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Abstract 

 
 
 

 
 

Mapping Motivations for a Canadian Leisure Experience seeks to reveal the impact 

social media has on the leisure tourist experience in Canada. Desired experiences vary from 

generation to generation. How influential are informally generated images shared through 

modern day technology such as social media forums to the leisure experience of a tourist? Does 

the impact override or align with the formal marketing message intended by destination 

marketing professionals? Are tourist expectations inflated as a result of communications via 

social media? Are experiences deflated due to hyper-communication? Are people too involved 

with their devices to enjoy or be present during the lived moments that make up their tourist 

experiences? This report offers an analysis of the impact of social media engagement during the 

leisure experience on the experience itself through a qualitative discourse of perceptions, posted 

social media images and text as shared by Australian Millennials as they travel and experience 

the Canadian leisure landscape. This analysis generates informative data on the relationship 

between Millennials, their leisure journey, and social media delivering a social media 

engagement theory that is applicable to future research that seeks to gain further insight into the 

effects of social media on leisure and travel. 
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Chapter 1: Introduction 

 
1.0 The Landscape of a Canadian Leisure Experience 

The travel and tourism industry represented 6.4% of the total Canadian GDP in 2015, and 

is forecasted to rise 2.5% in 2016 and another 3.5% annually to 2026 (World Travel and Tourism 

Commission [WTTC], 2016a). This puts the contribution of the travel and tourism industry well 

above agriculture, forestry, fishing and hunting combined (0.2%, GDP) (Statistics Canada, GDP, 

2016; TIAC, 2016).  This major contribution to the country’s economy is composed of almost 

62% leisure travel. International travel accounts for about 20% of this, with an expected growth 

of 2.8% per annum to 2026 (WTTC, 2016a). While these statistics are respectable, they indicate 

that Canadian tourism falls short of the global rise in international tourism arrivals. There is a 

4.6% increase in 2015 global arrivals while arrivals to the Americas increased by 6% (United 

Nations World Tourism Organization [UNWTO], 2016a.), with a 3.3% annual increase expected 

between 2010-2030 (UNWTO, 2016a). In fact, Canada’s global share of the tourism market has 

shown a dramatic decrease of 1.3% between 2000 and 2013, dropping as a tourist destination 

ranked in 7th place in 2002 to 18th place in 2012 (Tourism Industry of Canada [TIAC], 2014a, p. 

7).  In 2015 Canada only holds 9.3 % of the total market share for arrivals to the Americas while 

USA boasts a 40.3% and Mexico a 16.7% (UNWTO, 2016a).  

Why the lapse in market share? According to the Tourism Industry of Canada’s (TIAC) 

report on Canada and the global tourism marketplace, two of the major factors requiring 

attention are: a) marketing, and b) product development (2014a). Destination Canada (DC) has 

made sustaining a vibrant and profitable Canadian tourism industry and marketing Canada as a 

desirable tourist destination part of its mandate (DC, 2016a). While this is not academically 

validated, it does point to a need in industry to further understand the informal marketing 
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messages through social media engagement (SME). This dissertation identifies the gap in 

literature surrounding the impact of SME on the tourist experience (T.E.), and lays groundwork 

to fill that gap through an exploratory analysis of the impact of the Australian Millennial tourists’ 

social media engagement while experiencing the Canadian leisure landscape. 

Social media engagement (SME) is a process used by Millennials to share their personal 

experiences virtually, in real time, to a community that is not presently engaging in the same 

experience. The trend of social media communications began in the early 2000s, with the onset 

of My-Space and LinkedIn, Facebook in March of 2004, You-tube in 2005 and Twitter in 2006 

(Wood, J., n.d.; Hendricks, D., 2013) and Instagram and Snapchat in 2010 (History of Social 

Networking, 2016). Statistics on social media use suggests that over 80% of Millennials engage 

in and value social media as a primary communication tool (Van den Bergh, 2013). Therefore, 

electronic word of mouth (eWOM) is verified as an important and powerful tool for advocacy, 

especially as social media increasingly becomes an integral part of the daily experience of 

Millennials. Social media engagement now plays an increasing role in the communication 

exchanges of those 18-35 years old (Cohen, 2012).  

What is the impact of social media on the overall Millennial leisure tourist experience in 

Canada? Considering Destination Canada’s mandate and the state of tourism, an understanding 

of the level of influence that eWOM has in the conversion from those who are aware of Canada 

as a viable leisure destination to those actually realizing that journey must be explored. Messages 

generated as a result of the Millennial tourist experience in Canada as shared through SME are 

expected to bridge this gap between the perception of the Canadian leisure landscape and an 

actual Canadian leisure experience. Images shared on social media have been explored in 

Mapping Motivations for a Canadian Leisure Experience (Figure 1.0) in order to bridge the gap 
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noted. Figure 1.0 depicts a Millennial leisure tourist from Australia taking a ‘selfie’ that features 

the beauty of the Canadian landscape as reflected on her ski goggles. During an interview with 

this tourist, she stated that the image reflected the experience she was exposed to at the time and 

expressed excitement to share this post, “It’s super cool that the image is reflected on my 

goggles, I just had to share it.” (interview, Whistler, 2015; Appendix E). 

Figure 1.0 Reflection of Canadian Landscape in Selfie (B.C. Image #6) 

 

A need to examine the marketing messages that appeal to a growing tourist 

community (Millennials), and the informal message that is being communicated through (SME) 

or electronic word of mouth advocacy (eWOM) is a useful tool (Goldstein, personal 

communication, October 2015) for such exploration and a catalyst for the focus of this 

dissertation. 

