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ABSTRACT

This article describes how YouTube has been evolving as an e-tool for marketing activities over
the past decade. Utilizing YouTube for enhancing marketing endeavours is a strategy practiced by
marketing professionals across a growing number of industries. The research documented in this article
investigates virtual community-based destination marketing using an extended conceptualisation of
a virtual community typology. A non-participant netnographic investigation of virtual communities
through a content analysis has been applied in this article to investigate the research questions. The
contribution includes the application of an extended typology of virtual communities to YouTube
leading to a number of managerial implications for marketing practice on using YouTube as an
effective marketing tool.

KEYWORDS

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

INTRODUCTION

The percentage of companies using social media for marketing is increasing day by day. Recent
advances in social media related research shows a significant increase of social media in marketing
different types of products. Research suggests that social media plays an important role in
communicating information to customers, but as an antecedent enhancing salesperson behaviours
to increase customer satisfaction rather than a direct factor (Agnihotri et al., 2016). Some recent
documented studies such as Lohikoski et al. (2016), Sambhanthan and Potdar (2016) deals with
virtual communities and parameter based evaluation respectively. YouTube, being a premier social
media platform has more than 800 million users visiting each month (YouTube, 2013). Several
studies have investigated YouTube from different approaches (Rotman & Preece, 2010). However, the
role of YouTube in tourism related endeavours is still an under investigated area. Studies show that
YouTube videos have the potential to substantially affect the experience of tourists (Tussyadiah &
Fesenmaier, 2009). Further, this study show that these videos generate mental pleasure by stimulating
the imagination of people as well as impart the feeling of travelling to destinations that the tourists
have already visited in the past. To some extent, the above findings show the significance of further
research on the use of YouTube platform in destination marketing. Evidently, the use of YouTube as
a medium to market tourist destinations remains an open question for exploration in the context of
rapidly emerging marketing models using web 2.0. Albeit, Sambhanthan et al. (2016) documented a
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research, which aims to extend the Virtual community typology, propounded by Porter (2005) into
another five dimensions namely potential, participation, pattern of use, pollution and power. Hence,
this research aims to investigate the following research questions.

1.  What is the potential of YouTube in influencing destination marketing efforts of hoteliers?
2. How user perceptions in virtual communities relating to the extended typology could influence
destination-marketing efforts of hoteliers?

LITERATURE REVIEW ON VIRTUAL COMMUNITIES

The theoretical framework of this article relies on the extended typology of virtual communities
outlined and published by Sambhanthan and Good (2016). The article discusses of five extended
dimensions of the typology of virtual communities propounded by Porter (2004). The key theoretical
dimensions and the sub constructs of the extended typology of virtual communities is depicted in
Figure 1 in the Appendix.

POTENTIAL

A key contribution made by Tussyadiah and Fesenmaier (2009) reports that the YouTube videos
have the “potential” to substantially affect the experience of tourists. Further, the study states that
these videos generate mental pleasure through generating the imagination of people. In addition, the
study states that these videos impart the feeling of travelling to the destinations that the tourists have
already visited in the past. The potential of these videos to get tourists re-experiencing the past is the
most notable effect highlighted throughout this study.

The potential to influence the decision behaviour of users is a meaningful addition to the existing 5
Ps outlined by Porter (2004) which has been used by Sambhanthan et al. (2016) for analysing YouTube
content. First, the study strongly argues that the videos are powerful tools for intensifying the interest
of potential travellers. Further to this, the study argues that the nature of interactions between the
directors and viewers of YouTube videos promote the development of a travel community through
which the important experiential information could be effectively shared and exchanged.

While the overall contribution made by Tussyadiah and Fesenmaier (2009) is a sound combination
of the experience sharing aspect related research in the tourism domain with a specific focus on
technology mediated experience sharing, their research did not include any content towards the creation
of dialogue among the users as a way forward to experience sharing through the YouTube platform.
In addition, the authors focused more on the role of videos as the mediators of tourist experience. The
method utilized in our study focuses on an analysis of videos shared by the tourists in the YouTube
platform. Although, the videos are an integral part of virtual community interactions, continuous
dialogues among the users’ needs follow those, which is more critical in forming purchase related
impressions on the minds of travellers.

