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ABSTRACT

This study investigates the impact of travel vlogs on tourism in Pakistan, focusing on the relationship between
exposure to travel vlogs, attitudes towards travel vlogs, and travel behavior among Pakistani travelers. Grounded in
Media Development theory, the study employs a quantitative research design and surveys 280 participants from a
private university in Lahore, Pakistan. The research aims to contribute empirical evidence on the influence of travel
vlogs on tourism in Pakistan and provide insights into the persuasive strategies used by vloggers to promote tourism.
The findings reveal that travel vlogs significantly influence travel perceptions and decisions, particularly among
young adults and females. The study highlights the importance of informative and engaging content in shaping
perceptions of destinations and influencing destination choices. Travel vlogs are found to create an emotional
connection with viewers, motivating them to travel and expanding their travel horizons. Overall, this study
underscores the potential of travel vlogs as a powerful tool for inspiring, informing, and influencing travel behavior,
with implications for tourism marketers and policymakers in Pakistan.
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Introduction

Tourism is a multifaceted industry with profound economic, social, and cultural
implications for countries around the world. For Pakistan, a nation blessed with diverse natural
landscapes, rich cultural heritage, and historical significance, tourism presents a significant
opportunity for economic growth, job creation, and international engagement. However, despite
these inherent advantages, Pakistan's tourism sector has faced challenges, including security
concerns, political instability, and negative international media portrayals. These factors have
hindered the country's ability to fully capitalize on its tourism potential

In recent years, the emergence of travel vlogs has emerged as a transformative force in
the global tourism industry, offering a new avenue for promoting destinations and shaping travel
behavior. Travel vlogs are video documentaries that showcase travel experiences, offering
viewers a firsthand glimpse into destinations, cultures, and experiences around the world. These
vlogs are created by travel enthusiasts known as vloggers, who travel to various destinations,
document their experiences, and share them with a global audience on platforms like YouTube,
Instagram, and Facebook.

The impact of travel vlogs on tourism has been widely recognized in the literature.
Research by Saleem, Rizvi, and Khalid (2022) highlights the significant influence of travel vlogs
on shaping destination perceptions and travel decisions. According to their study, exposure to
travel vlogs can significantly impact viewers' perceptions of destinations, particularly among
young adults and females. The study emphasizes the importance of engaging and informative
content in travel vlogs, as well as the emotional connection that these vlogs create with viewers.
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Similarly, Ali and Hanif (2021) underscore the role of social media platforms like
YouTube and Facebook in promoting tourism. Their study emphasizes the need for strategic use
of these platforms to showcase a destination's attractions and foster a positive image. The study
highlights the effectiveness of travel vlogs in dispelling misconceptions and shaping positive
perceptions of destinations.

Shafig and Rahman (2021) delve deeper into the tangible impacts of travel vlogs on
tourist behavior. Their research demonstrates that tourists who watch travel vlogs before visiting
a destination are more likely to engage in adventurous activities, explore new places, and spend
more money during their trip. These findings underscore the persuasive power of travel vlogs in
influencing travel behavior and perceptions.

In the context of Pakistan, the impact of travel vlogs on tourism is particularly relevant.
Pakistan boasts a wealth of attractions, including stunning mountain ranges, ancient historical
sites, and vibrant cultural experiences. However, the country has faced challenges in attracting
international tourists, largely due to security concerns and negative media perceptions. Travel
vlogs offer an opportunity to showcase the beauty and diversity of Pakistan to a global audience,
potentially reshaping international perceptions and driving tourism growth.

Moreover, travel vliogs have been found to have a significant impact on destination
image and brand perception. According to Kim and Jamal (2020), travel vlogs can shape
viewers' perceptions of a destination's authenticity, attractiveness, and overall appeal. These
perceptions, in turn, influence viewers' intentions to visit the destination and their attitudes
towards it. The study highlights the role of storytelling and visual imagery in travel vlogs in
creating a compelling narrative that resonates with viewers and motivates them to explore the
destination further.

Additionally, travel vlogs have been identified as a key source of travel inspiration and
information. According to a study by Wang and Fesenmaier (2021), travel vlogs provide viewers
with valuable insights and practical tips for planning their trips. The study found that viewers
often rely on travel vlogs for destination information, accommodation recommendations, and
itinerary suggestions. This indicates the influential role that travel vlogs play in shaping travel
decisions and behaviors.

Furthermore, travel vlogs have been shown to have a positive impact on destination
marketing and promotion. Research by Lee and Gretzel (2019) demonstrates that travel vlogs
can effectively reach and engage audiences, leading to increased awareness and interest in a
destination. The study highlights the importance of authenticity and credibility in travel vlogs, as
viewers are more likely to trust and be influenced by vloggers who are perceived as genuine and
knowledgeable.

Lastly, travel vlogs represent a powerful tool for promoting tourism and shaping
destination perceptions. For Pakistan, harnessing the potential of travel vlogs could offer a
pathway to revitalize its tourism sector and showcase its rich cultural heritage to the world.