 

1.1 Goals and Literature Status 

The research presented in this dissertation aims to qualitatively appreciate informally 

communicated messages through social media and determine the influence these messages have 
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on tourist behaviour and the overall experience of social media users. While informal 

marketing has been studied along the path to purchase for its value and impact, there is at this 

point much work informing the conceptual framework as outlined in Chapter 2.3, however there 

is little work available on the understanding of the impact of social media on the tourists’ leisure 

experience. An understanding of the impact of social media offers insight into the perceptions of 

a destination Millennials had prior consuming their tourism experience at that destination.  This 

understanding eventually leads to actualized feelings offering further insight into the Millennial 

tourists’ level of satisfaction regarding their tourist experience. For the purposes of my 

dissertation, I have used secondary quantitative information to identify the current marketing 

communications, branding and association. I have examined the impact of social media on the 

leisure experience of an Australian Millennial tourist in Canada by triangulating this information 

with primary data generated through the interview process, acquisition of images shared and 

multi-rater findings. Communication of the actual experience was explored as it occurred 

through analysis of the image discourse, and exploring the expectation of tourists.  

Tourists’ expectations are a result of preconceived opinions founded in the original 

perception of a destination prior to travel (Coviello et al., 2014). These expectations have a 

significant impact on the actual outcome and level of satisfaction that tourists experience. 

Specifically, expectations are derived from images of particular destinations promoted through 

various media, including movies, television, advertising and word of mouth, and they relate to 

these triggers based on their own cultural teachings and personal experiences. These perceptions 

may also be influenced by images and messages communicated via social media applications, 

depending on the level of engagement with social media during destination research. I examined 

these impacts and influences through the interviews of Australian Millennial tourists and the 
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media they viewed prior to arrival in Canada in the process of this dissertation. 

In my analysis of the mobile ethnographic discourse of the Canadian leisure journey, I 

employed the following formula in validating the outcomes from my research as defining the 

relationship between customer experience and expectation: ‘perception + experience = 

satisfaction.’ The components and outcomes of this formula have been analyzed through a 

combination of quantitative and qualitative methods. The quantitative component was generated 

through both primary and secondary data via statistics and interview questions, and the 

qualitative data was generated from the interviews and submitted images, along with related 

reflections and comments. 

Currently, there is ample literature on the correlation between destination images and 

perceptions, as well as relevant data on the influence of images on the selection of a destination 

for travel. There also appears to be sufficient literature regarding where and how perceptions of a 

destination is generated. Further research and analysis of the message being communicated on 

social media and its impact on advocacy, however, is still needed (Goldstein, 2015). The data 

generated from this research is intended to be useful to pursue such analysis. The 

communications between tourists and potential tourists have a tremendous potential to increase 

buying power, and have a "huge impact on how consumers shop and buy" (Jordan 2007). 

 

1.2 Value and Urgency of Research 

Based on current economic challenges facing the Canadian tourism sector, as well as the 

rising ubiquity of social media technology use and its impact on individuals’ behaviour, my 

research provides valuable, timely research that is useful to the tourism and leisure industry. 

Federal funding for international tourism marketing has fallen steadily, from a high of $99M in 
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2001 to $57.8M in 2014. At the same time, Canada’s market-share of international visitors has 

fallen from 7th to 18th place between 2002 and 2012 (TIAC, 2014a). This research provides 

tourism stakeholders with valuable findings that have the potential to refine current 

understandings of Millennials’ perceptions of Canada, including how Millennial views are 

influenced by social media, and which marketing messages might speak most effectively speak 

to those perceptions. My findings also provide important guidance on the efficient use of, or 

access to, internet engagement in a variety of leisure settings. There are also sociological, 

psychological and physiological implications to consider based on findings of this study. For the 

purpose of this dissertation I will not be addressing physiological implications, which would be 

the scientifically determined biological effects on the human physiology resulting from SME. 

This dissertation only explores the softer science of experiences as communicated through SME.  

The impact of advocacy (recommendation and referrals) on the path to purchase is 

valuable for many stakeholders in the tourism industry (Goldstein, 2015). Recent literature has 

highlighted the influence of social media, both informal and formal, on: brand association and 

consumer relationship development and management (Smith, Fischer, and Yongjian, 2012); 

brand image and perception (De Vries, Gensler, Leeflang, 2012); marketing strategy (Berthon, 

Pitt, Plangger, Shapiro, 2012); the development of consumer reviews, (Chen, Fay, Wang, 2011); 

and the consequences of current and emergent technologies on communication within the travel 

and tourism industry (Khoo, 2014). Social media engagement has also been shown to be capable 

of increasing participants’ perceived value of an event (Sashi, 2012). Thus, a focus on the impact 

of social media may contribute to an increased expectation of the leisure experiences as they are 

transpiring (Campisi, 2015). The emergence and increasing normalization of instant and ongoing 

communication has profound impacts on individual and group interactions, and my research will 
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contribute to the rapidly growing field of tourism studies in the Social Sciences on the formal 

and informal influence of emerging social media technologies on individual and group 

behaviour. 

The above facts further support the urgency of this study, as it proposes to aid in the 

development of “efficient marketing strategies in light of the current budget, in order to remain 

competitive in the world market” (DC, 2014 pg 38).  

By considering the impact of social media on the lived experience of youth, this study 

reviews the factors that motivate, influence, inform and offer positive expectations towards 

Canada as a destination choice from the perspective of the Millennial. An understanding of the 

impact of social media engagement will also further validate the impact of SME along the path to 

purchase for the traveller. The overall impact may be substantiated through the research in this 

study to support the power of the advocacy of destination choice via social media. Therefore, it is 

valuable to discover the popular sources for information gathering for the Millennial generation.  

