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Abstract—Due to the rapid development of technology, recommendation [14]. Therefore, they can be used to broaden
various businesses have adapted their services to digital  tourism marketing [13]. Viewers of travel vlogs will learn
platforms. In this study, we examine whether travel vlogs on  about tourist destinations and how to plan their trips by
YouTube contribute to influencing travel behavior among  viewing real-life experiences and travel insights [13].
Indonesian consumers. In light of this study, we proposethatthe  Trayelers may access YouTube travel vlogs according to their
preposition to achieve high travel intention is determined by n..qq It is based on tourists watching travel viogs to obtain
consumer motivation, parasocial relationships, and trust, which novelty, entertainment, and relaxation [I15][16][17]. It is
lead to unique and different outcomes.. The data were collected reported that tourists seek novelty by seeking the latest
from 215 respondents through an online survey and analyzed AR ;) L K =

. < —_— . information to gain new experiences [18]; entertainment by
using the [SQCA. The results show distinct and unique causal e e § 91 and relaxation by watching
conditions for each configuration that supports the proposition, ~ CNE38Mg 1N video content [19]; and relaxation by watching
The results suggest that the best chance for increasing visit qualhl_y video c()u}cul to increase Sillleil{ill()l} [2(?]. As can bc
intention is based on the highest raw coverage and consistency seen from l‘he activeness of YouTubers in replying to tourist
values, through the presence of conditions such as novelty, comments in the comments column, these three motivations
entertainment, relaxation, and trust. Additionally, this study will form a parasocial relationship with YouTubers, ultimately
examines the implications of leveraging travel vlogs on YouTube  affecting their interest in visiting [21][22].

as marketing fools for academics and towrism managers. Given the substantial marketing value of YouTube travel

vlogs, it 1s necessary to investigate the influence of YouTube

Keywords—Visit Intention, Travel Behavior, Parasocial : . L . !
travel vlogs on the interest of traveling tourists by looking at

Relationship, Trust, Consumer Motivation, fuzzy set Qualitative

Com ive Analysis (fsQCA), Travel Viogs, YouTube issues such as audience motivation, trust, and parasocial
! ’ relationships. This study assumes that consumer motivation in
I. INTRODUCTION watching  YouTube travel vlogs, such as novelty,

entertainment, and relaxation, creates a parasocial relationship
between viewers and YouTubers and forms a perception of
trust in YouTube content to influence consumers' interest in
visiting. In this study, we analyze the role of YouTube travel
vlogs in generating interest in visiting tourist destinations in
North Sumatra, Indonesia. A configurational analysis is
conducted using fsQCA to assist managers in formulating
tourism marketing strategies based on the combination of
solutions obtained.

YouTube is rapidly gaining popularity as the world's
largest video-sharing site [1]. The popularity and rapid
dissemination of digital video content on YouTube [2] have
developed this platform into a powerful marketing
communication tool [3][4]. In the form of reduced marketing
costs, YouTube benefits its users [5]. It may also serve as an
effective promotional medium by disseminating information
and advertising to promote a brand [6][7]. YouTube is a
medium used by the tourism industry for tourism promotion
[8] by providing travel videos in the form of tourist II. LITERATURE REVIEW
destinations, accommodation, etc. [9]. YouTube is used as the
most important source of travel information [10] and as a A. Travel Vlogs on YouTube and Tourism Marketing

marketing tool through the dissemination of information about Tourism marketers use travel vlogs on YouTube to
the tourist attractions [11] to shape the image of the destination promote the destination by sharing content (videos) on the
[9]. This may improve the audience's experience of learning platform [13]. As aresult, the content developed aids tourists
about the destination before traveling, thereby triggering their in choosing destinations and increases their interest in visiting
interest in visiting [12]. them [23]. Furthermore, travel experiences shared through

YouTube travel vlogs provide consumers with authentic
experiences [13]. Thus, it can create a sense of involvement
and allow consumers to share information with others [3]. In
addition, they can build consumer trust through the credibility
of content owners (YouTubers) [24]. As a marketing tool,

Travel Vlogs have become very popular on YouTube as
they supply travellers with a wealth of information and honest
feedback about their experiences [7][13]. Besides serving as a
promotional tool for tourist destinations, travel vlogs can help
to shape an image of the destination and serve as a travel




YouTube travel vlogs are used by marketers to encourage
consumers to plan their future travels [25].