Literature Review

The use of social media platforms by travel vloggers has become increasingly popular in
promoting tourism destinations. This literature review aims to explore the impact of travel
vloggers and social media on tourism promotion, with a specific focus on Pakistan.

Siddiqui & Siddiqui (2019) conducted a study on the relationship between tourism and
foreign direct investment (FDI) in Pakistan. The results of their study indicated a long-run
causality running from tourism to FDI, suggesting that tourism can have a positive impact on
attracting foreign investment. This finding supports the idea that travel vloggers, through their
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social media platforms, can play a significant role in bringing tourism back to Pakistan by
showecasing the country's attractions and generating interest among potential investors.

This study by Chon (1990) emphasized the role of destination image in tourism. The
image of a tourist destination and the perception of potential travelers towards it are crucial
factors in influencing their travel decisions. Travel vloggers, through their videos and personal
experiences, contribute to shaping the destination image and influencing the attitudes of viewers
towards a particular destination. By showcasing the beauty and unique aspects of Pakistan, travel
vloggers can help improve the destination image and attract more tourists.

Manzoor et al. (2019) investigated the contribution of sustainable tourism to economic
growth and employment in Pakistan. Their study found a positive and significant impact of
tourism on Pakistan's economic growth and employment sector. This finding highlights the
potential economic benefits that can be derived from promoting tourism in Pakistan. Travel
vloggers, by showcasing the economic opportunities and employment potential in the tourism
sector, can contribute to the overall development of the country.

In this study Irfan et al. (2022) discussed the impact of vlog marketing on consumer
travel intent and purchase intent. They highlighted that travel vloggers can improve consumer
perceptions of destinations and provide useful information to potential travelers. By
documenting their adventures and sharing their experiences, travel vloggers create engaging
content that can influence viewers' travel intentions and purchase decisions. This suggests that
travel vloggers can play a significant role in promoting tourism in Pakistan by providing
authentic and informative content about the country.

Arora & Lata (2020) examined the influence of YouTube channels on destination visit
intentions. They found that factors such as comprehensiveness, relevance, timeliness, source
expertise, and attitude significantly influenced travelers' intention to visit a destination through
YouTube channel adoption. This finding suggests that travel vloggers who create comprehensive
and relevant content, demonstrate expertise, and have a positive attitude towards Pakistan can
effectively influence viewers' intention to visit the country.

Abbasi et al. (2022) examines the impact of vlog advertising on Generation Z's
engagement behaviors in tourism. Their findings highlight the significant influence of vlogs on
information-seeking, sharing, and interaction. Vlog advertising captivates Generation Z
travelers, motivating them to explore and learn about destinations. Trust and authenticity are
crucial, as genuine content resonates with this audience. Social media platforms play a vital role
in facilitating engagement, amplifying vlog advertising's reach. Leveraging vlog advertising and
understanding Generation Z preferences can be an effective strategy for promoting tourism.

Xu et al. (2020) conducted a study on the influence of travel vlogs on Pakistani tourists'
perception and motivation to visit specific destinations. Online questionnaires targeted different
traveler categories. The study found that positively reviewed videos significantly increased
familiarity with local attractions and activities. For example, 93% of females expressed interest
in visiting nearby restaurants based on positive reviews from food bloggers. The findings
provided valuable insights for generating awareness of potential vacation spots in various
regions across Bengal Province, including Khyber Pakhtunkhwa, Islamabad Capital Territory,
Punjab, and Sindh. This encouraged tourists to pursue adventurous plans rather than choosing
uncertain alternatives.

This literature review highlights the significant role that travel vloggers and social media
platforms play in promoting tourism destinations. The studies discussed provide evidence of the
positive impact of tourism on economic growth, employment, and foreign investment. Travel
vloggers, through their engaging and informative content, can shape the destination image,
influence travel intentions, and contribute to the overall development of the tourism sector.
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Therefore, leveraging the power of travel vloggers and social media platforms can be an
effective strategy to bring tourism back to Pakistan.

Hypotheses

H1: Travel vlogs play a significant role in creating a positive image of the North areas of
Pakistan, leading to increased interest in visiting these regions.

H2: Watching travel vlogs has a positive influence on people’s interest in traveling, particularly
towards the North areas of Pakistan.

HO: There is no significant relationship between the presence of vlogs, the creation of a positive
image, or watching travel vlogs and viewer interest in traveling to the North areas of
Pakistan.

Theoretical Framework

The theoretical framework of "The Influence of Travel Vlogs on Tourism in Pakistan" is
anchored in the Media Development Theory (MDT) proposed by Johann Galtung and Mari
Holmboe Ruge in 1965. MDT provides a framework for understanding how media coverage
shapes public opinion and perceptions of global events (Galtung & Ruge, 1965). It emphasizes
the dynamic relationship between media, society, and the socio-economic and political context,
making it relevant for analyzing the impact of travel vlogs on Pakistan's tourism sector.

