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Abstract 
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Digital marketing is being used globally by corporations in every industry. The advancement in technology has caused digital marketing to increase in utilisation. In modern society social networking is a primary method for daily communications. The increase for social media marketing has been significant, therefore leading organisations to place this form of marketing as a key development in most businesses around the world. It is important that the tourism industry recognise the potential for such marketing and apply focus to the advantages of YouTube marketing. 									         YouTube is growing in popularity, users are progressively being drawn to video content. Videos can supply informative and engaging material online, therefore YouTube marketing is continuously being performed within many business strategies. Due to the public’s positive opinion of YouTube and the clear growth of the platform, there is opportunity for consumers online to be influenced on this network. The aim of the study was to discover the use of YouTube marketing within the tourism industry. To this end, the research question is as follows: Is YouTube being utilised effectively as a tourism marketing tool? In this context, the industry is currently not effectively using YouTube for marketing purposes. Many tourism organisations are failing to capture audience’s attention and support for their content. Consumers are not engaging with YouTube videos produced by official tourism brands, as content is infrequently, not up-to-date and providing non-exclusive videos. Users are choosing to watch videos set by real tourists in comparison to official brands. 
The investigation was answered through a vital process of qualitative and quantitative data collection. Participants for interviews was sampled purposively, gaining large tourism organisation’s employees at high level positions. The questionnaires respondents were selected at random through an online survey. The four objectives set was achieved in discovering the main themes in various areas of this topic to fully investigate all elements of YouTube marketing as a tourism tool. Although the advantages of marketing on YouTube showed great potential, the disadvantages seem to outweigh the positives, due to the inefficient strategies made and the popularity of user-generated content shadowing the potential for official brand content. The results further indicated that YouTube marketing has high future potential for the tourism industry, however organisations must focus on their video content and supply consumers with what they want. On the basis, it is recommended that tourism organisation must do more in their presence on YouTube by providing consumers with regular and engaging content that would reach all demographics. 
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Chapter One 
Introduction 
1.0 Introduction 

Digital marketing is continuously developing and advancing through the contemporary society, as technology further strengthens in progression. Amongst the growth of marketing communications in social media, it has spawned opportunity for the tourism industry.  This investigates the use of YouTube as a tourism marketing tool from two perspectives: tourism organisations and consumers. The sector is experiencing a challenge as marketing tourism products is rapidly changing as the wants, needs and expectations of a tourist is becoming more demanding (Reino & Hay, 2011). The study has examined how YouTube marketing can benefit a tourism organisation by analysing the advantages and disadvantages of this concept, with recommendations from conceptual theory and support from the primary data. Yet there are several implications that have affected the potential of tourism marketing on this platform, consequently the study has outlined such problems and has produced solutions.
Video content is increasingly playing an important role in both shaping a destination/brand) image (Reino & Hay 2011) and maximising profits through engagement (Stelzner, 2014). Thus, recognition for effectively using YouTube must be realised by the industry, in order to gain further success in the market of social media communications.
This investigation has determined the overall utilisation of YouTube as a tourism marketing tool by studying the potential and current strategies being used by organisations, in addition have evaluated how consumers use the channel for tourism related purposes.  



1.1 Rationale
YouTube is a powerful asset to any online marketing strategy. The mass appeal and widely recognizable format generates a perfect ground for staging a product or service (Baum, 2015) this theory is justification in the selection of the study’s topic.  The relevance of this is to understand the conceptual theory in order to deliver a thorough analysis of YouTube marketing and the platform’s potential. As the modern era of technology is situated in a continuous evolutionary cycle (Uhl & Gollenia 2016) the progression of digital marketing through online channels is vital for an organisation’s success amongst its consumers. In relation to this, the industry of tourism is just as dramatic due to the increasing transformation of growth (WTTC 2017), this justifies why the chosen subject was undertaken within these global industries.  
The importance of the study is to understand the implemented strategies used by the tourism industry, as it is believed though theoretical frameworks and primary tested data from the study that YouTube is no fad it is a part of the future of marketing within the world of business (Reino & Hay 2011). Video marketing is not a trend with the availability of the YouTube platform to encourage its widespread coverage in low cost, suggests Fairley (2015), this specifies the importance in focusing on a topic that is anticipated to grow in success for tourism. This study is fresh, providing up-to-date information on this topic. This further indicates why focusing on current large tourism organisations within different sectors of the tourism industry is vital, as it has given the study a realistic idea of the sector. This is more beneficial instead of just analysing one small tourism organisation. It was also needed to evaluate opinion of consumers to cross tabulate different point of views and data to come to a fair conclusion, this justifies the direction of the study. 
1.2 Research Question 
This aspect of a research question is of importance as it is centred as the core of the investigation. The fundamental question that this study seeks to answer, ‘Is YouTube being utilised effectively as a tourism marketing tool?’ This is the ultimate goal of the study’s intention as the question has guided all stages of inquiry, analysis and reporting.  By comparing conceptual frameworks and relevant theory in contrast to primary data has determined an overall conclusion.
1.3 Aims and Objectives 
The aim and objectives has illustrated understanding to how the research question was derived (Farrell, 2011) as data collection has supported the overall aim of the investigation and objectives have allowed the study to identify themes to successfully uncover important results. 
Aim
To discover the use of the online social media platform YouTube, as a tourism marketing tool.
Objectives 
[image: ]The aim was fulfilled through a set of objectives that was achieved by sourced information and original research.


1.4 Background Research 

Traditionally the term, marketing was the initial concept of “telling and selling” (Kotler, 2017) yet the new sense is satisfying customer needs due to the comprehension of marketing to be a fundamental tool. This essential component has enhanced business operations by further increasing profit, consumer engagement, brand awareness and overall success of company objectives. 
The progressions within the internet and accomplishments of digital media have transformed the sector of business marketing since the first website went live in 1991 (Chaffery, 2012). Digital marketing is considered to be a thriving sector and one that is utilised globally, due to the high-volume population of the global state subsequently, providing worldwide organisations the insurance of success. The usage of the internet in concerns of discovering products, entertainment, relationships, consumer behaviour and the way companies market to both potential consumers and businesses have changed dramatically. This development has caused the marketing industry to move at a phenomenal pace (Ryan 2012).
The remarkable growth of the field of tourism, hospitality and events has cumulated itself to be one of the world’s largest and fastest-growing economic sectors. British tourism alone will be worth “£257 billion by 2025” (Visit Britain, 2018). The constant changes in the industry and the vastness of more products, services and destination development has amplified tourism growth worldwide.  On a global scale the sector has contributed “7.6 trillion” U.S dollars in 2016 (Statista, 2018) demonstrating the significance and the potential for future gain. 
The combinations of the tourism industry along with digital marketing opportunity has advanced social media marketing and spawned new and diverse ways to market to a tourist.  For tourism organisations, the internet has become one of the most important marketing communication channels (Wang & Fesenmaiser, 2006). The success that has been produced due to social media marketing are the advancement in areas such as, their services, features, content availability and user popularity. This poses the opportunity for the tourism sector to strategize marketing methods towards YouTube as the growth and attention it receives by global users daily is a significant advantage for large tourism companies to grasp onto. 
YouTube is the largest video-sharing social networking site in the world. In 2016, Google purchased the site for “$1.65 billion U.S. dollars” (Miller 2011, p.1) and now operates as one of Google’s subsidiaries and owned by Alphabet Inc, a multinational conglomerate, parent company of Google. There are a variety of reasons why companies include YouTube into their marketing mix, YouTube is used to reach organisational goals and to generate further success yet, utilised in different ways. Corporate YouTube videos are for brand awareness, product advertisement, retail promotion, product support, direct sales, internal training and recruitment (Benson, 2016).  Video marketing is a dynamic marketing approach which businesses in the tourism industry are more incline to market towards consumers with (Fairley, 2015). Official tourism brands on YouTube can produce videos that market a destination and attract a consumer to their products and services from videos such as travel vlogs, destination promotion, influencer marketing, product review, advertisements, Q & A and behind the scenes footage. 
However, as consumers are increasingly using online communities such as “newsgroups, blogs, forums, social networking sites, podcasting, videocasting, photosharing communities, and virtual worlds”, the internet has created user-generated content, brining independence to the modern tourist (Bowler, 2010) YouTube marketing is a stepping stone to further embrace Web 2.0 and a compete with the demands of what consumers want.  


Chapter Two 
       Literature Review

2.0 Traditional Marketing Defined  
Kotler (2012, p.27) defines marketing as “the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit”. Marketing recognises unfulfilled needs and desires. “It defines, measures and quantifies the size of the identified market and the profit potential” (Kotler, 2012). The cornerstone in which pinpoints segments that a company can serve at their best abilities, as the concept designs and promotes the appropriate products and services to global consumers (Fitzpatrick, 2017). 
One of the most influential management thinkers Drucker (1954 p.2) says “Marketing is not only much broader than selling, it is not a specialised activity at all. It encompasses the entire business”. Drucker (1954) further explains “It is the whole business seen from the point of view of its final result, that is, from the customer’s point of view”. Marketing is a set of human activities directed at consummating and facilitating exchanges (Kolter 1972)  
 Godin (2012 p.12) states “Marketing is a contest for people’s attention”. This is relevant as companies thrive to be the best, thus creating competition amongst competitors and a ploy to gain customers attention as marketing in the business of promotion.  
In addition, however developments of the internet have provided digital marketing to have instant contact to consumers (Mcrill, 2017). The internet allows free accessibility and online platforms such as, various social sites gives the opportunity to promote a product without any fees (Mcrill, 2017). A huge difference in the comparison of traditional marketing where campaigning is costly (Ghorbani, 2013). It is apparent the era of digital marketing has been introduced into modern society and recognised to be the greatest development in marketing. 
2.1 The Digital Marketing Concept 
2.1.1 The Advancement of Digital Marketing 
The leading professor and the modern pioneer of digital marketing defines the notion as:

“The use of the internet and other digital media to support marketing”
“Achieving marketing objectives through applying digital technologies”
									(Chaffey 2012 p.9)
In the era of globalization and technology, the introduction of digital marketing has been a dominant force and one of the crucial factors in the development of the economy. This method of marketing has produced an improved channel in communications. Numerous improvements have punctuated the evolution of advertising, thus fundamentally altering the way businesses construct marketing strategies and develop communication channels to their consumers (Ryan 2016). 
The introduction to the new world of digital marketing has emerged into mainstream business culture, triggering traditional marketing models and concepts to be placed aside due to the develop of digital marketing strategies becoming a key element to the success of a business. Innovation has enhanced new technologies, new business models and new communication approaches all through the development of online strategies and marketing. (Chaffery 2012). The adoption of software applications and networks on personal devices have strengthen and encouraged people to connect more effectively on a global scale in both social and organisational circles which is contributing directly to marketing. 
The paradigm of behaviour throughout generations has caused the use of digitalization to increase. This shift in culture has led to the acceptance of using online technology daily has resulted, due to the accessibility it provides in order to access and connect on a variety of platforms (Shah & Halligan, 2009). 
On the contrary it can be argued that the negative effect of digital marketing is that consumers have more power over the internet compared to businesses and traditional marketing strategies. Consumers have the ability to criticise vendors about their products and services, which is public to other users (Wind et al, 2002). This can seriously affect a brand image and marketing efforts.  However, the positive opinions of global attitudes towards online activities has been subject to the explosive success of e-marketing, ultimately the advantages of digital marketing outweigh the disadvantages (Wind et al, 2002). 					           From an organisational standpoint, according to Kaufman & Horton (2014 p.2) “66% of all marketers think their companies won’t succeed unless they have a successful digital marketing approach”. The increased attitude of this concept has grown recognition in how digital marketing will further improve an organisation’s success. “96% of brands surveyed said they would raise their digital marketing budget” (Kaufman & Horton 2014 p.2) thus, a clear representation that reflects on the importance and success of essential digital marketing strategies. 
Digital Marketing offers several important methods that marketing strategies can utilise, it is often depending on the business which method works more effectively, nevertheless these techniques have proven to be more effective than traditional marketing (Wind et al, 2002). These approaches have been briefly introduced in Table 1 as they define the world of online marketing. They are the systems that uses the internet to deliver promotional marketing messages to consumers Yurovskiy (2017

[image: ]2.1.2 Digital Marketing within the Tourism Industry [bookmark: _Toc513120748][bookmark: _Toc513661288]Table 1 Digital Marketing Methods

 (Cohen 2010 p288) “Tourists are increasingly seeking genuine, authentic, local, unique and especially, memorable experiences”.  Tourist’s behaviour has shifted as ‘new’ tourists seek adventure and opportunities compared to ‘old’ behaviour of traditional habits, when looking for destinations and travel experiences (Cohen, 2010 p.288). “69% of global travellers - of all age groups - are planning to try something new in 2016”. This theory has been proved correct. Tourists in 2016 were looking for opportunities to explore lesser-known destinations, especially those that are untouched or unique (Fuggle, 2016). As tourist’s needs and wants are increasingly changing, the digital technologies of the communication environment in tourism is rapidly changing (Hudson & Hudson, 2017).  Online marketing has grown in importance to the travel and tourism sector (Hvass & Munar 2012) and the advances in E-marketing has generated space for tourism to have numerous marketing tools.  It can be justified the current opportunity is to give a tourist a visual experience online through videos and photos including direct communication with the company. It is believed that the best method to accomplish this strategy is social media marketing.  
2.2 The Modern Impact of Social Media 
According to Peter et al (2011, p.5) “The set of web-based broadcast technologies that enable the democratization of content, giving people the ability to emerge from consumers of content to publishers”. A social network is a website where people connect through online communications (Zarrella, 2009). The process empowers people to connect through conversion and collaboration (Stephenson, 2010). Technical capabilities have permitted social media sites to be developed with a variety of services and features that support and benefit global users. 
The history of social networking can be drawn all the way back to the 1980s era, where a scheme named bulletin board systems or BBSs was in operation. That supplied very slow connections in where people could ‘log in’ and share software, data and private messages as well as the option of posting public on messaging boards. The early 1990’s popularity of the internet soared and web-based applications grew. 
Zarrella (2002) believes the modern era of social networks began in 2002 and since then has given rise to many popular social sites for people to communicate and businesses to utilise. 
[bookmark: _Hlk503290759]Sociality manifests in a variety of ways on a variety of different online platforms, for users (Bucher, 2015). Bucher (2015) has revealed, social media has obtained many different social websites that supply their unique communication service for people to connect on. There are photo-sharing networking platforms such as Instagram which has captured a monthly number of “700 million users” (Statista 2017) and Snapchat an application network with a monthly rate of “300 million users” (Aslam 2018). Video communication channels like YouTube with an audience of “1.5 billion users a month” (Matney 2017). The Business profile social site dedicated to professionals to showcase their business achievements, credentials and heighten a user’s image, known as LinkedIn receive a volume of “106 million” monthly users (LinkedIn 2017). Finally, Twitter, an online news and social networking service where people post and interact by messages known as ‘Tweets’ delivers “330 monthly active user” (Statista 2017).
[bookmark: _Hlk503290183]Conversely, the most popular and largest user based social networking site is; Facebook. “2.07 billion monthly active online users, a 16 per cent increase year over year” (Zephoria 2018). It can be argued that YouTube could never compete directly with Facebook. The popularity has remained with this social media due to the many services it provides and the wide spread demographics the network caters to. 
Amongst the social media websites mentioned above, are many additional social online platforms in the community of the global internet. Such as Pinterest, Google+, Tumblr, Flickr, Reddit, WhatsApp and so on, that attract a number of online users. However, it was important to reference the select few as these six are the most influential and popular sites to use in current society.
 The future forecast for social media is strong. In 2019, it is estimated that globally social media will claim “2.77 billion users” and a further growth shall be gained in 2021 of “3.02 billion” active social media users and increase from 2017 of “2.46 billion” (Statista 2017). Social media accounts can be accessed through many devices, which is a possible reason for the intensive growth, according to We Are Social Global Report (2017) there are an existing “2.549 billion” active mobile social users. These statistics and objectives for the future is justification for the importance of online activity and the reason why social media marketing has become the most effective above all suggests (Wind et al, 2002). 
2.2.1 The Concept of Social Media Marketing 
[bookmark: _Hlk511584741]Social media marketing is the most profound method and effective technique to result from digital marketing, this is because of successful operative competences and sits at the pinnacle of the current trends in consumer to consumer conversation and marketing effort amplification, Evans (2012). It is digital marketing that encourages audience participation, sharing and interaction (Chaffery, 2013) social media marketing objectives should achieve both protecting and expanding the brand. Although social media is a must when compiling a digital marketing strategy plan, it is important to have a combination of elements that are online based as this method would be the most effective when analysing the strategies’ results. It is translated through the diagram below that these online services are most likely to influence a consumer to a purchase. 
[image: ]





[bookmark: _Toc512011415][bookmark: _Toc513559489][bookmark: _Toc513647710]Figure 1 Online Services that are most likely to influence a purchase (Charlesworth 2014 p.33)