B. Consumer Motivation in Watching Travel Vlogs on
YouTube

YouTube travel vlogs enable YouTubers to share their
experiences about visiting tourist destinations in order to build
trust with consumers and incite visit intentions [26].
Consumers watch YouTube travel videos for a variety of
reasons, each of which influences their behavior. First,
novelty, in which tourists seek new information to obtain new
experiences [27]. Second, entertainment provides consumers
with psychological satisfaction and pleasure [23]. Third,
consumers need relaxation to feel calm and enjoy themselves
[28]. The consumer's behavior will be influenced when these
three motivations are met when watching YouTube Travel
Vlogs [29].

C. Parasocial Interaction with YouTuber

Parasocial relationships are defined as the friendly
relationships between the audience and media figures who
appear in the mass media [30]. Through the content they share,
consumers feel close to media figures (YouTubers) through
the relationship formed [31]. Further, consumer involvement
and interaction through comments, it creates a solid parasocial
relationship and leads to a desire for consumers to meet face-
to-face [32][33]. As a consequence, the parasocial relationship
will influence consumer behavior. YouTubers play an
essential role in facilitating long-term relationships and
communication with consumers [34]. As the relationship with
consumers is established, trust in the information shared by
YouTubers tends to increase [10]. In the end, consumer
behavior, including the desire to visit, will also be affected.

D. Trust

Building and maintaining long-term relationships with
consumers using YouTube travel vlogs requires trust [22].
Through interactions between consumers and YouTubers,
trust may be formed through shared video content [35].
Furthermore, trust can be formed through a sense of closeness
and credible information provided by YouTubers. As aresult,
YouTubers are viewed as honest and trustworthy [36][37]. As
a result, when YouTubers share their experiences through
YouTube content, quality information and reliable reviews
will increase consumer interest in visiting recommended
destinations [38][39]. Thus, tourism marketers can use
YouTube travel vlogs as a marketing tool to promote and
market destinations to influence consumers' interest in visiting
the destination [40].

[I. PREPOSITION DEVELOPMENT AND RESEARCH MODEL

The purpose of this study was to identify the optimal
configuration to form visit intentions based on the causal
conditions of consumer motivation for viewing travel vlogs on
YouTube (novelty, entertainment, and relaxation), parasocial
relationships, and trust [41][42]. As a result of different
configurations of visit intention, various causal conditions can
occur. Watching YouTube travel videos usually stimulates
consumer interest in visiting the destination due to their desire
for entertainment, novelty, or relaxation. However, some
consumers are considering a visit simply because they enjoy
the content they watch on YouTube. By creating parasocial
interaction and trust with YouTubers, consumers may also be
influenced to develop travel intentions. Consumers will be
more likely to visit your website if you perform further

research regarding the most appropriate solution to offer.
Therefore, the proposition proposed in the current study is that
to achieve high visit intention to destinations through travel
videos, causal conditions such as consumer motivation,
parasocial relationship, and trust. Accordingly, the
configurational framework shown in figure 1 is as follows:

Motivation
a Navelty
b. Entertainment

High Visit
Intention
Parasocial Trust

Relationship

Fig. | Configurational Model

IV. RESEARCH METHOD

To collect the data for the study, we distributed online
questionnaires via Instagram, Facebook, and WhatsApp. In
each section of the questionnaire, responses were rated on a
seven-point Likert scale: “17 Strongly Disagree, 7" Strongly
Agree, and so on. We derived the sample using a purposive
sampling technique by identifying the following criteria: (1)
use of YouTube at least twice daily; and (2) categories of
travel video content watched, such as nature, culinary,
cultural, and historical. A total of 215 responses were received
over a period of four months.