MDT posits that media plays a pivotal role in societal development, extending beyond
content analysis to scrutinize the interplay between media, society, and political and economic
structures (Galtung & Ruge, 1965). In the context of Pakistan's tourism industry, an
understanding of the media landscape's influence on public perception is indispensable for
gauging the potential impact of travel vlogs. Travel vlogs, as a form of new media, possess the
capacity to reshape the narrative surrounding Pakistan's tourism by providing visual and
experiential insights into the country's cultural richness, natural beauty, and hospitality (Galtung
& Ruge, 1965).

Another key aspect of MDT is its emphasis on media pluralism and diversity, ensuring
the presentation of various perspectives (Galtung & Ruge, 1965). In the context of travel vlogs,
diversity may manifest in the representation of different regions, cultures, and experiences
within Pakistan, making it a more appealing destination to a wider audience. This diversity can
contribute to challenging stereotypes and presenting a more nuanced view of Pakistan as a
tourist destination. However, content creators must be aware of ethical considerations, ensuring
a balance between presenting attractive aspects of Pakistan and respecting the local culture and
environment.

Relevancy of theory with Research

The Media Development Theory (MDT) is highly relevant to the research on the
influence of travel vlogs on tourism in Pakistan, as it provides a comprehensive framework for
understanding how media, including travel vlogs, shape’s public opinion and perceptions.
MDT's emphasis on media's role in societal development and its ability to influence public
sentiment aligns with the study's focus on how travel vlogs can impact perceptions of Pakistan as
a tourist destination. By applying MDT, the research aims to uncover the mechanisms through
which travel vlogs can contribute to the promotion of tourism in Pakistan, shedding light on the
dynamic relationship between media representations and tourist perceptions.

Material and Methods

Survey Method
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This research endeavors to comprehensively assess the background and overarching the
influence of travel vlogs on tourism in Pakistan. Employing quantitative approaches, the study
utilized the survey method as its primary data collection tool. The gathered data underwent
thorough processing and analysis, with comparison facilitated by the application of the Likert
scale for data interpretation.

Research Tool

To effectively capture the responses of students, a meticulously crafted questionnaire
comprising 34 questions was devised. This questionnaire featured a blend of 34 closed-ended.
Developed in alignment with the research objectives, the questionnaire was meticulously
structured to be informative, logical, and coherent, ensuring clarity in participant responses.

Population

Given the constraints of time and resources, the study focused its efforts on 2
department in private university in Lahore. The population under scrutiny consisted of youth
aged 18 to 25 residing in Lahore, selected for their dynamic and vibrant nature. Given the
impracticality of reaching the entire population, a sampling technique was employed.

Sampling Technique

In order to obtain samples for data analysis, the study opted for the simple random
sampling technique, recognized for its unbiased and representative sampling approach.

Sample Size

The study's sample size comprised 280 individuals from Lahore, aged 18 to 25,
encompassing both male and female youth segments.

Tool of Data Collection

For the survey, the questionnaire included six distinct sections. The first section focused
on gathering basic demographic information from participants, while the second segment
contained filter questions aimed at assessing their travel vlog-watching habits. The third section
utilized a five-point Likert Scale to gauge the influence of vlogs on destination choice, fourth
section explored perceptions of vlog content, fifth section examined the influence of vlogs on
travel consideration, and the last sixth gauged the impact of vliogs on travel interest.

Variables
Within this research, two fundamental types of variables are identified:
Dependent Variable:

The dependent variable in this study is ""Tourism in Pakistan." This variable represents
the subject of investigation and is influenced by other factors, which are examined in the
research.

Independent Variable:

The independent variable considered in this study is ""Travel vlogs." This variable is the
factor that is intentionally manipulated or examined to determine its impact on the dependent
variable, "Tourism in Pakistan."

Results and Discussion

The study focused on examining the influence of travel vlogs on tourism in Pakistan,
particularly in Lahore, by collecting data from respondents of various demographic
5
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characteristics. Both men and women across different age groups participated, expressing their
views through questionnaires. The demographic analysis included factors such as gender, age,
qualification, and economic class. By analyzing these characteristics, the study aimed to
understand how different groups in Lahore are influenced by travel vlogs in their tourism-related
decisions and perceptions. This analysis provides valuable insights into the role of travel vlogs in
shaping tourism trends and preferences in Pakistan.

Table 1
Participant Gender
Cumulative
Frequency Percent Valid Percent Percent
Valid Male 117 41.8 41.8 41.8
Female 163 58.2 58.2 100.0

Total 280 100.0 100.0

The majority of the participants in the study were female 58.2%, while 41.8% were male.

Table 2
Participant Age
Cumulative
Frequency Percent Valid Percent Percent
Valid Under 18 19 6.8 6.8 6.8
18-24 244 87.1 87.1 93.9
25-34 15 5.4 5.4 99.3
45 and above 2 7 7 100.0

Total 280 100.0 100.0

Most of the participants were between the ages of 18-24 (87.1%). A small percentage were under 18
(6.8%) or between 25-34 (5.4%). Only 0.7% were 45 and above.