The diagram shows the range of online services that successfully influence a consumer, as retail sites are the highest due to advertisement and selling to be the main component of the site. Social media the most important as the variety of features it provides, the most influential social networking sites are Facebook, YouTube and LinkedIn. This therefore highlights justification in using YouTube as being an important marketing tactic, especially as blogs are a part of this media platform and an influence of 31% it can deliver a variety of opportunities to marketers (Charlesworth, 2014). 
[image: ]As the R.A.C.E theory are objectives for companies to produce within their marketing strategies, there are six core social media marketing activities that would further an implementation and deliver an effective model. These are; listen and manage reputation, transform the brand through social media, acquire new customers, increase sale to existing customers deliver customer service and harness insights to develop the strategy using social media optimization (Chaffery, 2013), however it is important to comment that companies are struggling to reach these targets to the mass competition (Chaffery, 2013) 
[bookmark: _Hlk513221319][bookmark: _Hlk511935783]2.2.2 The Social Media Marketing’s Influence on the Tourism Sector  
It is suggested that social networking has transformed the tourism industry, as Hays et al (2012) theory implies social media has fundamentally changed how travellers access information. Consumers, have altered in the way they plan for and book trips and the way they share their travel experiences (Hays et al, 2012). This is a direct result of the social media platforms that enable internet users to communicate, collaborate and publish original content such as blogs, videos, photos, and reviews (Hays, et al 2012). 
Carnoy (2017 p.1) reveals the influence social media has over consumers, “over 97% of millennials share photos and videos of their travels online, building an influential web of peer-to-peer content that serves to inspire potential guests” In the new media environment, consumers are increasingly in control and traditional methods are less and less effective (Keller 2009). This, demonstrates the importance and opportunity to target the younger generations to this method of communication. Millennials, also known as Generation Y, the millennial is name for the twenty first century generation. The age range is classified as anyone who was born between 1980-2000 (Yatros, 2014). Generation Z, the popular abbreviations known as Gen Z or IGen. This generations births start from 1995 and end 2012. The first generation the internet that access has been constantly available (Twenge, 2017). These generations can impact the future of self-marketing to benefit of tourism organisations. “89% of millennials plan travel activities based on content posted by their peers online” Carnoy (2017 p.1), “27% of Twitter users share positive travel experience” “5 out of 6 millennials will choose to connect with companies on social media” (Fuggle, 2016). This online activity by the consumer markets Generation Z and Millennials will increase growth in the future and be a strong advantage for travel organisations if content is positive.  
The most profound effect that social media has brought to consumers, in relation to the travel industry is availability. From browsing the internet for travel inspiration, consumers have instant results in what they are looking for. This can be done from other traveller’s photos, online travel videos, reviews, check-ins and ratings. This viewpoint serves from a real experience by a person and which is great opportunity for many destinations and companies as most social media content is tremendously influential and accessible.
2.2.3 Web 2.0 and Tourism 
Web 2.0 is the second stage of the internet. Web 2.0 was introduced in 2003, as a buzzword which is commonly used to encompass various novel phenonmena on the world wide web (Cormode & Krishnamurthy, 2008). This term is largely a marketing concept. According to Murugesan (2007) characterisitics include the change from static web pages to dynamic, user-generated content and the growth of social media.  The concept of Web 2.0 is a composition of economical, technological and social trend, these components together founding a basis of the next generation internet (Lellinger, 2010). For marketing Web 2.0 technologies have been a disruptive force as it has changed the way products and services are delivered and recevied from a brand (Fichter, 2007) this has been due to the phenomenon of Web 2.0 being User Generated Content (UGC), (Lellinger, 2010). 
UGC, is any form of content created by users made on any online system. Arguably, Social media has spawned UGC to a whole new level of these networks, as it is changing the way tourists plan their trips. These websites allow users to interact and share their opinions with other about destinations, tourist attractions, hotels and restaurants. Social platforms grant UGC to be one of the most influential sources of online information to date (Dennhardt, 2013). This suggests the power that social media can have over marketing within the tourism industry. 
[bookmark: _Hlk511569794]Web 2.0 mainly empowers consumers; however it also offers industry opporunties. Consequently, the trend of Web 2.0 has created the concept of Tourism 2.0, according to Mikhail (2008, p.6) “Tourism 2.0 is the business revolution in the tourism and leisure industry caused by the move to the tourists ecosystem on online platforms”. Web 2.0 has caused the tourism industry to focus marketing strategies social media platforms where UGC is created as the aim of marketing in this modern era is to appeal to the UGC in order to successfully market products and services. As UGC can create viral circulation on a companys product, vaulable feedback, combined with digitalistion of word of mouth.
2.3 The Social Impact of YouTube
“Tourism has been ranked as the foremost industry in terms of volume of online transactions” (Werthner and Ricci, 2004 p.4). Amongst the advantages, YouTube is one of the most popular applications for iPhone users (Miller, 2011) therefore, increasing viewer numbers and maximising operations. 
More than “400 hours of video content uploaded every minute in 2015” (Broussard, 2017), “81 percent of global internet users had visited the online video portal in the last month and 31 percent of YouTube users access it more than once a day” (We Are Social, 2017). (Annual Report 2017, YouTube) in 2017 the platform rose to “more than 1 billion hours of content are consumed on the platform every single day”. The channel states that “6 billion hours of video are being watched monthly”, (YouTube, 2018) spanning across “88 countries and can be accessed in 76 different languages”. (YouTube, 2018). The recent growth increased in 2017, especially in the United States as the channel reached the most popular website-based penetration, “reaching 72% of the population” (Statista, 2018). During the end of 2017 the audience captured was of “1.5 billion monthly active users”. According to (Rich, 2013 p.5), more than “100 million people click on the share button and broadcast to their online friends about a YouTube video via Twitter, Facebook, Google+ etc”. The equivalent of more than “500 years’ worth of YouTube videos is watched on Facebook alone everyday” this suggests that the social impact of YouTube can increase further in other medias, thus allowing to increased exposure. This highlights the opportunity for tourism companies to visually promote their products and services.  These statistics and the performance of the channel has equipped YouTube to become a dominant force within the online community of social networking. This furthers the justification in this study as the statistics reveals, the magnitude of the social impact it has had on society.
[bookmark: _Hlk511936084]2.4 The Potential Scale of a YouTube Channel
The YouTuber PewDiePie, actual name Felix Kjellberg is a Swedish comedian and video producer. His YouTube channel has received “59 million” subscribers and “16.9 billion views in total” (PewDiePie, YouTube Channel, 2018) and made a revenue of “$12 million in 2017” (Forbes, 2018).  The largest corporate YouTube is GOPRO with obtained subscribers of “5,383,380” (GOPRO, YouTube Channel 2018) they use the channel to market their latest product and services. These individual and corporate channels are examples to represent the scale in how YouTube platforms can deliver such a vast scale of exposure and the potential for marketing. 
2.5 YouTube as a Tourism Marketing Tool 
YouTube started as a social media tool, nevertheless it is now evolved into a marketing communications tool (Reino, 2016) and used as a great promotional instrument when implementing an online marketing strategy for a business. It must be utilised correctly with appropriate methods to further the success of the plan, such as including content that would appeal to a company’s target market through engaging videos that generate high volumes of views. 
When reviewing a social media channel and its marketing competences, it is important to be mindful of Chaffey (2004) 6C’s of customer motivation. If a tourism organisation supplies these six C’s to their existing YouTube channel it will be beneficial for the marketing methods.

[bookmark: _Toc512011416][bookmark: _Toc513559490][bookmark: _Toc513647711]Figure 2 Chaffery's Six C's (Smart Insights, 2018)
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· Content, this is the most important as without good content customers won’t be interested in the product. It is highly suggested that tourism marketing supply video engagement and humour to videos to give a consumer an incentive to interact and maximise shares, positive comments and likes for the content. 
· Customisation, by personalising a video to a tourism organisation their target market will further increase appeal and views on a video 
· Community, YouTube has a large community with dedicated subscribers, therefore good utilisation of the platform by posting regularly will create a larger community on a profile account. By displaying exclusive posts, it allows further customer engagement. 
· Convenience, it is a huge advantage that social media is available 24/7 as operations of the site are constant, therefore convenience for the consumers in interacting with a company. 
· Cost Reduction, to further a customer motivation in purchasing within the brand, videos should supply exclusive content and discount promotions in the descriptions of a video  
· Choice, supply choice for consumers and advertise to range of demographics whilst attracting to their target market. 
Miller (2011) suggests that businesses are attracted to YouTube due to the size and scale, a video can bring to global consumers, as well as the relatively low cost of entry. Furthermore, Miller (2011, p56) discloses the progression of online activity: an average YouTube viewer spends “164 minutes online everyday” in contrast to traditional methods such as television advertisement watch time on “130 minutes per day”, thus statistically online marketing to a better candidate. Likewise, it is important to consider limitations of television advertisement such as on-demand, catch up and Netflix to be factors that have supported the rise in companies marketing through social media. 
YouTube as a marketing tool offers an informal yet powerful way to communicate directly with customers that allows a company to have complete control over the content used suggests Rich (2013). This platform can be an instrumental tool to improve customer loyalty, achieve cost-effective sales, share information, enhance customer service efforts and develop promotion capabilities. (Rich, 2013) this are the clear advantages of YouTube capabilities to enhance a marketing strategy.  
YouTube is primarily male dominated channel, as the distribution in the percentages reveal, Female 38% and Male 62% (YouTube, 2018). Beyond genders the advantage from a marketing perceptive of YouTube is the age demographics.  In 2017 the annual YouTube report reveal that 11% 18-24, 23% 25-34, 26% 35-44, 16% 45-54, 8% 50-64, 3% 65+, 14% unknown. Due to the highest percentage that most watch YouTube videos is the age group of 25-44, this is an advantage as this demographic are more likely to be influenced by a tourism product or service from a video as the age range is believed to be more financial stable compared to the millennial age group, in contrast millennials have a tendency to not watch a whole duration of a video and have a habitat of skipping ads in YouTube (Gallagher, 2017). Fundamentally this form of marketing can experience better results amongst brand awareness, direct sales and communication from 25-44 margins of consumers. 
[bookmark: _Hlk511584071]The tourism and hospitality industry are turning slowly to YouTube to promote its services and to engage customers in a more personal way. YouTube is the second largest search engine after Google, thus there are three significant factors that YouTube is used for by tourists says White (2017). Firstly, people use YouTube to gather trip inspiration prior to booking a product or service. Secondly one a consumer has an idea on their next holiday, YouTube videos help plan the finer details of a consumer’s trip from hotels, to transport, activities to destinations attractions. Thirdly, validation, consumers often search via YouTube to validate their booking choices. Videos are watched of tourism experiences before booking or visiting to confirm they have made the right decision. 					   
  It is important the industry recognise White’s (2017) observation of YouTube being a tourism marketing tool to beware of the rewards this platform can bring an organisation. Tourism organisation must post regular and exclusive content on these three factors, to capture large mass and publicity. 				                                    
Both individuals and organisation globally, have acquired YouTube accounts to grow audiences. YouTube has given capabilities for channels to further broadcast to a substantial crowd and maximised opportunities for marketing (White, 2017). Arguably it must be questioned if the tourism sector is effectively utilising this marketing opportunity. 
2.6 YouTube for Tourism 
According to Akehurst (2008) it is believed that tourism organisations cannot afford to ignore the development of user generated content, as this is the reason why YouTube marketing has vastly grown within the last several years.  YouTube videos are perceived to be a more credible and trustworthy than traditional marketing communications (Akehurst, 2008). Tourists and travellers can use YouTube to research possible destinations, transportation, accommodation, leisure activities and make online purchases of these products and services (Adam, 2007). User-generated YouTube videos provide personal thoughts and commentaries on specific destination, travel stories, pre-travel information, products and services information and details for trips (O’Reilly, 2005), this suggests how YouTube for tourism can be utilised to the benefit of the consumer.
This poses opportunities for tourism organisations to use YouTube, as the travel and tourism industry has a unique position to take an advantage of consumers using this platform to research travel related content. (Crowel, Gribben & Loo, 2014) “YouTube’s most viewed videos are travel videos”, furthermore according to Crowel, Gribben & Loo (2014) the companies that have the strongest brand presence on YouTube are Turkish Airlines, Disney Parks & Resorts and Expedia. In 2012, Turkish Airline launched a marketing series on YouTube named Kobe vs Messi: Legends on board, this strategy was iconic, due to the celebrities involved Kobe Bryant and Leo Messi. The videos reached record breaking views during that year and heightened hugely the recognition of this tourism company, with “118,290,043 views” on that specific video (Turkish Airlines YouTube, 2012) which is reached global viability.  Stated from Crowel, Gribben & Loo (2014) nineteen percent of viral views globally come from destinations. Disney has captured the opportunity that YouTube provides, as it has received success and mass attention from consumers. Two examples of this was Disney Park’s tourism marketing videos ‘Grumpy Cat Finds Her Disney Side’ and ‘Disneyland Musical Marriage Proposal’ each gained millions of views with shares, comments, likes and more subscribers. Above suggests two examples of tourism organisations that have successful ultised tourism on YouTube, including the factor of continuous content for subscribers and initiative videos that engages consumers. 
[bookmark: _Hlk511936253]2.7 The advantages of YouTube as a tourism marketing tool 
Section 2.7 and 2.8 have aimed to achieve objective D: To critically analyse key advantages and disadvantages of YouTube as a tourism marketing tool. 
It is important to discover the advantages of YouTube as a tourism marketing through the investigation of the best practices in how tourism marketing is produced. 
2.7.1 Influencer Marketing 
Blogging has become one of the most popular social media and networking tools (Thevenot, 2007). Derived from popularity of blogging, the current trend on YouTube is vlogging, “a blog in which the postings are primarily in video form” (Google Dictionary, 2018). In relation to the tourism industry, according to (Crowel, Gribben & Loo, 2014), “YouTube data shows that travellers are spending more time watching online videos than ever before, with views of travel-related content up 118% year over year” due to this statistics travel vlogging on YouTube has thrived. Travel vlogs are travel-related material expressed through videos providing viewers personal experiences and engaging information.   The chart reveals the percentage in 2014 of travel channel subscriptions by format on YouTube. 
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[bookmark: _Toc512011417][bookmark: _Toc513559491][bookmark: _Toc513647712]Figure 3 Travel Channel Subscriptions by Format (Crowel et al 2014)

It is evident that travel vlogs obtain the largest percentage of travel-related content that users subscribe due as travel vlogging receives four times more social engagement by YouTube features such as likes, comments, shares and subscriptions (Crowel, Gribben & Loo, 2014). “100 million unique visits of the billions of YouTube visits each month are travellers”, Peltier (2016) states that travel videos are the most watched type of video on the platform. The benefit of this is that virtually any travel and tourism company can gain from, this advantage due to the popularity in sector has online.
The advantage of this in a marketing perspective is, the most popular YouTube vloggers obtains high volumes of subscribers, larger numbers of views, loyal social media following and trusted by the community. Thus, tourism organisations have benefitted from this popular content as YouTubers can act as advocates for a brand. Marketing strategies have been formed on YouTube known as influencer marketing, a strategy that consists of brands and influential creators collaborating for branded content, sponsorship, endorsements from YouTube or employment. 
Influencer marketing on YouTube is when a YouTuber endorses a company, or a business hires a YouTuber to advertise their brand. Influencers are used for their ability to impact a larger audience (Brown & Hayes, 2013) on YouTube is can be done by exposing and reviewing a particular product or service in a YouTubers video. A recent example of this form of marketing on YouTube is Emirates and a YouTuber known as Casey Neistat. 
[bookmark: _Hlk504406867]Casey Neistat a YouTube vlogger, who has an audience of “8,774,125 subscribers” (YouTube, 2018). In 2017, Emirates gave Neistat a free flight in First Class in return, to video his experience on Emirates Airlines. The company gave him free reign to record during the flight. The video that was posted was named ‘The $21,000 First Class Airplane Seat’ it received 49,374,073 views, 60,498 comments and 689,000 likes (CaseyNeistat YouTube, 2018). This greatly benefitted Emirates as it received mass attention from global users and caused the video to go viral, through the video its exposures the products and services of the emirates flight and the duration of the content is positive towards the company. Since the video, this YouTuber has continuously collaborated with Emirates and have posted a further two more videos on-board an Emirates flight, each video has gone viral and gained over 10 million views each. Hofstaetter and Egger (2009) suggests that individual user’s blogs as more authentic and independent, while corporate blogs were considered more structured, “70% of consumers trust online recommendations while only 14% trust advertisements” (Crowel, Gribben & Loo, 2014). Therefore, justification in why tourism organisation should utilise popular YouTubers, to be supporters for their brand as evident from Casey Neistat video. Emirates have greatly benefitted from this type of marketing, including many other tourism organisations that has used influencer marketing on this channel (Hofstaetter and Egger, 2009). 		





2.7.2 The Viral-ability of Approach 
Today’s era is a multi-screen and platform world. By “2025 half of viewers under the age of 32 will not subscribe to pay TV service’ as ‘6/10 people will prefer online video to live TV” (ThinkWithGoogle, 2017). Video on computers, on mobile devices and smartpads does achieve a lot from advertising in contrast, to TV (Bidgoli, 2014). YouTube app is the top downloaded application in the world. As a result, online videos have become the latest trend, thus video marketing has been recognised to deliver numerous opportunities. Video production is an essential marketing tactic for companies all sizes and budget (Torres, 2016). Videos achieve greater engagement, higher conversion rates and boosts effectiveness. Tourism organisations can further their brand awareness by utilising video engagement to give a consumer a visual experience.  According to Brightcove (2017) ‘46% of viewers’ state they have purchase due to watching a branded video on social media. Thus, justifying usefulness of video marketing to consumers. The trend of video marketing as soared especially in the YouTube community therefore due to this popularity is it recognised by organisations the scale of potential viral ability. 
The definition of viral is stated by Google Dictionary (2018) “an image, video, piece of information, etc. that is circulated rapidly and widely on the Internet”. The Viral-ability of approach is an advantage within itself of YouTube marketing (Fairley, 2015). The platform allows every video posted, the opportunity to have viral potential as million on user’s surf YouTube a day. From a tourism point of view both community generated or an official organisation, can market tourism related material and establish large scale views, due to the significant social impact. 


2.7.3 Tourism Advertisement 
Advertisement on YouTube can be a main advantage amongst tourism marketing. The partnership program introduced in 2018 a policy in which protects YouTube and their creators. The requirement consists of “once a channel reaches 4,000 watch hours in the previous 12 months and 1,000 subscribers” (YouTube, 2018) a channel can then earn money from advertisement. It has been established that YouTube typically takes “45 percent of the advertising revenue from videos, with 55 percent going to the uploader” (Sfetou, 2014). The income generated from advertisement can be a large amount depending on the views, watch duration and engage times of a video. This is furthering the opportunity from an organisational standpoint to market their business and gaining profit from advertisement depending on watch time on the advertisement within the video, therefore a further advantage in making direct profit from the videos produced on YouTube. Thus, the opportunity for organisations to upload content for free then make a profit out of no previous expenditure. 
Developed by YouTube, there is a term called Bumpers, these are YouTube’s six-second video ads (Bashir et al 2016). Ideal for driving reach and frequency (ThinkWithGoogle, 2017) the advantage of using bumpers is building reengagement and brand awareness. It is suggesting that the tourism industry capture this promotion tool on YouTube to further enhance their marketing strategies. For example, Tourism New Zealand uses YouTube bumper ads to turn potential travellers into consumers.  Their marketing campaign ‘100% Pure New Zealand’ have created six seconds bumper ads to gain these benefits of this YouTube function. The results of these ads have delivered this tourism organisation increased 46% in ad recall and mass promotion of the destination. 


2.7.4 Destination Promotion 
YouTube can provide effectiveness to enhance a destinations reputation and image among online users (Pike, 2010). Destination promotion on this channel has become an essential marketing tool, it has allowed a destination to increase tourist’s engagement by displaying high quality cinephotographic and appealing content on an area.  When searching ‘Tourism Videos’ a number of high quality tourism organisation produced videos appeared via this platform: 
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[bookmark: _Toc512011418][bookmark: _Toc513559492][bookmark: _Toc513647713]Figure 4 Examples of Destination Promotion on YouTube


This illustrates numerous examples of destination promotion videos in order to capture consumers. They are professionally produced from tourism organisations and boards; the impact has been positive amongst these video with high volumes of shares and positives feedback. This highlights how YouTube is utilised as a tourism marketing tool and the advantage in how a destination can be effectively promoted through this online channel. 


2.8 The Disadvantages of YouTube as a Tourism Marketing Tool 
YouTube is increasingly growing in importance to a company’s marketing strategy in both shaping a destination’s/product image and in counteracting any negative perceptions, by connecting directly with the tourist (Reino & Hay, 2011). Although, the study has shown the benefits of social media marketing and opportunity for tourism marketing to capture YouTube audiences. Travel and Tourism organisations have yet to fully embrace YouTube in their marketing strategies (Reino & Hay, 2011) despite the growth in popularity, this poses therefore as a limitation on companies not using YouTube as a tourism marketing tool.  
[bookmark: _Hlk511936683]2.8.1 Official Tourism Organisation’s YouTube Accounts 
 TUI Group is the largest multinational leisure, travel and tourism organisation in the world. This current giant in the travel and tourism industry has allowed them to obtain a strong reputation. Their company profile is vast as operations includes the six European airlines owned, which operate both scheduled and charter flights in 150 countries in 60 airports. A fleet of five current functioning cruise lines, 18,000 travel agencies and 300 hotels and resorts and a workforce of 67,000 employees (TUI Group 2018), The produced turnover was “18.5 billion euros’ and an operating result of ‘1.002 billion euros” (TUI, 2018) fundamentally achieving an effective overall profit. The verified Facebook page of TUI, @TUIUnitedKingdom has a well-established community of 5,168,129, whom has liked the page and 5,146,071 people follow this social media account (TUI Facebook, 2018). Likewise, other social media platforms such as TUI’s Twitter and Instagram has similar amount of following, however on YouTube the company has only captured 13,171 subscribers (TUI, YouTube 2018) thus demonstrating the loss in potential for the channel.  Similar to this organisation it was discovered that other large companies had a low amount of audiences captured from this platform (YouTube, 2018):
[bookmark: _Toc513120749][bookmark: _Toc513661289]Table 2 Tourism Organisations and YouTube Channel Subscribers
	Tourism Organisation 
	Subscriber quantity 

	Virgin Atlantic 
	29,965 subscribers (Virgin Atlantic, 2018)

	Marriott International 
	817 subscribers (Marriott International, 2018) 

	Royal Caribbean International 
	54,990 subscribers (Royal Caribbean International, 2018) 

	British Airways 
	136, 737 subscribers (British Airways, 2018) 

	Hilton Hotels 
	3,826 subscribers (Hilton Hotels, 2018) 

	Emirates
	286,392 subscribers (Emirates, 2018) 

	Kuoni Travel 
	2,818 subscribers (Kuoni Travel, 2018) 

	Airbnb 
	93,867 subscribers (Airbnb, 2018) 

	Visit Britain 
	15,648 subscribers (Visit Britain, 2018) 

	United 
	32,011 subscribers (United, 2018) 

	AirAsia 
	67,417 subscribers (AriAsia, 2018) 



Subscribers are the individual users registered to a particular YouTube channel (Jarboe, 2011). The resourced table of YouTube accounts shown above, demonstrate the low volumes of subscribers that these large tourism organisations have acquired. In contrast, this is unexpected as these tourism organisations have global social media campaigns, therefore the table is evidence of these companies not utilising YouTube to the platforms full potential. Although the research found is only a minor representation of the existing tourism organisations and their YouTube accounts. It is evident that the examples above illustrate the loss from a marketing perspective of these relevant and largest tourism corporations. Reinhard (2009) argues, their success has been limited as most brands are in the shadows and been left behind as individuals use YouTube as a platform to step into the spotlight and gain the majority of attention. Reinhard (2009) states the potential of YouTube has not been fully realized by tourism organisations. Reinhard (2009) further states although many companies obtain a YouTube account it was important to investigate what content they have produced on the platform to market to consumers, as it could be hindering marketing capabilities. 
A tourism brand must deliver appeal for consumers and exploit a product or service through visual and engaging content (Reinhard, 2009). The main content produced by the YouTube accounts above, contains majorly of their television adverts therefore their content does not give users exclusive online videos and new footage. According to Reino & Hay (2011) this is a problem as consumers will not interact to something that has been seen previously on traditional marketing methods. Reinhard (2009) observes that to successfully achieve long-term success on YouTube, content must be “consistently and frequently publish refreshing content that has intrinsic value for audiences online”. Failure to update and refresh their online profile is one of the most frequent criticisms by consumers of online tourism information, for example the TUI group YouTube channel posted approximately three months ago thus, demonstrating a tourism organisation that failed to post regular content. 