My study reveals possible causal relationships between destination perception formation, 

destination selection, tourist satisfaction and marketing opportunities through the engagement of 

informal social media communications using mobile ethnographic discourse. The key to 

understanding these relationships is to study the impact of social media on the lived leisure 

experience of a Millennial tourist. In order to do this, I introduce mobile ethnography and 

highlight the relationship between experience and social media.  

In her article on optimizing tourism destination development in Canada, Marion Joppe 

highlights the need to understand the psychographic makeup of the youth travel market, along 

with the need to factor gender-specific issues into the marketing and planning of a tourist 

destination (Joppe, 2003). This underscores a need to verify the perception and expectations of 
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such travellers before they arrive in Canada. More specific to the Millennial generation, it is 

valuable to examine the impact of social media on the leisure experience of the tourist as it 

transpires, and important to understand the motivations for individuals who share the images and 

messages of their tourism experiences. Does the opportunity to connect with an audience that is 

not present at that time enhance the tourist experience? Is there a significant impact on the tourist 

experience? If not, then why do individuals engage in this activity? According to the literature 

review in Chapter Two, Millennials will do things just for the experience of doing them 

(Valentine, 2013). These behaviours when shared on social media, create images of experiences 

that may motivate those on the receiving end to desire and emulate them. This study will serve as 

an introduction to other factors that may arise as a result of our society’s indulgence in social 

media and continued technological development. 

Tsiotsou and Ratten (2010), have concluded in their journal article, “Future Research 

Directions in Tourism Marketing,” that the “consumption experience of adventure leisure along 

with the emotional and subjective responses were relatively ignored and needed to be addressed” 

(p. 540). This is key to further identifying the value and need for the phenomenological 

component of this research via structured, open and closed-ended interviews. Tsiotsou and 

Ratten also stated: “research is needed on identifying the unique elements of the tourism 

experience, and the strategic and tactical steps involved in staging an experience,” and concluded 

that “tourism research needs more rigour, longitudinal perspectives, and more field experiments 

designed to reveal causal relationships” (p. 540-1). While a longitudinal study is not part of this 

research, this research does fill in important gaps in the current understanding of the relationship 

of the Millennial generation with technological advances, and specifically in the ways that social 

media is of value to tourism stakeholders. The field research conducted in this study responds to 
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Tsiotsou and Ratten’s recommendations, and looks at the study of the causal relationships 

revealed between social media and the tourist experience as sociologically, economically and 

psychologically benefit: sociologically, in the manner that individuals exchange information; 

economically, in the methods and strategies related to marketing and integrated communication 

plans; and psychologically, in regards to how the relationship between social media and its users 

influences behaviour and reactions to other participants in the social media community. Though 

it is clear that social media has both influence and impact at all points along the path to purchase, 

at this time no work has been completed that demonstrates the impact of social media on leisure 

experiences as they are lived (Zeng, 2014). This dissertation addresses the gap in literature by 

exploring SME. 

Data attained through this study may further support the understanding of current 

influencers that contribute to motivation and development of the tourist perception of the 

Canadian leisure landscape. I inform this understanding through an impact analysis study on 

the value of informal social media communication use in order to benefit marketing and 

development of destination perception. This can allow for further study to assist marketing 

professionals in determining the appropriate approach to use for social media in their strategies. 

Understanding communication patterns and the psychological impact, influences and causes of 

these trends may assist in further understanding the tourist behaviours and needs of the 

Millennial generation. 

 

1.3 Purpose of Mapping Motivations for a Canadian Leisure Experience and Research 

Questions 
 
The goal of Mapping Motivations for a Canadian Leisure Experience is to contribute to a 

broader understanding of the engagement of the Millennial generation (identified in this research 
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as those born between 1980-19971  with social media. This generation is the first to grow up 

accustomed to social media (Gulyas, 2014), and they are also significantly engaged and 

committed to leisure travel (DC, International Millennial fact sheet, 2016c). This research 

develops and examines robust qualitative data that will expand upon our knowledge of how 

social media sharing of Canada as a leisure destination impacts the experiences of Millennial 

leisure tourists in Canada and their image perception of the Canadian leisure experience. The 

analysis of this data will in turn inform tourism stakeholders of the value of Millennial social 

media engagement and advocacy for future tourism growth (reach to potential tourists).  

 

The key research questions are as follows: 

1. What are the influencers/motivations for leisure destination choices for the Millennial 
generation? What is the impact of social media engagement on potential tourist 
experience? For the purpose of this research, potential tourists are those that are part of 
the community otherwise known as the social media audience or social capital of current 
tourists. 
 

2. What perceptions about the relevance and desirability of Canadian leisure experiences are 
visitors communicating via social media? 
 

3. How does the act of instant sharing contribute to the participants’ enjoyment and 
perceived value of the experience as it occurs? How does social media engagement 
impact the likelihood of future visits by the participant? 

 
4. How does social media engagement of travellers as they experience Canada tap into the     

    market of potential tourists and impact advocacy? 
 

   The following outlines how each of the key questions have been addressed: 

1. Research data has been generated through participant’s completion of interviews 
conducted by the researcher in British Columbia and Ontario (Toronto). 24 interviews 
were conducted in B.C. and 15 in Ontario, for a total of 39 interviews. Millennial tourists 

                                                 
1 While the Millennial generation formally includes those born up to 2000, for the purpose of this study only those 
born from 1980 to 1997 will be accessed in order to ensure the participants are over the age of 18. 
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also submitted a total of 37 photos they felt were representative of their leisure journey in 
Canada (18 BC, 19 Toronto). Part one of the interview focused on determining the 
perceptions and expectations of the leisure traveller to Canada prior to their arrival in 
Canada, and assessed what was communicated to them prior to travel that influenced 
their destination selection.  
 

