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Is YouTube Advertising Effective:
Context of Travel Industry?
By Elmira Djafarova* & Kristina Kramer±
The tourism industry was identified as one of the industries with the highest
expenditures on online advertising and experienced major changes through
the rise of social media. The purpose of this study is to evaluate the
effectiveness of YouTube advertising in the context of the tourism. 15 faceto-face interviews were conducted to collect primary data. These research
findings suggest to use YouTube advertising when the objective is to create
brand awareness or remind customers of a product. YouTube advertising is
less suitable for advertising objectives focusing on persuading tourism
customers to purchase.
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Introduction
The opportunities offered by online advertising are used by multiple industries
but to different extents. After finance and retail, the travel and tourism industry is
the sector with the highest expenditures on online advertising (Faith 2014).
Especially meta search engines such as Trivago and Kayak as well as hotel chains
like Marriott are heavily investing into online advertising (Wordstream 2011).
Social media is one of the “two mega trends” (Xiang and Gretzel 2010) influencing
the tourism system and has major impacts on the consumer decision-making
process. Especially within the stage of information search, its influence is
considered as particularly strong (Xiang and Gretzel 2010). Thus, social media
channels are an essential part of many touristic organisations‟ advertising strategy.
However, major companies such as Trivago are facing low returns on advertising
spend. In the first nine months of 2016, Trivago spent $562.1 million on
advertising, however, its return on advertising spend is with 116.1% relatively low
and contributed to the company‟s net loss of $53 million in the first nine months of
2016 (Jhons, 2016). For the organisation and the industry as a whole, YouTube is a
major advertising channel as consumers are increasingly searching for travel-related
content on YouTube (Crowel et al. 2014). As previous research did not assess the
effectiveness of YouTube for specific products or industries, this study analyses
how effective YouTube advertising is with the example of Trivago and identifies
wider implications for the tourism industry.
Having a large user base of over one billion active users (YouTube 2017) and
offering a wide range of advertising formats, YouTube is considered as highly
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effective in terms of engaging existing audiences, reaching new audiences (Rohrs
2014), building brand awareness and promoting products via advertising (Miller
2011). A major form of advertising on YouTube are so-called „in-stream video
advertisements‟: audio-visual video advertisements placed within YouTube videos
which are considered as particularly effective due to their high degree of attention
demanded.
YouTube seems promising and is strongly promoted by Google, it is also
criticised for providing mostly lower value user generated content (UGC) and not
being able to provide a top-quality entertainment context for advertisements as
traditional channels such as television do (Shields 2016). Social networking sites
such as Facebook, Instagram, Pinterest, Twitter and Snapchat provide increasingly
competing opportunities for online video advertisements (LePage 2016). According
to eMarketer (2016a), YouTube will be able to maintain its market share
throughout 2017 but will face a downward trend due to this competition. Lastly,
online advertising is also often perceived as irritating (Ibrahim 2013) and can lead
to negative views of the advertised brand (Smith 2012).