[bookmark: _Hlk511936791]2.8.2 The Impact of Tourism Videos Created by Real Tourists 
Social media websites such as YouTube, facilitate consumer-generated content (CGC) and is evident that this is widely used by online travellers Hays et al (2012). This develop of consumer generated content or user-generated content has ultimately brought a direct threat to the travel industry, as negative content produced by tourists could seriously affect a marketing campaign set by tourism organisations, (Reinhard, 2009).
[bookmark: _Hlk511998835]The impact of tourism videos created by real tourists rather than by official tourism organizations has highlighted a disadvantage to official tourism marketing on YouTube, for a tourism organisation perspective (Reinhard, 2009). The challenge of YouTube marketing is the power relationship between the individual tourist and the tourism sector is changing, to the benefit of the consumer (Reino & Hay, 2011) as marketing strategies are under pressure to engage as early as possible to consumers to persuade them to favour their company’s products or services as a consumer has already much pre-decision information. Tourism companies are losing control in their marketing methods and real tourists are having growing power in tourism marketing due to the features that is available to them via the internet (Hudson and Hudson, 2017).  The dominance of tourism videos has been produced from real tourists rather than official tourism organisations on YouTube, therefore by the combination of two elements: the tourism industry not embracing the potential of YouTube and secondly; not giving consumers original and exclusive videos alternatively just uploading their TV advertisements. Thus, it has caused users of YouTube to create videos, such content includes personal reviews of a product, service or destination, vlogs and travel videos to become the growing power of tourism marketing amongst YouTube. Therefore, it must be understood that in order for a tourism organisation to be successful in using YouTube as a marketing tool it is important to understand that TV footage cannot be directly transferred on the channel as it will not generate enough views to effectively market a consumer. 
Chapter Three
Research Methodology

This chapter describes the research approach used within this study. This section of the investigation has embarked on informing the reader the methodology that has been adopted by the researcher. The chapter has provided justification throughout, in order to vindicate the reasoning of why such approaches, research strategies and selected participants were used. Nevertheless, whilst the methodology has developed the strength of the thesis, it has questioned the validity and reliability to further underpin the topic of study. The aim of the chapter was to increase understanding of YouTube as a tourism marketing tool by demonstrating the precise structure of systems used to carry out the process of the investigation.  
3.0 Research Defined
Research is defined by Hussey & Hussey (1997 p.1) “enquiry and investigation [that]…is systematic and methodical…[and] increases knowledge”. Research is the progression of discovery, the importance of this action is to further improve learning (Veal, 2017). The process of investigating information that is previously unknown to be made as known (Veal, 2017).  Research is an investigation of a subject or a specific field of knowledge (Kumar, 2008). 
Research methodology is described by Rajasekar (2013) as systematic way to solve a problem. The science in how research is carried out and essentially the procedures of describing work, explaining and predicting phenomena (Rajasekar, 2013). 

[bookmark: _Toc512011419]


[bookmark: _Toc513559493][bookmark: _Toc513647714]Figure 5 The Research Onion (Saunders, 2009)
[image: ]




This diagram is useful in showing the contrasting phases to help identify and justify information that is used to gather data and evaluate the results. As the research onion illustrates the stages that must be performed by the author when developing a research strategy, “The research strategy is how the researcher intends to carry out the work” (Saunders 2007 p.1). Using Fig.5 the researcher was able to decide the approaches needed for the study and how the investigation would alternate in different stages.  “A research philosophy refers to the set of beliefs concerning the nature of the reality being investigated” (Bryman, 2012 p.157). It is the underlying definition of the nature of knowledge. The assumptions created by a research philosophy provide the justification for how the research will be undertaken (Flick, 2011). The cross sectional and the longitudinal (Bryman, 2012) are time horizons, the chosen one for the study was cross sectional as it allowed the study to collect data and stop at a certain point, these outline layers of the onion helped the investigation grow and unpin the core values of the study, to allow the researcher to fully investigate YouTube as a tourism marketing tool. This was done by planning the execution of the overall aim and objectives of this study through means of data collection approaches and analysis. 


3.1 Research Question/ Aims and Objectives
Research Question: Is YouTube being utilised effectively as a Tourism Marketing Tool?
To analyse the effectiveness of YouTube tourism marketing through the perspectives of consumers and tourism organisations and correlate relevant theory and information from secondary research. 
[bookmark: _Hlk510457215]The aim of this investigation was to discover the use of the online social media platform YouTube as a tourism marketing tool. This was fulfilled through a set of objectives that was achieved by sourced information and original research. 
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3.2 Primary and Secondary Data  
Secondary data according to Collis and Hussey (2009) is the collection of information that has been gathered and published by another author in which is available from sources such as books, journals or internet resources. Secondary data provides alternative collection of previously sourced information, giving access to more information that would be available through primary data (Vartanian, 2011). Defined as “any kind of investigation that is intend to uncover interesting or new facts” states N. Walliman (2011, p.1). The practise of secondary data analysis has equipped the study to allow further perspectives from various viewpoints, which has developed the investigation to find factual data about marketing frameworks and theories, crucial YouTube statistics and key information on how the platform is utilised as a promotional tourism tool. This has made the study reliable as it is backed up with evidence from other sources, as the primary data could limit research. According to Stewart & Kamins (1993 p.7) “A thorough knowledge of secondary research tends to enhance the efficiency of primary research efforts.” Thus, establishing a strong and precise material for the investigatory study. 
[bookmark: _Hlk505699369]In contrast, a primary source is a result of first-hand knowledge of a topic (Hamilton, 2005) and thus, the concept of primary research involves the collection of original data by the researcher to address a specific problem (Riesenberger &. Cavusgil, 2009). According to Glass (1976 p.1) “Primary analysis is the original analysis of data in a research study. It is what one typically imagines as the application of statistical methods.” This type of data is original sourced by the researcher, through this study in the form of both interviews and questionnaires. Primary research is vital as it creates an essential source of depth as the data is original and shall make the study unique. The practise of incorporating both primary and secondary methods of data collection has allowed both types of data to serve the researcher well and typically provide complementary insights (Riesenberger &. Cavusgil, 2009).  Background knowledge from similar investigatory studies has gained additional specific findings that are relevant to the study. However, primary made the study authentic by producing fresh and innovative discoveries. 



3.3 Positivism Vs Phenomenology
Collis and Hussey (2003) suggests there are two main research philosophies in primary data methods, positivism and phenomenology.  Phenomenology, a research paradigm that has a philosophical underpinning with a subjective approach (Introna & IIharco, 2011). A theory that uses small samples. It focusses on the knowledge of individual’s opinions, thoughts and feelings towards a specific subject. A phenomenological approach is an epistemology that tends to produce qualitative data (Collis & Hussey 2003). 				                     Stated by Aliaga & Gunderson (2005, p.14) qualitative research “seeks to answer questions about why and how people behave in the way that they do. It provides in-depth information about human behaviour”. In-depth interviewing can be classed as a qualitative technique (Brannen, 2016). One is which was used within this study as the researcher believed that the paradigm of qualitative research must be utilised to achieve objective B; To discover how travel and tourism organisations utilise YouTube in terms of marketing to a potential consumer, as information gathered is of high validity and data is rich and subjective (Collis and Hussey, 2003). Whereas, the positivism epistemology suggests that both research methods are distinctively different (Brannen, 2017). Positivism “contends there are single true answers to questions” (Collis and Hussey, 2003). In contrast, positivism uses larger samples, which tends to produce a quantitative approach.  Quantitative data is defined by Aliaga and Gunderson (2005, p.14) “explaining phenomena by collecting numerical data that are analysed using mathematically based methods”. The technique of questionnaires was fitting for a quantitative method (Brannen, 2016). The justification in utilising the positivism paradigm within this study is appropriate as it has proven to accomplish specifically, objective C: ‘To evaluate YouTube tourism marketing from a consumer’s perspective’. Information proved to have high reliability and generalises from sample to population (Collis and Hussey, 2003). 			     A mixed method approach to this study was chosen, as it was the most suitable tactic to achieve the aim of this investigation as it received perspectives from professional organisations and the public opinions. Therefore, a format that has established the best results for this topic area.  
[bookmark: _Hlk511937684]3.3.1 Advantages and Disadvantages of Research Methods 
The paradigms of both quantitative and qualitative methods have strong proponents (Nykiel, 2007). Gathered qualitative data consumes the advantage of “in-depth probing of issues and yields great detail in responses” (Nykiel, 2007 p.55). An inductive approach that builds up theory and develops the study further (Collis and Hussey, 2003). It allows the data to be enhanced with stronger detail of information and the opportunity to glean insights during the collection of research, in comparison to quantitative data.  The process is open-ended, this provides a structure to unearth real experiences and observations, consequently poses the advantage to follow up interesting answers with additional questions. Furthermore, the researcher has gained industry specific insights into tourism and their views on YouTube which has made the study strong in the validity, of the results obtained (Houser, 1998).  Nevertheless, limitations of this research method have been considered by the researcher, to avoid hinders of the study. It has been taken into account that the main disadvantage of exploiting qualitative data is the unreliability of the information collected (Nykiel, 2007). This suggests the potential for bias in interpreting data (Houser, 1998), additionally this method has lacked consistency when collecting data. These limitations have been examined by researcher through the data collection process, therefore has been evaded by developing control over these disadvantages to strength the analysis of results and its contents of primary research collected.           
 In comparison, quantitative data obtains numerous differences in contrast to qualitative data.  The two distinctive advantages of this research method are high reliability and gathered data represents the population to generalise the research gained (Nykiel, 2007).  The method is a deductive approach which aims to test theory, a strategy that involves developing a hypothesis, (Collis and Hussey, 2003). Conversely, the advantages of using this data in the study has allowed an observational learning for the reader within the result analysis to simplify data and produce a more scientific approach, by using mathematical and statistical methods (Neilson, 2014). Quantitative research narrows the study as it typically includes close-ended questions, thus; leaving limited opportunity to develop the answers further (Saunders, 2009).                                                      
3.4 The Triangulation Approach  
According to Morse (1991, p.120) the triangulation approach is defined, “Methodological triangulation is the use of at least two methods, usually qualitative and quantitative, to address the same research problem”. The method used is a combination of methodologies of the same phenomenon of the study (Jick, 1979). The investigation has involved a multiple use of data collection methods. Thus, both quantitative and qualitative methods is incorporated in the study.  The justification in utilising this approach has been due to the consideration of the advantages. The benefit of the triangulation includes revealing unique findings, increases the confidence in research data, creates innovative ways to understand the phenomenon for the reader and challenges the theory, whilst providing a clearer understanding of the problem (Thurmond, 2001). Suggested by Hair (2015), the triangulation approach enhances the creditability of the study’s investigation topic, consequently triangulation-by-method and triangulation-by-analysis enables the researcher to explore numerous aspect of the same topic by examining different sides and angles. The aim is to discover how YouTube is used by official tourism organisations and industry professionals for tourism marketing yet, the method has enabled data from another observant which is from a consumer viewpoint. Therefore, discovery research has been gathered from two different perspectives offering the study stronger results to further develop the investigation of YouTube.                                                           The data collection with validity weaknesses such as interviews has been triangulated with another method in which validity is strong e.g. questionnaires and visa versa with the element of reliability (Walsh & Wigens 2003). The researcher has regarded the disadvantages of this approach which can be “collecting more data requires greater planning and organization resources that are not always available to researchers” (Thurmond, 2001 p.254). This suggests the timescale of the study could be affected, the researcher has solved the problem by creating a Grantt Chart to manage the scale of operations and time management. 
3.5 Methods of Data Collection 
The research strategy for this study incorporates a mixed method approach that comprises semi-structured interviews for conducted qualitative data and an online questionnaire on Survey Monkey for a quantitative approach.  The data received from both procedures via interviews results have been analysed and compared to that of the participants from the questionnaire. In contrast, the procedure of this result analysis has allowed the researcher to identify any patterns, feelings or themes produced from two perspectives. The two types of participants are tourism organisations/industry professionals and the opinions of consumers/public. This would further develop the discovery of how YouTube is utilised as a tourism marketing tool and its effectiveness.
 A semi-structured interview focuses on specific themes which cover them in a conversional style (Raworth, 2012). This method of inquiry combines a pre-determined set of open-ended questions that has produced rich and insightful narrative descriptions of phenomenological data (Ritchie, Burns & Palmer, 2005). The advantage towards interviews allows the researcher to capture the respondent on observational grounds, as further knowledge can be detected from body language and tone of voice (Flick, 2006). The researcher can acknowledge realistic interpretations of the data, furthermore tackling complex inquires and scope to extract the maximum from the respondent (Flick, 2006). During the conduction of the method the interviewer could probe a question, thus achieving the maximum findings form the interviewee. The disadvantage from this method, according to Deutsher (1973) “the respondents have the tendency to lie in an interview” this has been taken into consideration throughout the period of the conducted interviews. Another factor was the awareness of biased opinions from both interviewees and interviewer as acknowledgement for this was prior to the interviews therefore, the researcher controlled the process by making sure the direction was steered the right way and to receive valid information to use in the investigation. 
The positivism strategy of questionnaires allows findings to be displayed on graphs and tables by using mathematical and statistical methods. The use of sourcing numerical data gives the reader a sense of observational learning. A survey produced on Survey Monkey has allowed the researcher to create a system which collects large amounts of informational data, through a set of closed ended standardised questions (Sue & Ritter, 2012), however in this case a few open-ended questions was essential, as the researcher needed to ask why, to gather more relevant data of consumers perspectives, to do this there was a comment box where people completing the survey could further explain their answers. The advantages examined by the researcher made the study stronger within the analysis. Neilson (2014) suggests that results from a questionnaire can usually be quickly and easily quantified, the benefit of utilising Survey Monkey is the use of software which constructs the results for the user and places them into graphs thus, summarising large numbers of data in a relatively effective way (Neilson, 2014). Previously, the researcher was going to use Google Forums as it is better presented and easier to design the survey compared to Survey Monkey, however it has limited types of questions that the researcher can ask the consumers, for example there is no rating question builder option on Google Forums. Another reason why Survey Monkey was the preferred site to create a survey on was, the availability to ask open-ended questions as in some cases to collect the better data a comment box was needed therefore, Survey Money enabled this option when creating the survey.  The limitations, were considered by the researcher to not affect the results of investigation. These disadvantages of this research strategy in contrast to interviews, questionnaires allow minor flexibility and inability to probe responses. Including the fact that participants may be distracted and not complete the survey and the consideration of researcher not knowing the reason for answers and expression of point of view were unavailable (Mitchell. M & Jolley. J, 2012).  By comparing both disadvantages it has given justification in using the triangulation approach.  
3.5.1 Design of Questionnaire 
The aim of the survey was to gain 200 respondents on Survey Monkey, as YouTube in a global platform and the researcher was reaching for consumer perspectives, the survey has not targeted a specific population or demographics. 
The questionnaire produced on Survey Monkey has 16 questions on 3 pages. These pages are displayed into three topic sections, Section one: social media, Section two: YouTube and Section three: demographics. The survey has also provided an introductory paragraph explaining the time length, confidentially, the study’s aim and information about the researcher.                                                                                                                                       Section one has 4 questions about social media, questions 1-3 are designed to establish respondents most preferred social media platform, its terms utilisation, favourite social site and how often they use each platform. Question 4 of this section aimed to discover the percentage of people who have been influenced by social media marketing. Section one is specially aimed to general to allow the researcher to compare other social sites against YouTube in the analyses.                                                                                                                                           Section two: YouTube, this is the most important topic section in the survey with the most questions has it has aimed to achieve objective C- to evaluate YouTube tourism marketing from a consumer’s perspective. This section has 10 overall questions, these questions have aimed to discover if tourism organisations are supplying enough video content on their YouTube channels and analyse the perceptions of official brand content against user generated content to determine to potential of YouTube as a tourism marketing tool.                                                                                           Section Three: demographics has two questions in the section Q15 is gender and Q16 is age, this was essential as it would enable the researcher to discover a pattern or trend and determine any correlations between these demographics. 
3.5.2 Design of Interviews  
The researcher designed a template for the interviews, a list of topic sections and questions was produced prior, as it would be used as a guide within the interviews to ask the appropriate questions and avoid going off topic. It was important that the researcher explained the area of study to each participant and provide a disclosure on the confidentiality of this study, therefore no names has been revealed and permission have been granted from each participant to record their responses via iPhone to ensure the transcripts of every interview is accurate. 
The design of the interview was built into three sections; Section One: Digital Marketing, Section Two: Social Media Marketing and Section Three: YouTube. This was to help develop a flow and make it easier for the researcher to follow a structure to produce relevant results. There have been 15 overall questions produced, however section one has 3 questions and section two has 2 questions. Section Three is considered the most important section as it is about the main topic of interest, YouTube.  The interview template is in Appendix Three. The aim was to conduct five interviews. The researcher targeted employees or employers preferable in the departments of marketing or social media within a tourism organisation. The location of the organisation was not important as it was preferred by the researcher that the study was international, and UK based to broaden the results. The researcher targeted several different types of tourism organisations as it was believed it would further the study’s investigation and strengthen the overall conclusion in how YouTube is being used as a tourism marketing tool. 

3.6 Sampling 
Sampling, defined by Fridah (2002) is the selection process of suitable sample population for the study, in the aim to distinguish similar characteristics in line with the research. Sampling consists of selecting some part of a population to observe so one may estimate something about the whole population (Thompson, 2012). As large populations targeted there is no choice but to use a breakdown process to make it easier, therefore statistically techniques of sampling have been devised to take samples from smaller groups of people, in other words only collected few has represented the population in the study which determine overall majority results. For example, instead of using 100% of the population which is impossible for this project, it is deemed to be a more reachable length to sample an estimated 1% of the Wales population towards this subject of investigation. Consequently, conclusions have been met from the participants to represent the whole population (Lim & Tin, 2013). 
[image: ]
[bookmark: _Toc512011420][bookmark: _Toc513559494][bookmark: _Toc513647715]Figure 6 Population, Sample and Individual Cases
Sampling is means of gathering useful information about a population (Lim & Ting, 2013) the term population is any complete group that shares a common set of characteristics (Hajek, 1981), the research has attempted to estimate some unknown characteristic of a target population. There are several alternatives in methods of sampling, probability and non-probability.
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[bookmark: _Toc512011421][bookmark: _Toc513559495][bookmark: _Toc513647716]Figure 7 Sampling Techniques (Saunders et al 2007)


3.6.1 Purposive Sampling 	                                                 
Non-probability sampling methods are used in qualitative research and take on special roles in such data (Hall & Hall, 2008), such techniques are samples selected based on the subjective judgment of the researcher rather than random selection. The appropriate method chosen for accumulating research data was purposive sampling. According to Fortune, Reid & Miller (2013, p.270) “Purposive sampling consists of handpicking key members based on specific characteristics that relate to the study’s purpose”. The strategy is a tailored approach this has led to expert sampling as the interview process involved an individual with specific qualification and knowledge of the tourism industry. Participants of the interview were selected based on their experience of the tourism industry and their position within a tourism organisation or knowledge of social media marketing. However, Macnee et al (2008) believes that the disadvantage if the method could be missing the broader range of data that may come from a convenience sample. 	              