Another key contribution by Valck et al. (2009) investigated VCs from an entirely marketing
perspective. These authors investigated how VC users engaged themselves as a social and information
exchange network and the impact of the social media on users’ decision behaviour. The study has
key implications for managers, market researchers and marketers based on two main findings: (1) the
VCs function as reference groups, which are different from the traditional reference groups; (2) the
VC could be utilized to produce a deep understanding about the various aspects of topics discussed,
which influence the members. Together, these findings also highlighted the potential of VCs to
connect people who would not have met each other during their lifetime if they have not been part of
the virtual community. In other words, the VCs have the potential to tie up people who are less likely
to meet each other in real-life. However, there should be a threat of anonymity inherently synonym
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with this phenomenon of the virtual communities. The threat of anonymity could cause several issues
to the participants with regard to the identity as well as clarity of content published in the forum.

A third contribution by Gretzel et al. (2010) indicates change as a main constraint faced by the
destination marketing organizations in facing the future. The authors indicate that the acquisition
and utilization of the knowledge on how the issues arises in the past, how it was tackled and how
best it can be tackled in the future is the important part of the knowledge which needs to be acquired
and preserved. However, this knowledge does include the knowledge about tourist behaviour, how
the new technology could be utilized to tackle it as well. From this perspective, this paper could be
utilized as a base for forming an understanding of the user behaviour and preserving that knowledge
to serve the customer in a better manner in the future. A clear understanding about user behaviour
in the YouTube platform along with an effective knowledge management strategy to codify and
preserve knowledge about user preferences is a critical concern when it comes to YouTube based
destination-marketing initiatives. Hence, the potential of VCs could be utilized as a way forward for
tackling all the challenges faced by the destination marketing organizations. Especially, the potential
of the VCs in facilitating knowledge exchange through user generated content could be featured as the
key potential that has lend towards developing a virtual community based knowledge management
approach for the destination marketing organization.

PARTICIPATION

Virtual brand communities are an integral part of marketing efforts through virtual communities.
Casalo et al. (2007) investigated the effect of virtual brand community participation on consumer
behaviour. The study explores three main topics. Firstly, the participation of community members in
a virtual community and their loyalty to the particular brand with which the community is affiliated.
Secondly, the relationship between the community participation and the trust is explored. Thirdly,
the effect of trust on consumer loyalty is investigated. The conclusions indicate a threefold interest of
these communities for marketers. In fact, the communities could help the marketers to 1) identify the
behaviour of the end user, 2) figure out the needs of the user, 3) identification of higher participation as
akey for higher loyalty. This clearly demonstrates the importance of participation in virtual community
as a success factor in virtual community based marketing. Therefore, the aspect participation needs
to be added to the list of typologies identified in the virtual community.

Interest groups are effective tools for virtual marketing activities. Wang et al. (2012) outlined a
method for discovering interest groups for marketing in virtual communities. The study proposes an
integrated approach through which the marketers could gauge an understanding about the interest
groups in virtual communities. The research further investigates on how the social network based
frameworks could be utilized to construct a recommendation system. The authors have presented
a recommendation system. However, there should be further investigation done with regard to the
financial and technical feasibility of implementing the recommender system in a developing country.
The first methodological contribution stated by the authors is extending the social network analysis
from the offline world to online world. This is a notable contribution to the body of knowledge. Since,
the analysis of online communities using the social network analysis techniques could potentially
lead towards new insights into the virtual communities’ research. The interest groups in turn could
be effectively utilized to encourage the participation of members in VCs. The specific interest groups
could add value to the destination marketing organizations in the form encouraging user participation
in virtual community based discussions on destinations.

PATTERN OF USE

Tourist information search is a success factor in destination choice. Jacobsen and Muna (2012)
investigated the tourist information search and destination choice in a digital age. The study reports
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a very high level of computer and internet usage in tourism related information search by the
users. Majority of the tourists used internet based communications not only during their vacation
planning activities but also during their stay in the actual destinations. In addition, a tendency of
entertaining direct sales through internet has been observed during the course of this study. Thus,
the study clearly shows that the pattern of usage has a direct impact on the virtual community based
destination marketing efforts. Especially, the users’ pattern of internet usage in terms of tourism
information search in the digital age clearly demonstrates the impact of the VC based usage pattern
on destination marketing. The study further reports that 75% of the respondents have a Facebook
profile. A significant percentage used social media for information search, although it is not essential.
The above findings show the pattern of users to use social media in gathering information about
destinations to a certain extent.

