFORMATION SEARCH

Usercomments(Table6)showstheusers’tendencytoseekoutinformationregardingthedestinations
throughtheYouTubeplatform.Also,thetravelershaveatendencytoprovideinformation/comment
ontheYouTubeplatformwhenthefellowtravelersareinsearchofinformationwithregardtotheir
owndestinationchoice.

Table 5. Content related to interest group & loyalty

IfyougotoNewZealand,theSouthIslandismorespectacular.(User-106)
Youmustseethem!Icelandliterallytakesyourbreathawaynomatterwhereyouareinthecountry.Everythingisjust
beautiful!Noslumsorareastoavoid.EvenReykjavikisgorgeous.InNewZealand,acityisacitylikeanywhereelse.
ThemostbeautifulpartofNewZealandthatwesawwasQueenstown,whichreallyremindedmeofIceland.(User-
107)
IhavealwayswantedtoseeIcelandandNewZealand!ThepicturesIseeofbothofthemarejustgorgeous!(User-108)
IlivejustfewKMfrom,Bled,Slovenia.Icantellitisreallybeautiful.Specialtreasureinmycountryitisalotand
beautifulforests,wonderfullakesandrivers,nicemountainsandverycleanwaterfordrink.Weareoneofveryfew
countrieswereyoucandrinkwaterfromplumbing...Godblessmycountry.(User-113)
IhavebeentoNewZealand(gorgeous)andhubbyandIareplanningacruisenextyeartoAntarctica.Wearewinter
peopleandloveclean,crispair,snow,mountainsandscenery.IwasborninIcelandandnexttimewegobackforavisit
weplantoseeGreenland!JustgotbackfromVietnam~verydisappointing...(User116)
Certainlyitisoneoftheverymostbeautifulplacestobein.ButhaveyoubeentoGreenlandorSvalbardorAlaska?
Thoseareotherfavoritesofmine.AndAntarctica,butthereIhaven’tbeeneventhoughtheyarrangecruisestherefrom
mycountry!(User-117)
YoushouldincludeNewZealand’sMilfordSound.Thatcountryismind-blowingacidtripofMotherNature.(User-
131)
Ihavetravelledtheworldandtherearemanybeautifulplacesaround.OneIhighlyrecommendyoutoseeisNew
Zealand’sMilford.Soundsitisabsolutelybreathtakingstunning,I’vebeen3timestoshowotherpeopleandit’sstill
overwhelmingeverytime,it’samustsee.(User-135)

Table 6. Content related to vacation planning & information search

ImightgotoSriLankanextmonthbecauseIwanttogosomewherenicetofilm.IwantedtogotoSpainbecauseI
knowitwillbelovelyandsunnyandbrightforfilming,butIwillbegoingonmyownandIneedwheelstogetabout,
butIdon’thavealicense,butI’mguessingyoudon’tneedalicensetohireamopedinSriLanka.Myonlyfearis
whetheritwillrainalotinSriLankainJune?(User-1)
ILOVEDSriLanka.Ideeplywanttoreturn,butthistimeonavacation.Thepeoplearefantastic!Hopetoseeyousoon
SriLanka.(User-24)
IagreethatHawaiiiswaytoooverrated!ThereasonwhypeoplegotoHawaiiisitscloser,cheapertotravelto,andmost
peopledon’tknowwhatSriLankaislike.(User-29)
ThisisthemostamazingvideoofTajMahal!Ijustwouldliketoaskyouwhichvideocamerahaveyouused?Itisas
clearasblurry!Pleasetellmewhichvideocamerahaveyouused?LovefromIndia.(User-33)
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FLAMING

TheanalysisshowsaconsiderableamountofflaminghappeningintheYouTubediscussions.People
haveatendencytousenegativewordswhichcouldharmthereceiverofthecommunicationdirectly
orindirectly.Itisnotamatter,whethertheflaminghasbeenintendedornot.Buttheamountof
flaminghappeningthroughoutthediscussionisanegativefactorwhichcouldcauseissuestothe
healthinessofthediscussions.Table7presentsthecontentrelatedtoflamingobservedinthisstudy.