3.6.2 Simple Random Sampling 
Probability sampling is for quantitative approaches, this technique is based on the fact that every member of a population has a known and equal chance of being selected. The advantage of this method provides estimates which are essentially unbiased and have measurable precision (Sharma, 2005). As the questionnaires produced were online this has carried out random sampling. Suggested by Babbie (2007, p.224) a type of sampling in which “the units composing a population are assigned numbers”. Targeted to gain public and potential consumer perspectives and opinions on YouTube as a tourism marketing tool with no preference to demographics. The researcher believed it was important to not over complicate the study, as it the simplest and most common (Singh, 2003). It has allowed to gather the data in a short period of time, giving opportunity for all demographics in the population to complete the survey. Webb (2002) suggests that the disadvantage of this sampling method may produce highly unrepresentative samples, this has been acknowledged and mindful during the data collection process of this limitation.                               
3.7 Piloting 
A pilot study is a crucial element of a good study design, however conducting a pilot study does not guarantee success yet it does increase the likelihood (Teijliingen, 2002) the term refers to a mini version of a full-scale study. The research has pre-tested the procedure of interview and questionnaire to fulfil a range of important functions and can provide valuable insights (Teijliingen, 2002). The aim of the pilot study was to identify potential problems that may affect the quality and validity of the results (Blessing & Chakrabarti, 2009) this has established whether, the study long-term is effective and efficient.
The survey pilot study targeted 20 participants to complete the draft questionnaire, this was successfully achieved, Fig 8 shows evidence of the number of responses from the pilot study. 
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10 out of the 20 were students, 1 participant was an industry professional/lecturer, 1 participant was a YouTuber, 3 worked in the tourism industry and 5 were over the age of 35. These participants were specially targeted as it was important to the researcher that a range of people from different backgrounds and ages piloted the survey, to receive richer feedback, therefore for the pilot only it was purposive sampling to retrieve insightful feedback from respondents and the main data collection has been performed as random sampling.  The changes made were minor was it was more technical than question changing, for example a few set of questions only allowed participants to selected one answer not multiple choice. There was numerous rephrasing of certain questions and comment boxes was added to allow participants to explain answers. The survey drafting, and pilot tests has allowed the researcher to make small adaptations to the questions to ensure the data collected was as relevant to the study as possible and that technically the survey ran correctly for respondents. Appendix 2. shows the draft design for questionnaire and the piloted survey.  
Interview questions were also piloted to make sure each question was relevant to the study and a trail run was essential, before contact was made by the researcher to capture the main interviews. This interview transcript has been located in Appendix 1. The pilot study was proved to be successfully as it was a practice interview for the researcher, which allowed the interviewer to be more comfortable and less nervous during the main interviews. The researcher produced more follow up questions and picked up on relevant information, rather than going off topic. 	               
3.8 Data Analysis Techniques 
Sapsford & Jupp (2006) defines data analysis as “the process of transforming raw data into variables that can be analysed to produce the information found in the results”. Analysing the results have been compared and contrasted from industry professionals and public opinions correlating to similar questions asked and has been examined to ensure the data relates to chapter two. Only relevant findings are included in Chapter 4 with a full analysis of the data found. Data analysis has two prominent methods as pre-discussed, positivism and phenomenological, each method has their own techniques through the analysis process. 
A matrix table was used to analysis the qualitive data in Chapter 4, following the transcription of the interviews in Appendices 6, 7, 8 and 9. A matrix is a grid used to store data in a structured way. It has been used synonymously as the identity of the interviewees have been confidential. The method was favoured for the study as it allowed ease for the researcher to complete a thematic analysis, conclusion based on repetitive words (Braun & Clarke, 2006). Braun and Clarke (2006, p.79) define thematic analysis as “A method for identifying, analysing and reporting patterns within data.” This approach has highlighted key themes and patterns during the analysis which are discussed in the results chapter. The thematic approach has used a thematic analysis when highlighting quotes from the interviews and developing an in-depth discussion, which has unearthed the themes to facilitate the structuring and depiction of these themes (Attride-Stirling, 2001 p.3). Full Matrix Table is in Appendix Five. The matrix table has displayed a clear comparison between interviewees and organisational opinions on YouTube as a tourism marketing tool.
The structure of the quantitative data has been produced in the measure of graphs and charts that has automatically been performed on Survey Monkey and has shown certain trends and views upon the topic of YouTube as a tourism marketing tool and has further contributed to the overall aim of the study. This has allowed analysing the data simple and for the reader to be observational and easy.  The researcher has used Survey Monkey in the analysis of survey data to cross tabulate questions of interest, this has allowed a comparison of questions to further highlight any trends or patterns within the results, just could provide reasoning in an individual’s answer for example which could be shown through demographic comparison. The advantage in using crosstabs (cross-tabulation) on Survey Monkey is that this analysis method is more explanatory for the reader and easy to understand key trends and why (Verma,2012 p.70). 
3.9 Validity and Reliability 
Seale (1999 p.43) focuses upon the validity and reliability by viewing the statement by Lincoln & Guba (1985) argues “that establishing the trustworthiness of a research report lies at the heart of issues conventionally discussed as validity and reliability”. Hence without reliability there can be no validity (Lyons & Doueck, 2010). Precautions have been set in place to ensure that accurate results are produced through credibility and reliability.
3.9.1 Validity 
Validity is the measure of research quality (Matthews and Ross, 2010), it is the extent to which an instrument yields the accurate results (Lyons & Doueck, 2010). As validity of the quantitative data was deemed to be relatively low, therefore to increase the validity of more subjective questions to the survey. The researcher has rephrased questions and have asked multiple questions with different question forms that measure the same subjective state (Ise, 2018). The interviews improved the overall validity to the study, as the participants were considered trustworthy, due to their positions within the tourism organisations. Factors such as experiences and knowledge of both industry and social media marketing were essential to the study’s validity and it was apparent that the interviewee owned such qualities. The researcher believes that credibility has been increased by performing qualitative research methods and testing the questions through a pilot study.
3.9.2 Reliability 
Reliability reflects consistency and replicability over time (Bruin, 2010). Reliability is a way for the researcher of assessing the quality of the measurement procedure. This attribute of instrument is referred to as stability (Golafshani, 2003).  Threat of qualitative data affecting the reliability is bias, this can be produced in the interview process, and therefore as the researcher has acknowledge this prior, to the conduction of research. Detection of bias opinions from interviewees was immediately redirected and steered away by the interviewer.  Consistency of measurements (Seale, 1999), has been vital through the data collection process, especially for quantitative data. To fulfil consistency, if the study would be taken again it would be hopeful that the results would be stay the same. The pilot study of questionnaires has increased reliability to the study. By correlating both methods of results in the analysis by a comparison, the results have improved reliability. 
3.10 Limitations 
According to Thomas (1996, p.11) “Limitations are possible shortcomings or influences that either cannot be controlled or are the results of the de-liminations by the investigator.” It was hugely important to the researcher that there was an assessment of limitations, of the study undertaken. Primarily, the main limitation that hindered the investigatory study was the drawback of secondary sources being restricted. YouTube as a tourism marketing tool is a specific topic area, consequently academic findings in relation to this was scares, in terms of conceptual theories relating to the study.                                            
 The research method selected was essential to the process in order to achieve the overall aim of the study, although it was found that there are some inevitable limitations that may exist in the design of the present primary research. Utilising a combination of qualitative and quantitative methods to produce a triangulation approach, allowed the study to obtain rich and in-depth data which thoroughly explored the subject of interest. A holistic picture of discovering the aspects that benefited and affected the potential of YouTube as a tourism marketing tool was performed, however there could be factors that limit the overall study. 
It is important to comment that the generalisability of the study still needs to improve. The ratio of qualitative respondents should have been increased as the researcher wanted to interview larger volumes of participants from marketing positions in a variety of large tourism companies. Participants regarding the phenomenological approach, it was estimated that it will be difficult to pursue in establishing a face to face interview, the alternative was telephone, email or skype which was a limitation was the researcher wanted to examine body language, voice tones and attitude to further the study’s validity and reliability. As the researcher aimed to contact large tourism organisations it was clear that the alternative measure had to be included instead of face to face interviews. This was a challenge as many efforts to contact these wanted participants was not successfully, due to the researcher going beyond their means of contact. Out of 64 emails and 11 telephone calls, only 7 respondents contacted the researcher back, however 2/7 did not reply when asked their availability and their desired way to be interviewed. It must be acknowledged that the researcher focused on large organisation, therefore it must be understood this was a factor in why contact was found difficult, yet it was essential to only contact companies with stature, as the study focuses solely on these type of organisations. 
The second limitation is targeted was the participants for qualitative research, it was in the early stages of the process that the researcher found it was difficult to gain access to contact information from the employees at tourism companies. As mentioned previously this affected the study as it altered the timescale making the researcher behind on the originally schedule. It has been made aware that the factor of time management affected the study’s overall results as Chapter 4 and 5 was on a restricted deadline, consequently this could be a limitation towards the research.  Thirdly, it has been recognised for any future study it needs to conduct fairly equal volumes of age demographics, as a large percentage of the survey population was categorized as Millennials and Generation Z. This would ultimately balance the judgment and allow clear distinctions between various demographics. This would ensure the validity of the results found in Chapter 4. 
Finally, the characteristics of bias and trust must be addressed. As the researcher as a particular opinion towards the topic of interest, therefore it was difficult to control emotions from the research data found. As the researcher was aware of this factor it was managed. It was also discovered that bias opinions were possibly made by interview respondents, this is a limitation as the data collected could be affected from bias opinions. Another was trust, due to the identity of the researcher having no power in upper management some respondents may not have fully trusted the researcher with the data gathered, thus true information about their opinions may not have been given.  	


Chapter Four
Analysis of Results
4.0 Introduction 
The process of data analysis is described by Saunders (2015) as completing a jigsaw puzzle where many disparate pieces of data can be polished into one final piece with representation of a full picture which ensures the bigger picture is seen. This chapter has addressed the analytical interpretation of the results and their application to the main purpose of the critical investigation. The main focus of this research was to discover the utilisation of the online social media platform YouTube, as a tourism marketing tool.  This was fulfilled through the set of objectives A-D to critically evaluate the level of potential the channel YouTube has as a tourism marketing tool. 
A. To investigate the advancement of digital marketing and social media within the     contempory society 
B. To discover how travel and tourism organisations utilise YouTube in terms of marketing to a potential consumer 
C. To evaluate YouTube tourism marketing from a consumer’s perspective 
D. To critically analyse key advantages and disadvantages of YouTube as a tourism marketing tool. 
The purpose of this chapter is to present and interpret results of data analysis that originate from primary research, following the research objectives (Pallant, 2013). This chapter has been divided into five sections: 
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These sections have revealed relevant themes that has been discussed within this Chapter. 
This was the best way to analyse the results due to the questions being designed around these objectives. The analysis of data results has been collected by both qualitative and quantitative approaches, which demonstrates a triangulation strategy as discussed in Chapter 3. 
The final questions and survey results are shown in appendices 4 & 10. A comparison between relevant survey questions have been made, to give the researcher the ability to cross tabulate questions of interest to discover trends and patterns of this investigatory study, this is shown fully in Appendix 11. The qualitative analysis of data has used a thematic approach whilst referenced in a matrix table to focus on the relevant quotes and key words to develop important themes. Quotations of relevance have been discussed and analysed in more detail in order to further reach a conclusion of the study’s overall aim. All interviews have been transcribed in Appendices 6, 7, 8, 9. Both forms of primary data have been integrated in the same sections, in light of the researcher being able to compare and contrast results. 
This Chapter of analysis has answered the research question and compared the data analysis results with the literature findings, to find out the agreements and differences between Chapter 4 and Chapter 3 (Field, 2013).


The positivism approach set by the researcher cumulated a total of 243 respondents via Survey Monkey with a 98% completion rate (Survey Monkey, 2018). The researcher originally aimed for 200, thus this target was met and exceeded.  The data collection period was exactly one month. The process was simple random sampling as this gave the opportunity for the researcher to expand the results globally and not designate to a specific region, thus the ability to maximise the total number of respondents, however limitation could be seen as there is no approach to examine if the respondents expressed the truth (Miles et al, 2014).
The qualitative data targeted industry professionals within large tourism organisations to improve the reliability status of the study and to discover from a tourism company’s perspective the potential of YouTube as a tourism marketing tool. It was vital to receive data from both angles (positive and negative feedback) to weigh the advantages and disadvantages from consumers and tourism organisation opinions. A total of four interviews was achieved, all from large tourism corporations. 3 out of 4 interviews were from employees based in marketing and social media fields at high level positions of large tourism organisations, this allowed the researcher to gather important data specifically about the tourism marketing and sustain more reliable information due to the experience in the department of marketing or social media for the study’s results. As the researcher aimed to gain data from large tourism companies, it must be noted that such interviews were difficult to arrange with face to face interviews, due to the busy schedules of each participant, therefore 3 out of 4 was completed via Skype and email.   
Interview One – Global Marketing Manager at Visit Britain 
Interview Two – Digital Marketing Executive at Cruise and Maritime Voyages 
Interview Three – Food and Beverage Manager at Marriott Cardiff 
Interview Four – Social Media Team Member at TUI 

4.1 Section One: Demographics 
4.1.1 Quantitative Demographics 
Figure 9 Q15, represents the gender demographic. 232 out of 243 respondents answered consequently, 11 participants skipped Q15. 
[image: ]The majority of percentage was Male equivalent to 50.43% (117) of respondents. 48.71% (113) of respondents were Female and the other demographic percentage represents a total of 2 respondents that stated, ‘Prefer not to say’.  The ratio between the genders was fairly equal in comparison between Male and Female, this demonstrates an accurate contribution of the population. [bookmark: _Toc512011423][bookmark: _Toc513559497][bookmark: _Toc513647718]Figure 9 Survey Results Q15

The bar chart below, is representation of the age range population of respondents. Figure 10 Q16, has a total number of 235 answers and 8 skipped out of a total 243. The highest percentage of participants was in the age group 18 to 24, this demographic represents 45.96%, 108 respondents who were in this category. 25 to 34 signifies 28.09% (66), 35 to 44 was 10.21% (24), 45 to 54 8.94% (21) and the lowest age demographic that took part was the age group 55 to 64 6.81% (16). 65 to 74 and 75 or older age group had no participants to represent this age group, however it was important to not be ageist and include this ranges. 
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[bookmark: _Toc512011424][bookmark: _Toc513559498][bookmark: _Toc513647719]Figure 10 Q16 Survey Results


Figure 10 clearly reveals, as the age demographic gets older, the percentage of participants decrease. This highlights that it could be the factor of the survey being online or the subject topic being YouTube, therefore it is unknown if the study was created again the same volumes of age groups would differ or stay the same, yet research suggests that YouTube is a topic of interest to younger generations. This could explain the high volumes of 18 to 34 who have completed the survey. The statistics from the official report of 2017 by YouTube presented in Chapter 2 shares similarly findings as previously stated the largest percentages in age that use YouTube is 25-44, and the results of this primary research shows the highest percentage ages 18-24 this is because the majority of data gathered was from this age group.  


4.1.2 Qualitative Demographics 
Interview One – Global Marketing Manager at Visit Britain (Male) 
Interview Two – Digital Marketing Executive at Cruise and Maritime Voyages (Male) 
Interview Three- Food and Beverage Manager at Marriott Cardiff (Female)
Interview Four- Social Media Team Member at TUI (Female) 
2/4 interview participants were Male and 2/4 were Female. This shows there was an equal balance in the ratio of genders in the data collection of qualitative data, although there was 1 Female that had knowledge of social media, the most knowledge that was gained was from the Male participants. This was due to both Males were specifically in the field of Marketing and at high level positions within their department compared to the Females respondents, in which the Female that was in a high position in Marriott, she was not in the area of marketing and social media and the Female at TUI UK was at a lower position and had been working at the company for a year. This demonstrates an unbalance of experience and knowledge in contrast to Male and Female. 
Participants aged from 22-55, these are the margins similar to the quantitative demographics.  This represents a limitation as the researcher has no data from ages of 65+, which is seen as a negative as it would be interesting to contrast data from the opinion of the older generation. In order to observe if there was a clear difference in the thoughts of YouTube as a tourism marketing tool. 



4.2 Section Two: Objective A ‘To investigate the advancement of digital marketing and social media within the contemporary society’. 
Majority of the findings to fulfil objective A has been done through secondary literature located in Chapter 2, however it was important to source primary data to support the theory. 4.2.1 demonstrates quantitative online survey data collection and 4.2.2 represents qualitative result findings from the interviews. 
[image: ][bookmark: _Toc512011425][bookmark: _Toc513559499][bookmark: _Toc513647720]Figure 11 Q1 Survey Results
4.2.1 Quantitative Data Results

Figure 11 Q1, demonstrates the most popular social network is Facebook, 236 out of 243 97.12% stated they all have an active account, in section 2.1 in Chapter 2 where Zephoria, (2018) reveals Facebook being the largest social media site globally, thus supporting the survey results. YouTube followed being the second most popular account 81.89% (199) people selected this option, this is significant as it shows the existing audience that YouTube holds and its popularity.
[image: ]Figure 12, Q2 demonstrates that YouTube was selected the most popular channel to be used by consumers on a daily basis, 99 people chose this option which is 50.77% of the population. The results suggest that YouTube is used more than Instagram (91) and Twitter (89). [bookmark: _Toc512011426][bookmark: _Toc513559500][bookmark: _Toc513647721]Figure 12 Q2 Survey Results

[bookmark: _Hlk512007400]Q3 ‘which social media platform do you prefer the most’ this was an open-ended question to obtain data that gives the researcher the ability to ask ‘why?’ as it was important to understand the reasoning behind why they chose the social media sites that were believed to be the most preferred. A large percentage of participants skipped this question (116) which left 127 out of 243 to answer. The majority selected Facebook, however many chose YouTube, and the reason why was interesting as it was believed that watching videos was more engaging to consumers and entertaining, as suggested by Reino (2011) in Chapter 2. Below shows comments by several respondents that chose YouTube.
Respondent 147: “I think the most beneficial site that I personally use is YouTube as it lets you collect specific content in watch your looking for and provides more detail through videos”
Respondent 129: “YouTube prefer watching videos than reading content”
Respondent 69: “YouTube because videos are engaging”
Respondent 11: “YouTube; you can find almost anything on the site, it’s filter base is great as I can find accurate searches”
Respondent 7: “YouTube, videos are the best way to fully explore the information and what your looking for” 
[image: ]The above results highlight a theme that suggest that consumers utilise YouTube, as the popularity suggests that this platform is the second most used social media site. [bookmark: _Toc512011427][bookmark: _Toc513559501][bookmark: _Toc513647722]Figure 13 Q4 Survey Results

[bookmark: _Hlk512007496]Q4 Figure 13 demonstrates the magnitude of consumers that have been influenced by social media marketing. 242 of participants answered this question and out of that percentage 206 (85.12%) of participants admitted that they have been influenced by this digital marketing method. The minor percentage was 36 (14.88%) who selected ‘No’, this suggests the effectiveness of marketing, through these channels. 
The researcher believed it was important to discover which age demographics were significant, consequently Q4 was cross tabulated with Q16 results in Figure 14.
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Figure 14, reveals that ages 18-34 are influenced by social media marketing the most, as 174 respondents chose option ‘yes’. This highlights a theme, for example the graph suggests that as the participants increase through age, the demographics are less influenced by this form of marketing. The highest percentage that selected ‘no’ are 55-64. This highlights the factor that the millennial generation are more inclined to purchase through social media marketing rather than the older generation which shows that tourism companies must be aware of the target market that are influenced. Carnoy (2017) supports these findings as stated in Chapter 2 p.18 of the study, that the younger generations have the most profound effect on social media marketing results. 
4.2.2 Qualitative Data Results
[image: ]“Usually results in findings with a high level of validity” (Collis & Hussey, 2013) To achieve objective A, a thorough investigation was established to review the advancement of digital marketing and social marketing. This was completed by designing questions for key employees at large tourism organisations, so that the questions would develop the opportunity for the researcher to gain an insight into the perceptions of the industry and to enhance the survey’s validity. [bookmark: _Toc513120750][bookmark: _Toc513661290]Table 3 Quantitative Data

Table 3 represents the opinions of four key industry participants who were unanimous, in the belief that digital marketing is a vital component to each tourism organisation’s marketing strategy. This shows that the importance of adopting digital marketing practices in tourism marketing is critical, which supports Hays et al (2012) theory, of tourism organisations focusing on digital marketing to be their key marketing approach. 
[image: ]Located in Appendix 1, Interview One further states that ‘Audiences are changing and are more confident in booking and researching their own arrangements and travel; brands need to be in this space to help capture them for booking/ answer questions/ drive to more content”. When analysing this quote it clearly agrees with statements made by sourced literature in Chapter 2. Web 2.0 has made the tourism industry change marketing strategies (Mikhail 2008) and consumers have changed their way of connecting with the tourism industry such as communicating, transactions, booking and sharing experiences (Hays, et al 2012), which has ultimately put a significant pressure on companies utilising digital marketing correctly, especially on social media. [bookmark: _Toc513120751][bookmark: _Toc513661291]Table 4 Quantitative Data

Table 4 demonstrates, three questions asked by the researcher to gather primary information about social media marketing to further strengthen the study’s sources and data found. When asked the most effective digital marketing method, 2 out 4 interviewees stated the social media marketing was the best method, these participants interview one is Britain’s largest tourism board and interview four is the world’s largest tourism operator. This shows that these large corporations consider social media being the best method to market, Evans (2012) provides further justification from this data, as stated previous “sits at the pinnacle of the current trends in consumer to consumer conversation and marketing effort amplification”
 Which is evident that YouTube as potential as a marketing tool. It was unexpected by the researcher that 2/4 interviewees said that email marketing was the best method, however this is a good method to use only when an organisation has a large database of contacts. 
The second question from Table 4, reveals all participants use social media marketing. Interview one, states “social media can highly influence a consumer in the decision making and holiday process”, this primary quote supports section 2.2.2 The Social Media marketing’s influence on the Tourism Sector in Chapter 2. 
All participants state that Facebook is the most effective channel to market their products and services on, this was expected due to this platform being the largest social media site in the world and the factor that the majority of all age group are active via this channel. 