The study further indicates that the social media presence does not necessarily leads to high
level of tourists’ turnover for a renowned destination. According to this study, the user approach
social media not for the sole purpose of getting information, but for sociability and social rewards
in sharing tourism information. It is notable that the motive of sociability is a critical concern, when
considering the virtual community based tourism promotion. Moreover, the need for socializing could
be effectively tackled through YouTube based virtual communities in building sustainable tourism
promotion strategies. In addition to this, the study further states that women find hotel websites as
critical and important when comparing with men. The educational level of the participants also proved
to be having direct impact on the degree of reliability by tourists on information gathered through
Facebook. Particularly, the study indicates that the tourists who have sound educational background
are less likely to rely on the information obtained through Facebook. The study further indicates that
the young people have more influence from the information gathered through social media when
comparing with the elder people. The findings clearly show that there is a significant relationship
between the social media usage patterns for tourism information search and the customer background
variable such as gender, age and education. However, there are several weaknesses and limitations
identified with this particular study. The survey includes some popular sites such as Facebook and
some blogs. The limitations of this study include not including the important sites such as YouTube
and TripAdvisor. Our investigation is particularly focusing on the pattern of usage by users on utilizing
YouTube based community interactions for destination marketing, which needs evidence from studies,
which are primarily based on YouTube content. Although, the studies, which are based on other social
media sites, could be considered as relevant to this study which cannot make strong recommendations
with regard to the usage pattern in YouTube based virtual communities in destination marketing.

POLLUTION

Pollution in this research is defined as the activity that causes negative effects in the virtual environment.
The Hacker’s Dictionary (Steele et al., 1983) defines flaming as “speaking rapidly or incessantly on
an uninteresting topic or with a patently ridiculous attitude”. According to this definition, it could be
argued that flaming is a kind of pollution, which take place in the cyberspace through the expression
of rabidly, or incessantly on an uninteresting topic. Therefore, the idea of pollution is defined in the
course of this research as the flaming activity, which causes negative effects in the virtual environment
due to the discussion of rabidly, or incessantly on an uninteresting topic. On the other hand, there
are two contradictions involved with the definition of flaming. Firstly, the receiver interprets not all
the flames as negative. Secondly, not all the flames, which are interpreted as negative, are intended
flames. Therefore, the relative psychology of the sender / receiver plays a major role in determining
the degree of negativity involved in YouTube flaming. The above subjectivity involved in the concept
of flaming make it quite complex for investigating YouTube based flaming related issues. Another
weakness identified with the above study is that the YouTube users who have active usage have had
an advantage in filling this survey. In fact, the survey conducted for this study has been circulated
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among active YouTube users and they were asked to promote it amongst their peers. The method
used for targeting users was based on the usage. Therefore, passive users had a relative disadvantage
in taking part in this survey. Although, there could be an argument saying that it would be interesting
to study the opinion of active users than of passive users, the study does not take into account the
users who have passive usage due to the fact of flaming. This group is a potentially important and
crucial group, which needs to be studied with care. Missing to include this target group is a major
weakness of this study. Another major limitation is with the questions asked in the survey took place.
The questions asked in this survey are close-ended questions intended to elicit quantitative data.
However, a qualitative approach with an explorative nature is essential in this kind of a study in order
to record the interpretative nature of the concept flaming. The comments of users in terms of how
they interpret the concept of flaming from the YouTube content is essential to be recorded during
the course of this research, which is missing in the current methodology adapted for this research.

The effect of flaming on business endeavours is another challenge, which destination marketers
face. People write negative or vulgar language / comments on YouTube platform when they do not
like the content presented there. This could potentially lead to a negative effect in branding. Moor
et al., (2010) reports a study, which investigates flaming related issues on YouTube. The study has
been conducted through a survey among YouTube users. Firstly, the study suggests that flaming is a
common activity-taking place in the YouTube platform, besides the rejection of this fact by most of
the YouTube users. Secondly, the user perceptions on flaming vary among people, but mostly people
have a negative perception towards flaming in general. The study also reports that the flaming tends
to restrict peoples’ tendency to post videos on YouTube. However, the users do not think the flaming
issue as a problem themselves. In addition, there were several explanations of flaming were found
to be plausible, among which were perceived flaming norms and the reduced awareness of other
peoples’ feelings. The study also reports flaming as an activity of entertainment, however highlights
that flaming is more often focused to express disagreement. There are a number of limitations
identified with this study. The definition of flaming is quite confusing. The term flaming means
offensive / negative comments, which might not necessarily need to be including all the negative
comments made in the YouTube platform. Flaming occurs when both parties (sender and receiver)
lost mutual understanding and tends to get into a negative realm of thinking based on the comments
made. When considering the case of destination marketing, it is necessary that flaming will not
influence peoples’ decision with regard to destination consumption as well as their interest to stay
in the YouTube platform entertaining further discussions and experience sharing with regard to the
specific destinations.