POwER OF USER GENERATED CONTENT

Thepowerofusergeneratedcontent,communityknowledgesharingandvaluecreationpractices
havebeenfeaturedas thekeyinfluentialelementsondestinationmarketing.Theusercomments
depicttheamountofpowertheusergeneratedcontenthasoninfluencingthedestinationchoiceof
theusers.Also,thecontentfurthershowsthattheusershaveatendencytoshareknowledgeabout
thedestinationsthroughthevirtualcommunitybasedinteractionstheyhavewiththeirpeers.

DISCUSSION AND CONCLUSIONS

Experiencesharingandreminiscingareconsideredtwoimportantsubelementsofthepotentialelement
intheextendedtypology.Usershaveatendencytosharetheirexperienceswiththedestinationswhen
theymeetfellowvisitorsinthevirtualcommunity.Both,thepositiveaswellasthenegativeexperiences
haveanimpactontheparticipants’discussions.Thevirtualcommunityplatformsareobservedto
bestimulatingtravelintentionaswellasfunctioningasknowledgesharingplatforms(Koh&Kim,
2004).Theparticipantsarediscussingabouttheirviewsonthedestinationsandthereasonsthey
believeforthesuccessfulnessoftheparticulardestinations.Thisprovesthatthevirtualcommunity
interactionsarefunctioninglikereminiscentplatformsforspecifictravelmemories.Online-shared
videoscanprovidementalpleasuretoviewersbystimulatingfantasiesanddaydreams,aswellas
bringingbackpasttravelmemories(Tussyadiah&Fesenmaier,2009).

Interestgroupsandcustomerloyalty/bondingaretwomainsubelementsoftheparticipation
elementoftheextendedtypology.Usershaveatendencytoforminterestgroupswithintheminthe
formofdiscussioncircles.AninterestgroupofNewZealandbaseddestinationshasbeenobserved
throughouttheabovepresentedcontent.Thistendencyofforminginterestgroupscouldbetackled
asanadvantagebythemarketingprofessionalswhendesigningtheirYouTubebaseddestination
promotionstrategies.Theusershaveatendencytobeloyal/bondingtothedestinationswhichthey
haveenjoyedduringtheirvisits.Thistendencyofformingaloyaltytowardsthedestinationscould
beeffectivelytackledbythemarketersispromotingthedestinationsusingtheYouTubeplatform.
Infact,themarketerscouldforminterestgroupsofloyalcustomerswhichcouldformabasisfor

Table 7. Content related to flaming

Yesourbeautifulcountrydestroyedbybloodypoliticians.(User-4)
SriLankaisn’tasfriendlyasitlooks.Don’tbefooled.Itischokefullofignorant,backwardpeoplewhohidebeneatha
fakearcade.(User-12)
WhatdidyoulikeaboutSriLanka?Whatdidn’tyoulikeaboutthere?IhopeyoudidnotgetatasteofULTRAhorrible
SriLankanpolitics.ItishorrifyingeventhepeoplewholiveinthisIsland.(User-18)
Nicecountrybutstupidgreedypoliticianseatingeverythingintheirsight.Waste!(User-23)
ThisvideomakerissosurenotbeentoNepal.AndIamsureaboutthat.AndhowcanthatbullshitTajMahalcame
here.Thatdirtyfitlyplace.Crowdedbypeopleanytime!Peoplelikemonkeys!Blackmonkeys!Indiansuckers.(User-
88)

Ihaveneverdrunkalcoholicbeverages.AndIwouldnotconsiderJewsasidiots(letaloneAlbertEinsteinandothers).I
justsaidGreeksneedtoworkandstoplazinginthesun!GoodforyoustartworkingandstopblamingtheJewsbecause
ofyourfaults!Itisreallyunfair!(User-104)
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effectivemarketingofdestinationsusingtheYouTubebasedcommunityforums.Examplesofuser
formedinterestgroupsandrelatedexamplesonloyalty/bondingrelatedinformationaccordingto
thepublishedliteratureshowsthisisawell-documentedphenomenoninthevirtualcommunitybased
marketing(Casaloetal.,2007).Anotherrecentresearchdocuments,newmethodfordiscovering
interestgroupsformarketinginvirtualcommunities(Wangetal.,2012).