Table 3
Participant Education
Cumulative
Frequency Percent Valid Percent Percent
Valid Matric 6 2.1 2.1 2.1
Intermediate 47 16.8 16.8 18.9
Graduation 214 76.4 76.4 95.4
Postgraduation 13 4.6 4.6 100.0

Total 280 100.0 100.0

The majority of the participants were graduates (76.4%). Some had an intermediate level of
education (16.8%), and a few were matriculates (2.1%) or postgraduates (4.6%).

Table 4
Participant economic class
Cumulative
Frequency Percent  Valid Percent Percent
Valid Upper 41 14.6 14.6 14.6
Middle 226 80.7 80.7 95.4
Lower Middle 13 4.6 4.6 100.0

Total 280 100.0 100.0
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Most of the participants belonged to the middle economic class (80.7%). Some were from the upper
economic class (14.6%) and a few from the lower-middle class (4.6%).

Table 5
Do you watch Travel Vlogs
Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 137 48.9 48.9 48.9
No 53 18.9 18.9 67.9
Sometimes 90 321 321 100.0

Total 280 100.0 100.0

Almost half of the participants (48.9%) watch travel vlogs, while 18.9% do not. A significant
portion (32.1%) sometimes watch travel vlogs.

Table 6
How frequently do you watch travel vliogs?
Cumulative
Frequency Percent Valid Percent Percent
Valid Very Rarely 63 22.5 22.5 22.5
Rarely 68 24.3 24.3 46.8
Occasionally 90 32.1 32.1 78.9
Frequently 40 14.3 14.3 93.2
Very Frequently 19 6.8 6.8 100.0

Total 280 100.0 100.0

Most participants watch travel vliogs occasionally (32.1%) or rarely (24.3%). Some watch them
frequently (14.3%) or very rarely (22.5%), and a few watches them very frequently (6.8%).

Table 7
How much time, on average, do you dedicate to watching travel vliogs each week?
Cumulative
Frequency Percent Valid Percent Percent
Valid Less than 1 hour 136 48.6 48.6 48.6
1-2 hours 89 31.8 31.8 80.4
3-4 hours 36 12.9 12.9 93.2
5-6 hours 13 4.6 4.6 97.9
More than 6 hours 6 2.1 2.1 100.0
Total 280 100.0 100.0

Most participants spend less than 1 hour per week watching travel vlogs (48.6%). Some spend 1-2
hours (31.8%) or 3-4 hours (12.9%). A few spend 5-6 hours (4.6%) or more than 6 hours (2.1%).

Table 8
Through which platform or channel do you primarily watch travel vlogs?
Cumulative
Frequency Percent ~ Valid Percent Percent
Valid Youtube 170 60.7 60.7 60.7
Facebook 16 5.7 5.7 66.4
Instagram 60 21.4 214 87.9
Other 88 11.8 11.8 99.6
5.00 1 A4 A4 100.0
Total 280 100.0 100.0




. Vol.7 No.2 2024
5 & B ISSN Online: 2709-7625
%Aﬂﬁw

TA 6! o ISSN Print: 2709-7615

The majority of participants primarily watch travel vlogs on YouTube (60.7%). Some watch on
Instagram (21.4%) or other platforms (11.8%), and a few on Facebook (5.7%).

Table 9
Travel vlogs significantly shape my perception of a destination, influencing how
appealing it appears to me.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 13 4.6 4.6 4.6
Disagree 14 5.0 5.0 9.6
Neutral 83 29.6 29.6 39.3
Agree 102 36.4 36.4 75.7
Strongly Agree 68 24.3 24.3 100.0

Total 280 100.0 100.0

Travel vlogs significantly shape respondents' perception of a destination's appeal, with 24.3%
strongly agreeing and 36.4% agreeing. 29.6% are neutral, while 5.0% disagree and 4.6% strongly

disagree.
Table 10
I am more likely to consider a destination recommended by a vlogger I trust and follow.
Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 10 3.6 3.6 3.6
Disagree 20 7.1 7.1 10.7
Neutral 90 32.1 32.1 42.9
Agree 125 44.6 44.6 87.5
Strongly Agree 35 12.5 12.5 100.0
Total 280 100.0 100.0

Respondents are more likely to consider a destination recommended by a vlogger they trust and
follow, with 12.5% strongly agreeing and 44.6% agreeing. 32.1% are neutral, while 7.1% disagree
and 3.6% strongly disagree.

Table 11
Travel vlogs have the power to challenge and reshape my preconceived stereotypes about
certain destinations.