Literature Review
How Tourism Uses Social Media for Advertising
The rise of social media has led to fundamental changes in business-tobusiness, business-to-consumer and consumer-to-consumer communications
(Leung et al. 2013). Particularly the tourism industry has been affected by this
development and experienced major impacts of social media on the consumer
decision-making process, promotion and interaction with consumers (Hudson and
Thal 2013, Zeng and Gerritsen 2014). Xiang and Gretzel (2010) identified the
developments within social media and search engines as the “two mega trends” (p.
179) that significantly influence the tourism system. Although social media is
considered to affect all stages of the tourist‟s decision-making process (Leung et al.
2013), its influence is considered as particularly strong within the stage of
information search (Xiang and Gretzel 2010). According to Leung et al. (2013),
significant amounts of travel information are collected and reviewed by travellers
on social media early in the decision-making process as tourism-related products
and services are highly priced, differentiated and, thus, require high involvement.
One of the most important information sources is reviews and experiences shared
by other consumers, which are referred to as eWOM and UGC in the context of
social media (Leung et al. 2013). EWOM is considered as highly trustworthy by
consumers due to the lack of commercial self-interest of the publisher and tends to
be more influential than commercial sources (Leung et al. 2013). Hence, multiple
studies have researched the impact of UGC or eWOM on early stages of the
consumer decision-making process within the tourism industry (e.g., Ayeh et al.
2013, Cox et al. 2009, Manap and Adzharuin, 2013).
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In terms of advertising, Fotis et al. (2012) state that leveraging social media to
market tourism products has shown to be an excellent strategy. Leung et al. (2013)
outline the significance of blogs as a promotional tool within the tourism industry
due to the opportunity of creating lively and credible content and connecting
organisations with their customers. YouTube is also considered as an important
promotional tool for tourism organisations as users can be provided with audiovisual content of destinations and accommodations (Reino and Hay 2016).
Currently, there is only one study that examines the use of YouTube in tourism.
However, it focuses on the role of visual UGC on YouTube for creating destination
images (Reino and Hay 2016). Within the study, 320 tourism videos uploaded to
YouTube by individuals and destination marketing offices have been analysed.
Major findings included that YouTube is a strong tool to shape a destination‟s
image (Reino and Hay 2016). However, the various stakeholders involved in
tourism are still struggling to use its full potential (Reino and Hay 2016). Moreover,
Reino and Hay (2016) state that YouTube is a useful tool for the accommodation
sector to publish promotional videos. Nevertheless, no research has been conducted
yet to evaluate the effectiveness of advertising on YouTube within the tourism
industry. Moreover, previous research regarding advertising effectiveness within
tourism focused mainly on destinations (e.g., Pratt et al. 2010, Shani et al. 2010).
YouTube offers organisations a wide range of advertising opportunities,
segmented into in-stream video and in-video advertisements (Dehghani et al.
2016). In-stream advertisements are integrated into the video and can be further
distinguished by their position within the video: Pre-roll advertisements are shown
before the video, mid-roll advertisements during the video and post-roll
advertisements are placed at the end of the video (Li and Lo 2015). The purpose of
in-stream advertisements is to attract attention by interrupting the video a user
would like to watch. Thus, the main characteristic of in-stream advertisements is
the difficulty to ignore them (Li and Lo 2015). However, advertisers can also
choose whether the advertisement can be skipped to reduce the degree of
intrusiveness (YouTube 2012). In-video advertisements are less intrusive, mostly
static overlay advertisements that appear on the bottom of the YouTube video
player. If desired, the user can minimise or close these advertisements (Dehghani et
al. 2016).
Advertisements on YouTube can be targeted by geographic and demographic
criteria or via topics (YouTube 2012). Due to the platform‟s user demographics,
YouTube advertising is considered as particular effective among younger target
audiences. The majority of YouTube users is between 25 and 34 years old,
followed by the age groups from 35 to 44 and 18 to 24 years (Blattberg 2015).
Regarding their educational background, YouTube users are more likely to have a
college degree or a comparable qualification than the general population (Nielsen
2016). In terms of geographic origin, the largest share of YouTube users is based in
the United States of America, followed by Brazil, Russia, Japan, India, the United
Kingdom, Germany, France, Mexico and Turkey (Statista 2016). Males and
females are equally active on YouTube (Nielsen 2016).
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Evaluating Advertising Effectiveness
Traditional measures of advertising effectiveness remain relevant in the
context of interactive advertisements as the consumers‟ response is similar to
traditional media (Pavlou and Stewart 2000). However, Pavlou and Stewart (2000)
also emphasise the need of incorporating the consumers‟ interaction with an
advertisement when assessing the effectiveness of online advertising instead of
merely assessing their response to it.
Considering this new paradigm, Martin-Santana and Beerli-Palacio (2012)
distinguish between three types of measuring advertising effectiveness. According
to Martin-Santana and Beerli-Palacio (2012), the most commonly used cognitive
measurements are memory-based techniques such as aided and unaided brand
recall and recognition. Affective measurements include aspects such as the liking
and attitude towards an advertisement and the advertised brand (Martin-Santana
and Beerli-Palacio 2012). Within the advertising response model, Metha (1994)
identified a positive relationship between the processing of an advertisement and
the development of an attitude towards the advertised brand, which then influences
the purchase interest and intention. This model is complemented by Hwang, Yoon
and Park (2011) who found that the processing of an online advertisement
influences the attitude towards the website, the advertised brand and the purchase
intention (Figure 1).
Figure 1. Research Model (Adapted from Hwang et al. 2011, p. 900)