POWER

The idea of power is defined as the relative control or influencing capacity the virtual community has
on its members. The rhetorical meaning of power is yet being researched and the definitions could vary
according to the situation. This definition includes the cohesiveness and rigor of virtual communities
in influencing its members. Smith et al. (2012) investigated on the differences in the brand related user
generated content in YouTube, Facebook and twitter. The study provides three main contributions to
the body of knowledge. Firstly, it provides conceptual insights into how different social media sites
foster user generated content with different characteristics. Secondly, this research develops some
preliminary ideas on how proactive social media marketing relates to user-generated content. Thirdly,
this research offers a preliminary set of dimensions for comparing brand related user generated content
found on different sites. The study commends on YouTube’s ability to self-promote the videos. Koh and
Kim (2004) investigated on knowledge sharing in virtual communities from an e-business perspective.
The study reports a strong relationship between the level of community knowledge sharing activity
and the positive perception of the virtual community members such as community participation
and community promotion. However, there are several limitations identified with the above study.
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Mainly, the data for the above research has been collected from a single website based on a single
country. Although, the above could be justified as a qualitative case study, the variability of samples
is limited in this study. Secondly, there was relatively higher correlation between some variables,
which affects the legitimacy of conclusions made on this study. Thirdly, the sample is subjected to
bias, since the participation in the sampling is voluntary. Finally, this particular study is exclusively
focused on non-profit virtual communities. Seraj (2012) investigated on the intellectual, social and
cultural values in online communities. The paper investigates on a value creation perspective of the
online communities, which greatly relates to the POWER of the information / experience delivered
through the virtual community. However, the research is limited to few samples; therefore, the
generalize-ability is limited. Hence, all of the above studies have highlighted the POWER of virtual
communities in influencing the choices of users with regard to the product / service preference, trust
and loyalty. Therefore, Power should be added to the list of virtual community typologies related to
the tourism promotion aspirations of hoteliers.

Social media brand communities are effective in marketing activities online. Laroche et al. (2012)
investigated on the effect of social media based brand communities on brand community makers,
value creation practices, and brand trust and brand loyalty. The research investigated on whether
the social media based brand communities have positive effect on the community elements, value
creation practices, brand trust and brand loyalty. The results indicate that there is a positive effect on
the community elements by the social media based brand communities. This shows that the social
media based virtual communities would have the power to influence the community elements, which
includes the participants as well. However, the variables adapted for evaluation in this research is
limited to main elements. Xiang and Gretzel (2010) investigated about the role of social media in online
travel information search. The study confirms the growing importance of social media in the online
tourism domain, with regard to the travel information search. Firstly, the study provides a promising
indication about the role of social media in the online travel information domain. Secondly, the study
reports that the social media based travel information sources are becoming ubiquitous and first point
reference, regardless of the search term used by the traveller. Briefly, the study confirms that social
media is becoming as an integral part of online travel sales domain, which cannot be ignored by the
travel marketers in the forthcoming years. In other words, social media based virtual communities
are becoming inevitable elements of power in the industry.

METHOD

The experimental objective of this research focuses on gathering user perceptions from selected
YouTube based virtual community platforms. The study applies a qualitative netnographic approach
using a content analysis method for data collection. The criterial drawn from the extended typology
has been depicted in the Table 1. These criteria were used for collecting data in this research. A non-
participant netnographic study is justified for this research since the aim is to evaluate the applicability
of YouTube based community interactions as a way forward for destination marketing. The study was
conducted for five selected YouTube videos containing hundred and thirty-seven (137) user comments
which are related to tourism. The specific focus of the YouTube videos was on a tourism destination
where the end users recorded their comments regarding the particular destinations. The YouTube
comments gathered from the sample videos were transcribed into a word document. The comments
were then cleaned and edited for language clarity. A number (up to 137) has been assigned to each
comment in order to make it easier for referencing (refer to the Appendix).

RESULTS

In overall the results indicates that the users’ tendency to promote the destinations of their own
countries, recall previous travel memories, make comparative assessment among the destinations,
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Table 1. Data collection themes

Typology Criteria Rationale

Potential Experience The potential of YouTube in facilitating the sharing of tourism experience has an effect on marketing activities
sharing conducted based on YouTube

Reminiscence The potential of YouTube to enable positive reminiscing in the platform is a critical concern in marketing
endeavours
Participation Interest The tendency of users to make interest groups in the Virtual Community platform has a significant effect on

Groups marketing activities
Loyalty The users’ loyalty towards the destinations they enjoyed has to be considered when designing a YouTube based

Virtual Community platform for marketing activities

Pattern of Vacation Peoples’ tendency to plan their vacations while interacting with others in the Virtual Community has an effect on
Use Planning marketing activities
Information The information searching behaviour of users using the virtual community platform is a critical concern
search
Pollution Flaming YouTube platform has a tremendous effect on YouTube based marketing activities
Power The User Generated Content has a power to influence the marketing activities using Social Media.

be loyal to the destinations which they enjoyed, plan their vacations during the discussion and seek
out travel related information through the virtual community are some of the observable phenomena
(Please see Table 2 for the relevant comments for each criterion in the content analysis).