Cumulative
Frequency Percent  Valid Percent Percent
Valid  Strongly Disagree 8 2.9 2.9 2.9
Disagree 24 8.6 8.6 114
Neutral 94 33.6 33.6 45.0
Agree 103 36.8 36.8 81.8
Strongly Agree 51 18.2 18.2 100.0

Total 280 100.0 100.0

Travel vlogs have the power to challenge and reshape respondents' preconceived stereotypes about
destinations, with 18.2% strongly agreeing and 36.8% agreeing. 33.6% are neutral, while 8.6%
disagree and 2.9% strongly disagree.
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Valid  Strongly Disagree 10 3.6 3.6 3.6
Disagree 27 9.6 9.6 13.2
Neutral 87 31.1 31.1 44.3
Agree 111 39.6 39.6 83.9
Strongly Agree 45 16.1 16.1 100.0

Total 280 100.0 100.0

The portrayal of authentic and culturally rich experiences in travel vlogs significantly influences
respondents' interest in a destination, with 16.1% strongly agreeing and 39.6% agreeing. 31.1% are
neutral, while 9.6% disagree and 3.6% strongly disagree.

Table 13
Travel viogs often spark my curiosity to explore destinations that are not commonly
known or popular.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 18 6.4 6.4 6.4
Disagree 24 8.6 8.6 15.0
Neutral 76 27.1 27.1 42.1
Agree 105 37.5 375 79.6
Strongly Agree 57 204 20.4 100.0

Total 280 100.0 100.0

Travel vlogs often spark respondents' curiosity to explore lesser-known destinations, with 20.4%
strongly agreeing and 37.5% agreeing. 27.1% are neutral, while 8.6% disagree and 6.4% strongly
disagree.

Table 14
The information provided in travel vlogs plays a significant role in influencing my final
decision when choosing a travel destination.

Cumulative
Frequency Percent  Valid Percent Percent
Valid  Strongly Disagree 24 8.6 8.6 8.6
Disagree 24 8.6 8.6 17.1
Neutral 69 24.6 24.6 41.8
Agree 104 37.1 37.1 78.9
Strongly Agree 59 21.1 21.1 100.0

Total 280 100.0 100.0

The information provided in travel vlogs significantly influences respondents’ final decision when
choosing a travel destination, with 21.1% strongly agreeing and 37.1% agreeing. 24.6% are neutral,
while 8.6% disagree and 8.6% strongly disagree.
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Table 15

The visual quality of travel vlogs significantly influences my perception of the showcased
destinations.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 14 5.0 5.0 5.0
Disagree 12 4.3 4.3 9.3
Neutral 68 24.3 24.3 33.6
Agree 110 39.3 39.3 72.9
Strongly Agree 76 27.1 27.1 100.0

Total 280 100.0 100.0

The visual quality of travel vlogs significantly influences respondents' perception of showcased
destinations, with 27.1% strongly agreeing and 39.3% agreeing. 24.3% are neutral, while 4.3%
disagree and 5.0% strongly disagree.

Table 16
The storytelling approach used in travel vlogs enhances my enjoyment and engagement
with the content.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 3 1.1 1.1 1.1
Disagree 18 6.4 6.4 75
Neutral 71 25.4 25.4 32.9
Agree 137 48.9 48.9 81.8
Strongly Agree 51 18.2 18.2 100.0

Total 280 100.0 100.0

The storytelling approach in travel vlogs enhances respondents' enjoyment and engagement, with
18.2% strongly agreeing and 48.9% agreeing. 25.4% are neutral, while 6.4% disagree and 1.1%
strongly disagree.

Table 17
The cultural sensitivity demonstrated by vloggers in showcasing local customs positively
affects my perception of the destination.

Cumulative
Frequency Percent  Valid Percent Percent
Valid  Strongly Disagree 7 2.5 25 2.5
Disagree 18 6.4 6.4 8.9
Neutral 95 33.9 33.9 42.9
Agree 109 38.9 38.9 81.8
Strongly Agree 51 18.2 18.2 100.0

Total 280 100.0 100.0

The cultural sensitivity demonstrated by vloggers in showcasing local customs positively affects
respondents' perception of the destination, with 18.2% strongly agreeing and 38.9% agreeing. 33.9%
are neutral, while 6.4% disagree and 2.5% strongly disagree.
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Table 18
The inclusion of practical information and travel tips in travel vlogs enhances the
usefulness of the content for me.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 6 2.1 2.1 2.1
Disagree 30 10.7 10.7 12.9
Neutral 88 31.4 31.4 44.3
Agree 112 40.0 40.0 84.3
Strongly Agree 44 15.7 15.7 100.0

Total 280 100.0 100.0

The inclusion of practical information and travel tips in travel vlogs enhances their usefulness for
respondents, with 15.7% strongly agreeing and 40.0% agreeing. 31.4% are neutral, while 10.7%
disagree and 2.1% strongly disagree.