2. I have also considered what was communicated by visitors to Canada as they are 
experiencing their journey, in order to determine what tourists felt was most relevant to 
and representative of their experience. The images and text that were shared were 
expected to reflect the actual experience as it occurs during the Millennials’ journey into 
the Canadian leisure landscape. 
 

3. Findings have been examined to determine the perceived value of sharing and 
communicating the leisure experience as it occurs via social media. The significance of 
access to social media has been gauged to determine whether the opportunity to engage 
with a social media audience impacts tourists’ experience and, if so, whether the impact 
is generally positive or negative. This research was conducted to answer specific 
questions about the impact of social media engagement on the leisure tourist while they 
are experiencing a leisure journey in Canada. For example, it may be suggested that there 
is positive enhancement of the entire experience as a result of social media engagement. 
Conversely, the opportunity to share may have had only a minimal impact on the overall 
value of the leisure journey. 
 

4. Interviewees had the opportunity to express the likelihood of a return visit, and to state 
the reasons for that decision. The level of influence current travellers’ social media has on 
the decisions of potential visitors to Canada was examined. Finally, the interview process 
seeks to broaden an understanding of the Millennial generation’s relationship to social 
media in terms of attachment, use and the overall impact on decision making in order to 
determine the power of influence this form of communication has on destination selection 
and choice. 
 

1.4 Mapping Motivations: Thesis Structure 

In this chapter, the reader is familiarized with an outline of the social media landscape 

and its relationship with Millennials and the current tourism industry. The value of social media 

along the path to purchase is explored, the value and urgency of this dissertation is explained 

along with the core research questions. Chapter One highlights the importance of exploring and 

understanding psychological theories that encourage sociological interactions as they occur in 

the 21st century as a result of the technological advancement of social media and internet access 

in order to address the research questions as outlined in Chapter 1.3. 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 12 

 

Chapter Two investigates existing knowledge about social media and Millennial tourism, 

which, together with the methodological perspective adopted for this dissertation, inform the 

theoretical framework for this research. Chapter Three describes the methodological approach 

and the theoretical framework used in the dissertation. It also identifies the research methods 

developed to address the questions posed in Chapter 1.3 and achieve defensible responses. The 

findings from the research process are presented in Appendix E in formatted figures and graphs 

that allow for consistency in the analysis of the information collected. Chapter Four analyses the 

findings in Appendix E, and links them directly with the questions and landscape provided in 

Chapter One, supported by knowledge reviewed in Chapter Two. Finally, in Chapter Five I 

discuss the limitations of this dissertation and present recommendations based on current gaps in 

both academic and industry knowledge.  

 

1.5 Contribution to Knowledge in the Social Sciences 

My research focuses on how interactions with emerging social media technologies impact 

the behaviour and lived experiences of leisure visitors to Canada. This research is aimed at 

exploring qualitative analysis of data regarding the perceptions communicated by Millennial 

travellers in comparison to the images communicating their actual experiences to their social 

media community. Reflections of posted social media and the influence of such communication 

on the actual leisure experience as indicated will be examined, generating informative data on 

the relationship between the target group, their leisure journey and social media. 

Conclusions generated from this paper provide insight into sociological trends and 

changes in communication patterns among the Millennial generation and perhaps future 

generations. From an economic perspective, this information may translate into the construction 
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of a referral and tourism advocacy strategy. Insight into the personal accounts of leisure 

experiences as expressed by those engaging in social media enlighten the marketing and tourism 

stakeholder community with promotional strategies aimed at this market. From a psychological 

point of view, there is much to consider with regards to behaviours provoked by either the 

opportunity to share immediately, the desire to garner responses, to harness a ‘WOW!!’ factor 

or to simply share a new experience in a new manner. 

Findings from this dissertation may be presented to the Tourism Industry Association of 

Canada (TIAC), the Travel and Tourism Research Association (TTRA), as well as other tourism 

entities through conference presentations and/or workshops, as requested and deemed 

appropriate. Opportunities to disseminate research findings and translate best practices to 

destination marketing organizations and tour operators (e.g. Destination Marketing Association 

International (DMAI), Caribbean Tourism Organization (CTO), etc.) may also be pursued. 

Impacts and findings may be published in leading scholarly and professional journals and 

trade publications, with a focus on venues that support innovative work in the fields of emergent 

technologies, social media, and tourism and leisure (e.g. Journal of Tourism Marketing, Journal 

of Travel Research, Journal of Tourism Management, Science Direct, etc.). Outcomes may also 

be published in white papers for DC. A full report of the research findings and methodology will 

be published as a dissertation, which may be made available to all participants in the study, and 

other interested parties, on the website www.mycanadianexperience.ca. 

While this research focuses on a specific set of social media interactions as the basis of 

study, findings are applicable to social media research more broadly, and may serve as the basis 

for future study on this emergent technological field. How individuals represent the perception of 

their experiences on social media, and how this interaction reinforces, increases, or otherwise 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 14 

 

effects the perceived value of the experience, both to the individual and to other social media 

users, is valuable and widely applicable information. For example, findings from this research 

may be transferrable to post-secondary student recruitment and retention initiatives, by 

demonstrating how social media may be leveraged to increase the perceived value of 

postsecondary education to both currently enrolled and prospective students. Once the research 

program has been completed, I analyze the findings to determine the most relevant 

additional academic and professional fields presenting opportunities for the transfer of findings. 