EXPERIENCE SHARING

Users have a tendency to share their experiences about the destinations when they meet fellow visitors
in the virtual community. Both, the positive as well as the negative experiences have an impact on
the participants’ discussions. The participants discuss their views on the destinations and the reasons
they believe the particular destinations are successful. The memories of participants with regard to
their visits to the particular destinations are reflected here. This proves that the virtual community
interactions are functioning like reminiscent platforms for specific travel memories. The virtual
community platforms stimulate the desire to visit the places shown in the videos as depicted in table 3.

Table 2. Content analysis results overview

Typology Criteria User Comment
Potential Experience sharing 3,10, 16, 17, 29, 42, 45, 48, 60, 93,
96, 97,
Reminiscence 107, 108, 113, 116
Participation Interest Groups 106, 107, 108, 113, 116, 117, 131,
135
Loyalty
Pattern of Use Vacation Planning 1,24, 29,33
Information search
Pollution Flaming 4,12, 18, 23, 88, 104
Power
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Table 3. Content related to experience sharing

“Watch my new go pro movie from Sri Lanka! Great place” (User — 3)

“The most beautiful place on earth” (User — 10)

“Visit Sri Lanka. It is the best paradise in Indian ocean” (User — 16)

“Thanks for uploading. Thank you very much. It is the most peaceful and beautiful country in the whole world” (User —
17)

“T agree that Hawaii is way too overrated! The reason why people go to Hawaii is its closer, cheaper to travel to, and
most people don’t know what Sri Lanka is like” (User - 29)

“My husband (now) then my travel buddy surprised me by proposing in front of Taj Mahal on my birthday. I didn’t even
date him. And now, he is my BESTEST gift ever!” (User - 42)

“Thanks to you a lot for sharing that magnificent place. So beautiful! A lot of Luck to you and to all!” (User - 45)

“This is so awesome! Thank you both for the visit inside and out. Very nice place! I hope to visit Agra one day and
congrats for your engagement” (User - 48)

“The songs you play are beautiful, what is the very first one that played? By the way, one day I wish to see the beautiful
Taj Mahal and experience that awe you have” (User — 60)

“Really amazing” (user — 93)

‘What about the Eiffel Tower? Now THAT'S true beauty! (User 96)

North Pole Sunset is gorgeous and naturally video. (User - 97)

REMINISCENCE

The user perceptions reflected in the content presented in table 4 shows their reminiscence about the
places shown and the memories they have about the particular destinations that have been discussed
in the literature.

INTEREST GROUPS

Users have a tendency to form interest sub-groups in form of discussion circles. The content chain
observed throughout the course of this research (see table 5) shows that there are different types of
user groups discussing on their particular interests with regard to the destination choice. Particularly,
an interest group of New Zealand based destinations has been observed throughout the study. This
tendency of forming interest groups could be tackled as an advantage by the marketing professionals
when designing their YouTube based destination promotion strategies. Some examples of the interest
groups are depicted in the following content abstracted from the YouTube channel.

Table 4. Content related to reminiscence

You must see them! Iceland literally takes your breath away no matter where you are in the country. Everything is just
beautiful! No slums or areas to avoid. Even Reykjavik is gorgeous. In New Zealand, a city is a city like anywhere else.
The most beautiful part of New Zealand that we saw was Queenstown, which really reminded me of Iceland. (User —
107)

I have always wanted to see Iceland and New Zealand! The pictures I see of both of them are just gorgeous! (User — 108)
I live just few KM from Bled, Slovenia. I can tell it is really beautiful. Special treasure in my country it is a lot and
beautiful forests, wonderful lakes and rivers, nice mountains and very clean water for drink. We are one of very few
country were you can drink water from plumbing ... God bless my country. (User — 113)

I have been to New Zealand (gorgeous) and hubby and I are planning a cruise next year to Antarctica. We are winter
people and love clean, crisp air, snow, mountains and scenery. I was born in Iceland and next time we go back for a visit
we plan to see Greenland! (User — 116)
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LOYALTY

The above content (Table 5) proves also that the users have a tendency to be loyal to the destinations
which they have enjoyed during their visits. The users have shown a loyalty towards the New Zealand
destinations which they have admired during their visit to the particular places.

