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YouTube is one of the emerging technologies that impact consumer behavior. In the tourism sector, travel video blogs (travel
vlogs) have become increasingly popular since they are highly influential in influencing travel behavior. Similarly, YouTube
travel vlogs are highly engaging and provide consumers with destination experiences. This study determines how consumer
behavior expressed through emerging technologies, such as travel vlogs on YouTube, can influence travel intention and
electronic-Word of Mouth (e-WOM) behavior. By incorporating the use and gratification (U&G) perspective, this study
examines the role of information seeking and entertainment as motivational factors for watching travel vlogs as a source of
satisfaction. It will, in turn, lead to a greater degree of engagement. The current study investigated the emotional and presence
aspects of travel videos to determine engagement. To evaluate the research hypothesis, we collected data from 300 respondents
who had traveled to a destination after watching a travel vlog. We tested the hypothesis by utilizing structural equation
modeling, a feature of the Smart-PLS 3.0 software. The results indicate that consumer motivations for watching travel vlogs,
including the desire for information and entertainment, significantly impact customer engagement, both emotion and presence.
Customers who are emotionally engaged and perceive travel vlogs as having a high presence will significantly affect their travel
intention behavior and influence them to share e-WOM. In addition, the current study provides insight into tourism managers
and academics on how travel vlogs as emerging technologies influence consumer behavior.

1. Introduction

YouTube is one of the most popular social media platforms
[1] and the largest video-sharing site on the web [2]. This
platform contains videos that serve as an effective means of
communication with the audience. YouTube provides users
with different benefits, such as information, entertainment,
and social interaction [3]. According to data reports in
2021, YouTube has active users of 94%, with 98.5% of online

video content activities [4]. A primary function of YouTube
is creating and searching for content [5], allowing users to
manage videos more efficiently [6]. Video content categories
vary considerably depending on the types of content used.
One of them is the popularity of vlog content among the
public and in various fields, with 74.3% of users [4]. You-
Tube vlog content categories include frame aesthetics, video
editing, fandom, humor, and travel experiences [7]. Travel
vlogs are videos that share narration and images of travel
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experiences. The videos produced by vloggers will enable
them to present a clearer picture of destinations to the audi-
ence [7]. Vloggers are travelers who share their travel expe-
riences through video. The video content seen by consumers
can be from destinations, community, culinary, or natural
scenery [8]. This travel experience will allow the vlogger to
receive feedback from the audience, possibly even persuad-
ing or inspiring them to do the same thing. Consumers will
choose and use tourism information in their travel planning
[9]. As a result, travel vlogs can provide authentic experi-
ences for destination marketing [8]. These factors will ulti-
mately influence consumers’ travel decisions and behavior
[6]. Tourism marketers can use travel vlogs, whether public
or private tourism agents. By using travel vlogs as a source
of tourism promotion and information, they will be able to
provide a more specific view of consumer behavior [10,
11], as well as promote the growth of the tourism industry
more broadly [12]. Thus, travel vlogs can significantly
impact the success of the tourism industry nowadays [8].

Travel videos are one of the most relevant consumer
purchase decisions [13]. Vloggers post video content depict-
ing tourist destinations, ranging from nature tourism to
community interaction [8]. In addition to the variety of con-
tent, consumers can also use the site as a resource for tourist
information that provides a concise description of the desti-
nation [7]. Consumers learn more about tourist destinations
based on their perceptions [2]. The perception related to
posting travel vlog content significantly influences con-
sumers’ travel intentions [14, 15]. This can be observed in
consumer choices and tourism information during travel
planning. As a result of this planning, consumers will be
more likely to make a purchase decision regarding a specific
location [16]. Therefore, travel vlogs can be an effective tool
for general destination marketing [8].

Travel vlog content can be created by travelers/vlog-
gers and destination marketing organizations [7, 8]. This
vlog discusses nature tourism, culture, cuisine, and other
topics which may resonate with the viewer on several
levels. The narration and visual presentation of tourist des-
tinations with high-quality videos increase the likelihood
of the audience forming positive associations with the des-
tination. Ultimately, this will influence the audience’s
travel intentions [7]. As influencers have a large number
of followers, a vlog describing a travel experience may
generate a response from an audience interested in visiting
the destination. Furthermore, audio-visual and nonvisual
elements, such as language and music, can attract con-
sumers to video content and even influence their travel
behavior [8]. In the tourism industry, travel vlogs are an
essential medium for destination marketing [8].

Several studies have examined travel intention through
online media, mainly YouTube travel vlogs. Using reso-
nance theory, Cheng et al. [6] used vlogs to increase the
intention to visit by connecting the experience of watching
to the experience of watching travel videos. In Tafesse’s
study [17], the effect of video optimization practices on
viewer engagement is examined after watching a travel
vlog. Gamage et al. [18] suggest that social satisfaction,
process, and content influence tourist choices. The current

study has identified a research gap in applying the U&G
perspective to YouTube travel videos to investigate travel
behaviors. The present study proposes motivational factors
for satisfaction in watching YouTube travel vlogs based on
information seeking and entertainment to fill the research
gap. Furthermore, the current research integrates U&G
and engagement to visit and the intention to e-WOM.
Moreover, the present study identifies engagement based
on emotional and social presence.

This study is based on the use and gratification (U&G)
perspective. Through U&G, the present study can better
understand why consumers use travel vlogs on YouTube,
needs for using it, and what they obtain [19]. Consumers
choose the travel vlog on YouTube they operate according
to their motivation to meet specific needs [20]. Motivation
based on the U&G is essential for tourism marketers to
determine specific needs of using travel vlogs on YouTube
as it affects consumer behavior [21]. Consumers’ motivation
will determine the decision-making process and the primary
impetus for purchase behavior [22, 23]. There are several
reasons why consumers use travel vlogs on YouTube inves-
tigated in the present study, including the need for informa-
tion, entertainment, and interaction with others [24–27]. In
travel vlogs on YouTube, consumers fulfill their needs based
on motivation, such as seeking information and entertain-
ment from video content [28, 29]. The satisfaction or grati-
fication achieved is represented by content (information),
process (entertainment), and social satisfaction (interaction
with users) [30]. Upon meeting audience satisfaction based
on the motivation to watch travel vlogs, the audience will
perceive the engagement [67], through the likes, comments,
and shares of vlog videos or subscriptions to the YouTube
travel vlog channel [3]. As a result, the U&G approach and
the way engagement is perceived can predict the outcome
of consumer behavior that can be used as an illustration by
tourism marketers, namely, intention to visit and e-WOM
interest [6, 15, 31].

From a U&G perspective, social media can be employed
to support a wide range of activities, especially in the tour-
ism sector. Consumers use YouTube travel vlogs for various
reasons [20]. According to their motivations for using You-
Tube travel video blogs, they are seeking vacation informa-
tion and entertainment to plan a vacation [24, 32]. The
consumer will seek and obtain reliable, accurate, and com-
prehensive information [29]. Additionally, consumers will
seek entertainment and enjoyment from a video content that
meets their needs [32]. Therefore, the U&G perspective may
be used to investigate consumers’motivation to achieve their
needs in their tourism decision-making [33]. By incorporat-
ing the use and gratification (U&G) perspective into this
study, we can examine the role of information seeking and
entertainment as motivational factors for watching travel
vlogs to obtain satisfaction [29, 34].