The last set of metrics is represented by conative measurements, which
emerged through the interactivity of online advertising. Martin-Santana and BeerliPalacio (2012) state that the click-through rate (CTR) is the “most widely-used
conative measurement of online effectiveness” (p. 423). Click-through occur when
users click on an advertisement and are transferred to the advertiser‟s website
(Chatterjee 2001). The CTR describes the ratio between the number of users who
have seen an advertisement and the number of those who have clicked it
(Rosenkrans 2009). It is widely discussed whether CTR is an effective indicator for
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measuring online advertising effectiveness. Although it measures a direct response
to the advertisement and is easily tracked, Chandon et al. (2003) argue that CTR
measures only short-term effects and neglects the aspect that the advertisement can
also have an impact on the user when it is not clicked on.
An important aspect of an online video advertisement‟s format is its length.
YouTube offers in-stream advertisements at lengths of 15, 30 and 60 seconds or
longer (YouTube 2012). Li and Lo (2015) found that the longer an online video
advertisement is, the higher is the likelihood of the advertised brand being
recognised. Furthermore, an online video advertisement‟s position affects its
effectiveness. Krishnan and Sitaraman (2013) found that mid-roll advertisements
have higher completion rates than pre- and post-roll advertisements as viewers are
less engaged in the beginning and at the end of the video. However, mid-roll
advertisements are also perceived as most intrusive as they interrupt the viewer
whilst watching the video (Li and Lo 2015).
Moreover, Belanche et al. (2017) and Li and Lo (2015) analysed the effect of
context congruency. Context congruence refers to the degree of similarity between
the video and the advertisement content (Belanche et al. 2017). According to
Weber‟s law, stimuli that differ from other stimuli are more likely to be noticed by
consumers (Solomon 2013). It is assumed that through the more differing stimuli
when using incongruent advertisements, more internal processing is activated and
thus incongruent advertisements are remembered better (Feltham and Arnold
1994). In contrast, other authors argue that advertising messages within congruent
contexts are more effective as the information is processed more intensely and
positively and thus the congruency favourably influences the evaluation of the
advertisement and attitude towards the brand (Belanche et al. 2017).
Research Gap and Framework
The tourism industry has been identified as one of the industries, which
experienced the most significant changes through the emergence of social media
(Xiang and Gretzel 2010). Moreover, YouTube is considered as a tool with a high
potential for promotional efforts within tourism as accommodation providers and
destination management offices can offer audio-visual content regarding their
products and services and consumers are increasingly searching for travel-related
information on YouTube (Crowel et al. 2014, Reino and Hay 2016). Therefore, this
study will assess the effectiveness of YouTube advertising within the tourism
industry.
Previous research of advertising effectiveness within the tourism industry
focused mainly on destinations. Besides destinations, multiple other service
providers such as accommodation providers, carriers, tour operators, travel agencies
and meta search engines are part of the tourism industry. However, none of these
stakeholders have been subject to research of online advertising effectiveness yet.
This is especially surprising since hotel chains and meta search engines such as
Trivago and Kayak are among the organisations with the highest online advertising
expenditures and make significant use of advertising opportunities on social media
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with YouTube being a substantial part of their advertising strategy (eMarketer
2016a, Wordstream 2011). However, as already mentioned within the introduction,
especially Trivago is facing low returns on advertising spend (Jhonsa 2016).
Therefore, the focus of this study will be to assess the effectiveness of YouTube
advertising within the tourism industry on the example of the meta search engine
Trivago.
The literature review has shown that due to the information-intense nature of
tourism-related products, social media has a significant role within the search stage
of the consumer decision-making process (Xiang and Gretzel 2010). Travellers use
social media in particular to collect information about destinations, accommodations
and experiences of other consumers (Crowel et al. 2014). Hence, it has to be
examined whether advertising by touristic organisations on social media is only
effective, when users are already interacting with travel-related information.
Therefore, also the effect of context congruence between the video and the
advertisement will be assessed within this work. Figure 2 shows the framework that
will be applied to analyse the effectiveness of YouTube advertising in this research.
Figure 2. Research Framework