VACATION PLANNING

The comments show the users’ tendency to plan out their vacation visits in the YouTube platform while
discussing with the other travelers. Also, the travelers exchange information about destinations in the
YouTube platform and assist other people who are planning their vacation in the YouTube platform.

INFORMATION SEARCH

User comments (Table 6) shows the users’ tendency to seek out information regarding the destinations
through the YouTube platform. Also, the travelers have a tendency to provide information / comment
on the YouTube platform when the fellow travelers are in search of information with regard to their
own destination choice.

Table 5. Content related to interest group & loyalty

If you go to New Zealand, the South Island is more spectacular. (User - 106)

You must see them! Iceland literally takes your breath away no matter where you are in the country. Everything is just
beautiful! No slums or areas to avoid. Even Reykjavik is gorgeous. In New Zealand, a city is a city like anywhere else.
The most beautiful part of New Zealand that we saw was Queenstown, which really reminded me of Iceland. (User -
107)

I have always wanted to see Iceland and New Zealand! The pictures I see of both of them are just gorgeous! (User - 108)
I live just few KM from, Bled, Slovenia. I can tell it is really beautiful. Special treasure in my country it is a lot and
beautiful forests, wonderful lakes and rivers, nice mountains and very clean water for drink. We are one of very few
countries were you can drink water from plumbing ... God bless my country. (User - 113)

I have been to New Zealand (gorgeous) and hubby and I are planning a cruise next year to Antarctica. We are winter
people and love clean, crisp air, snow, mountains and scenery. I was born in Iceland and next time we go back for a visit
we plan to see Greenland! Just got back from Vietnam ~ very disappointing... (User 116)

Certainly it is one of the very most beautiful places to be in. But have you been to Greenland or Svalbard or Alaska?
Those are other favorites of mine. And Antarctica, but there I haven’t been even though they arrange cruises there from
my country! (User - 117)

You should include New Zealand’s Milford Sound. That country is mind-blowing acid trip of Mother Nature. (User -
131)

I have travelled the world and there are many beautiful places around. One I highly recommend you to see is New
Zealand’s Milford. Sounds it is absolutely breath taking stunning, I’ve been 3 times to show other people and it’s still
overwhelming every time, it’s a must see. (User - 135)

Table 6. Content related to vacation planning & information search

I might go to Sri Lanka next month because I want to go somewhere nice to film. I wanted to go to Spain because I
know it will be lovely and sunny and bright for filming, but I will be going on my own and I need wheels to get about,
but I don’t have a license, but I’'m guessing you don’t need a license to hire a moped in Sri Lanka. My only fear is
whether it will rain a lot in Sri Lanka in June? (User - 1)

ILOVED Sri Lanka. I deeply want to return, but this time on a vacation. The people are fantastic! Hope to see you soon
Sri Lanka. (User - 24)

I agree that Hawaii is way too overrated! The reason why people go to Hawaii is its closer, cheaper to travel to, and most
people don’t know what Sri Lanka is like. (User - 29)

This is the most amazing video of Taj Mahal! I just would like to ask you which video camera have you used? It is as
clear as blurry! Please tell me which video camera have you used? Love from India. (User - 33)
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Table 7. Content related to flaming

Yes our beautiful country destroyed by bloody politicians. (User - 4)

Sri Lanka isn’t as friendly as it looks. Don’t be fooled. It is choke full of ignorant, backward people who hide beneath a
fake arcade. (User - 12)

What did you like about Sri Lanka? What didn’t you like about there? I hope you did not get a taste of ULTRA horrible
Sri Lankan politics. It is horrifying even the people who live in this Island. (User - 18)

Nice country but stupid greedy politicians eating everything in their sight. Waste! (User - 23)

This video maker is so sure not been to Nepal. And I am sure about that. And how can that bullshit Taj Mahal came
here. That dirty fitly place. Crowded by people anytime! People like monkeys! Black monkeys! Indian suckers. (User -
88)

I have never drunk alcoholic beverages. And I would not consider Jews as idiots (let alone Albert Einstein and others). I
just said Greeks need to work and stop lazing in the sun! Good for you start working and stop blaming the Jews because
of your faults! It is really unfair! (User - 104)

FLAMING

The analysis shows a considerable amount of flaming happening in the YouTube discussions. People
have a tendency to use negative words which could harm the receiver of the communication directly
or indirectly. It is not a matter, whether the flaming has been intended or not. But the amount of
flaming happening throughout the discussion is a negative factor which could cause issues to the
healthiness of the discussions. Table 7 presents the content related to flaming observed in this study.