This study examines how travel vlog video content con-
tributes to consumers’ intention to travel and e-WOM
behavior. Information seeking and entertainment will form
the basis of customer engagement. The level of customer
engagement shown after viewing a travel video with emo-
tional and social dimensions will determine the consumer’s
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intention to travel and the e-WOM. To examine the influ-
ence and relationship between variables, structural equation
modeling (SEM) was used as the analytical tool. The
research is focused on destinations in North Sumatra. The
north of Sumatra is a destination with beautiful natural tour-
ism appeal. There are many destinations that attract tourists
in the form of natural scenery, tourist activities, history, cui-
sine, culture, and others that can leave an impression on
them. Thus, North Sumatra has the potential and deserves
to be developed as a tourism province by investigating the
usefulness of YouTube travel vlogs in the tourism sector.
As a result, from the perspective of U&G and engagement
that is tested to influence consumer behavior, this would
be an entirely new output for tourism marketers. Addition-
ally, tourism marketers can develop marketing strategies to
promote tourism content, increasing the number of tourists
visiting North Sumatra.

According to the study, both U&G and consumer
engagement contributed to engagement analysis from a
managerial and research perspective. Consumers use You-
Tube travel vlogs based on other viewers’ entertainment
searches. As a result, the consumer’s desire to seek enter-
tainment through travel vlogs will raise engagement. As a
result, to cultivate e-WOM and create an intention to visit,
consumers must be engaged through an emotional and
social presence in travel vlog content. Customer engage-
ment can be expressed in several ways, including an inten-
tion to return in the future or by sharing travel vlog
information through electronic word of mouth. The pres-
ent study contributes to the management of tourism agen-
cies and destination marketing organizations, whether
public or private. Travel vlogs have proven effective as a
medium for destination marketing to influence consumer
interest in visiting and share plans to visit.

The U&G perspective can improve customer engage-
ment in two ways, namely, through information seeking
and entertainment. Therefore, tourism managers and desti-
nation marketing organizations can utilize YouTube travel
vlogs as a destination marketing medium. This is because
YouTube is a medium for helping develop marketing strate-
gies for introducing their products and services. Further-
more, emotional and social presence may significantly
affect consumer behavior. In light of these findings, tourism
managers should emphasize creating experiential and social
content in travel vlogs by conveying the enthusiasm and
enthusiasm inherent in introducing potential tourist desti-
nations. This research is not without limitations as evi-
denced by the use of the U&G perspective dimensions,
which have been widely used in previous studies. Further-
more, emotional engagement has not been specifically iden-
tified as a dimension of customer engagement. In order to
improve future research models, it is hoped that further
analysis of the limitations of this study will provide a more
complete picture of consumer behavior.

Part of this work can be summarized as follows,
namely, Section 2, which deals with the theoretical basis
of previous research. In Section 3, we discuss the forma-
tion of hypotheses and the development of a conceptual
framework. Next, Section 4 reviews the research methodol-

ogy, including method, operationalization, questionnaire
item development, sampling techniques, data collection
methods, and SEM statistical analysis techniques. In Sec-
tion 5, the research findings and conclusions are pre-
sented. In Section 6, this study present discussion
according to the research findings. Finally, in Sections 7
and 8, we present the implication and direction for future
research.

2. Literature Review

2.1. Related Work. In previous research, consumers have
provided information regarding their experience watching
travel video blogs. Table 1 summarizes the related works.
The study by Cheng et al. [6] was among the first to examine
the factors contributing to consumer attachment to travel
vlogs. In this study, resonance theory identifies the cognitive
and emotional factors that affect consumers’ perceptions of
WOM. The study shows that emotional aspects positively
impact the main behavioral manifestations of customer
engagement behavior (WOM). Accordingly, consumers are
more likely to be influenced by their emotions than rational
information. It provides an opportunity for hospitality and
tourism management to examine the main behavioral man-
ifestations of CEB. This study, however, only focuses on one
major behavioral manifestation of CEB, namely, WOM. In
addition, Tafesse examines audience engagement after
watching a travel vlog. This study was aimed at determining
which factors, including the availability of information and
the intensity of emotional sentiments, drive the viewing of
travel vlogs. Nevertheless, the study results were not ade-
quate in discussing what motivates viewers to watch travel
vlogs. Gamage et al. [18] apply a use and gratification
(U&G) perspective to identify why and how tourists make
travel decisions influenced by social satisfaction, process,
and content.

Based on the results of these previous studies, it is nec-
essary to investigate further why consumers watch travel
videos, which form attachments and develop into behavior
leading to visiting interest and e-WOM. In this study, the
principal contribution is to provide insight for tourism
managers and academics on how travel vlogs can be used
as a marketing technique to influence consumer behavior.
There are several content categories in the travel vlog,
including nature tourism and other tours. This study
examines the motivational factors for watching travel vlogs
through information seeking and entertainment as a
source of consumer satisfaction using the use and gratifi-
cation (U&G) perspective. The motivation of consumers
to manage this video content, which includes the desire
for information and entertainment, significantly influences
their engagement. This leads to a higher degree of attach-
ment. Therefore, consumers who are emotionally attached
and consider travel vlogs to have a high social presence
will significantly impact their intention to travel and share
e-WOM. In this regard, destination marketing organiza-
tions and tourism managers could use YouTube travel
vlogs as a tool for developing marketing campaigns.
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2.2. Tourism Content on YouTube Travel Vlog. Social media
platforms play a significant role nowadays, specifically in the
tourism industry which can be used as information seeking,
promotion, interaction, travel planning, and decision-
making [35–37]. YouTube is one of the most popular social
media platforms for assessing tourism information [38].
Besides being a source of information, YouTube also pro-
vides entertainment and social interactions that make con-
sumers interested in the service [3]. YouTube is primarily a
video creation and distribution platform, making it a social
media platform offering these two essential functions [5].
The most popular video content among users is vlogs [39].
Consumers will be interested in watching vlog content,
which will ultimately influence the decision process [16].
Thus, vlogs can be an effective marketing tool [40, 41].

The content categories of YouTube vlogs include frame
aesthetics, video editing, fandoms, humor, and travel experi-
ences [7]. Travel vlogs provide experiences through narra-
tion and images on videos which are uploaded by vloggers
on YouTube [6]. Travel vlogs can serve as a promotional
tool and share travel information. Through videos, vloggers
can provide consumers with a clear picture of destinations.
The content seen and heard by consumers includes informa-
tion about destinations visited, interactions with the com-
munity, culinary experiences, and natural scenery.
Following this, the vlogger will receive feedback from con-
sumers, which may persuade or inspire them to follow suit.