Finally, outcomes from this research program have the potential to contribute to improved and 

effective teaching and the development of pedagogy/curricula at post-secondary institutions. 

 

1.6 Chapter One Summary 

The impact of social media communications on the actual experience of the Millennial 

leisure tourist in Canada is the focus of this dissertation. Specifically, I analyze the Millennial 

relationship with social media, changes in frequency of social media engagement before and 

during their vacations, and the experiences shared with their social media community and their 

testimonies of how their engagement on social media affects their leisure tourism experience.  

Chapter One has outlined the overall impact hierarchy that will be considered in this 

dissertation. I will analyse shared images and text verifying interviewer testimonials of intention 

through multi-rater reactions and responses. By focusing on exploring and advocacy the findings 

from this research will ultimately be a stepping stone to understanding the complete impact of 

social media.  

The research as introduced in Mapping Motivations for a Canadian Leisure Experience is 

valuable to start the conversation through the shared experiences of leisure tourists, including the 
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examination of how messages are received, the impact is of social media engagement on the 

tourist experience, and how valuable the reach may be in the advocating destination choice. A 

review of literature follows in Chapter Two in order to assist in the development of the 

theoretical framework described in Chapter Three. Chapter Three includes the research 

methodology used in gathering the necessary data in order to respond to the key research 

questions. This data is presented in Appendix E and explained in Chapter Four. Finally, 

limitations and further recommendations conclude this dissertation in Chapter Five.  
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Chapter Two: Literature Review 

 

Chapter Two: Part One - Conceptual Framework 

2.0 Intro to Literature Review 

The purpose of this literature review is to build an understanding of the tourism industry 

in relation to social media branding, expectations and experiences, in order to substantiate 

the embedded role of social media into the process of destination selection for a tourist 

destination. A conceptual framework that has informed this dissertation process is outlined 

with peer-reviewed research that supports the direction of SME, highlighting any gaps in 

knowledge to date. This review also examines theories and methods relevant to examining 

the images and personal accounts of the Millennial Australian leisure visitors to Canada gathered 

through this research process. Ultimately, the goal of this project is to explore the impact of 

social media on the experience of a leisure tourist as it occurs, while highlighting  

destination advocacy as impacted by SME. 

Based on current literature and the core activities identified as needed for success by 

Canadian tourism stakeholders, represented by Destination Canada and the Tourism Industry 

Association of Canada, I chose to first examine literature focusing on the development of leisure 

tourist motivations. This includes a review of the current understanding of motivation with 

regards to needs and wants as it influences destination choice from both a tourist’s psychology 

and their point of view. Second, the path to purchase is reviewed, highlighting the presence and 

effects of social media with regards to tourist intentions. This includes relevant marketing 

theories and the effects of social media on visitor loyalty and rates of return. Next, an exploration 

of current published work describing the tourist experience and the role of image ethnography 

(how the tourist expresses his or her leisure experience through pictures) is explored. Finally, 
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current publications regarding social media and its impact are examined. An overview of 

Millennial characteristics highlighting the relationship between Millennials and social media and 

the functionality of popular social media applications is presented to relate and connect the 

Millennial experience to SME. Ultimately, the impact of social media on Millennials as they 

experience leisure tourism is addressed. The result is an examination of the intersection of social 

media engagement (SME), leisure tourism and the Millennial experience in efforts to consider 

what impacts and implications have been explored or inferred to date. Published work in the 

areas of communication, branding, marketing and sociology are discussed throughout this 

chapter. In Chapter Three, a methodology illustrating the development of one’s perception of a 

destination and the methods that align with such methodological viewpoint will establish the 

research methods in this dissertation.  

 

2.1 Social Media: The Big Picture 

To understand the research questions outlined in Chapter 1.3, it is important to 

garner an understanding of social media communications. Social Media communication is a 

growing and constantly evolving form of e-communication that has quickly found a place in the 

marketing industry. It has become a valuable component of communications plans as well as a 

key to increasing competitive advantage for those engaged. New technological applications are 

appearing daily to support travellers as they navigate the world. Such visitor experience support 

apps take the form of maps, language translators, currency exchange calculators, attractions 

listings, research tools, geo-finders and booking tools for transportation and accommodations, in 

addition to various interactive communication opportunities with social media playing a major 

role. Social media communications and networks have become increasingly recognized as 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 18 

 

attractive marketing resources. At this point however, the impact and return on investment due to 

engagement in social media is still largely underexplored. 

According to Millennial Marketing and InSites Consulting reported in an American Press 

Institute publication, 88% of all Millennials are active on social media, (American Press 

Institute, n.d.), joining over 2 networks each. The highest concentration of Millennials use 

Facebook (75%), with no intention to discontinue their memberships (Van den Bergh, 2013; 

Cohen, 2012). This is a very large market within which to explore the impact of social media 

engagement on the leisure experience of the Millennial traveller and the power of referral. Social 

media allows travellers an unprecedented ability to share their experiences as they transpire, and 

this emerging technological shift is impacting how younger travellers experience leisure travel 

by affecting their level of perceived enjoyment and the value they place on their experiences. 

This in turn has a significant impact on how much travellers are willing to spend at a destination, 

as well as their likelihood of making return visits. The increased scope of influence for 

Millennials advocating a destination through social media engagement demonstrates the potential 

of social media engagement as a source for referral. Targeted, innovative research is needed to 

produce qualitative data regarding the effects of social media engagement on the experiences of 

visitors to Canadian leisure destinations. 