To examine the theoretical complexity of the relationship
between each construct, we use a fuzzy set qualitative
comparative analysis (fsQCA). These findings will provide
the most suitable solution configuration using consumer
motivations (novelty, entertainment, relaxation), parasocial
relationships, and trust. To begin the analysis, we calibrated a
7-point Likert scale into three membership categories,
namely: *2” for full non-membership, *“6” for full
membership, and “4” for the median as suggested [43]. This
method has also been applied in previous study [44].
Additionally, the results of data calibration are compiled into
a truth table and then analyzed. Based on the findings
obtained, the best solution configuration has been identified to
establish a high visit intent. In the study, predictive validity
was examined using the XY axis.

V. RESULTS

A. Sample Demographics

Among the 215 responses collected, 50 4% were male. In
terms of age, 45.5% of respondents are between the ages of 20
and 29 years. In terms of marital status, the majority of
respondents (50.9%) were single. According to the level of
education, 70.2% are undergraduates. According to
occupation, 37.9% of respondents are students. YouTube is
used by respondents on average for 2-3 hours perday (31.6%)
and culinary videos are watched at a rate of 27%.

B. fsQCA Analysis

1) Calibration Selection and Truth Table Construction




In order to analyze the data using fsQCA, first the data is
calibrated by changing it from a 7-point Likert scale into three
fuzzy sets (2, full non-membership; 6, full membership; 4,
median), as suggested [45]. Additionally, the calibration
results are transformed into fuzzy scores with values of "0",
"Low", and "1", "High". The truth table consists of several
composites, each containing a different causal condition for
forming visit intentions.

TABLEI TRUTH TABLE FOR VISIT INTENTION
Antecedents for Visit Intention
Outcome Raw

NVT | ENT | RLX | PSR | 7ST | Cases 1) Consistency
High | High | High | High | Low 8 Yes 0.983
High | High | Low | High | High 19 Yes 0.978
High | Low | High | High | High 4 Yes 0.976
High | High | High | Low | High 8 Yes 0.972
Low | High | High | High | High 8 Yes 0.969
High | High | High | High | High 88 Yes 0.967
High | High | Low | Low | Low 4 Yes 0.937
High | Low | Low | Low | Low 9 No 0.764
Low | Low | Low | Low | Low a7 No 0.325

Notes: NVT., Novelty; ENT, Entertainment; RLX., Relaxation; PSR,
Parasocial Relationship: TST. Trust: VL Visit Intention.

From the truth table (Table 1), nine composite conditions
were found to be significant predictors of visiting intention.
Seven composites constitute "high" visit intention, and two
composites comprise "low" visit intention. With five "High"
condition constructs, the sixth composite was the highest
predictor of forming high visit intent. There were 19 cases
with a "High" condition in four constructs, creating a high visit
itention. An additional composite that developed high visit
intention was derived from different constructs with a low
number of cases. Composite nine, on the other hand, formed a
low visit intention, with 67 cases falling into the "Low"
category. A combination of factors led to low visit intention
in the remaining 13 cases. The composites derived from the
results of the analysis of visit intentions are unique.

2) Analysis of Necessary Conditions

The next step is to determine whether a construct is in a
"presence” or "absence" condition. In this case, a construct
with a consistency value greater than 0.8 or 0.9 is considered
necessary, as suggested [46].

TABLE 11 FSQCA ANALYSIS OF NECESSARY CONDITIONS
Conditions High Visit Intention Low Visit Intention
Consistency | Coverage | Consistency | Coverage

NVT 0.886 0.842 0490 0.297
~NVT 0.261 0.445 0.741 0.806
ENT 0.896 0.882 0432 0.271
~ENT 0259 0.417 0812 0.833
RLX 0.806 0.921 0.399 0.201
~RLX 0379 0.497 0.892 0.746
PSR 0.836 0.921 0417 0.293
~PSR 0.357 0.490 0.887 0.776
TST 0.867 0.921 0439 0.208
~TST 0.339 0.487 0.884 0.809

Notes: (~) absence of conditions

Table 2 illustrates the results of the analysis of necessary
conditions. There were several conditions for high and low
visit intention, including: (1) the presence of conditions for
all constructs, namely novelty, entertaimment, relaxation,
parasocial relationship and trust, which are necessary
conditions for high visit intention. (2) Lack of conditions(2)
The absence of entertainment, relaxation, parasocial
relationships, and trust are necessary conditions for low visit
intentions.