4.3 Section Three: Objective B ‘To discover how travel and tourism organisations utilise YouTube in terms of marketing to potential consumers’ 
In this section, the majority of primary data has been analysed from qualitative collection of data to achieve objective B. Due to the information being sourced directly from tourism organisations, in the aim to gain useful data which has allowed in-depth probing (Berry, 1999) in how YouTube is utilised to market to consumers. This section would be one of the most vital components to the study’s overall outcome, as it will conclude if companies are successfully using this channel. 
[image: ]It was important to understand the participant’s opinions of YouTube, Table 5 demonstrates key sentences that the interviewees disclosed to the researcher.[bookmark: _Toc513120752][bookmark: _Toc513661292]Table 5 Quantitative Data

When observing the interviewees responses to the same question asked by the researcher, it is clear that the views on YouTube are positive, as participants comment on the potential the channel due to its popularity. Interview Four from TUI, believes this channel has great benefits for the tourism industry, this correlates with (Forristal, 2012), belief of YouTube being great tool for the industry. 
Interview One, comments on the platform being used as a dumping ground, which affects its potential. It was important that the interviewee from Visit Britain elaborated on this statement to further explain the meaning of what he meant by ‘dumping ground’. The respondent further states that “Official brands do not use YouTube in the same way as other channels, brands hardly post and when they do it is a video of a TV advert, they do not post new material and keep consumers engaged enough”. The interviewee further states ‘Tourism brands have not yet grasped the potential YouTube has”. This statement supports Reinhard (2009) theory “the potential of YouTube has not been fully realized by tourism organisations”. This evidence suggests that some tourism organisations not utilising YouTube as well as they could because they do not understand what consumers want. 
In order to be successful on YouTube, Reinhard (2009) highlights in Chapter 2 consistency and frequently published content is key in attracting audiences, however as interview one states he believes that tourism organisations are not suppling good content for consumers. 
[image: ]In correlation from a consumer’s perspective, the majority of the respondents from the survey agrees that tourism brands are not effectively utilising their YouTube channels to market to consumers. [bookmark: _Toc512011429][bookmark: _Toc513559503][bookmark: _Toc513647724]Figure 15 Q9 Survey Results

9 participants skipped this question leaving 234 respondents to answer. Fig 15 Q9 shows that 214 (91.45%) selected ‘No’ this means that consumers widely believe that tourism organisations are not using their channels as well as they could be, demonstrating a loss of potential. In fig 15 respondents was encouraged to explain their answer, these were several comments that were made: 
Respondent 138 “Not producing content that is solely exclusive on YouTube, just tv advertisements. Their videos need to include more information on products and services”
Respondent 98“They always seem forced and disingenuous”
Respondent 26 “if they would properly utilise their channels i think they would have high potential to market consumers but they don’t update videos or produce content that would go viral! I think they should use humour to create more attention for their videos”
Respondent 7 “I selected no as they are not selling their products to me as videos are just tv advertisements”
[image: ]The above comments further highlights Reinhard (2009) concept and interviewee One point of view, that tourism brands are not effectively utilising YouTube.[bookmark: _Toc513120753][bookmark: _Toc513661293]Table 6 Quantitative Data

Table 6 Shows that all of these large tourism companies use YouTube, in their marketing strategy. Each organisation, utilise this platform in different ways. Interview Two uses YouTube for advertisement, they produce 30 secs ads in between popular videos. Interview Four, TUI promotes destinations and holiday collections however their content is mostly TV adverts which is not original content. Although the interviewee Four from TUI supply’s information on their yearly views, it is important to highlight in Chapter Two, TUI was used as an example of a large tourism company not receiving high volumes of subscribers e.g.: they have only obtained 13,171 subscribers (TUI, YouTube 2018) which is low in comparison to other channels across this platform. Interview Three, an employee from Marriott states they have obtained a channel, yet shown in Chapter 2 similar to TUI, Marriott has a low numbers of subscribers.  
[image: ]In the aim to discover how tourism brands are utilising this social media site to market to consumers, it has been identified that although all these organisations use YouTube, it is about how they effectively use this channel. Table 7 shows Interview One & Two do not have any current marketing strategy on this channel. Interview Three and Four do have current strategies placed on YouTube. Marriott reveals they have a series on YouTube for the public, yet when viewed by the researcher, the last video that was posted was 4 months ago. Further information in Table 9 from Interview Three comments when asked what type of content do their channel produce for subscribers it was revealed that Marriott produces TV adverts. This is justifies  further evidence of a tourism brand not utilising the potential of the channel as it has been discovered that users are not engaged by non-exclusive content. [bookmark: _Toc513120754][bookmark: _Toc513661294]Table 7 Quantitative Data


A tourism company can effectively use YouTube by working with an influencer in the YouTube community, The concept of influencer marketing was noted in from Chapter 2 and was seen to be a great advantage for the tourism sector. Brown & Hayes, (2013) supports this by stating in the review of literature “Influencers are used for their ability to impact a larger audience” on YouTube is can be done by exposing and reviewing a particular product or service in a YouTubers video. The result of this success was shown in Chapter 2 from a popular YouTube Casey Neistat working with Emirates. It was important by the researcher that this theory was questioned to the consumers, to receive primary results on influencer marketing and determine accurate data, on if this concept works. 
[image: ]Q11 Fig 16, shows the results of influencer marketing being tested.[bookmark: _Toc512011430][bookmark: _Toc513559504][bookmark: _Toc513647725]Figure 16 Q11 Survey Results

When questioned would you be more willing to purchase from a brand if a popular YouTuber or Celebrity promoted that company on their YouTube channel, the results found that the public would be influenced and in fact would purchase from that company. 167 (70.17%) of consumers selected ‘yes’ this highlights that influencer marketing effectively markets to the public. This, supports the theory stated in Chapter Two and positively correlates justification in why it would be beneficial for tourism brands to utilise this on YouTube. 
[image: ]It is important to compare these result findings with the qualitative data findings to a similar question that was asked to tourism organisations. [bookmark: _Toc513120755][bookmark: _Toc513661295]Table 8 Quantitative Data

To achieve objective B, in how they use YouTube. It was discovered that 2 Interviewees stated that their company has paid a YouTuber to market a product and service or promote their brand. Interview Two, Cruise and Maritime Voyages state they have not, yet this digital marketing executive is aware of the influence a YouTuber can have over their audiences. Both Visit Britain and TUI UK, clearly utilise influencer marketing, this justifies the importance of this form of marketing on YouTube and demonstrates an example in how tourism organisations can use this platform. 







[image: ] Reino & Hay, (2011) comments that tourism organisations have not fully embraced YouTube as a marketing tool, the researcher has support this statement, by the primary evidence that has been shown, although they are present and produce content on YouTube. Organisations can contribute more into their marketing efforts and their presence on YouTube, as it has been discovered that in-frequent content and TV adverts does not receive high quantity of views from the public, thus ultimately not being used to its full potential.  Table 9 reveals when the researcher asked the interview participants if their company utilisation on YouTube should improve, it was unanimous that all channels could further develop and advance to reach more subscribers, views, like, shares and brand awareness to increase profit. [bookmark: _Toc513120756][bookmark: _Toc513661296]Table 9 Quantitative Data

All comments made by respondents demonstrate that each YouTube channels by these companies could do more for the community. Interview One, states that Visit Britain does not do enough on the LOVE, GREAT BRITAIN YouTube and they need to promote the brand further. Interview Two states that consistency is key, this supports Reinhard (2009) on consistent videos. Interview Three from Marriot says that YouTube has the opportunity for a more branded message to its public and Interview Four at TUI, reveals that they are aware that TV adverts are not doing justice for the channel. 


4.4 Section Four: Objective C ‘To evaluate YouTube tourism marketing from a consumer’s perspective’
[image: ]In order to successfully evaluate YouTube as a tourism marketing tool, the researcher had to investigate YouTube from a consumer’s perspective. This has given opportunity to fully analyse from two perspectives and correlate results from the interviews and relate them to the survey results.  The findings from the quantitative approach has established the full scale of potential that YouTube holds as a tourism marketing tool. [bookmark: _Toc513559505][bookmark: _Toc513647726]Figure 17 Q5 Survey Results

It was important to discover what type of tourism content do consumers watch on YouTube, Q5 shows the results of these findings.
Crowel, Gribben & Loo, (2014) demonstrates in Chapter 2 a pie chart of tourism-related content, as shown travel vlogs was the largest percentage that users subscribe on YouTube. Due to the former research undertaken it was expected that consumers were going to select Travel Vlogs, and this theory was proven correct. 175 (73.22%) out of 239 respondents chosen travel vlogs. Destination promotional videos was the next option chosen then followed Product review videos. It was not expected that official brand videos were going to be the smallest percentage as only 65 (27.20%) out 239 that have watched this type of tourism content, this shows are consumers that not viewing tourism brands on YouTube. It was important to further investigate these results, Q5 has been compared with age demographic to examine if there was [image: ]a pattern that emerged. [bookmark: _Toc512011431][bookmark: _Toc513559506][bookmark: _Toc513647727]Figure 18 Q5 Compared with Q16


Q5 & Q16 has been cross tabulated to merge a theme, Fig 18 has highlighted that the younger age demographics tend to be travel vlogs the most watched tourism-related content on YouTube. It was found that Official brand videos tend to be the less watched by age demographics from 18-44. This alters through the older generations, as the graph shows that from 45-64 official brand videos are the most watched and travel vlogs decrease in percentages for these demographics. 
[image: ][bookmark: _Toc512011432][bookmark: _Toc513559507][bookmark: _Toc513647728]Figure 19 Q6 Survey Results


This study found that consumers use YouTube videos to retrieve information about destinations and tourism organisations. 179 out of 235 selected the ‘yes’ option which is a large percentage in comparison to participants that selected ‘No’ (56). This unearths that consumers are utilising YouTube for tourism information, this shows a market for channels to capture these consumers, in order to entice them to their products and services.  White’s (2017) observation believes YouTube is used from three components gather trip inspiration prior to booking a product or service, reviewing holidays and tourism products/services and to gain an idea for next destination, this graph relates to this theory as it shows evidence that the majority of participants are in agreement that they use YouTube to obtain information on tourism. 
   
[image: ]Q12 determines that the common theme is that consumers are influenced by YouTube videos on their choice of holiday destinations. This correlates with Q6 as the majority gather information on a destination or company on YouTube, consequently when comparing 70.51% of the population asked are influenced by YouTube content, therefore this is an advantage for YouTube being a tourism marketing tool because it shows that videos successfully market to consumers. 
[bookmark: _Toc512011433][bookmark: _Toc513559508][bookmark: _Toc513647729]Figure 20 Q12 Survey Results







Q12 was cross tabulated with Q16, to discover if there was a theme between age demographics and influence. The above graph shows that there is a significant theme between younger and older generations.  18-44 are influenced by videos, therefore this shows a clear diffraction between ages 45-64 has they stated they were not influenced by YouTube. This highlight again that younger generations should be targeted on this channel. 
[image: ]
[bookmark: _Toc512011434][bookmark: _Toc513559509][bookmark: _Toc513647730]Figure 21 Q12 Compared with Q16




A total of 150 (63.03%) are subscribed to an official tourism company on YouTube, these results was unexpected due to large percentages on participants in Q5 that did not select official tourism brands on watched content. This can be explained because although the majority are subscribed to an organisation on YouTube, relating back to Q9, 214 (91.45%) chose that these official tourism accounts on YouTube did not effectively utilise their channels to market to consumers. This is a huge disadvantage as it creates a theme in which, the public subscribed to these channels are unsatisfied[image: ].[bookmark: _Toc512011435][bookmark: _Toc513559510][bookmark: _Toc513647731]Figure 22 Q8 Survey Results








The researcher believed it was important to gather data from consumers to examine how the public would rate the potential of YouTube being a marketing tool. 
[image: ]This bar graph shows out of 5 stars, 1 star being the lowest and five being highest potential, the largest percentage was 4 out of 5 stars, with 104 (43.88%) participants selecting YouTube has a high potential of being a tourism marketing tool. This reveals from a consumer’s point of view that YouTube has the opportunity to succeed as a successfully marketing tool. [bookmark: _Toc512011436][bookmark: _Toc513559511][bookmark: _Toc513647732]Figure 23 Q14 Survey Result







4.5 Section Five: Objective D ‘To critically analyse key advantages and disadvantages of YouTube as a tourism marketing tool’ 
Section 2.7 and 2.8 in Chapter 2 have been seen to achieve objective D, from sourced information as the review of literature has ensured accurate and reliable information towards these advantages and disadvantages have been evaluated. It has given the opportunity of secondary information to support this primary data that has been found.  
4.5.1 Advantages 
[image: ]The interviews allowed the researcher to ask from their opinions, what they consider the advantages of YouTube for marketing purposes are, in order to gain data from industry professionals.  This table shows clear differences in advantages stated by the interviewees[bookmark: _Toc513120757][bookmark: _Toc513661297]Table 10 Quantitative Data

Fairley (2015) believes that the viral-ability factor is the main advantage of marketing on YouTube, when correlating evidence Interviews Two & Four supports that statement by Fairley. Section 2.7.2 analysed this viral factor in the review of literature.  Located in Appendix Seven, Interview Two states “high traffic volumes which allows videos to become viral”, Torres (2016) states that video generates greater engagement, higher conversion rates and boost effectiveness’ thus revealing why videos have a higher chance of going viral plus including the factor of YouTube being the largest video social media channel globally. Interview four shares this belief with interview two, as TUI recognises the potential YouTube as for viral-ability and mass attention, this is clear evidence of an advantage of YouTube.
[image: ]Interview One, comments that YouTube videos can give the ability to tell a story, this is beneficial for a tourism organisation aiming to get their message across to successfully amplify to consumers. Rich (2013) comments on video marketing to be informal yet powerful way to communicate with consumers, YouTube has allowed businesses to approach their marketing strategies with visual content. This complements Interview One’s statement of telling a story and amplifying to customers, as watchable content gives further engagement while showcasing a product Rich (2013). [bookmark: _Toc513120758][bookmark: _Toc513661298]Table 11 Quantitative Data

The research question above concludes that these tourism organisations are all in agreement that YouTube can be a successfully tourism marketing tool and has great potential. This is advantage because it suggests that these companies will do more to use YouTube as a marketing tool in the future. 
Interview Four has highlighted what has been found in this investigatory study, has the employee from TUI, states the channel has high potential and long-term success, however it is a disadvantage in which brands must utilise the platform better in order to capture what content tourists want. Chapter 2 has discovered this problem with this social media network has it has shown, that organisations are not utilising the channel. However, it is clear that YouTube has high potential, as consumers are using the site for travel and tourism purposes, as discovered within this Chapter. 

4.5.2 Disadvantages 
[image: ] [bookmark: _Toc513120759][bookmark: _Toc513661299]Table 12 Quantitative Data

It was important to discover what tourism organisations believed the disadvantages of using YouTube was. The research question has aimed to explore and justify why their YouTube channels was not successful as they could be. As Table 12 shows all interviewees have differences in opinion. Interview One comments that ‘targeting consumers’ was the challenge while Interview Two states that the disadvantages was the strict terms and conditions of YouTube and the maintence cost. 
Interview Three states that ‘YouTube is for the younger generation’ this shows a disadvantage of YouTube as primary research has revealed that the younger generation are more influenced and use YouTube more in comparison to older age demographics. Carnoy (2017) demonstrates this impact from the millennial generation in Chapter 2. The interview participant sees this as a disadvantage, in contrast for the long-term goal it is a benefit. The younger generation will eventually become the older generation, thus highlighting the point that YouTube will be used more in years to come and will grow in popularity, therefore it will become more similar for marketing tourists on YouTube by companies.  Although currently YouTube is heavily utilised by the younger demographics for future observation tourism organisations can benefit from this factor. Interview Four contrasts with evidence found from Q13 and Chapter 2, which is shown below. 

[image: ]Tourism Advertisement in Chapter 2 was evaluated as an advantage, due to the brand awareness it can contribute to an organisation. Bumper ads were shown as advantage due to the success 100% Pure New Zealand has made, however they are 6 seconds long. A full advertisement of YouTube has been evaluated that they do not work as effectively, due to the results of fig 23 Q7.  5 skipped this question and 238 answered, 113 (47.48%) of respondents selected strongly agree which shows that the majority of consumers will skip an advert on YouTube instead of watching the full advertisement. This is a limitation towards tourism organisations as users are not engaged with advertisements. [bookmark: _Toc512011437][bookmark: _Toc513559512][bookmark: _Toc513647733]Figure 24 Q7 Survey Results







Another significant disadvantage of YouTube being a tourism marketing tool was the impact of user-generated content/tourism videos created by real tourists. Reino and Hay (2011) theory suggests in section 2.8.2 “The dominance of tourism videos has been produced from real tourists rather than official tourism organisations on YouTube”. Although user-generated can benefit the tourism industry, this development in negative towards tourism companies, as consumers are becoming more independent, thus are not relying on the business of various travel and tourism organisations. Official brands are being over-shadowed in their marketing efforts on YouTube by real tourists and consumers suggests Reino and Hay (2011) in Chapter 2, therefore this is a problem as supported by Reinhard (2009) negative content by consumers can seriously affect a marketing campaign set by official brands. 
[image: ]Fig 25 Q13 support these findings:[bookmark: _Toc512011438][bookmark: _Toc513559513][bookmark: _Toc513647734]Figure 25 Q13 Survey Results

237 answered 6 participants skipped Q13, 120 respondents selected strongly agree. This demonstrates a common theme as fig reveals that over 50% of the population should rather watch videos made by real tourists (user-generated) then official tourism brands on YouTube. This is a significant discovery has it further highlights official brands utilising YouTube well enough to consumers.  In Table 12 when asked the disadvantages on YouTube marketing to interviewees, Interview Four stated “viewers are mostly interested in content produced from user-generated which is a problem for official brands”. In comparison with Q13 and Chapter 2 this clearly shows that tourism companies are aware of this issue. However, it could be possible that consumers only prefer user-generated content because official brand channels are failing in producing engaging videos and consistent uploads. 

