POWER OF USER GENERATED CONTENT

The power of user generated content, community knowledge sharing and value creation practices
have been featured as the key influential elements on destination marketing. The user comments
depict the amount of power the user generated content has on influencing the destination choice of
the users. Also, the content further shows that the users have a tendency to share knowledge about
the destinations through the virtual community based interactions they have with their peers.

DISCUSSION AND CONCLUSIONS

Experience sharing and reminiscing are considered two important sub elements of the potential element
in the extended typology. Users have a tendency to share their experiences with the destinations when
they meet fellow visitors in the virtual community. Both, the positive as well as the negative experiences
have an impact on the participants’ discussions. The virtual community platforms are observed to
be stimulating travel intention as well as functioning as knowledge sharing platforms (Koh & Kim,
2004). The participants are discussing about their views on the destinations and the reasons they
believe for the successfulness of the particular destinations. This proves that the virtual community
interactions are functioning like reminiscent platforms for specific travel memories. Online-shared
videos can provide mental pleasure to viewers by stimulating fantasies and daydreams, as well as
bringing back past travel memories (Tussyadiah & Fesenmaier, 2009).

Interest groups and customer loyalty / bonding are two main sub elements of the participation
element of the extended typology. Users have a tendency to form interest groups within them in the
form of discussion circles. An interest group of New Zealand based destinations has been observed
throughout the above presented content. This tendency of forming interest groups could be tackled
as an advantage by the marketing professionals when designing their YouTube based destination
promotion strategies. The users have a tendency to be loyal / bonding to the destinations which they
have enjoyed during their visits. This tendency of forming a loyalty towards the destinations could
be effectively tackled by the marketers is promoting the destinations using the YouTube platform.
In fact, the marketers could form interest groups of loyal customers which could form a basis for
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effective marketing of destinations using the YouTube based community forums. Examples of user
formed interest groups and related examples on loyalty / bonding related information according to
the published literature shows this is a well-documented phenomenon in the virtual community based
marketing (Casalo et al., 2007). Another recent research documents, new method for discovering
interest groups for marketing in virtual communities (Wang et al., 2012).

Vacation planning and information search are the other two important sub elements of the
usage pattern element of the extended typology. User comments show the users’ tendency to plan
out their vacation visits in the YouTube platform while discussing with the other travelers. Also, it
is noted that the travelers are exchanging information about destinations in the YouTube platform
and assisting the other people who are planning out their vacation in the YouTube platform. This
could be effectively tackled by the marketers on promoting their destinations to the targeted audience
through the YouTube platform. User comments shows that the users’ tendency to seek out information
regarding the destinations through the YouTube platform. The travelers have a tendency to provide
information / comment on the YouTube platform when the fellow travelers are in search of information
with regard to their own destination choice. This tendency could be effectively used by the marketers
to promote their destinations through gaining a very high opinion through the word of mouth. A
recent study reports that 75% of the users utilized social media platform for vacation planning and
many of them uses social media platform for information seeking on tourism related destinations
(Jacobsen and Munar, 2012).

Flaming is the main element of pollution in virtual communities. The content shows a considerable
amount of flaming happening in the discussions taken place at the YouTube platform with regard
to the destinations. People have a tendency to use negative words which could harm the receiver of
the communication directly or indirectly. It is not a matter, whether the flaming has been intended
or not. But the amount of flaming which is happening throughout the discussion is a negative factor
which could cause issues to the healthiness of the discussions taking place in the YouTube platform.
Therefore, the pollution of the Virtual community in terms of flaming is a critical factor which
influence the successfulness of the virtual community based destination marketing efforts. Flaming
is a common activity-taking place in the YouTube platform (Moor et al., 2010).

User generated content depict the power element in the extended typology of virtual communities.
The power of user generated content, community knowledge sharing and value creation practices
have been featured as the key influential elements on destination marketing. The user comments
depict the amount of power the user generated content has on influencing the destination choice of
the users. The content further shows that the users have a tendency to share knowledge about the
destinations through the virtual community based interactions they have with their peers. Therefore,
the power of the virtual communities through the user generated content is identified as a factor that
influences the destination marketing efforts of hoteliers. User generated content has a direct effect
on user decision making (Sambhanthan and Good, 2012).