 

2.2 The Canadian Leisure Tourism Landscape 

Destination Canada (DC), formerly known as the Canadian Tourism Commission (CTC), 

(as per ACT. (S.C. 2000, C. 28; CTC ACT current to 2016-09-27 amended 2012.03.16 

(Government of Canada, 2016)) identified that $88.5B in total revenues were generated for 

Canada in 2014 through tourism, with $17.2B accounted for by international arrivals, making 
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tourism revenue Canada’s number one service export (CTC 2014b Annual Report 2014-2018). 

Despite the less-spirited global economy, DC reported that international visitors have increased 

by 2.7% from 2013 to 2014, while their spending has increased by 16.9% (Goldstein, 2015). 

Despite these increases, Canada seems to be losing market share, as the overall global increase in 

tourism was 4.4% for the same time period and an 8% increase in North America alone 

(UNWTO, 2016a). It is desirable for the tourism industry in Canada to work towards 

maintaining, if not increasing market share. As this is not the case currently, it is valuable to 

explore and understand factors that may be beneficial to the overall tourist image and motivation 

to spend their tourism dollars in Canada. It must be noted that social media has been identified in 

DC’s core marketing activities for 2015, along with a youth travel program. Facebook, Twitter, 

Google +, Instagram, YouTube, Pinterest, Tumblr and WeChat are among the applications used 

by DC (CTC, 2015, p. 22). While it is strategically beneficial to engage social media in a youth 

travel program, there is little known regarding actual identified experiential impact for 

Millennials. 

  The Tourism Industry Association of Canada (TIAC) recently identified depleted 

marketing budgets as a central area of concern. Funding for international tourism marketing has 

fallen in successive Canadian federal budgets: $57.8M in 2014 as compared to $72M in 2012, 

down from a high of $99M in 2001 (TIAC, 2014a). This has significantly hindered Canada’s 

ability to take advantage of opportunities from the rapidly growing global tourism market. With 

many competing English-speaking countries increasing their tourism marketing budgets, Canada 

will continue to lose ground while seeing its travel deficit balloon (TIAC, 2014a). 

  In contrast, Canada’s key competitors have increased their marketing budgets. For 

example, the Australian government recently increased its tourism budget to $105M, while 
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Brand USA, a public-private partnership with the mission of promoting international travel to the 

U.S, has a budget of just under $130M. Even Tourism New Zealand has a budget of $150M, 

almost three times as much as Canada (in Canadian dollars). While Canadian tourism generated 

a gross domestic product of 6.4% of its total GDP, USA generated 8.2% of its total GDP, while 

Australia generated 2.8% of total GDP and New Zealand generated 5.1% of its total GDP from 

tourism revenue (WTTC, 2016c; WTTC, 2016e; WTTC, 2016b; WTTC, 2016d). Maintaining a 

competitive position as an international tourism and leisure destination while enduring 

continuing marketing budget decreases is one of the biggest challenges facing the tourism and 

hospitality industry in Canada today (Goldstein, 2015). 

More significant, and imperative to address, are the statistics provided by The United 

Nations World Tourism Organization (UNWTO) in a 2005 report, in which Canada held 13.9% 

of the international overseas tourism market share in the Americas compared to the 37% held by 

the U.S.A. (UNWTO, 2016a). According to research conducted by DC, the total tourism 

numbers coming to Canada have decreased from over 20 million tourists in 2002 to just over 15 

million in 2011 (Goldstein, 2015). Based on global statistics compiled by the UNWTO, 

International tourism is up overall with an increase of 6M arrivals to the Americas, pushing total 

numbers to 162 million in total. Central America had the highest growth in arrivals. However, 

visitors to North America were also up from the previous two years. According to the figures 

provided by the UNWTO this would indicate that Canada saw an increase of over 675,000 

international arrivals for 2011, while the U.S.A. saw an increase of over 10M visitor’s in 2011, 

welcoming over 34 million visitors in total (UNWTO, 2016a). The current market share is 

illustrated in Figures 2.0 and 2.1 below, which presents visitors by increments of 1000 to North 

American countries, Canada, USA and Mexico in 2010 and 2015. Finally, Figure 2.2 illustrates 
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the percentage change in tourism arrivals for each of the three North American countries 

between 2010 and 2015. According to the statistics presented in the UNWTO’s 2015 Annual 

Report, Canada’s overall market share of International tourism arrivals to North America 

decreased while both the USA and Mexico saw an overall increase in tourist arrivals (2016b). 

 

Figure 2.0 Tourism Market Share in North America 2010  

  

Figure 2.1 Tourism Market Share in North America 2015 

 

 

 

 

 
Arrivals in the 1000s for 2010 

Canada     16 219 16% 
USA         60 010 60% 
Mexico     23 290  24% 
 

Arrivals in the 1000s for 2015 

Canada     17 970 14% 
USA         77 510 61%  
Mexico     32 093  25% 
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Figure 2.2 Percentage Change in Market Share of Tourism arrivals to North America 

(2010-2015)  

 
Percentage Change in Arrivals per Country 2010-2015 (North America)  

Canada -2% total market share 

USA +1% total market share 

Mexico +1% total market share 

Based on Statistics from Tourism Market Share in North America (UNWTO, 2016b; UNWTO, 
2015b). 
 

Considering its proximity to the USA, it is logical to ask why Canada does not have a 

greater share of tourists. The ‘Veblen theory’ of pecuniary emulation (as cited in Pepall, 2016), 

describes how the perception of elevated status, associated with visiting America by many 

travellers from emerging markets, may influence travel choice. While Veblen’s conspicuous 

consumption theory was written in 1899, a robust body of scholarship has been built upon this 

work, including a paper on elitism by Kathy Charmaz (2008), which clarifies that the desires of 

the many are the possessions and experiences of those considered to be in higher ranked groups. 