Chapter Five
Discussion and Conclusion 

5.0 Introduction 
Pallant (2009) suggests there are five basic ingredients to conclude an investigation, these components have been applied within this Chapter. The main aim of this investigatory study was to critically analyse the potential and use of YouTube as a tourism marketing tool. In order to fulfil this aim, the study thoroughly investigated the topic of interest in 4 main areas. This enabled the study to explore all aspects of YouTube and its utilisation. 
 Research Question: Is YouTube being utilised effectively as a Tourism Marketing Tool?
The researcher examined the topic from two different perspectives; the first was from a consumer point of view. In Chapter 2 the researcher investigated user-generated content and its effects on the official tourism brands. It was vital the primary research was designed to gather data that would support the secondary literature. This was completed by discovering the potential of the current marketing activity had on YouTube and to exploit the consumer’s opinions of tourism videos produced by official organisations. In order to investigate the overall potential of YouTube being marketed to the public. It was also important to further increase the data with high validity to the study, therefore the advantage to this was a direct insight into the marketing strategies set by these large tourism corporations on YouTube. Chapter 4 then analysed the results of the qualitative findings in order to judge the strength of tourism organisations utilising YouTube for a marketing tool. 	
The advantages and disadvantages of the study’s topic area had its own objective as it was vital to critically analyse the positives and negatives of marketing on YouTube. Chapter 2 further exploited these pros and cons which then supported the data found in Section 5 of Chapter 4. Consequently, the 4 objectives that were set, were all achieved by the researcher, as findings from primary and secondary research correlated successfully together, meaning that the researcher was able to fully conclude this study, in a non-bias fashion through an evidential method. 
This Chapter discusses a summary of conclusions found from each objective discovered from analysed primary data and key literature theory, then a full conclusion to determine if the research question was achieved. Limitations have been examined to investigate the drawbacks of the study. Next the researcher has then evaluated the opportunities for future research and strategic recommendations are prosed to improve the use of YouTube tourism utilisation.  
5.1 Objectives Conclusions 
Objective A ‘To investigate the advancement of digital marketing and social media within the contemporary society’
It was found that all organisations in order to be successful must implement digital marketing into their strategies. Social media was evaluated to be the most effective method of marketing in the present day.  The progression of YouTube growth and video marketing was seen as a result in the advancement of digital marketing and social media. 
Objective B ‘To discover how travel and tourism organisations utilise YouTube in terms of marketing to a potential consumer’  
The aim was to determine how organisations in the tourism industry utilise YouTube to market to consumers. It has been discovered that they provide consumers with irregular content and non-exclusive videos. The study has found that tourism organisations are not effective in marketing on YouTube.  
Objective C ‘To evaluate YouTube tourism marketing from a consumer’s perspective’
Consumers are increasing utilising the platform for tourism purposes and are being influenced by video content set on YouTube, however the disadvantage is that users are being marketed by user-generated content and not watching official brand videos. 
Objective D ‘To critically analyse key advantages and disadvantages of YouTube as a tourism marketing tool’ 
Theatrically the advantages for YouTube as a tourism marketing tool, demonstrates that there are significant opportunities for global organisations in the tourism sector. Primary and secondary data have showed this potential.  Yet, the disadvantages mentioned in Chapter 2 and proved in Chapter 4 have determined that YouTube marketing in the sector needs improvement in terms of utilisation before organisations are rewarded for the benefits.  
5.2 Discussion 
Ryan (2016) identified a key theory in which businesses are altering marketing strategies within their communications channels to their consumers. Chapter 4 detected a key theme in digital marketing being recognised as the most powerful tool in which supports Hays et al (2012) that the tourism industry must centralise digital marketing as key in their approaches, this creates further knowledge of the advancement. The study from both primary and secondary data clearly shows social media is currently the best method of marketing in today’s society. This is supported by the data found in Q4 of the survey, as it revealed the high volumes of consumers who have been influenced by social media marketing. For tourism, this is key as it was stated by Interview One; social media has the power of influence, in the decision making and holiday process of a consumer, demonstrating the progression of social media correlates with primary results. The advancement in digital marketing has led to YouTube increasingly growth in popularity and utilisation as a marketing tool, consequently displaying justification in why this objective was vital for the study’s overall aim, 
It was discovered by Cohen (2010) tourists are becoming more demanding and independent, ultimately the communication environment is rapidly changing suggests Hudson et al (2017). As this has been understood this further demonstrates the importance for tourism organisations utilising YouTube for marketing. 								     It was revealed that the significant development of digital marketing and social media was the advancement of Web 2.0 within the tourism industry, this supports Cohen (2010) as Web 2.0 has spawned user generated content. This can be argued social media has fundamentally changed how travellers access information, this has been interpreted by (Hays et al 2012) in Chapter 2. Hays et al (2012) further explains that planning, booking and sharing travel experiences has changed, this clearly suggests that the tourism industry must change with consumers, which means as social media is increasingly becoming an essential part of everyday life, organisations must improve marketing on social media platforms especially on YouTube as they are currently not competing with the magnitude of content produced by users. The reason for this was also found; companies are experiencing pressure communicating to consumers due the changes of tendencies and behaviour in tourists.	These findings suggest that companies are struggling to cope with the evolution of change in consumers online. 	
 The study has demonstrated key elements and theories of why digital advancement has thrived, social media marketing has been evaluated as the most effective way to market a consumer in the contemporary society. The key themes of the advancement in digital marketing are organisations using them as a main strategy and being the most profound affect to happen in the history of marketing. Social media has been identified in the study as a key development for the tourism industry to communicate with consumers however has found a challenge in that tourists are becoming less reliant of various companies within the industry due to the independency social media has brought.  
Miller (2011) suggests that businesses are attracted to YouTube due to the size and scale, a video can bring to global consumers. It can used as an instrumental tool to improve customer loyalty, achieve cost-effective sales, share information, enhance customer service efforts and develop promotion capabilities. (Rich, 2013) explained in Chapter 2, in addition tourists and travellers can use YouTube to research possible destinations, transportation, accommodation, leisure activities and make online purchases of these products and services (Adam, 2007). The study has previously highlighted the social impact of these organisational strategies by displaying the volumes of consumers that are active via this channel and the possibility to market products and services. 
It is apparent the social impact of YouTube, potential scale of a YouTube channel and marketing capabilities on YouTube are advantages within itself. Chapter 4 highlighted further potential as the viral-concept discussed in Chapter 2 was supported by primary data as the interviewees commented on the advantages. The theory of influencer marketing was tested and supported by relevant theory that suggested this is a method in how tourism organisations can utilise YouTube as a main strategy due to the awards it brings which was shown from the volumes of consumers that were influenced and represented in Chapter 2. Chapter 4 revealed that consumers are influenced by YouTube videos through choice of destination and that users do retrieve information on tourism related subjects, which demonstrates the potential. 
Demographics was a key theme, as the younger generation proved that they are influenced and the old generations was less inclined to use YouTube and be influenced by this network. Although this is significant result found it must be stated that the study is analysing YouTube marketing presently and also determining the future potential, therefore as the future is for the younger generation, this is possibly a long-term advantage. Section 2.2.1 ‘The Social Media Marketing’s Influence on the Tourism Sector’ commented on the impact of social media marketing influence, Carnoy (2017) revealed that millennial generation is responsible for the success of tourism social media marketing, as it demonstrated the power this generation has for future tourism marketing.
On the contrary, the possibilities for success on YouTube is extreme due to the data found, however it is discovered that YouTube tourism marketing is for the future and not for the present. The disadvantages outweigh currently the advantages in how YouTube is currently effectively utilised.  
Through primary data which correlated to source literature, it must be determined do travel and tourism organisations effectively utilise YouTube for marketing purposes?  The research clearly suggests that tourism organisations are not utilising YouTube to market consumers to the platform’s full potential. 								             This contradicts Forristal (2012) of YouTube being a great tool for the industry as the sector is not focusing marketing efforts through video content. 
 It has been discovered there are several issues with organisation’s utilisation on YouTube. Firstly, the theme detected was the failed YouTube content produced by official brands. Chapter 4 from qualitative research suggested that tourism brands do not produce exclusive content on YouTube, Interview One stated official brands hardly post when they do, it’s video of TV advert. This correlates with Reino & Hay (2011) theory in which traditional marketing techniques such as TV adverts do not work online as these methods are becoming less relevant to new tourism consumers.  

The second implication was showed in Chapter 2 & 4 this problem was consistency and frequently (Reinhard 2009) tourism organisations are not effectively utilising YouTube marketing as videos are not being posted on YouTube with a regular schedule therefore it was found that this affects to progression of a channels success.  Failure to update and refresh their online profile is one of the most frequent criticisms by consumers of online tourism information (Reinhard 2009), this is evidence of consumer’s belief that YouTube is not being efficiently used by organisation and further supported this theory in Q9 results.
From primary results, it was a benefit that these large companies do have a YouTube channel, meaning they are acknowledging the importance of YouTube. Due to them occupying a public channel, however the problem lies with supplying good content to ensure growth for the channel and engage consumers to their products and services. Awareness of this problem was found as all interview participants were in agreement that utilisation of their channels should improve, this displays an advantage as these tourism organisations recognise that changes must be made when using tourism marketing on YouTube.  Yet, it has been discovered at currently utilisation on YouTube tourism marketing is not effectively being used.	
The common theme that was discovered was consumers are preferring content made by real people, this is user-generated content. It is clear by the results gathered that from all sets of data the implication of tourism brands not effectively utilising has been noticed by users. A large percentage of consumers are subscribed to official tourism brands, however the disadvantages towards YouTube marketing was found official brand content was the least watched type of tourism content of YouTube. Yet overall consumers state that YouTube marketing has a high potential for the future, this was demonstrated through Chapter 4.  
To evaluate marketing from a consumer’s perspective; users are in agreement, if official brands improve YouTube content for the future, consumers would utilised there channels more.
Reinhard (2009) argued in Chapter 2, organisation’s success has been limited as most brands are in the shadows and been left behind as individuals use YouTube as a platform to step into the spotlight and gain the majority of attention. Results from Chapter 4 agreed with this statement as the consumer population, would rather watch real tourists rather than branded videos. The researcher believes this is because the dominance of tourism videos on YouTube, is produced by users. Consequently, the researcher disagrees with Reinhard (2009) as the study shows that the reason why YouTube tourism marketing by official brands is failing is not because of the videos being in shadows by user-generated content, it is the fault of the strategies being used irregular and content not being exclusive and engaging. Although, it has been discovered that negative user-generated content can seriously affect a brand reputation on YouTube. 
5.3 Conclusion 
The study embarked on critical investigation of YouTube as a tourism marketing tool in order to investigate if YouTube is being utilised effectively as a tourism marketing tool?  	  The study has successfully come to a conclusion, however the results found was not expected by the researcher. 
YouTube marketing for tourism can provide the industry with a huge advantage for a company’s success, the evidence has shown this in the study. It was also found evolution of social media marketing has presented new opportunities for organisations to communicate with consumers in a more personal and engaging method. This approach has been discovered as video marketing, it is a new concept that has been proven to be very effective, consequently the rise of YouTube being utilised as a marketing strategy is an innovative concept in the modern day. Consumers are increasingly encouraging growth for this social media platform, due to the continuous utilisation of YouTube’s features and views, thus causing the factor of viral-ability to saw amongst the internet. It was discovered users of YouTube are increasing activity in searching for tourism related videos from destination promotion, product view videos and the current trend of travel vlogs has positively impacted the tourism industry. From a consumer’s perspective the study has revealed that YouTube marketing can be of great potential, as data suggests users are highly influenced by this network. Therefore, the results expected was that tourism would be a prefect industry to grasp consumers through visual marketing, it was estimated that tourism companies would receive attention and obtain a successfully channel in the number of subscribers and interest for the videos.   		 
 On the contrary, when analysing is YouTube being effectively utilised as a tourism marketing tool, the conclusion must contradict the advantages of YouTube marketing as results have suggested that YouTube tourism marketing by organisations is currently, not being effective as consumers are accessing content from user-generated content, therefore highlighting the factor that users are being influenced by users. The reason for this can be predicted that consumers are unsatisfied with videos from official brands, due to the study results of data that support this prediction.
To conclude, Is YouTube being utilised effectively as a tourism marketing tool? The answer is clear, tourism organisations are not effectively using YouTube as a tourism marketing tool, however by consumers, YouTube is being utilised. The network holds high potential; however tourism organisations have not fully embraced this potential for their marketing strategies. The problem lies due to insufficient video content for audiences, official brands must recognise that consumers want exclusive, exciting and engaging content with regular and frequent videos. If utilisation of tourism companies’ YouTube channels improve, it is clear from the advantages shown that YouTube can be a successful network to market consumers for the future. 
The tourism industry must improve efficient strategies and their presence on YouTube, in order to assert balance against the challenge to compete to the popularity of user-generated content. 
Overall the researcher believes that YouTube marketing in the tourism industry is for the future. 
One the generation factor, increasing amount of demographics are accessing YouTube. The millennial generation are primarily the largest age group that use YouTube, however this is not a disadvantage. It is a long-term advantage for YouTube marketing as this generation will grow up utilising this network. Finally, the tourism industry must embrace YouTube as an effective marketing method and effectively produce content, it is believed from the data that YouTube’s potential will be acknowledged and become a successful marketing tool for tourism. 
5.4 Limitations
Limitations of the researcher’s methodology of the study has been critically analysed in Chapter 3, however it has also been commented about the limitations of the data and findings of the topic, which must be acknowledged. 
The limitation for these findings was if the study was executed again, would the results be the same?  The majority of participants were the younger generation which could explain the high numbers of people selecting that they have been influenced as it was revealed that the older generation have not been influenced. As the primary results was from mainly between the ages 18-25 this could possibly explain why large numbers of using were in agreement for YouTube marketing, as the study showed that consumers of this age group supported the future potential of YouTube and stated they were influenced. The results could be different if demographics were equal therefore the study is limited as results do not fairly represent society, this suggest that the chosen sampling method was a mistake. 
It must be noted that the staff of tourism organisations interviewed are only a minor representation of the industry, this is an implication as the data found could not accurately portray tourism marketing on YouTube, However evidence from Chapter Two has supported the findings in the togurism sector not embracing the potential of YouTube marketing, yet it must be stated that the researcher wanted more of a range of interviews from different sectors. It was possible that interviews represented the cruise, hotel, tour operator and tourism board however the study would have improved if the researcher was able to contact an airline and an attraction to increase the range in aspects of the industry or provide another organisation of the same business to be able to contrast. This would have improved the study’s validity. 
5.5 Strategic Recommendations 
The following recommendations listed, would provide the tourism industry with suggestions is how to correctly utilise YouTube as a marketing tool. Majority of the study has revealed these recommendations throughout the investigation’s findings. 
· Audience engagement on YouTube by official brands must improve, this can be done by supplying video content with humour to facilitate increased volumes of audience retention through entertainment of consumers. 
· Influencer marketing enables viral-ability, collaboration with tourism organisations and influencers can enhance appeal to a particular product, service or destination. YouTube can be the best site to develop this concept, which suggests that utilisation of this type of marketing should be performed more by companies in the industry 
· It is recommended that companies can attract higher numbers of the older generation to a YouTube video by sharing content on other platforms such as Facebook were there is a large quantity of these demographics. 
· Exclusive content is the most important recommendation to improve utilisation, TV adverts is currently the main content being produce by tourism organisations, the study has found such content is not being watched by consumers. It is suggested that tourism organisations should produce travel vlogs, product review videos and Q & A content as it would enhance viewer numbers and brand awareness. 
· Supplying a steady schedule of regular and frequent videos on a channel will heighten engagement, this has been shown in the study. Tourism organisations should increase activity on their YouTube in order to gain stronger fan base. 
5.6 Opportunities for Future Research 
The study topic and research design in this investigation has opened up a few opportunities for further research.
The researcher believes that the study would benefit greatly if a longitudinal approach was developed. Suggested by Burns & Dobson (2012) a longitudinal study is an observational research method. The advantage to this method would further gather more accurate results as it could create an opportunity for the researcher to shadow tourism organisation’s marketing techniques on YouTube to observe their videos success over a long period of time, in order to improve validity and reliability of the qualitative data of results and examine fully how utilisation on YouTube is performed by tourism organisations. A recommendation for future opportunity as a result of the finds are questionably short term. As technology continuously advances, current recommendations may only prove relevant for an insignificant period of time as arguably, new strategies could emerge on YouTube. 
Secondly, it was recognised that in order to establish face to face interviews it was vital to start this process as early as possible. If the study was executed again, this would be a priority as contacting large organisations proved difficult, due to the busy schedule of employees, especially at high level positions. The opportunity for the topic to improve and gather more interviews would lie with better time management.  
Finally, it was discovered from the findings that YouTube marketing for tourism would increase in utilisation from organisations, the study would see improved results in tourism companies using this platform as a key marketing method in the future. Although, this theory is subjective and only a prediction, the researcher believes that the study would receive more grounded information on YouTube marketing if the study was developed in ten years’ time, as the concept is still new to organisations, consequently the forecast for the future is believed that utilisation by tourism organisation on YouTube will improve. 
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Appendix Two-Draft Design and Results of Piloted Survey
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2.0 Results of Piloted Survey 
These are the results from the pilot study, most questions have been skipped as the researcher wanted feedback on question structure and format, it was important to be aware of the questions that needed rephrasing or had technical difficulties, therefore justification in the results being varied in answer volumes. These results have not been contributed into the main analysis in chapter four due to the survey being drafted several times, therefore has not had any part of the overall conclusion and data analysis. 
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YouTube as a Tourism Marketing Tool
Interview Questions 

Section One Digital Marketing

   1.What are your views on digital marketing? 

   2. What is the most effective digital marketing method? 
           2.a Why? 

Section Two Social Media Marketing

1. Does the organisation use social media marketing? 


2. What is the most effective network to market products and services on? 

Section Three YouTube

1. What are your views on YouTube?

2. Does the organisation use YouTube for marketing? 
      
 2.a If not do you think your organisation should use YouTube for marketing?

 3. Does the organisation have any current YouTube marketing campaigns?

4. What type of content does the organisation produce for your subscribers?


5. Has the company ever paid YouTuber to market a product & service or promote the brand?

6. Could the company’s utilisation of YouTube improve? 

7. In your opinion, what are the advantages of using YouTube for marketing? 

8. In your opinion, what are the disadvantage of using YouTube for marketing?

9. To what extent can YouTube be a successful tourism marketing tool?


10. Is there any further comment you would like to add about digital marketing and YouTube?
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Appendix Eleven-Cross Tabulation Results 
Q4 & Q16 
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Age demographics who are influenced by social media marketing 




Q5 & Q16 
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Cross tabulated Q12 to Q16 to compare the difference between influence and age demographics  









Appendix Twelve- Ethics Form 
APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  


SECTION A: About You (Principal Researcher)

	Full Name:
	Billie-Jade Morgan 

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	University of Wales Trinity Saint David Swansea 

	Campus:
	Business School Campus 

	E-mail address:
	billiemorgan95.144065@student.uwtsd.ac.uk

	Contact Telephone Number:
	07848968202

	For students:

	Student Number:
	P144065
	Undergraduate
	☒
	Programme of Study:
	MTour Tourism and Events Management 
	Taught Postgraduate
	☐
	Director of Studies/Supervisor:
	Kathryn Flynn 
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in)

	☒	


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.

SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	
	☒
	
	☒

	
	☒




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	Critical Investigation of YouTube as a Tourism Marketing Tool 

	Proposed start date:
	05/10/2017
	Proposed end date:
	4/05/2018

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	[image: ]
The aim of the study is to discover the potential of YouTube as a tourism marketing tool by evaluating the results of primary data from both quantitative and qualitative data. 

Data has been gathered from two subjects the public over 18+ and tourism organisations. Confidentiality has been met and ensured disclosure without the study. All interview questions and survey questions have been approved by dissertation supervisor.  The objectives has successfully achieved the overall aim as each objective have discovered an area of potential for YouTube, along with observing the disadvantages for the channel as a marketing tool. 


(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	
Online Survey produced on Survey Monkey to Random Sample people over 18+. 
Conduct conversional interviews to tourism organisations, aimed for employees and industry professionals.
Use a triangulation method 
A thematic approach has been developed in the analysis
Matrix Table has been used to compare and contrast data 
Mixed types of graphs have analysed survey results 


(this box should expand as you type)




	Location of research activity
Identify all locations where research activity will take place.