3) fsQCA Findings

Based on the constructs of novelty, entertainment,
relaxation, parasocial relationship, and trust, the fsQCA
analysis revealed high visit intention. The overall solution
coverage value is 0.833 and the consistency value is 0.893 for
four configurations. The consistency value of each
configuration is greater than 0.75, indicating that the four
configurations meet the requirements and can be implemented
as recommended [46]. Regarding the value of raw coverage,
the second configuration (C.2) is the most suitable option.

TABLEIIL FSQC A FINDINGS
A High Visit Intention
Configurations
[} .2 C.3 CA
Novelty (NVT) ® [ ] [ ] [ ]
Entertainment (ENT) . . .
Relaxation (RLX) [ ] 9 [ ) ®
Parasocial Relationship
(PSR) L [ ] ®
Trust (TST) [ ] [ ] R
Raw Coverage 0662 | 0.664 0.649 0.200
Unigue Coverage 0,029 | 0.025 0.018 0.014
Consistency 0960 | 0.959 0.965 0.937
Overall Solution 0.833
Coverage
Oven?'ﬂ Solution 0.936
Ce ¥

Notes: Black circle (@), presence of condition; Cross circle L®A
absence of condition; Blank space, “don’t care™ condition.

Novelty

Trust

Fig. 2. Configuration 1 contributes to high visit intention
(Consistency = 0.959; Raw coverage = 0.664)

A visual representation of the fsQCA configuration is
shown in Figure 2, which illustrates the causal conditions for
high visit intention based on the highest consistency and raw
coverage values. It was discovered that to form high visit
intention, it requires the presence of conditions that construct
novelty, entertainment, relaxation, and trust.




4) Predictive Validity

According to Woodside's [47] suggestion, predictive
validity is tested to determine whether the research model is
accurate. These findings indicate that the research model used
has good predictive validity. It is obtained by dividing the
data into two subgroups, namely subsamples and hold
samples. The table below shows the subsample analysis of f
(*NVT *ENT, *RLX, ~PSR, ~TST) displaying high
consistency values (> 0.75). Figure 3 illustrates the hold
samples analysis from proposition (*NVT, *RLX, *TST,
~ENT, ~PSR) with a high consistency value (>0.75).

TABLELV. SOLUTIONS FROM THE SUBSAMPLES
Model from Raw Unique Consistency
Subsamples Coverage | Coverage -
F{*NVT *ENT, *RLX, ~PSR, ~TST)
*NVT, *ENT 0.829 0.121 0901
ENVT, *RLX 0.740 0.032 0938
*ENT, *RLX 0.753 0.045 0938

Note: (¥}, presence of conditions; (~), absence of conditions

VI. DISCUSSION AND CONCLUSSION

A. Main Findings

This study conducted the FSQCA analysis to determine
the optimal combination of novelty, entertainment, and
relaxation consumer viewing motivations, parasocial
relationships, and trust to form a high visit intention. There
are different and unique causal conditions associated with
each configuration. The study resulted in four configurations
with high consistency values, allowing each configuration to
be implemented. In particular, the second configuration (C.2)
offers the best opportunity to increase visit intention based on
the highest raw coverage and consistency values. It is through
the presence of conditions such as novelty, entertainment,
relaxation, and trust that high visit intention will be created.
Parasocial relationships are characterized as "don't care"
conditions.

B. Implication for Research

The study offers a theoretical contribution to future
research regarding consumer visit intentions through
YouTube travel videos. In addition, the theoretical
complexity achieved in the study  can be used to analyze
consumer behavior as a consequence of watching YouTube
travel videos. As a result of the motivation to observe
consumers  (novelty, entertainment, and relaxation),
parasocial relationships and trust will result in high visit
mtentions. The findings indicate that the second
configuration (C.2) is the best solution for forming high travel
intentions. The four motivations for watching consumers,
namely novelty, entertainment, relaxation, and the perception
of trust, can create high visit intentions when certain
conditions are met. Thus, it can be concluded that once the
motivation of consumers to watch YouTube travel vliogs has
been satisfied, it will be possible to create consumer interest
in making visits. However, as consumer confidence
increases, the likelihood of a visit will also increase.