Furthermore, consumers will use tourism information to
plan their trips. As a result of watching travel vlogs, con-
sumers are likely to make decisions based on their plans
[42]. Based on the benefits they receive from watching travel
videos from a use and gratification (U&G) perspective, the
motivational factor is crucial to tourism and consumer
behavior. Therefore, travel vlogs have great potential for des-
tination marketing by offering real experiences. As a result,
this will affect consumers’ travel intentions [6, 11]. Both
public tourism agencies and private tourism agents have
the potential to use travel vlogs. From the point of view of
tourism promotion and information travel vlogs can provide
a more precise picture of consumer behavior and contribute
to the tourism industry’s growth [10, 12]. Therefore, travel
vlogs are very influential in the successful development of
the tourism industry.

2.3. Use and Gratification (U&G). In the 1940s, psychologist
Herzog reported that the use and gratification (U&G) per-
spective used to examine why consumers engage with mass
media [43]. In the early 1970s, this paradigm evolved to
emphasize audience reasons and the satisfaction of social
and psychological needs. Similarly, consumers have a role
in using media according to the social and psychological
needs that are satisfied in overcoming various problems
[19]. Taking an active role implies that the audience controls
the media used, interprets, and integrates the media into

Table 1: Related work.

Authors Variables and findings Limitation

Cheng et al. [6]

Variables:
Cognitive resonance, emotional resonance, CEB (WOM),

and travel intention
Result:

Behavioral manifestations of customer engagement
behavior (WOM) are positively impacted by emotional

factors

The results are subject to memory bias since they are based
solely on the respondent’s unforgettable experiences. The
study focuses only on one major manifestation of CEB,

namely, WOM

Tafesse [17]

Variable:
Video title (information content & emotional sentiment),
video description (information content), video tags, and

video views
Result:

It is the availability of information and the intensity of
emotions that encourage the viewing of travel vlogs

The title of this video is not informative. It fails to
differentiate between video categories. The data set used

does not accurately reflect the video content

Gamage et al. [18]

Variable:
UGT theory (social satisfaction, process, and content),

decision-making
Result:

The factors that influence consumer choice decisions
include social satisfaction, processes, and content.

Only tracking tourist satisfaction on a few social media
platforms

Current study

Variables:
U&G (information seeking, entertainment), customer

engagement (emotional; social presence)
Result:

The reasons for watching travel vlogs, such as
information and entertainment, significantly impact

customer engagement. Emotionally engaged and high-
attendance customers will influence their travel intent
behavior as well as influence them to share e-WOM

Purpose:
The purpose of this study is to examine the impact of

consumer behavior expressed through emerging
technologies, such as travel vlog videos on YouTube, on
travel intention and electronic word of mouth (e-WOM)

behavior
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their lives [44]. The U&G perspective allows the present
study to investigate why consumers use travel vlogs on You-
Tube and their need for it [19]. As a result, U&G is used to
explain the “how and why” of media use from the con-
sumers’ perspective [45, 46].

Consumers are characterized as intelligent, motivated,
and active [47]. Motivation from a U&G perspective plays
a significant role in tourism and consumer behavior [21].
Moreover, consumer motivation plays an essential role in
decision-making and is the driving force behind consumer
behavior [42]. Consumers use travel vlogs to obtain infor-
mation and entertainment and interact with others [20,
21]. Hence, motivation is the primary driving force behind
the behavior, which is sought for the satisfaction of watching
the travel vlogs [48]. Gratification is an aspect of satisfaction
obtained by individuals from active media use [30]. There
are three types of gratification sought, namely, content satis-
faction (self-documentation and information sharing), pro-
cess satisfaction (entertainment, time elapsed, and self-
expression), and social satisfaction (interactions with others)
[30]. This will provide a deeper understanding of users and
their satisfaction with social media [49]. Understanding the
satisfaction to seek and obtain something from media pro-
vides a much broader picture of consumer behavior [29].

The present study investigates consumers’ U&G for
using travel vlogs based on information seeking and enter-
tainment [33, 50]. Information seeking refers to travel vlogs
on YouTube where consumers are provided with informa-
tion about destinations [44]. Consumers actively choose
information to address their specific needs in visiting which
destination [20]. Typically, consumers seek information
based on reliable, accurate, and complete topics such as gen-
eral questions or products, socializing, group discussions,
news feeds, or sharing topics. Entertainment refers to seek-
ing entertainment or pleasure through social media [48].
The consumer may seek escapism, distraction, aesthetic
pleasure, or emotional release [44]. From the U&G perspec-
tive, YouTube travel vlogs can support various activities,
especially those related to tourism. Like in YouTube travel
videos, consumers choose this medium to meet specific
needs and fulfil their specific needs, such as experiencing
destinations [20]. The motivation for using YouTube travel
vlogs is to find information needed and entertain [24, 25].
Consumers seek and obtain reliable, accurate, and complete
information [29]. Moreover, consumers will also seek enter-
tainment and have fun with video content that meets their
entertainment needs [32]. Thus, information seeking and
entertainment lead to participation and engagement [34,
51], which result in behavioral outcomes such as consumer
intention to visit and e-WOM [29, 32].

2.4. Customer Engagement. The engagement has been widely
applied in several fields, including marketing and consumer
behavior [52, 53]. According to Morgan and Hunt [54],
engagement is based on commitment and trust to build
long-term relationships. In this sense, the active role of the
consumer is evident, as they represent an essential resource
for marketers in increasing company effectiveness [52, 53],
in addition to knowledge resources (product knowledge,

consumer feedback), persuasion resources (customer trust
and consumer influence), and network resources (consumer
interpersonal bonds and social networks) [17]. Marketers
have evolved the relationships with consumers through
social media platforms. Thus, consumers can easily access
marketers and finally be able to focus on the quality of their
relationships with consumers. When consumers believe in
marketers, they can provide satisfaction from the existing
relationships, which leads to increased consumer engage-
ment [55].

Consumer engagement results from intrinsic motivation
[56, 57]. In carrying out an activity, consumers will become
actively involved [58]. This activity is founded on the con-
sumer’s emotional state, which includes cognitive processes,
reasoning, decision-making, problem-solving, and evalua-
tion, tailored to their motivation [59]. By leveraging this
activity, marketers can build more meaningful interactions
and even encourage purchase decisions, interactions, and
consumer participation [60]. In other words, engagement
is referred to by marketers as an attempt to motivate,
empower, and measure consumer contributions [53]. It cre-
ates an understanding of the behaviors that result from the
motivational drivers of consumers [52], which in turn moti-
vate their intentions and behaviors [57]. Following the fun-
damental U&G perspective, customer engagement results
from the influence of motivation [33].

Consumer engagement comprises two dimensions: emo-
tional and social presence [61, 62]. Perceived emotional
dimensions contribute to building emotional bonds with
destinations [60]. There is an emotional bond between indi-
viduals or between individuals and objects [39]. The emo-
tional assessment of situations experienced is influenced by
the relative appropriateness or inadequacy of certain stimuli
concerning individual goals [63]. Customers are motivated
and influenced by emotional responses [64, 65], especially
in social media interactions that cause emotional responses.
In an interactive environment, consumers will feel emotion-
ally connected to others and will be able to express their feel-
ings. Accordingly, emotional factors represent the style of
consumer behavior [66].