	Swansea 
(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	No 

(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☒
	☐

	Use of video or audio recording?
	☒
	☐

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☒



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 


SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☒



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	200 participants for survey results
3-5 Interviews by tourism organisations 
Recruit survey respondents through online activity, such as: social media channels, email and shared links 
Contact participants through official websites, personal emails and phone numbers 

this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☒
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 

	


(this box should expand as you type)




	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	


(this box should expand as you type)






SECTION H: Anticipated Risks

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

	

	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
N/A
(this box should expand as you type)

	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
N/A
(this box should expand as you type)

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
N/A
(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	N/A

(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	
N/A
(this box should expand as you type)





	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☒
	☐




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	


 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	
I will contact participants, give each participant for interview process an explanation of study and ask for their consent, via written or verbal consent. 

Participants for survey will informed that their involvement will be anonymous and confidential 
 (this box should expand as you type)

	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
Survey Monkey automatically does not reveal respondent’s identity 
Interview participants will be remind anonymous and only reveal their job role for their consent 

(this box should expand as you type)






SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	





(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	



(this box should expand as you type)



	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☒
	☐

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	
Email interview will be conducted through participant and researcher 



(this box should expand as you type)





	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☒

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☒
	☒

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☒

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	
Only researcher will have access to the information and security has be placed to ensure data is safe 


(this box should expand as you type)



	List all who will have access to the data generated by the research activity:

	
Researcher Only 

(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
Researcher Only 

(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	Personal laptop and memory stick only and till the submission date 

(this box should expand as you type)





SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	BM
	Date:
	22/04/2018



For students:
	Director of Studies/Supervisor:
	Kathryn Flynn 

	Signature:
	
BM 

	Date:
	22/04/2018 



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
[image: ]
[image: ]
[image: ]

· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

[image: ]







1

20

image3.png
HS ORBD 5] Critcal Investgation of YouTube as 2 Tourism Makeeting Tool bilie morgan [

Insert  Design  Layout  References  Maiings View Hep O Tellmewhatyouwantto do & share (3
D Find -

cr B
ﬁ TimesNewRo -4 -] A" a"[ A~ | 4 2009 | nasbeene| Aasbeede AaBbecr assoceoe AQD msebeer acsbeen acbeep | G, tonice
Paste - 3 - - - - lormal lo Spac. leading leading itle: ubtitle ubtle Em. ‘mphasis |5 N
e o pume | B T [WEwex ¢ AW A Zy- - | Thomal | TNoSpoc. Hesding2 Headngs  Tile  Subile SubtieEm.. Emphasis - | (o
Cipboara 15 Font 5 Faragraph 5 styes 5 eamg | A
[
L
"
|Abstract
To Critically Determine the Utilisation of YouTube as a Tourism Marketing Tool
Digital marketing is being used globally by corporations in every industry. The advancement
in technology has caused digital marketing to increase in utilisation. In modern society social I o x
networking s a primary method for daily communications. The increase for social media Stess i to Mtour @ You wouldn'tbe
able to graduate tis year o the cxam board
fsfter
marketing has been significant, therefore leading organisations to place ths form of marketing
wwfacebookcom o
Page4of1ss  30014words (% A +100%

H O Type here to search




image44.emf
Interviewee:  ‘ No because it is a hotel, and for hotels people mainly look at the trip Adviser  or  Facebook, so there for there is no need to advertise on YouTube. ’   Interviewer:  ‘ In your opinion, what are the advantages of using YouTube for marketing?   Interviewee:  ‘ The advantage of YouTube is there is a lot of people watching and there is a  big potentia l in expanding products   and in my opinion, it is visually more engaging’    Interviewer:  ‘In your opinion, what are the disadvantage of using YouTube for marketing?’   Interviewee:  ‘ A lot of people tend to skip the adverting part, sometimes the advert might  not  be even seen ’   Interviewer:   ‘ To what extent can YouTube be a successful tourism marketing tool?     Interviewee:   ‘ Short videos about the place or destination can attract tourists, if you watch  and read about the destination it can give a better picture to  potential customer.’   Interviewer:  ‘Is there any further comments you would like to add about digital marketing  and YouTube?’    Interviewee:  ‘ YouTube is popular, and it is expanding, however YouTube advertising is not  always useful for organisation. But YouT ube defiantly should be used more for attracting  international tourists ’   (End of interview)    Duration 10:13 minutes   
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Appendix Six    Interview One Transcript    Interviewer: Student   Interviewee: Global Marketing Manager at Visit Britain    Interview Setting: This interview was performed on Skype, due to the interviewee’s  busy schedule and being based in London.     Affiliation with Interviewee: Discussion on Visit Britain and the interviewee’s role at the  organisation. The conversation led to  the opportunities working with the company and  potential upcoming positions.   Quote: Interview was recorded via IPhone.   (Start )     Interviewer :   “ What are your views on digital marketing? ”   Interviewee :   “ It’s the most powerful tool to reach consumers. Offline channels can help  drive inspiration, but ultimately drive people to find out more. All travel organisations place  digital at the heart of the their business and co mmunication   strategies. Audiences are   changing and are more confident in booking and researching their own arrangements and  travel; brands need to be in this space to help capture them for booking / answer questions /  drive to more content etc . Tourism organisation must continuously utilise d igital marketing,  here at visit Britain”   Interviewer:   “ What is the most effective digital marketing method? ”   Interviewee:   “ From a tourist board perspective it’s a tough one. It’s hard to inspire  consumers through standard display advertising and therefore  content heavy channels / video  / social media are better at engaging audiences. Commercial organisations will have a  different answer  –   their will be programmatic advertising / direct response focussing on  bookings (but this isn’t relevant for a   Visit Brit ain”.    Interviewer:   “ Does the organisation use social   media   marketing ”   Interviewee:   “Yes, extensively”    Interviewer : “ C ould you please elaborate? ”  
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Interviewee:   “ Well we are active on   many social networks, the   three primary channels  we  use are  Facebook,  Twitter and Instagram . As social media play a key role into our marketing  strategy, as it allows us to reach large audiences and strengthen an online active community.   Social media can highly influence a consumer in the decision - making and holiday process   therefore it is extremely important the company utilise these channels to their highest  potential.”   Interviewer:   “ What is the most effective network to market product s   and services on?”   Interviewee:   “ Facebook  –   its footprint is huge, and you can geo and  demographically target  consumers in very granular detail. It’s always effective”   Interviewer : “ What are your views on YouTube?”   Interviewee:   “It can be a good forum for inspiration, but brands tend to use it as a dumping  ground and therefore not as  powerful as it could be”.   Interviewer:   “What do you mean by dumping ground”   Interviewee:   “well  i   mean official brands do not use YouTube in the same way as other  channels. For example brands hardly post and when then do it is a video of  T V   advert  therefor e they do not post new material and keep consumers engaged enough . Tourism  brands have not yet grasped the potential YouTube has.   Interviewer:   “Does the organisation use YouTube for marketing?”   Interviewee:   “ Not currently due to the government ban ,  At the  moment, the UK government  depts. are barred from advertising on YouTube. Last year there was a Times investigation  into extremist content being shown in front of Gov advertising (pre - rolls). YouTube haven’t  found a solution or guarantee to stop this from h appening in the future and its been approx. a  year since this came into effect.   Otherwise, it becomes a repository for content for owned  content. YouTube have 3 layers  –   headline, hygiene and evergreen   The first for inspiration   The second to help answers  questions or how - to videos   The third tends to be more location based / timeless type of content   I don’t think V isit Britain’ s Y ou T ube   is so easy to navigate and we work in so many  languages, so you might be better viewing someone like Visit Scotland or Vis it Wales as they   
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are able to streamline their content easier than we can.   However, our YouTube channel  ‘Love Great Britain’ does post videos but it doesn’t do really enough because of the  marketing ban.    Interviewer :  “Has the company ever paid YouTuber to  market a product & service or  promote the brand?”   Interviewee:  “We work with lot of influencers but less so on YouTube. They want a huge fee  for their endorsement and the dynamic in the travel sector is that there are an abundance of  influencers who will d o the work for minimal pay / expenses only. As an organisation we  don’t pay large fees to work with influencers  –   some of our commercial partners in the travel  industry may do that however”   Interviewer:  “Could the company’s utilisation of YouTube improve?”   Interviewee:   “Yes, I believe it should as it is a growing channel and we must capture  viewers to further promote our brand. We need more strategies performed on YouTube as  currently we are not doing enough”   Interviewer:  “In your opinion, what are the  advantages of using YouTube for marketing?”   Interviewee:   “ Being able to tell a story and easily amplify this across   YouTube ”   Interviewer:  “In your opinion, what are the disadvantage of using YouTube for marketing?”   Interviewee:   “It is difficult to specific ally target consumer on this channel with others it is  easy however on YouTube you have no control on who views the videos ” .     Interviewer : “ To what extent can YouTube be a successful tourism marketing tool ?”   Interviewee :  “Overall YouTube can be used as a  great tourism marketing tool, in general  terms as tourism organisations could fully utilise its features and demonstrate through there  video their products and services and I believe video marketing is the best way to engage a  customer. For Visit Britain,  the advertisement ban is limiting the potential for our channel to  grow as you cannot produce certain content therefore it is difficult to further succeed on  YouTube”     Interviewer:   “ Thank you for sharing your thoughts and views about this topic, would  you   like to add any further comments? ”    
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Interviewee: “ I think I have shared all my knowledge about YouTube marketing at Visit  Britain, I think for the future tourism brands will increase their activity on this channel and  produce more content but for now ..I   believe it is not being used efficiently enough in the  tourism industry”   (End of Interview)      Duration:  18 :06 minutes     
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YouTube, a Tourism Marketing Tool      Appendix Seven    Interview  Two  Transcript   Interviewer: Student   Interviewee: Digital Marketing Executive at Cruise and Maritime Voyages      Interviewer Setting:  This interview was performed on Skype, due to interviewee’s busy  schedule and being based in  England.   Affiliation with Interviewee:   Discussion on the dissertation topic and Cruise and  Maritime Voyages    Quote: Interview was recorded via IPhone   (Start)     Interviewer:   ‘What are your views on digital marketing?’    Interviewee:  ‘I think d igital marketing   has become a modern evolution of marketing trends  which is set of online tools and strategies that help your business to promote and prosper  with the help of digital devices. Digital marketing has 4 key advantages over traditional  marketing , these  are….uh .     One,… Measurable  –   You can measure who is looking at your website in real time and over  time, giving you real information about whether your marketing message is getting through.   Affordability   is another…  This is the most important factor to remember. As well as being  able to reach a large number of people, you can also put it out through a very affordable  approach.   Three would be…. Speed  Digital marketing allows you to instantly put out your message  quicke r in the virtual world.   Engagement,  One of the biggest reasons digital marketing has become so important is the  engagement it brings with clients and potential customers  –   you can converse with your  prospect and current customers, answer questions and reso lve issues. You can also interact  with a wider stakeholder base, meaning you can do more than just sell. You can seek  opinions and carry out market research to better inform your decision making. By getting  your audience to share pages you can increase you r  profile and   receive their endorsement in  the process.   Interviewer:  ‘What is the most effective digital marketing method and why?’   Interviewee:  ‘I think Facebook because there are a number of features marketers can use,  compared to other social media site s that are limited ’     Interviewer:   ‘ Does the organisation use social marketing?   Interviewee:   ‘ Yes, we do,  we use social media, pay per click, email marketing, SEO as well  as the traditional method of promoting through our website. ’      
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Interviewer:   ‘ What is  the most effective network to market product and services on? ’     Interviewee:   ‘ At the moment we have seen such a huge success through email marketing.  Although this does heavily depend on your database size.     We have also recently introduced  advertising thr ough social media. This again being a very  cost - effective   method of promoting  and provides us an opportunity to reach a large number of audience. ’       Interviewer:   ‘ What are your views on YouTube? ’     Interviewee:   ‘ Being the second most used search engine, I  feel YouTube provides creators to  reach a new audience, as well as a worldwide audience. Videos can be measured to see what  type of content works against what doesn’t. This allows creators to focus on what the  customer wants are ’ .     Interviewer:   ‘ Does the o rganisation use YouTube for marketing? ’       Interviewee:   ‘ Yes .  As a growing organisation, we tend to use it more for brand awareness  through 30 sec ad videos ’        Interviewer:   ‘ Does the organisation have any current YouTube marketing campaigns? ’       Interviewee:  ‘ Due to the demographics we target, we do not currently have a marketing  campaigns. However, we have recently introduced a new ship into the fleet, so we did do  various videos for this. ’         Interviewer:   ‘ What type of content does the  organisation produce for your subscribers ?’       Interviewee: ‘ We produce  destination - based   content as well as ship based content and the  experience we provide to our guests onboard our fleet of ships ’ .         Interviewer: ‘ Has the company ever paid YouTuber to  market a product & service or  promote the brand?         Interviewee:   ‘ No , has we have never felt the need to pay a youtuber, but I am aware of the  influence many youtuber have over their audiences’           Interviewer:   ‘ Could the company’s utilisation of YouTube  improve?          Interviewee: ‘ I think because we tend to target the older generation, the usage of YouTube  and social media in general is quite lacking. Consistency is also key   and we do not produce  enough consistent videos. However, we have been producing quality videos for our targeted  market which helps ’         Interviewer:   ‘ In your opinion, what are the advantages of using YouTube for marketing? ’       Interviewee:   ‘ if the correct marketing strategies are used, content can be captured easily.  Again because it is a highly used search engine, the content that is published can achieve  high traffic volumes which potentially could allow your videos to become viral as it is   accessible worldwide. ’  
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  Interviewer:   ‘ In your opinion, what are the disadvantage of using YouTube for marketing? ’     Interviewee:  ‘ YouTube implements rules that must be followed. Your YouTube channel can  be made disabled if you do not comply with their terms and conditions. Maintenance costs  can also be high for popular channels. Costs such as digital  cameras , hiring skilled person to   produce content can be quite expensive, but quality content is important to maintain a good  YouTube channel. ’   Interviewer:   ‘ To what extent can YouTube be a successful tourism marketing tool? ’     Interviewee:   ‘ I believe it can be a major success. Tourism  provides a prospective of different  destinations and culture in the world. It enables users to experience something they can only  experience once they are there. ’       Interviewer:   ‘ T hank you for taking the time to answer these questions, your opinions about  YouTube marketing and the strategies your organisation has set it place will be important to  the study’s data, thank you’      Interviewee:   ‘Thanks Billie, it’s been a pleasure’      (En d of interview)     Duration: 27.01 minutes   
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Appendix  Eight    Interview Three Transcrip t    Interviewee: Student    Interviewer: Food and Beverage Manager at Marriott    Interview Setting: Email Interview, due to the interviewer being busy and unable to  attend a face to face interview    Affiliation with Interview ee :   Discussion was taken place at th e conference, hosted by the  MTour Students, between interviewee and interviewer about the topic and the  respondent being involved as part of the primary data research.    Quote: Seven emails was sent in total between interviewer and interviewee.    (Start)     In terviewer:  ‘What are your views on Digital Marketing?’    Interviewee:  “ 20 years ago, hotel advertising was word of mouth; repeat bookings; your  location and rack cards that were left in transportation hubs or travel agents/ tourism  bureaus. Digital Marketin g is how sales and marketing have progressed since the  first  advent  of the internet and is now the widely used by all hotel operators.   Marketing is not mass produced in brochure style any longer. We are now in the age of USB  sticks, website design and data at yo ur fingertips that can be revised with ease and  downloaded/uploaded to a variety of online portals. It is spontaneous and efficient and can  reach thousands of target audiences ”   Interviewer: “ What is the most effective digital marketing method ?”   Interviewee :  “ For my property at the moment  –   Email ”   Interviewer:  “Why?”   Interviewee:  “ Far more efficient -   have data base for all customer emails stored.. can send  new promotions with ease to target certain markets. Send e - proposals for new  events/group/meetings book ed. Email has essentially replaced a great amount of phone  volume and customers enjoy the email approach to reduce time playing phone tag or leaving  messages and the lengthy turn around time and closure for new pieces of business. ”     Interviewer:  “ Does the  organisation use social  media  marketing?”  
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Interviewee:  “Yes, Facebook”     Interviewer:  “ What is the most effective network to market product and services on? ”   Interviewee: “ Facebook is still our primary  platform,   but Instagram and twitter are  increasingly becoming   more popular. ”   Interviewer:  “ What are your views on YouTube?”   Interviewee:  “ I personally do not use You T ube. I feel that to market to a wide range of  audiences, perception of this site is that is it reserved mainly for comedy videos and music…  as a brande d company we do not use this tool as a resource for Cardiff. ”   Interviewer:  “ Does the organisation use YouTube for marketing? ”   Interviewee:  “ If you search Marriott on You Tube you will see a wide range of videos  covering marketing or for sharing information   on the meeting services APP for attendees for  conference and banqueting. We do not personally use it as a marketing tool for Cardiff. ”   Interviewer:  “D o you think your organisation should use YouTube for marketing? ”   Interviewee:  “ I personally feel that the re is an audience for it. I would air on the side for  younger generations in the target audience. ”   Interviewer:   “ Does the organisation have any current YouTube marketing campaigns? ”   Interviewee:  “ There are 6 episodes on You Tube covering a Mr. Marriott ser ies with behind  the scenes look at the values and the well - being initiatives of the company. It is a cartoon  character delivering the message, Taking care of the employees and the customers and the  story behind how Marriott evolved. There are various other   campaigns,   but a lot are  uploaded independently from each hotel. National campaign are usually delivered by a  centralized cluster team and i am not familiar of a branded initiative that was delivered on  YouTube ”.   Interviewer:  “ Has the company ever paid You Tuber to market a product & service or  promote the brand? ”   Interviewee:  “I cannot disclose this information”   Interviewer:  “C ould the company’s utilisation of YouTube improve? ”  
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Interviewee:  “ I feel there is an opportunity to deliver more branded messages in   place of  everyone uploading their own promotions; provide link via email or on  Facebook   to branded  marketing. ”   Interviewer:  “ In your opinion, what are the advantages of using YouTube for marketing? ”   Interviewee:  “ You can generate a short video link and be   able to send the link via email to  your database of customers. ”   Interviewer:  “ In your opinion, what are the disadvantage of using YouTube for marketing? ”   Interviewee:  “ I feel people perceive  YouTube   as a younger generation platform and not  something that  markets to the masses. ”   Interviewer:  “ To what extent can YouTube be a successful tourism marketing tool ?”   Interviewee:  “ It can reach a wide audience; it is easier to manage than a hard back  brochure and easier to make revisions to existing material to keep   up with different market  changes and demand generators for the city.”   Interviewer:  “ Is there any further comment you would like to add about digital marketing  and YouTube? ”   Interviewee:  “ Good luck with the research and send me a summary of what you learn  about  the future of You T ube marketin g”   (End of Interview)   
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Appendix Nine    Interview Four Transcript    Interviewee: Student    Interviewer:  Social Me dia Team Member at TUI UK   Interview Setting:  Face to  f ace  i nterview at  Alexandra   House Swansea (TUI  Offices )    Affiliation with Interview ee :   Discussion  on  the  interviewee’s   job role  at TUI and daily  roles and  responsibilities .   A   conversion   too k place about the   study of interest and  interviewer ’ s personal g oals for the future .    Quote:  Interview was recorded via  iPhone    (Start)   Interviewer:  “ What   are yo ur views on  digit al marketing ? ”     Interviewee:  “ D ig ital  marketing   is  the most important develop ment   in  advertisement , it ’ s   the  best way   by  far   to reach to consumer s .  It is  extremely   vital for any  organisation   to use digital  marketing   in   all aspects as the returns it gives  to  a business are  enormous .  I   think for  an  organisation   that   is   situated   within the tourism industry it high ly  recommended   to focus  strongly on d igital  marketing strateg ies  as year after year advancement in   this are a is   becoming the most  effective   way to ma rket to any audience . ”   Interviewer:  “ What is the most effective digital marketing method ? ”   and Why?   Interviewee:  “ As  I   am currently within the social media team at TUI ,  I   bel ieve without  question   that  it ’ s  the best  method   in digi tal  marketing . The  audiences’   social media  marketing   can cu mulate   is  substantial . TUI dail y  receive   mass  attention   from  consumers   due  to our current str ategies on our social media a ccount s ”   Interviewer:  “ Does  TUI use social media  marketing ? ”   Interviewe e :  “ Yes, T UI/   First Choice , use social media  marketing   on sites such as Facebook ,  Twi tter and Y ouTube ”   Interviewe r :  “ What is the most effective   social   network to ma rket  product s and services  on? ”   Interviewe e :  “ Facebook, as almost everyone has access to it.  Our target  market  primar ily   utilises   this  channel , t herefor e   Facebook   gives  opportunity   to be the most suc cessful social  channel ”     Interviewe r :  “ What are your views on YouTube ? ”   Interview e e :  “ YouTube  is  quickly   becoming one of the most popular forms of social  networking glo bally ,  it   feature ,   of  audiences watching vi deo content  year after year  has   rose  in  popularity   especially   within the  younger   generation . I like YouTube and  I   often use this  channel for marketing purpose s at  work and  personal .   I   think it ha s   a lot of  potential   for the  tourism   industry ”  
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Interviewe r :  “ Does TUI use YouTube for  marketing ? ”   Interviewee:  “ Yes TUI   use s You Tube to pro mote destinations new or  existing , holiday  collections such as family life  and Sensimar, new  TV  advert s and behind the scenes footage .  Our channel s   occup y  554,506 views on the TUI   YouTube channel and 9,014,596 views on  First Choice YouTube  channel . ”     I nterviewer:  “ Does the  organisation   have any current YouTube marketi ng camp aigns? ”   Interviewee:  “ The most recent marketing campaign for TUI is the promotion of premium  club, which allows customers fast track  boarding,   priority check in, fast track security ect.   And for first choice our most promotion is all holidays are now on an all - inclusive board  basis.   Interviewer:  “ What type of content does the or ganisation produce for your  subscribers ? ”   Interviewee:  “ We have the destinations playlist which enables subscribers to discover more  about destinations they would like to visit and gives them a small insight into what they can  expect.  We also hav e a Marella cruises playlist which introduce our new ships and what they  have to offer.   Generally,   the videos we post on YouTube provide more visual information  which helps our customers to decide on what destinations would suit them best.   Interviewer:  “ Has the  company   ever paid  a  YouTuber   to  market   a product and service or  promote   the brand?    Interviewee:  “ Yes , we  have,   and it has worked  very well by using influencer  marketing   on  YouTube , however  I   cannot  co mment o n  that  individual   or  the content ”   Interviewer:  “ C ould   the company ’ s u tilisation   of YouTube improve? ”     Interviewee:  “ Yes,  I   definitely   think our YouTube   video con tent could improve  by using less  advertisement   upload s and  using   content that  consumers   can relate   to ,  I   think  we could  upload more  regularly ”     Interviewer:  “ In y our opinion , what are th e advantag es of using Y ouTube  for ma rketing ? ”   Interviewee:  “ The company is aware that consumers often use YouTube to  receive   information  on pre - travel and destination s ,  I   think  there fore  there’s   a market f or tourism  companies to provide content that  would app eal to large  quantities   of  customers   and provide   encouragement   to book  with us  or research   our holiday  packages   and services .  G enerally   speaking  I   think  marketing   on YouTube holds many  advantages   such as ,  v iral - abilit y   factor ,  it  is easy   compared   to other social media channel s   to produce content that could   go viral and  receive   mass  attention   g lobally . ”   Interviewer:  “ In your opinion , what a re the disadv antages of using YouTub e f or  marketing ? ”   Inter viewe e :  “ Unfortunately ,   th e dis advantage of  You Tube is that it do es not attract to our  target  audiences   due  to the platform being  popular   amongst the  younger generation .  I   think  viewers are most ly   interest ed   in content produce d  from user generated which is a  problem   for  official tourism brands ” .   