This suggests that destinations offering what may be considered elite experiences may enjoy an 

increased demand that is manufactured by the consumption compulsion cycle that is thrown into 

motion by an initial instance of conspicuous consumption. 

It has been identified that “past visitors to Canada are 175% more likely to advocate on 

behalf of Canada” as a tourist destination, where 146% of said advocacy occurs via messages 

communicated through social media (DC, 2015). While America bombards the world 

with self-promotion through its movies, commercials, and television programs (Thomlinson, 

2014), research by Destination Canada (DC) indicates that advocacy, as shared through an online 

relationship, is also very highly regarded as a credible source of information for Millennials 
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when choosing a travel destination (Goldstein, D., 2015).  In addition, Goldstein identifies that 

146% of visitors to Canada are more likely to visit again” (Goldstein, D., 2015). This trend 

indicates that Australia has the highest number of return visits within the next two years after a 

visit among English speaking markets, with a projected 178% rate of return (Goldstein, 2015). 

Understanding the value of social media engagement for these Australian tourists is useful in 

capturing the influence social media communication has on advocacy. The development of a 

method to further determine the effectiveness of DC’s message to potential Millennial leisure 

travellers, versus the effectiveness of the experiential messages as shared on social media has 

been confirmed as desired by marketing organizations such as DC (Goldstein, 2015). What is the 

value of a shared image in the overall power of advocacy? This will be furthered explored in this 

chapter. 

Figure 2.3 displays an image of the Canadian leisure landscape as shared on Facebook by 

an Australian Millennial tourist during their journey in Canada March of 2015. In an interview 

(interview in BC, 2015), the same Millennial Australian tourist said that he shared this post as an 

indicator of what he considered iconic about Canada, and as direct evidence in support of his 

decision to travel to Canada. 
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Figure 2.3 Framed on a Facebook Page (B.C. Image #12) 

  

2.3 Conceptual Overview 

I began by discussing the impact of social media along the path to purchase as presented 

by Destination Canada in its annual reports. The focus of this dissertation is outlined in the 

conceptual overview below as explained through figure 2.3 the Conceptual Framework of 

Mapping Motivations of a Canadian Leisure Experience.   

 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 25 

 

Figure 2.4 Conceptual Overview 

 

The conceptual overview of Mapping Motivations for a Canadian Leisure Experience 

offers a high-level view of social media’s impact globally in 2016. While there are many areas of  

concern, the research in this dissertation will only focus on the red/highlighted areas as 

emphasized in order to address the questions listed in Chapter 1.3, which magnify the impact of 

Social Media engagement (SME) on the tourist experience of the leisure Millennials. This 
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dissertation focuses on Millennial leisure tourists travelling to Canada from Australia for leisure 

and the impact of their SME on their journey as it is experienced. In order to do this, current 

popular applications used for interactive communications must be identified and examined to 

determine the reach interactive communication has on potential tourists. Equally, its impact on 

return visits must be considered. I touch upon the sociological and psychological implications of 

Social Media Engagement (SME), however these areas are recommended for further future 

exploration. Areas of consequence for sociological and psychological implications are further 

outlined in the Phenomenon of Social Media Engagement (PSME) as revealed in this 

dissertation. The recommendations in Chapter five suggest further use of the methodology 

developed here for deeper exploratory research encompassing the findings from this dissertation 

to construct and develop further understanding of social media intelligence as a whole. 

 

2.4 Understanding the Path to Purchase in Destination Choice 

Path to purchase is a framework used by the Canadian Tourism Commission in their 

official analysis of tourism and tourist destinations. As illustrated in the conceptual overview 

Figure 2.4, and below in Figure 2.5, social media creates impact all along the path to purchase. 

Current work indicating the impact of social media along the path to purchase during tourists’ 

lived travel experiences will be further examined later in this chapter. The illustration below is 

the path to purchase template as identified by Destination Canada and recognized in this 

dissertation in order to be consistent with Destination Canada’s strategic plan. While this is not 

definitive, nor the only depiction of a path to purchase that is notable, it has been chosen as it is 

recognized by industry as a viable explanation of the development of a marketing product to a 

consumer. 
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Figure 2.5 Path to Purchase 

 

Figure 2.5 Destination Canada – path to purchase (DC, 2013)2 

 

There are many scholarly works supporting a process along a route to making a purchase, 

some of which illustrate factors that influence consumers along the route (Bell, 2011; Kannan, 

2016), while others discuss the information process and how a consumer goes from learning 

about a product to the decision of purchasing it in terms of destination decision making (Correia, 

2008; Bolan, 2008; Schroeder, 2015; Juaneda, 2016), the behavioural process of individuals 

between intention to buy and the actual purchase, (Shoham, 2008; Lewis, 2010; White, 2013; 

Bruwer, 2014; Lin, 2015), and the role of others in the process from product awareness to 

                                                 
2 Destination Canada utilizes this diagram in the strategy planning and as a template to follow in integrating social media into 
each step of this path. (Industry News, 2013).  This path to purchase model is also used to enable the understanding of motivating 
factors driving travel purchase decisions while it allows the Canadian Tourism Commission marketing team to pair marketing 
activities to the roadblocks in each of their markets that prevent a consumer from advancing to the booking stage. As it is the path 
to purchase model developed and used by the Canadian Tourism Commission, (DC, 2013)  I have chosen to use the same model 
in order to align my findings and literary study efficiently.   
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product experience (Alcaniz, 2005; Kozak, 2012), right through to post purchase behaviour 

(Santos, 2003; DiPietro, 2007; Hall, 2016). 