Table 19
Travel vlogs often shape my expectations about travel experiences, and this alignment
impacts my overall satisfaction with a destination.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 22 7.9 7.9 7.9
Disagree 28 10.0 10.0 17.9
Neutral 93 33.2 33.2 51.1
Agree 98 35.0 35.0 86.1
Strongly Agree 39 13.9 13.9 100.0

Total 280 100.0 100.0

Travel vlogs often shape respondents’ expectations about travel experiences, impacting their
satisfaction with a destination. Specifically, 13.9% strongly agree and 35.0% agree. 33.2% are
neutral, while 10.0% disagree and 7.9% strongly disagree.

Table 20
The sense of escapism provided by travel vlogs significantly impacts my perception of the
desirability of the showcased destinations.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 19 6.8 6.8 6.8
Disagree 30 10.7 10.7 175
Neutral 79 28.2 28.2 45.7
Agree 100 35.7 35.7 81.4
Strongly Agree 52 18.6 18.6 100.0

Total 280 100.0 100.0

Travel vlogs significantly impact respondents' perception of destination desirability by providing
escapism. Specifically, 18.6% strongly agree and 35.7% agree. 28.2% are neutral, while 10.7%
disagree and 6.8% strongly disagree.

11
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Table 21
Travel vlogs significantly contribute to the expansion of my potential travel destinations,
introducing me to places | might not have considered otherwise.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 16 5.7 5.7 5.7
Disagree 16 5.7 5.7 11.4
Neutral 74 26.4 26.4 37.9
Agree 99 35.4 35.4 73.2
Strongly Agree 75 26.8 26.8 100.0

Total 280 100.0 100.0

Travel vlogs significantly expand respondents' potential travel destinations, with 26.8% strongly
agreeing and 35.4% agreeing. 26.4% are neutral, while 5.7% disagree and 5.7% strongly disagree.

Table 22
The identification and connection with personal narratives shared in travel vlogs
influence my consideration of a particular destination for future travel.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 11 3.9 3.9 3.9
Disagree 17 6.1 6.1 10.0
Neutral 79 28.2 28.2 38.2
Agree 128 45.7 45.7 83.9
Strongly Agree 45 16.1 16.1 100.0

Total 280 100.0 100.0

A majority of respondents (61.8%) agree that the identification and connection with personal
narratives shared in travel vlogs influence their consideration of a particular destination for future

travel, with 16.1% strongly agreeing and 45.7% agreeing. 28.2% are neutral, while 6.1% disagree
and 3.9% strongly disagree.

Table 23
The emotional impact of travel vlogs plays a significant role in motivating me to consider
a destination for my next travel experience.

Cumulative
Frequency Percent  Valid Percent Percent
Valid  Strongly Disagree 8 2.9 2.9 2.9
Disagree 22 7.9 7.9 10.7
Neutral 92 32.9 329 43.6
Agree 102 36.4 36.4 80.0
Strongly Agree 56 20.0 20.0 100.0

Total 280 100.0 100.0

A majority of respondents (56.4%) agree that the emotional impact of travel vlogs significantly
motivates them to consider a destination for their next travel experience, with 20.0% strongly
agreeing and 36.4% agreeing. 32.9% are neutral, while 7.9% disagree and 2.9% strongly disagree.

12
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Table 24
Travel vlogs shape my perception of the feasibility and practicality of visiting a
particular destination, impacting my travel consideration.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 15 5.4 5.4 5.4
Disagree 27 9.6 9.6 15.0
Neutral 85 30.4 30.4 45.4
Agree 109 38.9 38.9 84.3
Strongly Agree 44 15.7 15.7 100.0

Total 280 100.0 100.0

A majority of respondents (54.6%) agree that travel vlogs shape their perception of the feasibility
and practicality of visiting a particular destination, impacting their travel consideration. Specifically,
15.7% strongly agree and 38.9% agree. 30.4% are neutral, while 9.6% disagree and 5.4% strongly
disagree.
Table 25
The information and insights provided in travel vlogs play a crucial role in my decision-
making process when choosing a travel destination.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 15 5.4 5.4 5.4
Disagree 30 10.7 10.7 16.1
Neutral 63 22.5 22.5 38.6
Agree 110 39.3 39.3 77.9
Strongly Agree 62 22.1 22.1 100.0

Total 280 100.0 100.0

A majority of respondents (61.4%) agree that the information and insights provided in travel vlogs
play a crucial role in their decision-making process when choosing a travel destination, with 22.1%

strongly agreeing and 39.3% agreeing. 22.5% are neutral, while 10.7% disagree and 5.4% strongly
disagree.