Methodology
For this research, semi-structured interviews were selected as they enable the
researcher to gain in-depth insights and understanding of attitudes, opinions,
processes, experiences and behaviours (Rowley 2012). The employed questions
were of open, specific and probing nature. Thus, interviewees were encouraged to
provide extensive answers and responses of greater significance could be explored
further (Cameron and Price 2009).
The interviewee selection followed a purposive, homogenous sampling
approach. Employing this approach, participants were selected based on the
researcher‟s judgement on the participants‟ capacity to contribute to the research
(Quinlan 2011). As a homogenous approach was chosen, all members of the
sample were similar (Saunders et al. 2016). This similarity was based on several
criteria. As the research was conducted in Germany, all participants were German
nationals. Moreover, all participants were aged between 18 and 35 years as the
majority of YouTube users is between 25 and 34 years old, followed by the age
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groups from 35 to 44 and 18 to 24 years (Blattberg 2015). Furthermore,
interviewees needed to fulfil the criteria of having travelled at least once for
touristic purposes in the past year and being regular internet users who are familiar
with the platform YouTube. Lastly, the majority of interviewees had an academic
background. The researcher knew all interviewees to different degrees on a
personal level before the research. After 15 interviews, a saturation was identified
and no new findings emerged. Thus, 15 interviews have been considered as
appropriate for this research. Table 1 contains basic information regarding each
interviewee.
As identified within the literature review, males and females are equally active
on YouTube. Therefore, an equal gender split was approached when selecting the
respondents. Moreover, all interviewees are active travellers. 12 respondents travel
more than twice per year for touristic purposes.
Selection of YouTube Videos and Advertisement
At the beginning of the interview, participants were shown a YouTube video
including a Trivago advertisement to assess the immediate effect of YouTube
advertising on aspects such as brand recall and purchase intention within the
interview. To investigate the effect of context congruence, interviewees were split
into two groups out of which one watched a video out of context with the
advertisement. The second group watched a video not in context with the
advertisement. The integrated advertisement was the same within both groups.
Table 2 provides an overview of the properties of the selected videos and the
advertisement.
Selecting the videos, the aim was to find content that the participants
would also watch if they were browsing independently on YouTube. Hence, it
needed to be ensured that the content of the videos is not too specific but still
engaging enough to create common interest. As Hamburg is Germany‟s third
most visited city (DRV, 2017), it is likely that each interviewee has already
visited the city or plans to travel there. Thus, a common interest was ensured.
The second video was chosen as the tricks presented are universally applicable
and, thus, a common interest in the video could be assumed. As previous
research has shown that extreme stimuli within videos and advertisements
irritate users (Belanche et al. 2017), videos with loud music and extreme visual
effects were avoided. Moreover, videos branded by other touristic organisations
were not chosen to prevent confusion when participants were asked to recall
the brand advertised in the video. To create a natural environment and make the
participants feel comfortable, the selected material was in German. As the
video length affects advertising acceptance (Krishnan and Sitaraman 2013),
both videos needed to be of the same length to ensure comparability. To
identify two suitable videos, a total of 80 videos on YouTube was reviewed.
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Table 1. Interviewee Profiles
Interviewee

Gender

Age

Educational background

Usage of YouTube

P01
P02
P03
P04
P05
P06
P07
P08
P09
P10
P11
P12
P13
P14
P15

Female
Female
Female
Male
Male
Male
Male
Female
Female
Female
Female
Male
Female
Male
Male

23
20
24
24
27
23
25
23
25
25
23
35
24
23
18

Bachelor‟s degree
German A levels
Bachelor‟s degree
Secondary school certificate
Master‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Bachelor‟s degree
Secondary school certificate

Several times per month
Daily
Several times per week
Daily
Daily
Daily
Several times per week
Several times per month
Several times per week
Daily
Several times per week
Daily
Several times per week
Daily
Daily

Number of touristic trips in
past year
More than two
Two
More than two
More than two
More than two
One
More than two
More than two
More than two
More than two
More than two
More than two
More than two
More than two
One