C. Implication for Managerial

Through the configuration of the results of the FSQCA
analysis, the research also contributes to marketing. In
particular, tourism managers will be able to take advantage of
YouTube travel vlogs to attract tourists to specific
destinations. The results indicate that each configuration can
be implemented in marketing due to its high consistency
value. In contrast, the second configuration (C.2) with the
highest raw coverage and consistency values was the best
choice for forming a high visit intention. When conditions
such as novelty, entertainment, relaxation (motivation to
watch consumers), and trust are present, high visit intention
is likely to increase. Tourism managers should pay attention
to this aspect when creating YouTube travel videos to attract
tourists.

Novelty in content allows consumers to obtain the most
up-to-date and unique information about specific
destinations, increasing their desire to visit them. Also,
viewers of YouTube travel vlogs will gain the impression of
being relaxed, happy, and entertained, which will lead them
to become interested in visiting the destinations shared.
Additionally, transferring  transparent and credible
information in YouTube content increases consumer trust,
resulting in increased visit intentions. Considering the causal
conditions in the second configuration (C.2), tourism
managers can use YouTube travel vlogs as a marketing tool
to increase tourist visits to specific destinations through the
use of YouTube travel vlogs.

D. Limitation and Future Research

Although theoretical and managerial contributions have
been made, there are still limitations associated with this
research. In particular, the parasocial relationship aspect,
which describes the consumer's friendly relationship with
YouTubers, was notexplicitly explored. Accordingly, Chung
and Cho [31] investigated several factors of parasocial
relationships, including perceived friendship, self-disclosure,
and understanding. Consequently, future research can
explore the specific dimensions of parasocial relationships.
Secondly, the type of consumer viewing motivation studied
in the study is still limited. Furthermore, there are several
other forms of motivation, such as engagement, pastime,
hedonism, and social [47]; future research adds to or further
investigates the types of consumer motivations that can
influence consumer behavior.

REFERENCES

[11 N.Arora and S Lata, *YouTube channels influence on destination visit
intentions: An empirical analysis on the base of information adoption
model,” J. Indian Bus. Res.. vol. 12, no. 1, pp. 2342, 2020, doi:
10.1 108/ IBR-09-2019-0269.

[2] A Susarla, I HOh, and Y Tan, “Social networks and the diffusion of
user-generated content: Evidence from youtube,” fnf. Svsr. Res.. vol
23, no. 1,2012, doi: 10.1287/isre.1100.0339.

[3] Y.Cheng, W.Wei, and L.Zhang, “Seeing destinations through vlogs:
implications for leveraging customer engagement behavior 1o increase
travel intention,” fni. J. Contemp. Hosp. Manag.. vol. 32, no. 10,2020,
doi: 10.1 108/IICHM-04-2020-0319.

[4] M. Griffith, and Z. Papacharissi, “Looking for you: An analysis of
video blogs” First  Monday., wvol. 15, no. 1-5, 2010,
dotorg/10.5210/m.v1511.2769.

[5] D. H.Shin, *User experience in social commerce: In friends we trust,”
Behav. Inf. Technol.. vol. 32, no. 1., pp. 32-67. 2013, doi:
10.1080/0144929X.2012.692167.




[6]

[71

[81

9

[10]

[11]

[13]

[14]

[15]

[16]

[171

[18]

[19]

[20]

=
3

[24]

S. SHansen, I. KLee. and S. Y.Lee, “Consumer-generated ads on
YouTube: Impacts of source credibility and need for cognition on
attitudes, interactive behaviors, and eWOM,” J. Electron. Commer.
Res..vol. 15.n0. 3, pp. 254-266, 2014,

Y.Cheng, W.Wei, and L.Zhang, “Seeing destinations through vlogs:
implications for leveraging customer engagement behavior to increase
travel intention,” Ini. J. Contemp . Hosp. Manag.,vol. 32, no. 10,2020,
doi: 10.1108/IJCHM-04-2020-0319.