Table 26
The interactive features in travel vlogs, such as Q&A sessions and direct engagement
with viewers, contribute to a sense of community and shared experience, influencing my
travel consideration.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 21 7.5 7.5 7.5
Disagree 26 9.3 9.3 16.8
Neutral 80 28.6 28.6 45.4
Agree 102 36.4 36.4 81.8
Strongly Agree 51 18.2 18.2 100.0

Total 280 100.0 100.0

A majority of respondents (54.6%) agree that interactive features in travel vlogs, like Q&A sessions
and direct engagement with viewers, contribute to a sense of community and shared experience,
influencing their travel consideration. Specifically, 18.2% strongly agree and 36.4% agree. 28.6%
are neutral, while 9.3% disagree and 7.5% strongly disagree.
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Table 27

The emotional engagement facilitated by travel vlogs significantly increases my overall
interest in travel.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 17 6.1 6.1 6.1
Disagree 20 7.1 7.1 13.2
Neutral 59 21.1 21.1 34.3
Agree 98 35.0 35.0 69.3
Strongly Agree 86 30.7 30.7 100.0

Total 280 100.0 100.0

A large majority of respondents (65.7%) agree that the emotional engagement facilitated by travel
vlogs significantly increases their overall interest in travel, with 30.7% strongly agreeing and 35.0%
agreeing. 21.1% are neutral, while 7.1% disagree and 6.1% strongly disagree.

Table 28
Travel vlogs influence my interest in specific types of travel experiences, such as
adventure tourism or cultural immersion.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 6 2.1 2.1 2.1
Disagree 22 7.9 7.9 10.0
Neutral 61 21.8 21.8 31.8
Agree 146 52.1 52.1 83.9
Strongly Agree 45 16.1 16.1 100.0

Total 280 100.0 100.0

A majority of respondents (68.2%) agree that travel vlogs influence their interest in specific types of
travel experiences, such as adventure tourism or cultural immersion. Specifically, 16.1% strongly
agree and 52.1% agree. 21.8% are neutral, while 7.9% disagree and 2.1% strongly disagree.

Table 29
The perceived relatability of vioggers' experiences significantly influences my interest in
exploring similar destinations or activities.

Cumulative
Frequency Percent  Valid Percent Percent
Valid  Strongly Disagree 9 3.2 3.2 3.2
Disagree 24 8.6 8.6 11.8
Neutral 88 314 31.4 43.2
Agree 108 38.6 38.6 81.8
Strongly Agree 51 18.2 18.2 100.0

Total 280 100.0 100.0

A majority of respondents (56.8%) agree that the perceived relatability of vloggers' experiences
significantly influences their interest in exploring similar destinations or activities. Specifically,
18.2% strongly agree and 38.6% agree. 31.4% are neutral, while 8.6% disagree and 3.2% strongly
disagree.
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Table 30
Travel vlogs create a sense of FOMO (Fear of Missing Out), driving my interest in
exploring new and unconventional destinations.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 8 2.9 2.9 2.9
Disagree 46 16.4 16.4 19.3
Neutral 76 27.1 27.1 46.4
Agree 104 37.1 37.1 83.6
Strongly Agree 46 16.4 16.4 100.0

Total 280 100.0 100.0

A majority of respondents (53.5%) agree that travel vlogs create a sense of FOMO (Fear of Missing
Out), driving their interest in exploring new and unconventional destinations. Specifically, 16.4%
strongly agree and 37.1% agree. 27.1% are neutral, while 16.4% disagree and 2.9% strongly

disagree.
Table 31

The alignment of travel vlogs with my personal travel aspirations and values

significantly impacts my interest in certain destinations.
Cumulative
Frequency Percent Valid Percent Percent

Valid  Strongly Disagree 14 5.0 5.0 5.0

Disagree 26 9.3 9.3 14.3

Neutral 80 28.6 28.6 42.9

Agree 114 40.7 40.7 83.6

Strongly Agree 46 16.4 16.4 100.0

Total 280 100.0 100.0

A majority of respondents (57.1%) agree that the alignment of travel vliogs with their personal travel
aspirations and values significantly impacts their interest in certain destinations, with 16.4%

strongly agreeing and 40.7% agreeing. 28.6% are neutral, while 9.3% disagree and 5.0% strongly
disagree.

Table 32
Travel vlogs, as a whole, contribute to a heightened sense of curiosity about various
destinations and travel experiences.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 5 1.8 1.8 1.8
Disagree 35 125 125 14.3
Neutral 78 27.9 27.9 42.1
Agree 109 38.9 38.9 81.1
Strongly Agree 53 18.9 18.9 100.0

Total 280 100.0 100.0

A majority of respondents (57.8%) agree that travel vlogs contribute to a heightened sense of
curiosity about destinations and travel experiences, with 18.9% strongly agreeing and 38.9%
agreeing. 27.9% are neutral, while 12.5% disagree and 1.8% strongly disagree.
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Table 33

Travel vlogs play a significant role in influencing my interest in actively planning and
organizing future trips to the showcased destinations.

Cumulative
Frequency Percent Valid Percent Percent
Valid Strongly Disagree 7 2.5 2.5 2.5
Disagree 26 9.3 9.3 11.8
Neutral 85 30.4 30.4 42.1
Agree 124 44.3 44.3 86.4
Strongly Agree 38 13.6 13.6 100.0

Total 280 100.0 100.0

The data shows that a majority of respondents (57.9%) are influenced by travel vlogs in
planning future trips, with 13.6% strongly agreeing and 44.3% agreeing. 30.4% are neutral,
9.3% disagree, and 2.5% strongly disagree with this influence.