With social media, consumers can build warm, personal,
and friendly interactions with other consumers. A person’s
media choice is determined by his or her level of importance
in interpersonal relationships. As a result, social presence
can be viewed as a subjective assessment that clarifies
dynamic interactions between consumers [67]. Highly per-
sonal media use will make interactions more attractive and
social, enhancing consumers’ social presence [68]. Con-
sumers can feel this interaction even if they are physically
separated [69]. Social presence is defined as how consumers
perceive that other people are present face-to-face or
through a mediated environment [70]. Providing a sense of
warmth and friendliness allows consumers to interact with
one another, which impacts their behavioral intentions [71].

With the use of YouTube travel vlogs, consumers can
feel the emotional and social presence of the content. In
tourism content that has been documented and archived, it
is possible for consumers to feel emotions from the expres-
sions and atmosphere that are contained in the video [34].
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Therefore, this fulfills their emotional needs [72]. Consumer
behavior intentions are strongly influenced by the emotional
content perceived by consumers [72, 73]. Next, stories based
on relevant personal experiences will make consumers feel
the social presence of influential people even though the
influential people are not physically nearby [74]. By enabling
consumers to interact with each other through actions such
as liking, commenting, and even sharing, we are demonstrat-
ing interactivity among consumers. This will provide a sense
of warmth and friendliness, which influences consumers’
behavioral intentions [71].

2.5. Outcome Behavior of Watching Travel Vlog on YouTube.
YouTube travel vlog videos provide unforgettable travel
memories for consumers [6]. Consumers can learn about
and become familiar with destinations through online
videos; thus, the videos they have viewed can influence the
way they behave [2]. Based on consumer behavior, there will
be an interest in visiting that is embedded based on service
quality, customer satisfaction, and positive perceptions of
service providers displayed in video content. As a result,
consumers’ intention to visit becomes an essential factor in
tourist behavior [15]. The emergence of consumer interest
in visiting will also lead to an intention to share information
or recommend travel vlogs via e-WOM [6, 75]. This enables
consumers to interact with others [76]. Consumers share
their viewing experiences by providing comments, reviews,
opinions, suggestions, and recommendations on social
media. Then, it can shape tourism planning behavior and
have access to helpful information over a prolonged period
of time. Due to this, e-WOM becomes even more attractive,
simple, and practical. Hence, consumers can trust tourist
reviews in travel vlogs as they are based on first-hand expe-
rience rather than professional reviews, and e-WOM is the
primary source of information for potential tourists [77].

3. Hypothesis Development and
Research Model

3.1. Hypothesis Development

3.1.1. Consumers’ U&G of Travel Vlog and Customer
Engagement. Following De Vries et al. [78], travel vlog video
content is seen based on consumers’ information-seeking
levels [79]. In general, seeking information is to increase
awareness and knowledge [3]. Consumers are actively
engaged in discovering the meaning of video content and
adjusting it according to previously known information
[71]. In seeking information, consumers feel a sense of
togetherness, social interaction, and the possibility of inter-
acting with new people [34]. Additionally, information seek-
ing will lead consumers to experience a social presence. The
concept of social presence has been suggested as an essential
concept for consumers seeking to establish warm, personal,
and friendly relationships with other consumers [80]. Con-
sumers need to seek relevant, fast, and straightforward infor-
mation, which leads to consumer interaction [81].
Therefore, this will increase consumers’ feelings of warmth
and social presence [71], by experiencing a sense of social

presence through warm and personal interactions with other
consumers [80]. Following the above explanation, the fol-
lowing hypotheses can be made:

H1,2. When consumers seek information on YouTube,
travel vlogs will influence their emotional and social
presence.

It has been identified that consumer intention is the
strongest predictor based on the intention to entertain or
have pleasure [48]. Consumers are more likely to engage
with entertaining content [46]. Customers display emotional
responses for several reasons, including escape, diversion,
aesthetic pleasure, and emotional release [44]. Consumers
can experience emotion from the expressions of others in
the videos they watch on YouTube as a result of their emo-
tional needs being satisfied [82]. “Emotional” refers to the
enjoyment and pleasure tourists derive from their experi-
ences [83]. Consumer experiences may be described as sub-
jective, intense, and salient. Therefore, emotions will
motivate and create a psychological connection with the
users [70]. Consumer emotions are represented by videos
depicting enjoyable, entertaining, and exciting travel experi-
ences. Besides the content of travel vlogs, recommendations
can also be derived from the appearance of a relaxed and
humorous atmosphere [6]. Based on tourists’ experiences
in destinations, consumers may be able to feel happy or
emotionally attached when watching video content [83].
Travel vlogs produce a positive response from consumers.
As a result, tourists will experience indirect satisfaction. This
will provide a clearer picture of a destination’s sense of life.
Thus, based on the above explanation, we can form the fol-
lowing hypotheses:

H3,4. When consumers perceive YouTube travel vlogs as
highly entertaining, it will influence their emotional and
social presence.

3.1.2. Customer Engagement and Outcome Behavior of
Watching Travel Vlog. Content recommendations in travel
vlogs promote the appearance of a relaxed and funny atmo-
sphere that can make consumers feel happy or emotional [6,
83]. An emotional response to video content can strongly
predict consumer behavior [73]. It mainly affects the rela-
tionship between the U&G perspective and consumer
behavior [31]. Tourist experiences that have been recorded
and archived allow consumers to sense the emotions con-
tained within the expressions and atmosphere contained in
the video [34]. Therefore, they can satisfy their emotional
needs and play an essential role in motivating users [64]. It
is a predictor of consumer behavior related to their intention
to visit destinations [3, 73]. Additionally, the emotions expe-
rienced by consumers may result in electronic word of
mouth (e-WOM) [31]. Roy et al. [84] describe how e-
WOM is becoming increasingly important in influencing
consumer behavior outcomes. Moreover, it can provide con-
venience through a wider reach and increased trust due to its
tourism experience. The comments, reviews, opinions, sug-
gestions, and recommendations for travel vlog content are
based on credible and trustworthy information. This might
affect consumer behavior directly or indirectly [10]. The sat-
isfaction received from content results in emotions, which
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have been shown to disseminate information via e-WOM
[85]. Accordingly, consumers with an emotional sense tend
to publish information through e-WOM [76]. A travel vlog
on YouTube is sharing pleasant travel experiences with other
consumers [86]. Because the term “sharing” is part of e-
WOM, information disseminated may be able to influence
the behavior of other consumers. Therefore, the current
study proposed the following hypothesis:

H5,6. Consumers’ emotions towards travel vlogs on
YouTube will impact to increase intention to visit and e-
WOM.