D.Tolkach and S.Pratt, “Travel Professors: A YouTube channel about
tourism education & research,” J. Hosp. Leis. Sport Tour. Educ., vol
28, no.  September 2020, p. 100307, 2021,  doi:
10.1016/.jhlste.2021 100307 .

S.Reino and B Hay, “The Use of YouTube as a Tourism Marketing
Tool.” Soc. Sci., vol. 2, no. 2002, 2011, [Online]. Available:
hitp:/feresearch.qmu .ac.uk/23 15/.

P. HSilaban, A. D. K.Silalahi, EOctoyuda, Y. KSitanggang.
L.Hutabarat, and A. . S.Sitorus, “Understanding hedonic and
utilitarian responses to product reviews on youtube and purchase
intention,” Cogenr Bus. Manag.. vol. 9. no. 1. 2022, doi:
10.1080/23311975.2022 2062910.

W.Yoo, T.Kim, and S Lee, “Predictors of viewing youtube videos on
incheon chinatown tourism in south korea: Engagement and network
structure  factors,”  Swsrain., wvol. 13, no. 22, 2021, doi:
10.3390/sul32212534.

A. Sambhanthan, S. Thelijjagoda, A. Good, and A. Scupola, *Virtual
community based destination marketing with YouTube: Investigation
of a typology.” InDestination Management and Markering:
Breakthroughs in Research and Practice. 1G1 Global., 2020,

R. L. Peralta, “How vlogging promotes a destination image: A
narrative analysis of popular travel vlogs about the Philippines,” Place
Brand. Public Dipl., vol. 15, no. 4, 2019, doi: 10.1057/s41254-019-
00134-6.

M.Xiao. R-Wang. and S.Chan-Olmsted, “Factors affecting YouTube
influencer marketing credibility: a heuristic-systematic model,” J.
Media Bus. Stud.. vol. 15, no. 3, pp. 188-213, 2018, doi:
10.1080/16522354.2018.1501 146.

K. Baek, A.Holton, D.Harp, and C.Yaschur, “The links that bind:
Uncovering novel motivations for linking on Facebook,” Compur.
Human Behav., vol. 27, no. 6, pp. 22432248, 2011, doi:
10.1016/j.chb2011.07.003.

K.Hur, T. T.Kim, O. M.Karatepe, and G.Lee, “An exploration of the
factors influencing social media continuance usage and information
sharing intentions among Korean travellers,” Tour. Manag .. vol. 63,
pp. 170178, 2017, doi: 10.1016/].tourman 2017.06.013.

A EKrause, A. C.North, and B Heritage, *The uses and gratifications
of using Facebook music listening applications,” Comput. Human
Behav.,vol. 39, pp. 71-77, 2014, doi: 10.1016/j.chb.2014 07 001.

C.Yuan, 5.Wang, X.Yu, K. HKim, and H.Moon, “The influence of
flow expedence in the augmented reality context on psychological
ownership,” Int. J. Adveri., vol. 40, no. 6, pp. 922-944, 2021, doi:
10.1080/02650487.2020.1860387.

D Xu, T.Chen, J.Pearce, ZMohammadi, and P. L Pearce, “Reaching
audiences through travel vlogs: The perspective of involvement,” Tour.
Manag.. vol. 86, no. October 2020, p. 104326, 2021, doi:
10.1016/j.tourman.2021.104326.

M.Tsay and B. M.Bodine, “Exploring parasocial interaction in college
students as a multidimensional construct: Do personality, interpersonal
need, and television motive predict their relationships with media
characters?,” Psychol. Pop. Media Culr., vol. 1, no. 3, pp. 1852200,
2012, doi: 10.1037/a0028120

S. L. Jarvenpaa, N. ractinsky, and L. Saarinen, “Consumer trust in an
Internet store: A cross-cultural validation.” Journal of Computer-
Mediated Communication, vol. 5, no. 2. 1999 doi.org/10.111 1/j.1083-
6101.1999tb00337 x