Booking behaviour
Travel agency and online
Online
Usually online
Online
Online
Travel agency and online
Usually online
Online
Online
Online
Travel agency and online
Online
Travel agency and online
Online
Online

Table 2. Overview of Advertisement and Videos Shown to Participants
Title

Length

Advertisement

Find your ideal hotel
for the best rate –
Trivago

15
seconds

Video 1

Declaration of love to
Hamburg

2:20 minutes

Video 2

10 brilliant tricks that
help you along

2:20 minutes

Description of content
A visible narrator demonstrates the functionalities and advantages of using Trivago to
book an accommodation. The Trivago logo is present throughout the entire spot in the
right bottom corner. At the end of the advertisement, the logo is shown in a large
format and Trivago‟s website address is given.
The video presents the major sights of the German city Hamburg. The video engages
the viewer through the usage of an appealing imagery, slowly building up background
music and a vivid narration.
Being completely unrelated to tourism and travel, the video presents ten so-called life
hacks, simple tips and tricks easing the daily life. The viewer is engaged through the
humorous narration and by learning about the handy tricks presented.
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Findings and Discussion
Attitude towards the Tourism Advertised Brand
All respondents knew Trivago before the interview, in particular through
television and YouTube advertising. Being asked about their opinion on Trivago,
the majority of respondents stated that they have a neutral opinion on the brand as
they have never booked a hotel via Trivago. P05, P13 (congruent group), P04, P08
and P12 (incongruent group) felt positive about Trivago as they consider it a useful
and handy service to compare prices.
Furthermore, the interviewees were asked whether watching the advertisement
changed anything about their opinion on Trivago to identify whether there is a
relationship between the attitude towards the advertisement and the attitude towards
the brand. Within the congruent group, this was negated by all respondents. Except
for P13, who felt more positive about the brand after having seen the advertisement.
Within the answers of five respondents, no relationship between the attitude
towards the advertisement and advertised brand could be identified. However,
among two respondents it was observed that the negative perception of the
advertisement affected the attitude towards the brand and also the purchase
intention negatively. P02 and P11 stated that they will not book a hotel via Trivago
as they felt too disturbed and not appealed by the advertisement. These answers
represented a contradiction to P02‟s and P11‟s previous statement that the
advertisement did not change anything about their opinion of the brand. This
partially supports Truong and Simmons (2010) who found that negatively
perceived online advertisement can lead to a negative view of the advertised brand
and that there is a relationship between the processing of the advertisement and the
attitude towards the brand as identified by Metha (1994) and Hwang et al. (2011).
Within the incongruent group, all respondents besides P08 and P12 stated that
watching the advertisement did not change their opinion on Trivago in a positive or
negative way. Only P08 and P12 stated that they feel more likely to now consider
Trivago through the constant repetition of the advertisement and as the advantages
were well explained within the advertisement.
Being asked how the brands employing online advertising are perceived, the
majority of respondents from both groups answered that they usually cannot
remember, do not notice or just ignore the advertisements and thus the advertising
brand. Because of the lack of conscious advertising processing due to these
avoidance behaviours, no attitude towards the advertising brand is developed.
Factors Influencing the Effectiveness of YouTube Advertising in Tourism
The effect of the advertisement on the respondents‟ purchase intention was
explored. Within the congruent group, P02, P07, P10 and P11 negated that they
will book a hotel via Trivago in the future. Whereas for P02 and P11 the reason
was the high degree of annoyance caused by the advertisement, P07 and P10
argued that they are also not more likely to book via Trivago as they do not depend
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on a certain brand or website and have already booking patterns which they will not
change due to advertisements. In contrast, P03 and P05 stated that they might
consider Trivago if it is the cheapest option but acknowledged that the choice of the
booking platform would only depend on the price and not be a consequence of the
exposure to the advertisement. However, P05 confirmed that due to the continuous
exposure to the brand through advertising, the familiarity and thus also the
likelihood to check the website increases.
Within the incongruent group, P08 and P12 confirmed that they are more
likely to book via Trivago in the future. The remaining interviewees declared that
they are not more likely to book via Trivago for various reasons. P01, P14 and P15
shared the opinion that the advertisement has no influence on them. P04, P06 and
P09 have already different ways to book their hotels via platforms such as
booking.com or directly on the website of the hotel.
In line with the findings regarding the attitude towards the brand, the
advertisement failed to influence the purchase intention positively amongst
individuals who did not already have a positive attitude towards the brand.
However, it has to be acknowledged that there might be delayed effects of the
advertisement and although they are currently denying it, interviewees will book via
the website in the future due to the exposure to the advertisement.
Except for one, all respondents agreed that it makes a difference where the
advertisement is placed. Advertisements positioned at the beginning are tolerated
by most respondents as it is expected and familiar that there will be advertising in
this place, also from other channels such as TV or cinema. However, several
respondents stated that they skip these advertisements as soon as possible as they
are eager to watch the video.
Advertisements placed in the middle are considered as particularly annoying
and disturbing by most respondents. At the same time, P04 and P09 acknowledged
that they are most likely to watch mid-roll advertisements as they want to know
how the video continues. These statements support the finding of Krishnan and
Sitaraman (2013) that mid-roll advertisements have the highest completion rates.
However, P08 explained that if the video has not caught sufficient interest, the
appearance of a mid-roll advertisement can be a reason for her to leave the entire
video. The most preferred form of all respondents are post-roll advertisements as
these can either be skipped to continue with the next video or can be avoided by
just putting for example the phone away or closing YouTube. This is further
evidenced by Krishnan‟s and Sitaraman‟s (2013) finding that post-roll
advertisements have the lowest completion rates.
As Krishnan and Sitaraman (2013) argued that advertisements placed in longer
videos have higher completion rates than those placed in short videos, interviewees
were also asked whether they mind advertisements less if the videos are longer than
five minutes. This was partially confirmed as six respondents agreed that they mind
the advertisements less in longer videos since they have to invest more time to
complete the video anyway and that advertisements are expected in longer videos,
comparable with TV. However, the remaining respondents stated that the video
length does not make any difference. Instead, P06, P09 and P10 indicated that the
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advertisement‟s position has a more significant effect on their advertisement
acceptance than the length of the video.