Encouraging discussion among users have been found as an effective way to enhance destination
marketing as the users had the tendency to share and discuss travel related memories and information
in the virtual platform. However, there needs to be some filters applied to this in the platform as
irrelevant discussions, inaccurate information and a considerable amount of flaming are also reported
in the platform. In contrast, these filters need to comply with the freedom of speech rights of the users.
Users’ tendency to promote the destinations of their own countries, recall previous travel memories,
make comparative assessment among the destinations, be loyal to the destinations which they enjoyed,
plan their vacations during the discussion and seek out travel related information through the virtual
community are some of the observable phenomena which could be used advantageously by marketers.
However, the marketers have to adapt setting specific strategies for addressing these advantageous
factors. This implies that the affordability of the business, its size and the nature of tourism products
they are offering has a big role to play in shaping their own strategies to use these user tendencies
positive towards their marketing efforts.
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APPENDIX

Figure 1. Theoretical model

Extended
Typology

Figure 2. Sample YouTube comment
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Uploader Comments (slackertours)

biskeybee 1 year ago

i micht go sri lanka next month because iwanna go some where nice to film, iwanted to

go soain because i know it will be lovely znd sunny and bright for filming but i will be going
on my own and i need wheels to get about but i dont have a licence, but im guessing you
dont need a licence to hire a moped in srilanka

my only fear is it will rain a lot in sri lanka in june?

Reply - iy @

slackertours ar age
> & not sure about the rain... the contact info for our driver is at the end of the video.
I You can send him an email... good luck.

Reply - in reply to biskeybee
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Table 8. User comments

User Comments

5 Great Video...! Rain is usually trouble during April, May, October and November. Other than that Sri Lanka is Sunny

6 Bikinis were never banned in Sri Lanka! Are you studying law? Then you would know that; what you are playing here is a
hoax. Only mini-skirts were to be banned in Sri Lanka although with the growth of the tourist population this rule was not
imposed! Please check your facts before you comment on a video on your country

14 I might go to Sri Lanka next month because I want to go somewhere nice to film, I wanted to go to Spain because I know it
will be lovely, sunny and bright for filming but I will be going on my own and I need wheels to get about but I don’t have a
license, but I'm guessing you don’t need a license to hire a moped in Sri Lanka. My only fear is it will rain a lot in Sri Lanka
in June

19 Nice video!! You guys are amazing and funny!! Greetings from a Sri Lankan

23 Nice country but stupid greedy politicians eating everything in their sight. Waste

24 I'loved Sri Lanka. I deeply want to return, but this time on a vacation. The people are fantastic. Hope to see you soon Sri Lanka

27 I’ll see you soon mother Sri Lanka

28 Go Sri Lanka

29 I agree that Hawaii is way too overrated!! The reason why people go to Hawaii is its closer, cheaper to travel to, and most
people don’t know what Sri Lanka is like

30 That’s just plain snobbery. Give credit when it is due. This is not a competition of who/what/where is the best. It is a short clip
that showcases the beauty of Sri Lanka in 2 minutes. Learn to appreciate life instead of having the need to make comparisons
all the time. You’ll be happier too

33 This is the most amazing video of Taj Mahal. I just would like to ask you which video camera have you used? It’s as clear as
blue ray. Please tell me which video camera have you used? Love from India

34 We used a canon 60d. Cheers

35 Excellent photos

36 Thank You!

37 Well-put together video! One day I'll have someone to travel the world with!

38 Good luck:)

39 This make me want to watch Aladdin

48 This is so awesome! Thank you both for the visit inside and out:) very nice place! Hope to visit Agra one day:) and congrats for
your engagement

52 Doubtful. It was dark and full of people. The center is fenced off so no one could even get close to the marble cenotaphs.
Videos/photos are forbidden, but the inside is not nearly as pretty as the outside anyway

71 All of you are wrong the most beautiful place is Nepal. You can come and visit

73 The music is so wrong, could be more fun

74 It’s more fun in the Philippines!

75 The most beautiful place in the earth is Pakistan. That's why America wants Pakistan.

86 Fantastic photos! Could you please tell me which music is being played in the video? Thanks

90 Love the music so much

107 You must see them! Iceland literally takes your breath away no matter where you are in the country. Everything is just
beautiful! No slums or areas to avoid. Even Reykjavik is gorgeous. In New Zealand - a city is a city like anywhere else. The
most beautiful part of New Zealand that we saw was Queenstown, which really reminded me of Iceland.

108 I have always wanted to see Iceland and New Zealand! The pictures I see of both of them are just gorgeous!

125 Almost complete. Yet you forgot to include the most primitive countries yet a cursor to the civilization in the East, such as

Burma, Bagan temples. Nice background music
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