Presence is a psychological factor that can have a signif-
icant impact on media use satisfaction and behavior [71].
Social presence is essential to building warm, personal, and
friendly interactions with consumers [87]. YouTube pro-
vides a higher level of social presence [88]. In particular,
travel vlogs that provide satisfaction are based on tourists’
indirect experiences. This provides a comprehensive por-
trayal of a sense of life or presence concerning the destina-
tions [89]. As a result of the perceived social presence,
consumers perceive credibility, influencing their intention
to visit destinations [90]. Additionally, social presence posi-
tively impacts the development of trust in a social environ-
ment [91]. Consumers can establish warm, personal, and
friendly interactions with other consumers [87]. Generally,
the closer and more trusting the relationship between users,
the greater the intensity of the interaction. Consumers can
share information e-WOM about travel vlogs due to the per-
ceived closeness. Thus, it will be easier for consumers to
describe and understand the vlog viewing experience.

H7,8. The social presence generated from travel vlogs on
YouTube will increase the intention to visit and e-WOM.

3.2. Research Model. In this study, the use of the use and grat-
ification (U&G) perspective with the customer engagement
(CE) theory on YouTube travel vlogs will be further explored.
In order to understand consumer behavior concerning travel
intentions and e-WOM, this study intends to examine the
influence of the U&G and CE perspectives. The U&G per-
spective will provide an overview of why consumers choose
and use YouTube travel vlogs. Similarly, the CE provides an
overview of the engagement formed after watching travel
vlog content, influencing and shaping consumer behavior.
According to the U&G perspective, consumers use YouTube
travel vlogs for a variety of reasons, including information
seeking and entertainment. Finally, the CE dimension
focuses on consumer attachment to travel vlog content, spe-
cifically emotional and social presence. As viewed from the
U&G perspective, it will affect the formation of customer
engagement, which will impact consumer behavior: con-
sumer behavior that is expressed in the form of intention to
visit and e-WOM. Figure 1 illustrates the conceptual frame-
work of the research.

4. Research Method

4.1. Construct Operationalization and Item Development.
Information seeking, entertainment, emotional, social pres-
ence, visit intention, and e-WOM were used in this study.

Furthermore, the measurement items were adapted from
previous research. The items are collected and then adjusted
according to the research context. Statement items are ini-
tially written in English, converted into English, and then
translated into Indonesian. The statement items formulated
and developed are rated on a 7-point Likert scale
(strongly disagree = 1 to strongly agree = 7). The operationa-
lization for each construct is the following:

(a) Information seeking refers to collecting reliable,
accurate, and complete information to increase
knowledge [29, 48]. Adaptations in item information
seeking have been made by B.K. Kim and K.O. Kim
[89] and Hilvert-Bruce et al. [34] with the develop-
ment of five items

(b) Entertainment is defined as seeking pleasure or
amusement to satisfy consumer desires to spend
time and relax [6]. Entertainment items were
adapted from research by Khan [3] and Lai et al.
[83] with the development of four items

(c) Emotional refers to the interactions between con-
sumers and other objects that cause them to feel
happy or emotional [27, 39]. Adapting the Leri and
Theodoridis [85] research, three emotional items
have been developed

(d) Social presence is defined as how consumers per-
ceive that other people are present through a medi-
ated environment [70]. The social presence item
was developed using the research of Choi et al. [92]
and Liu et al. [93]. The item consists of five items

(e) Visit intention refers to consumers’ behavioral
intentions to travel to a particular destination [6].
We have adapted the item of intention to visit from
Cheng et al. [6] with the development of three items

(f) Electronic word of mouth is an informal communi-
cation made by consumers through social media by
sharing or recommending information that is a
determinant in decisions [6]. The following e-
WOM items were adapted from research conducted
by Leri and Theodoridis [85], Bu et al. [31], and Lai
et al. [83] for the development of three items

4.2. Sampling Technique and Data Collection Procedure. This
study used a nonprobability sampling method with a purpo-
sive sampling method. Following predetermined criteria, the
sample is selected based on the research objectives. Partici-
pants determined to meet the requirements for filling out
the questionnaire included active users of the YouTube plat-
form, viewers of YouTube travel vlogs, and visitors to tourist
destinations contained in video content. This study exam-
ines consumer e-WOM and consumer visits using a U&G
perspective, information seeking, and entertainment,
followed by emotional dimensions and social presence. The
items that have been developed are compiled into an online
questionnaire using Google Forms. We used a link from
Google Forms and distributed it through social media

7Human Behavior and Emerging Technologies



platforms such as WhatsApp, Facebook, and Instagram to
distribute the questionnaires. Meanwhile, data collection
was conducted over four months, and 300 responses were
obtained.

Participants were selected based on the frequency of
watching YouTube on a given day and the type of YouTube
content viewed. Analysis of the frequency of viewing You-
Tube videos by respondents who viewed the video two to
five times. In addition, the categories of watched travel vlog
content consist of both natural scenery and other content.
Participants answered online questionnaire items on a 7-
Likert scale (strongly disagree = 1 to strongly agree = 7).
The items were then transformed into Google Forms to col-
lect the data through an online survey. The study used
SmartPLS 3.0 software with structural equation modeling
(SEM) technique to test the data. This study is similar to
Cheng et al. [6] and Ho and See-To [50], which collect data
through online surveys and evaluate respondents based on
specific criteria. Cheng et al. [6] also used the same analytical
method. However, this study differs in how the samples were
chosen and determined. Tafesse [17] and Ho and See-To
[50] aim to collect a random sample within a given category.

4.3. Analysis Technique. This research was conducted using
structural equation modeling (SEM) analysis with Smart-
PLS 3.0 software. In this research, structural equation
modeling (SEM), which is a fundamental tool of data analy-
sis, includes several steps. Initially, the measurement model
was analyzed for convergent and discriminant validity. To
determine internal consistency, the Average Variance
Extracted (AVE), Composite Reliability (CR), and Cron-
bach’s alpha (CA) values are used [94]. Additionally, we
evaluated discriminant validity using three approaches,
including the Fornell-Larcker Criterion, Heterotrait-
Monotrait (HTMT), and matrix cross-loadings [95, 96].
Once the validity and reliability requirements have been
met, the structural model evaluation is tested using two
methods. In order to assess the strength of the model, we
first examine the R-square (R2) value as the variance of the
endogenous variable determined by the exogenous variable)
[97]. In addition, evaluate the model fit, including SRMR d_
ULS, d_G, and NFI (Hu & Bentler, 1999) [97]. The hypoth-
esis testing will be conducted once the model fit criteria have
been met in the structural equation modeling.

5. Results

5.1. Demographic Characteristics. A total of 300 responses
were collected from the online survey. A summary of the
demographic characteristics of the respondents is presented
in Table 2. According to gender, 63.7% of respondents were
female. The majority of respondents were 20 to 29 years old
(58%). In terms of marital status, 70.7% of respondents are
single. According to educational background, 73% are
undergraduates. The majority of respondents (53.7%) are
undergraduates. The most common frequency of watching
travel vlogs on YouTube is two to three times a day, at
33%. 36.3% of respondents viewed YouTube travel vlog con-
tent more often than other types of content. Furthermore,
there are videos about the activities during the trip, includ-
ing the accommodation and vehicles. In terms of video con-
tent, natural scenery video is the second most popular
choice, with 23.3% of respondents.