image106.emf
Interviewe r:  “ To what   extent can YouTube  be a successful touri sm  marketing tool? ”   Inter viewee:   “ YouTube in the future has  an  extremely   high  potential   fo r tourism  organisations   to market  consumers. It   is a  difficult  one,   but  I   think that brands can  further   dis cover how to  utilise   th e   platform   bette r and appeal to what  video content tou rists ar e  searching for . ”   Interviewer:  “ Thank you for this interview , this information will help with my study and  thanks for taking the time to meet to day ”   Interviewee:  “ No problem Billie ,  I   hope you got all the  information   you were l ooking for and  good luck with  the rest of your work ”   (End of Interview)    ( Stop recording )   D uration   2 4 : 44  minutes        
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The overall goal of this study was to achieve ,  the use of the online so cial media platform  YouTube as a  t ourism  m arketing  t ool . This was fulfilled through a set of objectives and each  undertaken by sourced information and original research.    A.   To investigate the advancement of digital marketing and social media within the  conte mpory society      B.   To discover how travel and tourism organisations utilise YouTube in terms of  marketing to a potential consumer     C.   To evaluate YouTube tourism marketing from a consumer’s perspective      D.   To critically analyse key advantages and disadvantages of  YouTube as a tourism  marketing tool.   
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Methods
Search Engine SEO is 2 major method when conducting online marketing, due to the adoption of
Optimization (SEO) | global businesses. It is described by Parikh and Deshmukh (2013) as a cluster of

techniques and strategies used to increase the amount of visitor traffic to a website
by procurement of a high-ranking placement in the search results page of a search
engine. A search engine such as GOOGLE is a major gate to navigate the internet,
thus SEQ is important as it enhances a business’s rank in the search results pages as
itis a known fact that consumers do not visit most pages of results. van Deursen &
van Dijk (2000 p.1) “91% of searchers do not go past page 1 of the search results™
‘Email Marketing “The inherent power of email marketing is the permission the consumer as given
you to communicate with them” Butler (2000 p.1) it s the act of sending
‘commercial messages via email. The benefits are *high response rate” and “low
costs” however consumers often ignore email advertisements, or they are received
directly to the spam folder

Social Media Marketing | Social media channels and online platforms are used to promote a product or service
‘and advertise to global audience. This marketing is current consider to be the
primary tool in capturing a great number of consumers and the largest influence of
promoting a product. This particular study’s main focus is social media marketing
‘and has been critically analysed through YouTube as a tourism marketing tool
throughout the investigation.

‘Online Advertising ‘This is the virtual technique of putting marketing messages on websites to attract
internet users. The two major objectives of online advertising are increasing sales
and to build brand awareness

“Affiliate Marketing ‘This is a performance-based marketing where the rates of advertising depend on
how well the advertisement performs (Bookboon 2011) it refers to the process of
‘gaining a commission promoting products and services of another company. A

simple method to mutually benefit financial benefits to parties involved. -
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The goals that business es aim to achieve is explained through the f ramework of R.A.C.E  (Chaffey , 2013 p.226 ):      Reach -   Social media can provide amplification and mass audience to reach new  prospects.  Shared mentions in social streams and advertising in social media can  deliver the reach that companies hope to gain       Act -   Use   social media content and websites to encourage interaction following to  increased leads.      Convert -   Increasing conversion to sale. This means moving customers from  interaction with a brand to purchase using social recommendations.      Engage -   Developing a long - term relationship with first time buyers to build customer  loyalty to gain repeat purchases using communication on the social site. Encourage  customers to act as advocates for the business through sharing, interaction and  suggestions.    
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Interview Matrix Table

Interview One
(Global Marketing
Manager at Visit Britain)

“Ir's the most powerfil
tool to reach consumers.
All travel organisations
place digital at the heart
of their business and
communication
strategies... tourism
organisations must
continuously uilise
digital marketing”

“Digital marketing has
become a modern evolution
of marketing trends which is
set of online tools and
Strategies that help your
business to promote and
prosper’

“Digital Marketing is
how sales and
marketing have
progressed since the
Jirst advert of the
internet and is now the
widely used by all
hotel operators”

“Digital marketing i the most
important development in
advertisement, it’s the best way
by far to reach to consumers...it
is vital for any organisation fo
use digital marketing”

“What is the most
effective digital
‘marketing method?’
and why?"

“social media are batter
at engaging audiences”

Tre have sean huge success
through email marketing,
although this heavily
depends on your data base
size. social media marketing
is very cost-effective method
of promoting to reach large
number of audiences”

“Email marketing.
Far more efficient, we
have a data base for
all customer emails
stored, can send new
promotions with ease
o0 target cerain
markets

Social media marketing 1
believe without question that it’s
the best method in digital
marketing” .. ‘the audiences it
can cumulate is substantial”

“Does the
organisation use
social media
‘marketing?’

“Yes extensively, we are
active on many networks,
as social media plays a
key role info our
marketing strategy,
social media can highly
influence a consumer in
the decision making and
holiday process”

“Ves, we do use social media
Jor marketing”

“Yes, Facebook’

“Yes, TUI/ First Choice use
social media marketing on sites
such as Facebook, Twitter and
YouTube’
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Interview Matrix Table
Research Interview One Interview Two Interview Three | Interview Four
Questions (Global Marketing (Digital Marketing Executive | (Food and Beverage | (Social Media Team Memmber at
Manager at Visit Britain) | at Cruise and Maritime Manager at Marriott | TUT)
Voyages) Cardiffy
“What are your views | Tt can be a good forum | “Being the second most used | ‘I feel that to marketto | *YouTube is quickly becoming
on YouTube?" for inspiration, but search engine, provides awide range of one of the most popular forms of
brands tend to use it asa | creators to reach new ‘audiences, perception | social media globally, it
dumping ground and | audience as well as of this site i reserved | features, I think it has a lot of
therefore not as powerful | worldwide audience. .allows | mainly for comedy and | potential for the tourism
asit could be” creators to focus on what the | music” industry”
customer wants are’
“Does the “the UK govemment “Yes, we tend to use it more | “Marriott on YouTube | Yes, TUI uses YouTube to
organisation use depts’ are barred from | for brand awareness through | has wide range of promote destinations new or
YouTube for advertising on 30 sec ad videos® videos covering existing, holiday collections
AT YouTube. . however, our marketing _we donot | such TV adverts... Our channels
YouTube channel ‘Love use it for a marketing | occupy 554,506 views on the
Great Britain’ does post tool for Cardiff’ TUT YouTube channel and
videos but it doesn’t 9,014,596 views on First Choice
really do enough because YouTube channel ™
of the marketing ban’
Does the organisation | N/A “not currently, we have “there are 6 episodes | The most recent marketing
have any current recently introduced anew | on YouTube covering | campaign for TUL is the
YouTube marketing ship into the fleet, so we will | Mr Marrioft series | promotion of premium club,
e do vaious videos” with behind the ‘which allows customers fast
scenes.__alotare track boarding, priority check in,
uploaded fast track security
independently from
each hotel”
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Appendix Fivebd
Interview Matrix Tablel

Interview One
(Global Marketing
Manager at Visit Britain)

“the UK government “Yes, we tend to use it more | “Yes, Marriott on Yes, TUI uses YouTube to
depts” are barred from | for brand awareness through | YouTube has wide | promote destinations new or
advertising on 30 sec ad videos® range of videos existing, holiday collections
YouTube... however, our covering such TV adverts.... Our channels
YouTube channel ‘Love ‘marketing..we do not | occupy 554,506 views on the
Great Britain’ does post use it for amarketing | TUI YouTube channel and
‘videos but it doesn’t tool for Cardiff* 9.014,596 views on First Choice
seally do enough because YouTube channel.”

of the marketing ban

N/A ot currently, we have There are 6 cpisodes | The most recent markefing
[ ———— recently introduced anew | on YouTube covering | campaign for TULis the
Tty ship into the fleet, so we will | Mr Marrioft series | promotion of premium club,
ons?” do various videos” with behind the which allows customers fast

&= scenes....alotare track boardineg, priority check in,

uploaded fast track security

independently from

cach hotel
What type of content | N/A due to ban “destination-based content | “TV adverts and “destination playlist and Marella
S and ship-based content” behind the scenes cruises playlist which introduces
e e footage” new ships and what they offer’
Has the company | ‘W work withalotof | ‘No, but | am aware of the | I cannot disclose this | Ves, and worked very well by
ever paid a YouTuber | influencers butlesson | influence many YouTubers | information’ using influencer marketing on
to marketa product | YouTube’ have over their audience’ YouTube”

‘and service or
promote the brand?
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Appendix Fivebd
Interview Matrix Table

Interview One
(Global Marketing
Manager at Visit Britain)

/A due to ban “not currently, we have “there arc 6 cpisodes | The most fecent markefing
[ ———— recently introduced anew | on YouTube covering | campaign for TULis the
e e ship into the fleet, so we will | Mr Marrioft series | promotion of premium club,
campaigas? do various videos” with behind the which allows customers fast
scenes....alotare track boardineg, priority check in,
uploaded fast track security
independently from
cach hotel

What type of content | N/A due to ban “destination-based content | “TV adverts and “destination playlist and Marella
S and ship-based content” behind the scenes cruises playlist which introduces
e e footage” new ships and what they offer’
Has the company | ‘W work withalotof | ‘No, but | am aware of the | I cannot disclose this | Ves, and worked very well by
ever paid a YouTuber | influencers butlesson | influence many YouTubers | information’ using influencer marketing on
to marketa product | YouTube’ have over their audience’ YouTube”
and service or
‘promote the brand?
Could the company’s | *Yes, we must capture “our usage of YouTube is “opportunity to deliver | “Yes, our content could improve
e viewers to further quite lacking, Consistency is | 2 more branded by using less advertiscment
YouTube improve? | Promote our brand, we | also key we do not produce | messages® uploads and upload more

nced more sirategies on | enough consistent videos regularly’

YouTube as we don’t

have enough”
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Appendix Fivebd

Interview Matrix Table

Interview One

(Global Marketing
Manager at Visit Britain)
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Has the company | ‘We work withalotof | ‘No, but [am aware of the | L cannot disclose this | -Yes, and worked very well by
ever paid a YouTuber | influencers butlesson | influence many YouTubers | information’ using influencer marketing on
to marketa product | YouTube’ have over their audience’ YouTube”
and service or
promote the brand?
Could the company’s | “Yes, we must capture | ‘our usage of YouTubeis | ‘opportumity fo deliver | “Yes, our conent could improve
b viewers to further quite lacking, Consistency is | 2 more branded by using less advertiscment
YouTube improve? | Promote our brand, we | also key we do not produce | messages® uploads and upload more

nced more sirategies on | enough consistent videos regularly”

YouTube as we don’t

have enough®
Tn your opinion, what | ‘Being able to tell a story | content can be easily “you can generatea | Viral-ability factor and receive
are the advantages of | and casily amplify this | captured, high traffic short video link and | mass attention globally”
using YouTube for | across YouTube’ volumes which allows videos | send link via email
iR to become viral”
Tn your opinion, what | ‘difficult to specifically | -YouTube channel canbe | YouTube is for the | ~Viewers are mostly inferested
2 the disadvantages | target consumer on this | disabled if you do not Younger generation not | in content produced from user-
of using YouTube for | channel with other itis | comply with their terms and | something that ‘generated which is a problem for
marketing? easy. YouTube you have | conditions and maintence | markets the masses” | official tourism brands”

o control on who views | costs are high'

the videos”
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Appendix Fivebd
Interview Matrix Table

Interview One
(Global Marketing

Manager at Visit Britain)

Could the company’s | *Yes, we must capture “our usage of YouTube is “opportunity to deliver | “Yes, our content could improve
e viewers to further quite lacking. Consistency is | 2 more branded by using less advertisement
YouTube improve? | promote our brand, we | also key we do not produce | messages® uploads and upload more

nced more strategies on | enough consistent videos regularly’
YouTube as we don’t
have enough®
Tn your opinion, what | ‘Being able to tell a story | “content can be easily
are the advantages of | 2nd easily amplify this | captured, high traffic

“you can generatea | Viral-ability factor and receive
short video link and | mass attention globally”

\sing YouTube for | across YouTube' volumes which allows videos | send liak via email”
acketing? o become viral
T your opinion. what | “difficul to specifically | “YouTube channel canbe | “YouTube s for the | “Viewers are mostly interested
ae the disadvantages | target consumer on this | disabled i you do not younger generation not | in content produced from user-
ofusing YouTube for | channel with otheritis | comply with theirterms and | something that generated which is a problem for
marbeting? casy. YouTube you have | conditions and maintence | markets the masses” | official tourism brands
0 control on who views | costs are high
the videos
To what extent can | YouTube canbe used as | ‘Tbelieve it canbe amajor | Tt can reach awide | “YouTube in the foture has an
YouTube be a a great tourism marketing | success, it cnables usersto | audience” exteemely high potential for
cuvcesstul tourism | o0l experience something they tourism organisations to market
. can only experience once consumers. but I think that
Ty they are there’ brands can further discover how
‘o utilisethe platform better and
appeal to what video content

tourists are searching for.”

Pageiof 1 338words (2 English (United Kingdom) 100




image31.png
NS0 My (@ Someaney & ) [ Soyones - x (OWTD ey -y B3 =g
C ) | © filey//C:/Users/p144065/Downioads/Data_Q5_180409.pdlf

tppeFor ek s, lceyour Sk hre e th bkt b et bk 1

‘SurveyMonkey Analyze - Export

YouTube s Tourism Maskting Tool. SurveyMonkey
Q5 Which of the following types of tourism content have you watched on
YouTube? (Please select those that apply)

AWSWER cHOICES.
[E—
o Responcs: 259

T omaasieowspst A | T ostaesoispdt = owacrevsspet A showst

= comenc-

Foctote

.

5

jors & Bbboery | Enite | _Coptiom | mden

5 Manage Sources
Bt ] | et

iogerhy”  ouwrte | Capon E | Eny

Q4 Have you ever been influenced by social media marketing?

Tamon )





image32.png
@ SurveyMonkey Analyze - X ame -

& C | @ Secure | httpsy//www.surveymonkey.com/analyze/ioV:zH7x7BTNi_2FLXungX2wggjSMn9sy)Upx2SAcS

apps [ The Impact of AicBn . Inside the hotelind [ Aitonb:disruptive in+ ] Marrott fsunches ne

Vo Vome | woes | seow | seeaen)

H O Type here to search




image33.png
M UNTSONyDsy X (@ Someponkey & X ) [} Sumeyhioncey - x
@ (3 | ® flesy/cyusers/p1a4065/Dowrioads Dats 0 180405 pat

tppeFor ek s, lceyour Sk hre e th bkt b et bk 1

‘SurveyMonkey Analyze - Export

YouTube as  Toursm Markting Tool

UWTSD Moy x {2 M- brmorgen X

SurveyMonkey

Q6 Do you watch YouTube videos to retrieve information about a
destination or a tourism organisation?

= omaqsieowspst A | T ostaassosspdt = owaqereispst A

St

x

freting ool

Q5 Which of the following types of tourism content have you watched on
YouTube? (Please select those that apply)

L[]
BCoRni®

orgon (144065




image34.png
Q12 Have YouTube videos ever influenced your choice of holiday
destination?
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Appendix One   Interview Pilot Study Transcript    Interviewer: Student   Interviewee: Former employee from the marketing department in the Morgans Hotel,  Swansea   Interview Setting: Coffee Shop based in Swansea, Face to Face interview    Affiliation with Interviewee:   Personal  discussion and a conversation about the topic of  study and the Morgans Hotel.    Quote: Interview was recorded via IPhone.     (Start)    Interviewer:  ‘ What are your views on digital marketing?’   Interviewee:  ‘ Digital Marketing is a reliable source of free  advertising, however sometimes  it can be too much of it. Digital marketing is everywhere now and organisations this days use  it more often ’   Interviewer:  ‘What do you think the most effective digital marketing method is?’    Interviewee:  ‘I believe the most e ffective method is Facebook advertising.  A lot of people  this days are on Facebook and you can advertise anything on social media, everyone will see  it.  The best qualities of Facebook is personalised pop up and the mass exposure it has and  YouTube. I think   YouTube as great potential to capture an audience.’    Interviewer:  ‘Does your organisation use social media marketing?   Interviewe e :  ‘ Yes, mainly Facebook, twitter and website ’   Interviewer:  ‘What is the most effective network to market product and services  on?’   Interviewee:  ‘uh... I would say Facebook due to easy targeting and large audiences’    Interviewer:  ‘ What are your views on YouTube?’   Interviewee:  ‘ personally I use YouTube daily as I find videos more enjoyable content to  watch rather  than   posts and status. In terms of organisations, I believe that YouTube as great  potential to promote a company. I think  it’s   must be the right organisation to do so, I think  especially destination promotion is perfect on YouTube, as a video can truly capture  and sell  a place to a consumer’   Interviewer:  ‘Does the organisation use YouTube for marketing’   Interviewee:   ‘No  it   does n ’t actually’   Interviewer:  ‘Why?’  


