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Initial stage trip planning 'ﬁ-ﬁal travel choice

Facebook Google+ YouTube
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Cros
Influence of photos/videos by friends/family
Web content posted Significance (p)
s None Slight | Moderate High
— Ph"“’sézl‘fe"s of | 361% | 387% | 428% | 512% 0.023
—
Photos/videosof |\ o | 340% | 360% | 463% 0.013
people
—
Ph"t"zlizge"s of | 115% 19.8% 243% | 36.9% 0.000
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Influence of positive comments published by
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Web content posted tourists Significance (p)
None Slight | Moderate High
| Positive comments
. 5.9% 8.9% 8.5% 16.3%
vacation package

Positive comments
restaurant

2.0%

12.1%

8.5%

13.5%
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Resource usefulness
(stage)

Family/Friends (planning)
Highly
Not at all
Significance (p)

Family/Friends (choice)
Highly
Not at all

Significance (p)

Female Male

70.5% 57.7%
3.1% 9.1%

0.002

66.3 % 53.7%
5.6 % 10.7 %

0.009
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Resource usefulness
(stage)

Language

French

English

Facebook (planning)

Highly
Not at all
Do not use
Significance (p)

23.0%

22.2%

28.3%

36.7 %

2.7%

8.9%

0.006

Family/Friends (planning)

Highly
Not at all
Significance (p)

59.1%

66.7 %

7.0 %

6.7 %

0.010

Family/Friends (choice)

Highly
Not at all
Significance (p)

55.1%

61.1%

10.2%

7.8 %

0.009

© Benoit Duguay, 2014

s




© Benoit Duguay, 2014

—

ite rising influence of Web
‘opinions of family and friends
| the most influential element

= Opinions of family and friends

ftrustworthy whether received face

s===to face or social network because

=~ —source is credible

=~ Credibility of information source is You
key element in strategy to

promote tourism products




book Is privileged source of
rmation, which explains why it
referred network of major
tablishments in hospitality
dustry, where social networks
== e ‘used mainly to share
*-J?mformatmn, promote products
-~ and inform clients (Duguay 2011)

Positive comments influence the
posting of additional positive
comments :

Tailor Web sites

Monitor comments
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3 veracity and credibility of

rmation is crucial, we would

tion managers against using
ople inside the organization or
ire commercial services to post

S =Tz -vourable comments as pseudo-
;—',_"*%taurlsts
— - Results used in article submitted »
to Journal of Information You L

Technology and Tourism