Use of YouTube for Tourism Industry
To investigate the role of YouTube for the tourism industry, participants were
asked how they use YouTube in relation to travelling. Six respondents confirmed
that they have already used YouTube to search for information before going on a
trip. The searched information included the major sights, excursion tips, local
specialities, experience reports of people who already travelled to the destination
and directions. All six respondents concurred that YouTube offers extensive
information and that they found everything they were looking for. Nevertheless, the
majority of nine respondents stated that they have not used YouTube for
information search yet. The main reason given was that there was no awareness that
information such as an overview of the top sights is provided on YouTube.
P1 argued that she prefers text-based websites as it is easier to find
immediately what is needed and that the search on YouTube is more complicated
than on search engines such as Google. P05 added that looking for information on
YouTube is quite time-consuming whereas a search initiated via Google is faster.
Moreover, P07 stated that he perceives videos as too superficial and, thus, prefers
text-based information. However, none of the respondents who do not use
YouTube for information search has any other specific websites they prefer for
information search. Their search processes start usually with a general search on
Google. Except for P01, P05 and P07, the remaining respondents who do not use
YouTube yet sympathised with the idea of using YouTube in the future. These
findings confirm the importance of social media channels such as YouTube for
information search within the tourism industry as previously identified by Xiang
and Gretzel (2010). Moreover, the answers indicate a tremendous future potential
for organisations within the tourism industry to provide users with specialised
content regarding destinations via YouTube.