5.2. Validity and Reliability Assessment. Table 2 summarizes
the data processing results regarding construct validity, con-
vergence, and internal consistency. The validity and reliabil-
ity of the construct are tested in several stages. First, we
compare each factor’s loading value, which must be greater
than 0.7 [94]. Table 2 illustrates that construct validity has
been achieved. Second, we examine the results using an aver-
age of the extracted variances (AVE) greater than 0.5 [94].
From Table 3, it appears that the AVE is adequate. In the
next step, we examined the internal consistency of the con-
struct using Cronbach’s alpha (CA) values and Composite
Reliability (CR) values, both above 0.7 [94]. Based on the
results obtained, the constructs covered in the study have a
high degree of internal consistency for each item. Accord-
ingly, internal consistency has been achieved.

As a next step, we evaluate discriminant validity using
three approaches. First, the Fornell-Larcker criterion is used
to determine whether the square roots of AVE are greater
than the value of the interconstruct correlation. Table 4 illus-
trates that the square roots of AVE are greater than the cor-
relation between constructs. Accordingly, the discriminant
validity of the Fornell-Larcker criterion approach has been
demonstrated [95].

Secondly, the Heterotrait-Monotrait (HTMT) approach
is a new, comprehensive approach to measuring

OutcomeU&G

Information
seeking

Entertainment

Emotional

Social presence

Visit intention

e-WOM

Engagement

H1

H2

H4

H3

H5

H6

H7

H8

Figure 1: Proposed research model.
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discriminant validity, with an HTMT value of 0.85 [96]. Fol-
lowing the results, all HTMT values were less than 0.85 for
each construct, as shown in Table 5. Therefore, this study
has strong discriminant validity.

Thirdly, the matrix crossloading approach assumes that
discriminant validity can be demonstrated when the factor
loading item value for one construct is greater than the cor-
relation coefficient for other constructs. The results of the
crossloading matrix test are presented in Table 6. Here, all
constructs have a factor loading that exceeds the correlation
coefficient of other constructs. Accordingly, each construct
has good discriminant validity.

5.3. Hypothesis Results. The study employs partial least
squares structural modeling (PLS-SEM) with SmartPLS 3.0
software. There are several stages to the modeling process.
This study examines how well a research model can test
hypotheses. To begin with, we analyze the model strength
of the endogenous variables using the path coefficients
between constructs. The validity of this approach is tested
by comparing R2 values greater than 0.1. This structural
model is considered viable if its R2 value is greater than 0.1

or close to 1 [97]. Based on Figure 2, the results of structural
modeling indicate that the emotional component has a value
of R2 = 0:599. This is explained by the path coefficients of
information seeking and entertainment. Social presence has
an R2 value of 0.567. The value of this construct is explained
by the path coefficients of information seeking and enter-
tainment. The visit intention was found to have an R2 value
of 0.587, explained by the emotional path and social pres-
ence coefficients. The e-WOM as an R2 of 0.644, which is
explained by the emotional path and social presence coeffi-
cients. As a result, this research model was identified as
being viable, with the endogenous construct having an R2

value greater than 0.1 [97].
The research hypothesis test results are presented in

Figure 2 and Table 7. The results indicate that information
seeking significantly impacts emotional and social presence.
Thus, H1 and H2 are supported (β = 0:185 and 0.241, T =
1:990 and 2.785, respectively). Entertainment significantly
affects emotion and social presence. Thus, it supports H3
and H4 (β = 0:630 and 0.562, T = 7347 and 7.283, respec-
tively). Furthermore, the effect of emotion on intention to
visit and e-WOM was significant, so that H5 and H6 were

Table 2: Respondents’ demographics.

Measure Items Frequency Percentage

Gender
Male 109 36.3%

Female 191 63.7%

Marital status
Married 88 29.3%

Single 212 70.7%

Age (years old)

19 years old or below 45 15%

20-29 years old 174 58%

30-39 years old 55 18.3%

40 years old or above 26 8.7%

Educational background

Senior high school or equal 71 23.7%

Undergraduate 219 73%

Master 8 2.7%

Doctorate 2 0.7%

Occupations

Student in senior high school 23 7.7%

University student 161 53.7%

Government employee 69 23%

Entrepreneurs 14 4.7%

Private employee 33 11%

Frequency of watching YouTube (hours/day)

2 times a day or less 86 28.7%

2–3 times a day 99 33%

4–5 times a day 42 14%

5 times a day or more 73 24.3%

Content category watched in YouTube travel vlog

Nature 70 23.3%

Culinary 66 22%

Cultural sites 33 11%

Heritage sites 22 7.3%

Others 109 36.3%
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supported (β = 0:366 and 0.359, T = 4:564 and 5.091, respec-
tively). Lastly, social presence significantly influences visit
intention and e-WOM. Thus, it supports H7 and H8
(β = 0:441 and 0.485, T = 5:416 and 6.588, respectively).

6. Discussion

This study is aimed at explaining the behavior of tourists vis-
iting specific destinations using YouTube travel vlogs. The
evaluation of consumer behavior (intention to visit and
word of mouth) is undertaken based on dimensions of the
U&G perspective (information seeking and entertainment)
as well as customer engagement (emotional and social pres-
ence). The U&G perspective explains customer engagement
in terms of two dimensions, namely, information seeking
and entertainment. In addition, customer engagement
explains how emotional and social presence impact the
intention to visit and e-WOM. This study describes the role
of U&G and customer engagement, specifically, why con-
sumers use YouTube travel videos, followed by how con-
sumer engagement occurs when viewing travel videos.
Ultimately, from the standpoint of U&G and customer
engagement, it will impact consumer behavior outcomes,
which result in intention to visit and word of mouth. We
collected data from respondents who watched YouTube
travel videos and visited the destinations presented in the
videos. Several discussions followed the results of this study.

Table 3: Results of validity and internal consistency testing.

Construct Items FL CA CR AVE

Information seeking

IS1 0.946

0.974 0.98 0.906

IS2 0.959

IS3 0.956

IS4 0.947

IS5 0.95

Entertainment

EN1 0.903

0.953 0.966 0.877
EN2 0.948

EN3 0.951

EN4 0.944

Emotional

EM1 0.946

0.935 0.958 0.885EM2 0.94

EM3 0.936

Social presence

SP1 0.907

0.967 0.975 0.885

SP2 0.947

SP3 0.95

SP4 0.958

SP5 0.941

Visit intention

VI1 0.956

0.943 0.964 0.898VI2 0.936

VI3 0.951

e-WOM

EW1 0.959

0.961 0.975 0.927EW2 0.972

EW3 0.957

Notes: FL: factor loading ≥ 0.7; CA: Cronbach alpha ≥ 0:7; CR: Composite
Reliability ≥ 0:7; AVE: Average Variance Extracted ≥0.5.

Table 4: Fornell-Larcker criterion.