R. A.Pop, ZSiplican, D. C.Dabija, and M. A Alt, “The impact of
social media influencers on travel decisions: the role of trust in
consumer decision  journey.” Curr. lssues Towr., 2021, doi:
10.1080/13683500.2021 1895729

I. (Jamie)Kim and D. R.Fesenmaier, “Sharing Tourism Experiences:
The Posttrip Experience.” J. Travel Res., vol. 56, no. 1, pp. 2840,
2017, doi: 10.1177/0047287515620491

L. H.Le and M.Hancer, “Using social learning theory in examining
YouTube viewers' desire to imitate travel vioggers,” J. Hosp. Tour,

[25]

[26]

[27

[28

[29]

[30]

[31]

[32]

[33]

[34]

[35]

[36]

[371

[38]

[39]

[40

[41]

[42]

Technol., vol. 12, no. 3, pp. 512-532, 2021, doi: 10.1 108/ JHTT-08-
2020-0200.

A. Briciu, and VA. Bricin, “Participatory Culture and Tourist
Experience: Promoting Destinations Through YouTube.” In: Kavoura,
A.. Kefallonitis, E., Theodoridis, P. {eds) Strategic Innovative
Marketing and Tourism. Springer Proceedings in Business and
Economics. Springer, Cham., 2020. https://doi.org/10.1007/978-3-
030-36126-6_47

E. Ay, K. ipek, N. B. Ozdag, E. Ozekici, M. D. Alvarez, “Travel
Bloggers as Influencers: What Compels Them to Blog.” In: Kozak, N,
Kozak, M. (eds) Touwrist Destination Management. Tourism,
Hospiality &  Event Management.  Springer, Cham. 2019
https://doi.org/10.1007/978-3-030- 16981-7_9

W.Wang, 8. T.Cole, and J. S.Chen, “Tourist Innovation in Air Travel.”
J. Travel Res. vol. 57, no. 2. pp. 164-177. 2018, doi:
10 177/00472875166 86724

Y Bi, J.Yin, and LKim, “Fostering a young audience’s media-induced
travel intentions: The role of parasocial interactions,” J. Hosp. Tour.
Manag., vol. 47, no. October 2020, pp. 398407, 2021, doi:
10.1016/).jhtm.202 1.04.011.

Q. Gao and C Feng, *Branding with social media: User gratifications,
usage patterns, and brand message content strategies,” Comput. Human
Behav., vol. 63, pp. 868-890, 2016, doi: 10.1016/j.chb 201 6.06.022.
D Horton and R.Richard Wohl, “*Mass Communication and Para-
Social Interaction,” Psychiafry. vol. 19, no. 3, pp. 215-229, 1956, doi:
10.1080/00332747.1956.11023049.

S.Chung and H.Cho, “Fostering parasocial relationships with
celebrities on social media: Implications for celebrity endorsement.”
Psyehol. Mark.. vol. 34, no. 4. pp. 481-495, 2017, doi:
10.1002/mar 21001,

S. C.Boerman and E. AwvanReijmersdal, “Disclosing Influencer
Marketing on YouTube to Children: The Moderating Role of Par-
Social Relationship,”  From. Psychol. wvol. 10, 2020, doi:
103389 fpsye.2019.03042.

K.Sokolova and C.Perez, Y ou follow fitness influencers on YouTube.
But do you actually exercise? How parasocial relationships. and
watching fitness influencers. relate o intentions 1o exercise,” J. Rewail
Consum. Serv., vol. 58, no. September 2020, p. 102276, 2021, doi:
10.1016/) jretconser 2020102276,

J.Singh, B.Crisafulli, L. T.Quamina, and M. T.Xue, **To trust or not to
trust’: The impact of social media influencers on the reputation of
corporate brands in crisis,” J. Bus. Res., vol. 119, no. April, pp. 464—
480, 2020, doi: 10,1016/ jbusres 2020.03.039.

S.C.H.Coméa.J. L.Soares. J. M. M.Christino, M.de S .Gosling, andC
A.Gongalves, “The influence of YouTubers on followers® use
intention,” J. Res. Interact. Mark.. vol. 14, no. 2, pp. 173-194, 2020,
doi: 10.1 108/ JRIM-09-2019-0154.