Conclusion
The exposure to the tourism advertisement resulted in successful brand and
advertisement recall. However, in terms of the attitude towards the tourism
advertised brand and purchase intention, no particularly positive effect could be
identified. Although the advertisement recall was greater in the incongruent group,
no significant observations could be made in regards to the differences between the
two groups. This is mainly due to the fact that the perception of congruence is
highly subjective and cannot be judged by third parties. However, it needs to be
noticed that this analysis refers only to the immediate effects of the exposure to the
advertisement. One of the major problems in assessing tourism advertising
effectiveness is that the effects might occur delayed, for example, a purchase is
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made after weeks of exposure to the advertisement (Moriarty et al. 2014).
Supportive to this notion is that several respondents acknowledged that through the
constant repetition of the advertisement, the familiarity with the brand increases
which might also increase the likelihood that a purchase via Trivago is made.
The interviews were used to analyse whether negative effects are related to the
exposure to YouTube advertising within the tourism industry. No immediate
negative effects were observed among the residual respondents. Instead of changing
their attitude towards the brand, the majority of respondents kept a neutral opinion
of the brand. Thus, no significant positive but also no negative effects of the
exposure to YouTube advertising in regards to the attitude towards the brand could
be identified.
However, it was stated by several respondents that the repetitive exposure to
the same Trivago advertisement on YouTube and across other channels leads to
feelings of annoyance and tedium. Additionally, several avoidance behaviours were
described by respondents. With the appearance of an advertisement, participants
often open, for example, another tab, check their phone or just look away to avoid
the exposure to the advertisement. According to Smith (2012) and Truong and
Simmons (2010), reasons for these reactions can be the overuse of advertisements
and an overly high degree of intrusiveness. Thus, it can be concluded that the
exposure to YouTube advertising per se does not have negative effects but the way
it is executed can lead to negative reactions. Therefore, the degree of intrusiveness
should be reduced to decrease avoidance behaviours and achieve more active
advertisement processing. Investigating the factors influencing the effectiveness, it
was identified that mid-roll advertisements are perceived as most annoying and
disturbing. In order to decrease the degree of intrusiveness, advertisement types
such as mid-roll advertisements should rather be avoided and instead, for example,
pre-roll advertisements used. Additionally, varying tourism advertisements should
be employed as the research showed that respondents are more likely to watch an
advertisement if it is something interesting they have not seen before. This suggests
also that advertisements used for television should not be used on YouTube to
reduce the repetitive exposure to the same advertisements.
The research objective requires recommendations whether the use it was found
that due to its high intrusiveness, YouTube advertising is a suitable channel to
create tourism brand awareness and also to keep the brand in the customer‟s mind.
However, the research has shown that in regards to tourism advertising objectives
such as building brand preference or persuading consumers to purchase, YouTube
is not the ideal channel. Findings confirmed that as the user has a specific objective
when watching a video, there is no willingness to purchase when processing
content on YouTube. Instead, Facebook was identified as a more suitable channel
when it comes to persuading customers to buy. However, it was also noticed that
the products the interviewees bought via Facebook were predominantly lowinvolvement products such as make-up, phone covers or books. Due to their higher
cost, products related to travelling can be considered as high-involvement products
as a higher financial risk is involved for the consumer (Leung et al. 2013). Thus, it
can be assumed that impulse purchases on Facebook as described by the
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respondents, do not occur in regards to tourism-related products because of the
higher involvement required. Therefore, it can be concluded that the effectiveness
of YouTube advertising depends on an organisation‟s specific advertising
objectives. It can also be questioned whether online advertising is in general
suitable for the achievement of persuasive advertising objectives within the tourism
industry due to the high involvement required when purchasing the products.
Furthermore, the research has revealed YouTube‟s significant potential for
information search within the tourism industry. It is, therefore, recommended that
touristic organisations such as Trivago make more use of the opportunity to provide
branded content on YouTube by uploading videos containing, for example, tips for
a destination‟s top accommodations and clearly visualise the logo of the brand
within these videos. Especially for organisations with smaller advertising budgets,
this would represent a suitable alternative to the costly advertising.
Previous studies did not assess the suitability of YouTube advertising for a
specific industry. Due to the significance of social media for the tourism industry,
the industry‟s high overall expenditures on advertising and YouTube‟s growing
importance for the search of travel-related information, this study is the first which
investigated the effectiveness of YouTube advertising in the context of the tourism
industry.
As platforms such as Instagram and Snapchat are increasingly offering
opportunities for online video advertising, this research should be replicated with a
focus on these platforms. Conducting a cross-comparison with the findings of this
research would enable tourism marketers to gain a more comprehensive picture of
the strengths and opportunities of each platform and provide them with a better
understanding on how to allocate budgets in order to maximise advertising
effectiveness.
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