Construct IS EN EM SP VI EW

Information seeking
(IS)

0.952

Entertainment (EN) 0.719 0.936

Emotional (EM) 0.638 0.763 0.940

Social presence (SP) 0.644 0.734 0.802 0.941

Visit intention (VI) 0.595 0.653 0.720 0.735 0.948

e-WOM (EW) 0.567 0.658 0.748 0.773 0.723 0.963

Note: the diagonal and italic values are the square roots of AVE.

Table 5: Heterotrait-Monotrait ratio.

Construct IS EN EM SP IV EW

Information seeking (IS) —

Entertainment (EN) 0.746 —

Emotional (EM) 0.668 0.808 —

Social presence (SP) 0.663 0.763 0.843 —

Intention to visit (IV) 0.619 0.686 0.765 0.767 —

e-WOM (EW) 0.585 0.687 0.789 0.802 0.759 —

Note: threshold for HTMT: ≤0.85, strong; ≤0.90, weak.

Table 6: Crossloading matrix.

Items IS EN EM SP IV EW

IS1 0.946 0.666 0.615 0.606 0.571 0.540

IS2 0.959 0.695 0.626 0.635 0.587 0.555

IS3 0.956 0.690 0.590 0.612 0.546 0.548

IS4 0.947 0.664 0.586 0.589 0.564 0.508

IS5 0.950 0.704 0.616 0.622 0.561 0.543

EN1 0.654 0.903 0.662 0.628 0.561 0.563

EN2 0.678 0.948 0.719 0.688 0.588 0.629

EN3 0.655 0.951 0.723 0.713 0.623 0.625

EN4 0.704 0.944 0.750 0.717 0.667 0.645

EM1 0.596 0.727 0.946 0.716 0.664 0.680

EM2 0.603 0.719 0.940 0.775 0.685 0.734

EM3 0.602 0.707 0.936 0.771 0.682 0.696

SP1 0.557 0.650 0.720 0.907 0.659 0.684

SP2 0.579 0.683 0.763 0.947 0.698 0.738

SP3 0.640 0.697 0.766 0.950 0.670 0.743

SP4 0.626 0.723 0.776 0.958 0.723 0.741

SP5 0.625 0.700 0.746 0.941 0.703 0.730

VI1 0.566 0.621 0.702 0.687 0.956 0.674

VI2 0.515 0.583 0.637 0.658 0.936 0.668

VI3 0.605 0.648 0.703 0.740 0.951 0.713

EW1 0.549 0.646 0.723 0.747 0.702 0.959

EW2 0.566 0.646 0.743 0.757 0.716 0.972

EW3 0.521 0.609 0.694 0.729 0.672 0.957

Notes: the italic values indicated construct factor loadings.
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First, this study uses a perspective from the U&G per-
spective, namely, information seeking, which is tested on
customer engagement (emotional and social presence). It
provides insight into how consumers seek and collect spe-
cific, educational, helpful, and intellectual information. The
results of hypothesis testing have revealed that information
seeking (H1) has a significant impact on the emotional state.
Consequently, consumers are more likely to seek video con-
tent with valuable and educational content. From the infor-
mation in the video content and comments from other users
on the vlogger’s account, it is evident that the vlogger is
trustworthy. Therefore, consumers will be able to form an
emotional response to video content displayed through
interactions while seeking and discovering information.
Hilvert-Bruce et al. [34] and Loureiro [73] also support this
conclusion, which states that information seeking signifi-
cantly affects emotionality. Second, the results of the tests
conducted indicate that information seeking (H2) signifi-
cantly influences social presence. If tourists seek information
on travel vlog content, it can be interpreted that they are
becoming more interactive. As a result, consumers will feel
a stronger sense of social presence and warmth. All of the
results from Hajli et al. [71] and B.K. Kim and K.O. Kim
[89] are consistent with the notion that information seeking
can increase consumers’ social presence.

Third, the second component of the U&G perspective
concerns entertainment, which is tested for emotional and
social presence, which is a factor in customer engagement.
In terms of the entertainment dimension, consumers seek
and obtain entertainment or pleasure to satisfy their desires
during leisure time. Test results indicate that entertainment
(H3) significantly affects emotions. In this study, consumers
show an emotional sense when searching for entertainment
through travel vlog content. As consumers watch travel vlog
content that is engaging, entertaining, and interesting, it can
reflect their emotional experiences. Previous research has
also demonstrated that entertainment plays a significant role
in influencing consumers’ emotions [83]. Fourth, the results
of this study indicate that entertainment (H4) has a signifi-
cant impact on social presence. As a consequence of the
pleasure generated by vloggers through video content, con-
sumers may feel a sense of satisfaction. Consumers can per-
ceive a human, social, warm, and sensitive connection
through travel vlog content, which helps to convey the
essence of a sense of life or social presence. B.K. Kim and
K.O. Kim [89] also confirmed that entertainment signifi-
cantly impacts consumers’ perceptions of social presence.

Fifth, we evaluated the influence of customer engage-
ment on customer behavior. This study is aimed at provid-
ing an understanding of how the dimensions of customer
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Figure 2: Summary of structural analysis results.

Table 7: Summary of hypothesis testing.

Hypothesis Path coefficients T-value Conclusion

H1 information seeking → emotional 0.185∗ 1.990 Supported

H2 information seeking → social presence 0.241∗∗ 2.785 Supported

H3 entertainment → emotional 0.630∗∗∗ 7.347 Supported

H4 entertainment → social presence 0.562∗∗∗ 7.283 Supported

H5 emotional → intention to visit 0.366∗∗∗ 4.564 Supported

H6 emotional → e-WOM 0.359∗∗∗ 5.091 Supported

H7 social presence → intention to visit 0.441∗∗∗ 5.416 Supported

H8 social presence → e-WOM 0.485∗∗∗ 6.588 Supported

Notes: ∗∗∗P < 0:001; ∗∗P < 0:01; ∗P < 0:1.
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engagement (emotional and social presence) influence con-
sumer interest in traveling and encourage e-WOM through
YouTube travel videos. Based on the results of the hypothe-
sis testing, emotion (H5) had a significant effect on the
intention to visit. Through the expressions and atmosphere
in the video, the tourist experience displayed in the video
enables consumers to feel emotionally moved; as a result,
this experience can influence consumer behavior. Accord-
ingly, consumers’ intentions to visit tourist destinations will
be evident in travel vlog videos. The results found are consis-
tent with previous research that indicates emotional influ-
ences on consumers’ intention to visit [73].