Vacation planning and information search are the other two important sub elements of the
usagepatternelementoftheextendedtypology.Usercommentsshowtheusers’tendencytoplan
outtheirvacationvisitsintheYouTubeplatformwhilediscussingwiththeothertravelers.Also,it
isnotedthatthetravelersareexchanginginformationaboutdestinationsintheYouTubeplatform
andassistingtheotherpeoplewhoareplanningouttheirvacationintheYouTubeplatform.This
couldbeeffectivelytackledbythemarketersonpromotingtheirdestinationstothetargetedaudience
throughtheYouTubeplatform.Usercommentsshowsthattheusers’tendencytoseekoutinformation
regardingthedestinationsthroughtheYouTubeplatform.Thetravelershaveatendencytoprovide
information/commentontheYouTubeplatformwhenthefellowtravelersareinsearchofinformation
withregardtotheirowndestinationchoice.Thistendencycouldbeeffectivelyusedbythemarketers
topromotetheirdestinationsthroughgainingaveryhighopinionthroughthewordofmouth.A
recentstudyreportsthat75%oftheusersutilizedsocialmediaplatformforvacationplanningand
manyofthemusessocialmediaplatformforinformationseekingontourismrelateddestinations
(JacobsenandMunar,2012).

Flamingisthemainelementofpollutioninvirtualcommunities.Thecontentshowsaconsiderable
amountofflaminghappeninginthediscussionstakenplaceattheYouTubeplatformwithregard
tothedestinations.Peoplehaveatendencytousenegativewordswhichcouldharmthereceiverof
thecommunicationdirectlyorindirectly.Itisnotamatter,whethertheflaminghasbeenintended
ornot.Buttheamountofflamingwhichishappeningthroughoutthediscussionisanegativefactor
whichcouldcauseissuestothehealthinessofthediscussionstakingplaceintheYouTubeplatform.
Therefore, thepollutionof theVirtual community in termsof flaming is a critical factorwhich
influencethesuccessfulnessofthevirtualcommunitybaseddestinationmarketingefforts.Flaming
isacommonactivity-takingplaceintheYouTubeplatform(Mooretal.,2010).

Usergeneratedcontentdepictthepowerelementintheextendedtypologyofvirtualcommunities.
Thepowerofusergeneratedcontent,communityknowledgesharingandvaluecreationpractices
havebeenfeaturedas thekeyinfluentialelementsondestinationmarketing.Theusercomments
depicttheamountofpowertheusergeneratedcontenthasoninfluencingthedestinationchoiceof
theusers.Thecontentfurthershowsthattheusershaveatendencytoshareknowledgeaboutthe
destinationsthroughthevirtualcommunitybasedinteractionstheyhavewiththeirpeers.Therefore,
thepowerofthevirtualcommunitiesthroughtheusergeneratedcontentisidentifiedasafactorthat
influencesthedestinationmarketingeffortsofhoteliers.Usergeneratedcontenthasadirecteffect
onuserdecisionmaking(SambhanthanandGood,2012).

Encouragingdiscussionamongusershavebeenfoundasaneffectivewaytoenhancedestination
marketingastheusershadthetendencytoshareanddiscusstravelrelatedmemoriesandinformation
inthevirtualplatform.However,thereneedstobesomefiltersappliedtothisintheplatformas
irrelevantdiscussions,inaccurateinformationandaconsiderableamountofflamingarealsoreported
intheplatform.Incontrast,thesefiltersneedtocomplywiththefreedomofspeechrightsoftheusers.
Users’tendencytopromotethedestinationsoftheirowncountries,recallprevioustravelmemories,
makecomparativeassessmentamongthedestinations,beloyaltothedestinationswhichtheyenjoyed,
plantheirvacationsduringthediscussionandseekouttravelrelatedinformationthroughthevirtual
communityaresomeoftheobservablephenomenawhichcouldbeusedadvantageouslybymarketers.
However,themarketershavetoadaptsettingspecificstrategiesforaddressingtheseadvantageous
factors.Thisimpliesthattheaffordabilityofthebusiness,itssizeandthenatureoftourismproducts
theyareofferinghasabigroletoplayinshapingtheirownstrategiestousetheseusertendencies
positivetowardstheirmarketingefforts.
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APPENDIX