Table 34
Travel vlogs often serve as inspiration for adding destinations to my travel bucket list,
influencing my long-term travel goals.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Disagree 19 6.8 6.8 6.8
Disagree 34 12.1 121 18.9
Neutral 75 26.8 26.8 45.7
Agree 100 35.7 35.7 81.4
Strongly Agree 52 18.6 18.6 100.0

Total 280 100.0 100.0

Over half (54.3%) were inspired to add destinations after watching travel vlogs, with 35.7%
agreeing and 18.6% strongly agreeing. A smaller segment (12.1%) disagreed, and only 6.8%
strongly disagreed. Nearly a third (26.8%) were neutral on the impact of travel vlogs on their travel
aspirations.
Discussion

The study investigated the influence of travel vlogs on travel planning, revealing
compelling insights. While a small portion (11.8%) downplayed their impact, a significant
majority (57.9%) acknowledged their influence, highlighting the potential of travel vlogs as a
powerful tool for the travel industry. The study primarily surveyed young adults (87.1% aged
18-24), with a majority (58.2%) being female. Most participants (76.4%) were graduates,
belonged to the middle economic class (80.7%), and watched travel vlogs occasionally (32.1%)
or rarely (24.3%). YouTube emerged as the dominant platform (60.7%), followed by Instagram
(21.4%).

Regarding travel perceptions, a large portion (60.7%) agreed that vlog portrayals
influenced their appeal, with aspects like authenticity (55.7% agreeing) and cultural richness
(55.7% agreeing) playing a key role. Vlogs also challenged stereotypes (55% agreeing) and
sparked curiosity for lesser-known destinations (57.9% agreeing). In decision-making, over 58%
agreed that vlogs influenced their final destination choice, with visual quality (66.4% agreeing)
and storytelling (67.1% agreeing) being significant factors. Practical information and cultural
sensitivity also mattered (55.7% agreeing for both). Interestingly, vlogs shaped expectations
(48.9% agreeing), impacting satisfaction (48.9% agreeing).

Emotionally, travel vlogs played a significant role, with over 56% agreeing that vliogs
motivated them to travel (56.4% agreeing) and offered a sense of escapism (54.3% agreeing).
Vlogs also expanded travel horizons (62.2% agreeing) by showcasing new destinations. The
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identification with personal narratives (61.8% agreeing) and the perceived relatability of
vloggers (56.8% agreeing) further fueled interest. Interactive features like Q&A sessions (54.6%
agreeing) fostered a sense of community, enhancing travel consideration. Overall, a strong
majority (65.7%) agreed that travel vlogs increased their overall interest in travel, influencing
interest in specific travel experiences (68.2% agreeing) and creating a sense of FOMO (53.5%
agreeing). The alignment of travel vlogs with personal aspirations (57.1% agreeing) and a
heightened sense of curiosity (57.8% agreeing) further solidified their influence on travel
planning.

Conclusion

The study revealed that travel vlogs significantly influence travel planning, with most
respondents acknowledging their impact. Young adults, particularly females, were the primary
audience, often graduates from the middle economic class. YouTube was the preferred platform
for vlogs. These vlogs shaped perceptions of destinations, influencing appeal, authenticity, and
cultural interest. They also impacted decision-making, influencing destination choices,
expectations, and travel satisfaction. Emotional connections were strong, motivating travel and
creating a sense of community. Overall, travel vlogs increased interest in travel, fueled
exploration of new destinations, and aligned with personal aspirations. Future research could
explore their impact on different demographics and long-term travel behavior, highlighting their
potential as a powerful tool for the travel industry.

Recommendations
Based on the findings of this study, the following recommendations are suggested:

e Create authentic and visually appealing content showcasing a destination's cultural
richness and unique experiences, incorporating practical information and travel tips.

e Engage with the audience through interactive features like Q&A sessions and direct
engagement to foster a sense of community.

e Use compelling storytelling to create emotional connections with the audience and
enhance enjoyment and engagement.

e Demonstrate cultural sensitivity in showcasing local customs and traditions to positively
affect viewers' perception of the destination.

o Explore and showcase a variety of destinations, including lesser-known places, to spark
curiosity and promote off-the-beaten-path travel.

o Collaborate with vloggers who have a strong following and are trusted by their audience
to influence travel decisions effectively.

e Focus on creating content for YouTube, the preferred platform for watching travel vlogs,
while also considering other platforms like Instagram and Facebook.

e Conduct further research to understand the long-term impact of travel vlogs on travel
behavior and the effectiveness of different types of vlog content.

o Actively engage with viewers to understand their preferences and interests, informing
future marketing strategies.

o Create educational content providing insights into the culture, history, and traditions of
destinations to enhance viewers' understanding and appreciation of different cultures.
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