Sixth, this study revealed that emotional factors (H6) sig-
nificantly affected consumer intentions to participate in e-
WOM. The gratuity obtained from content makes con-
sumers emotion become a predictor for information dissem-
ination via e-WOM. Consumers can share or recommend
travel vlog content related to fun travel information through
social media. In addition to these findings, Yan et al. [76]
confirmed that emotional factors are significantly associated
with e-WOM. Additionally, it was found that social presence
(H7) was a significant predictor of intention to visit. Per-
ceived social presence can indicate credibility for consumers,
influencing their intention to visit a destination. Using the
test results, Pachucki et al. [90] concluded that social pres-
ence impacted the intention to visit. Eighth, the results of
the hypothesis testing show that social presence (H8) has a
significant impact on consumer e-WOM. In the case of
warm, personal, and friendly interactions with other con-
sumers, consumers are more likely to share information
via e-WOM about travel vlogs. In this way, consumers will
better describe and understand the vlog viewing experience.
This result has also been confirmed in previous studies [98].

7. Implication

7.1. Implication for Research. Researchers may benefit from
these findings when exploring tourism marketing strategies
through social media platforms, including YouTube. In
addition, this research contributes to developing an under-
standing of how humans react to emerging technologies
[99]. A framework was designed to analyze the research
from an engagement perspective from the standpoint of
U&G and customer engagement. This can provide insight
into the motivation of consumers to use YouTube and how
consumer engagement is formed through travel vlog con-
tent, thereby influencing behavior. The study uses two
dimensions of the U&G perspective, namely, information
seeking and entertainment. The study results confirm that
information seeking and entertainment play an essential role
in shaping customer engagement. According to this study,
consumers watch and use YouTube travel vlogs to fulfill
their informational and entertainment needs. If the content
of travel vlogs can enrich knowledge and entertain, con-
sumers will be motivated to subscribe to the content. In par-
ticular, the entertainment dimension has the most
significant impact on customer engagement compared with
information seeking. The implication is that consumers use
YouTube travel videos based on other viewers’ entertain-

ment searches on the platform. Therefore, consumers’ moti-
vation to seek entertainment through travel vlog content will
increase engagement, as was demonstrated in this study.

Customer engagement is considered an effort to moti-
vate, empower, and measure consumer contributions. In this
study, customer engagement is measured in two dimensions:
emotional and social presence. The analysis results indicate
that emotional and social presence plays a significant role
in influencing consumer behavior. Thus, to create e-WOM
and intention to visit, consumers must form engagement
through the emotional and social presence in travel vlog
content. Ultimately, consumers are immersed in an interac-
tive environment where they can feel emotionally connected
to the expressions and atmosphere contained in the content,
which ultimately expresses their emotional feelings. Further-
more, consumers can feel the social presence of other users
through relevant personal experience stories that are posted
on travel vlogs. It enables consumers to interact with each
other by giving likes, comments, and even shares that dem-
onstrate interactivity. Ultimately, consumers will be able to
sense the warmth and friendliness of others in the content,
which will influence their behavior. Customer engagement
is exhibited in the form of intent to visit in the future and
the intention to share travel vlog information via e-WOM.
Consumers can describe and understand the vlog viewing
experience better with the help of these behavioral outcomes.

7.2. Implication for Managerial. There are managerial impli-
cations to this study concerning the utility of YouTube travel
videos to influence consumer behavior. The use of travel
vlogs as an effective marketing medium for destinations pro-
vides opportunities to influence visitor interest and con-
sumer sharing intentions. It can be utilized for tourism
promotion and information and can provide real-life experi-
ences for destination marketing. As consumers are directed
to make purchasing decisions, their behavior regarding
travel intentions and word of mouth will be influenced.
Additionally, this research examines how consumers fulfill
their needs on YouTube based on the motivation to watch
travel vlogs to understand consumer buying behaviors and
decisions. This study uses a marketing approach to study
consumer behavior from travel vlog content. This study con-
tributes to tourism managers, whether public or private
tourism agents or destination marketing organizations. In
addition, tourism managers can use this platform to pro-
mote their products and services, and destination marketing
organizations can maintain interaction with consumers
through YouTube travel vlogs. In addition, this study
explains that YouTube is a technology that has the ability
to influence human decision-making [100].

First, the U&G perspective can increase customer
engagement in two ways: through information seeking and
entertainment. We can interpret consumer motivations for
watching and using YouTube travel videos based on these
two dimensions. Consumers will be motivated to engage
with this content when it can enrich their knowledge and
entertain them. According to the findings of this study,
entertainment has a more significant impact on customer
engagement than information seeking. Therefore,
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consumers are more likely to seek entertainment to help pass
the time, combat boredom, and feel relaxed from travel vlog
content that increases engagement. As a result, consumers
who feel happy and amused are more likely to recommend
them to others and develop an interest in visiting them. In
this way, the U&G perspective empowers consumers to
choose and selectively use media to satisfy their needs
actively. Thus, tourism managers and destination marketing
organizations can use YouTube travel vlogs as a tool for des-
tination marketing and as a tool to help develop a marketing
strategy to introduce their products and services. In addi-
tion, this study contributed to the expansion of the perspec-
tive of consumer gratification towards particular forms of
media to meet consumer needs [101].

Furthermore, by engaging users through YouTube travel
videos, YouTube can influence customer behavior and travel
decisions. There are two dimensions to customer engage-
ment, namely, emotional and social presence. Results of
the analysis indicate that emotional and social presence sig-
nificantly influences consumer behavior outcomes. For con-
sumers to form engagement through the emotional and
social presence in travel vlog content, it is vital to create
travel intention and e-WOM. As consumers participate in
an interactive, emotionally connected environment through
the expressions and atmosphere contained in the content,
they will be able to express their emotional feelings. This
emotional feeling will lead to fun, energetic, and entertaining
YouTube travel vlog content. In addition, consumers can
benefit from other users’ social presence through relevant
personal experience stories found on travel vlogs. Con-
sumers can interact with one another through likes, com-
ments, and even shares, demonstrating interactivity
between them. The stronger the relationship and trust built
between users and other consumers, the more intense the
interaction will be. The ability to provide a clear picture of
human relationships and a sense of personality, warmth,
and sensitivity to travel-related videos is essential. Therefore,
tourism managers must emphasize creating consumer
engagement through experiential and social content in travel
vlogs by conveying their inherent enthusiasm and passion
for introducing potential tourism destinations. Thus, it will
lead to long-term, quality relationships with consumers,
which will lead to the intention to visit and word of mouth.

8. Limitation and Future Research

This study has several limitations. First, the dimensions of
the U&G perspective have been widely used in previous
studies. Hur et al. [29] also examine the sustainable use of
social media and the intentions of sharing information by
examining information seeking and entertainment. Ho and
See-To [50] found that entertainment and informativeness
influenced user perceptions of tourist attractions on fan
pages in a recent study. Therefore, further research is needed
to investigate different consumer motivations for using You-
Tube travel videos. Secondly, emotional engagement has not
been specifically identified as a dimension of customer
engagement. In line with Loureiro’s [73] research, the study
identifies three emotions: pleasure, arousal, and dominance,

that influence consumer travel intentions. This study focuses
on the emotional dimension, which can be explored further.
In this way, the development of the dimensions of customer
engagement can be studied by examining the immersion
dimension, as in Flavián et al. [102], to investigate customer
engagement with YouTube travel videos about tourist desti-
nations. Thus, the research model can provide a more
detailed description of consumer behavior.
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