Figure 1. Theoretical model

Figure 2. Sample YouTube comment
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Table 8. User comments

User Comments

5 GreatVideo...!RainisusuallytroubleduringApril,May,OctoberandNovember.OtherthanthatSriLankaisSunny

6 BikiniswereneverbannedinSriLanka!Areyoustudyinglaw?Thenyouwouldknowthat;whatyouareplayinghereisa
hoax.Onlymini-skirtsweretobebannedinSriLankaalthoughwiththegrowthofthetouristpopulationthisrulewasnot
imposed!Pleasecheckyourfactsbeforeyoucommentonavideoonyourcountry

14 ImightgotoSriLankanextmonthbecauseIwanttogosomewherenicetofilm,IwantedtogotoSpainbecauseIknowit
willbelovely,sunnyandbrightforfilmingbutIwillbegoingonmyownandIneedwheelstogetaboutbutIdon’thavea
license,butI’mguessingyoudon’tneedalicensetohireamopedinSriLanka.MyonlyfearisitwillrainalotinSriLanka
inJune

19 Nicevideo!!Youguysareamazingandfunny!!GreetingsfromaSriLankan

23 Nicecountrybutstupidgreedypoliticianseatingeverythingintheirsight.Waste

24 IlovedSriLanka.Ideeplywanttoreturn,butthistimeonavacation.Thepeoplearefantastic.HopetoseeyousoonSriLanka

27 I’llseeyousoonmotherSriLanka

28 GoSriLanka

29 IagreethatHawaiiiswaytoooverrated!!ThereasonwhypeoplegotoHawaiiisitscloser,cheapertotravelto,andmost
peopledon’tknowwhatSriLankaislike

30 That’sjustplainsnobbery.Givecreditwhenitisdue.Thisisnotacompetitionofwho/what/whereisthebest.Itisashortclip
thatshowcasesthebeautyofSriLankain2minutes.Learntoappreciatelifeinsteadofhavingtheneedtomakecomparisons
allthetime.You’llbehappiertoo

33 ThisisthemostamazingvideoofTajMahal.Ijustwouldliketoaskyouwhichvideocamerahaveyouused?It’sasclearas
blueray.Pleasetellmewhichvideocamerahaveyouused?LovefromIndia

34 Weusedacanon60d.Cheers

35 Excellentphotos

36 ThankYou!

37 Well-puttogethervideo!OnedayI’llhavesomeonetotraveltheworldwith!

38 Goodluck:)

39 ThismakemewanttowatchAladdin

48 Thisissoawesome!Thankyoubothforthevisitinsideandout:)veryniceplace!HopetovisitAgraoneday:)andcongratsfor
yourengagement

52 Doubtful.Itwasdarkandfullofpeople.Thecenterisfencedoffsonoonecouldevengetclosetothemarblecenotaphs.
Videos/photosareforbidden,buttheinsideisnotnearlyasprettyastheoutsideanyway

71 AllofyouarewrongthemostbeautifulplaceisNepal.Youcancomeandvisit

73 Themusicissowrong,couldbemorefun

74 It’smorefuninthePhilippines!

75 ThemostbeautifulplaceintheearthisPakistan.That’swhyAmericawantsPakistan.

86 Fantasticphotos!Couldyoupleasetellmewhichmusicisbeingplayedinthevideo?Thanks

90 Lovethemusicsomuch

107 Youmustseethem!Icelandliterallytakesyourbreathawaynomatterwhereyouareinthecountry.Everythingisjust
beautiful!Noslumsorareastoavoid.EvenReykjavikisgorgeous.InNewZealand-acityisacitylikeanywhereelse.The
mostbeautifulpartofNewZealandthatwesawwasQueenstown,whichreallyremindedmeofIceland.

108 IhavealwayswantedtoseeIcelandandNewZealand!ThepicturesIseeofbothofthemarejustgorgeous!

125 Almostcomplete.YetyouforgottoincludethemostprimitivecountriesyetacursortothecivilizationintheEast,suchas
Burma,Bagantemples.Nicebackgroundmusic
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