L.Mardpo, A Jorge, and R.Tomaz, ““I felt like I was really talking to
you!™: intimacy and trust among teen vloggers and followers in
Porugal and Brazil.” J. Child. Media, vol. 14, no. 1, pp. 22-37, 2020,
doi: 10.1080/17482798.2019.1699589.,

W. K.Chen, H. Y. Wen, and A. D. K.Silalahi, “Parasocial interaction
with youtubers: Does sensory appeal in the youtubers® video influences
purchase intention?,” 2021 IEEE Int. Conf. Soc. Sci. Inrell. Manag
S8IM 2021, 2021, doi: 10.1109/SSIM49526.2021 9555195,

L. Su, Q. Yang, 5. R. Swanson, and N. C. Chen, “The impact of online
reviews on destination trust and travel intention: The moderating role
of online review trustworthiness.” Jownal of Vacation Marketing.
(2021). doi.org/10.1177/13567667211063207.

EBonson Ponte, E.Carvajal-Trujillo, and T.Escobar-Rodriguez.
“Influence of trust and perceived value on the intention to purchase
travel online: Integrating the effects of assurmnece on tmst antecedents,”
Towr. Manag.. wvol. 47, pp. 286302, 2015, doi:
10.1016/.tourman.2014.10.009

W. Aslam, S. Mehfooz Khan, 1. Arif, and 8. U. Zaman, “Vlogger's
Reputation: Connecting Trust and Perceived Usefulness of Vloggers'
Recommendation with Intention to Shop Online.” Journal of Creative
Communications, 2021, doLorg/10.1177/0897325862 11048034

G.Roy and S.5hamna, *Analyzing one-day tour trends during COVID-
19 disruption—applying push and pull theory and text mining
approach.” Tour. Recreat. Res.. vol. 46, no. 2, pp. 288-303, 2021, doi:
10.LOBOVO2S08281.2020. 18586 14

T. MHalim and K.Kiatkawsin, “Beauty and celebrity: Korean
entertainment and its impacts on female indonesian viewers®




[43]

[44]

[45]

consumption intentions,” Sustain., vol. 13 no. 3, pp. 1-19,2021, doi:
10.3390/5u13031405.

. O.Pappas and A. G Woodside, “Fuzzy-set Qualitative Comparative
Analysis (fsQCA): Guidelines for research practice in Information
Systems and marketing,” Int. J. Inf. Manage.. vol. 58, no. September
2020, p. 102310, 2021, doi: 10.1016/j.ijinfomgt2021.102310

W.-KChen, C.-W.Chen, and A. D. KSilalahi, “Understanding
Consumers’ Purchase Intention and Gift-Giving in Live Streaming
Commerce: Findings from SEM and fsQCA,” Emerg. Sei. J., vol. 6,

A Ordanini, A Parasuraman, andG Rubera, “When the Recipe Is More
Important Than the Ingredients: A Qualitative Comparative Analysis

[46]

[47]

[48]

(QCA) of Service Innovation Configurations.” J. Serv. Res., vol. 17,
no. 2, pp. 134-149, 2014, doi: 10.1177/10946705 13513337,

C. C.Ragin, “Set relations in social research: Evaluating their
consistency and coverage,” Polit. Anal., vol. 14, no. 3, 2006, doi:
10.1093/pan/mpj0 19.

A. G.Woodside, “Embrace erform model: Complexity theory,

contrarian case analysis, and multiple realities,” J. Bus. Res., vol. 67,
no. 12, pp. 2495-2503, 2014, doi: 10.1016/j jbusres.2014.07 006.

M. Pittman, and K. Sheehan, “Sprnting a media marmthon: Uses and

gratifications of binge-watching television through Netflix.” First
Monday. 2015, dot.org/10 5210/fm.v20110.6138




IR1 2022 (EMRITE)

ORIGINALITY REPORT

0., Os

SIMILARITY INDEX INTERNET SOURCES

O

PUBLICATIONS

Os

STUDENT PAPERS

PRIMARY SOURCES

Exclude quotes On

Exclude bibliography On

Exclude matches

<97%