Many studies to date demonstrate the effects of modern technology and social media at 

each step of this cycle, which will be further later in this chapter. Much of the published work 

focuses on access to information and booking tools used to seek, secure and experience 

transportation, accommodations and experiences. The focus of the research as highlighted 

through the journey of this dissertation examines the impact on the tourists’ experience as a 

result of engaging in social media during the actual lived experience which has yet to be 

addressed. This dissertation is based on the personal accounts/expressions of tourists’ individual 

experiences. 

Consumer Relationship Marketing is an area of tourism research that has considerable 

currency in product promotion (Tsiotsou, 2010). Awareness regarding emotional attachment and 

motivation attributed to product selection is relevant to destination choice for travellers. 

Consumer perception of a destination and desired outcomes of travel are fundamental issues in 

the tourism industry, which makes research on what energizes travel decisions vital to strategic 

marketing. My study asks: if experiences are enhanced significantly due to social media 

presence, does this also increase the motivation to return? My research will identify the level of 

influence informal social media has on the Millennial leisure experiencer’s destination choice. I 

also make an effort to determine how the Millennial determines what elements of their Canadian 

leisure experience they will share with their social media community. 
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2.5 Theoretical Framework for Mapping Motivations of a Canadian Leisure Experience 

The Beginning 

Qualitative research and mobile ethnographic discourse analysis of individuals’ responses 

as they engage in a Canadian leisure experience form the basis for achieving the desired 

outcomes for this project. My research includes the theory of personal constructs in destination 

choice, which holds that one’s personal construct of a destination image is a result of all 

experiences regarding a destination that have been communicated to the potential tourist 

(Coshall, 2000). Expectations are then created and influence the tourist to purchase the 

destination experience (Coshall, 2000). 

 To explain the process through which actions and reactions of individuals are influenced 

by SME several theories have been employed to form intertwined cyclical outcomes. My 

research is based on the understanding that past experiences, in addition to current and future 

needs, and desired goals, will establish individual attitudes and values within individuals. These 

elements in turn influence the decision-making process. Human attitudes and actions can be 

attributed to world events and societal conditions experienced during formative and maturing 

years. This becomes a collective experience that bonds individuals in segmented populations 

based loosely on year of birth as documented in a variety of research and literature.    

The results of increased interpersonal interactions among ones’ social media 

community relies on access to Wi-Fi and other modern technological advances, thus internet 

access is definitely factor in SME and the overall experience for tourists. It also appears to be 

understood that the impact of social media engagement among Millennials is associated with the 

experiential desires of the audience as shared in accordance to the appropriate protocols of the 

social media community with which they belong (Borowic, 2015). This SME subculture can 
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play a role in the tourists’ overall experience, as it appears the Millennials’ mood may be 

influenced by responses and reactions to their experiences as shared on social media (Bolton, 

2013; Dolan, et al., 2016; Ellison, 2007; Hartman, 2011; Tomaras, et al., 2015). Relationship or 

interactions/encounters between individuals in combination with a destination’s landscape, 

attractions and offerings are crucial to the value of the experience. Contemporary tourists expect 

technological access in addition to traditional tourist offerings. The factors that encourage 

positive SME are 1) attractions, 2) relationships between individuals, 3) the destination, and 4) 

additional services including access to social media as illustrated in figure 3.0. Each of the 

coloured boxes in Figure 2.6 are concepts that contribute to the construction of the travelers’ 

overall experience. The factors listed here are not exhaustive, but reflect relative relevance to this 

research. 

 

Figure 2.6 Media Mix Influencing Destination Perception 

 

Media    Mix    Influencing    Destination    Perception
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As noted, the factors in Figure 2.6 influence the overall T.E. A positive T.E. suggests an 

increase in desire to share. Additionally, the human need for social interaction and the benefits of 

interacting on Facebook (Dolan, et al., 2015; Ellison, et al., 2007) also imply further motivation 

for SME while on vacation. The positive outcomes of human social interaction and its benefits 

are further supported by Bower’s findings (1981), which show that a need to connect when 

sharing experiences on social media creates positive feelings and moods. Increasing the 

positivity of a T.E. will further influence and enhance destination advocacy (Figure 2.1).  

 

Figure 2.7 Relationship Cycle of Social Media as it Impacts the Leisure Tourist 

Experiencer 

 

 

Figure 2.7 - The arrows show the impact of each component on Experiencers within a continuous 
cycle. 
 

 It must be noted that the Veblen theory (as cited in Pepall, 2016) infers a need for 

individuals to access the lifestyles and experiences of those that are considered influential or of 
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and those 
considering the 

Experience* 

Participation in 
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on Social Media

(sharing of 
experiences) 
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desired social status. The credibility of SME testimonials being posted by a traveller on social 

media endorses a desirable life and therefore communicates a need for others to travel to the 

destination of focus as shared. The recipient of the shared experience is expected to become 

envious of the viewed experiences thus generating a desire to experience the destination for 

themselves and needing to travel to the shared destination. Similarly, when this need is 

addressed, positive moods and feelings occur and further positive images of a destination 

experience are shared (Figure 2.8). This cycle continues as illustrated below in Figure 2.8.  

 

Figure 2.8 Generation of Positive Referrals for A Destination Experience 

 

 

        Figure 2.8 Generation of Positive Referrals for a Destination Experience 

 

 Another component of the T.E. for this dissertation comes from Brewster (1981) who 

suggests that the actual sharing of the T.E. also elevates ones’ positive feelings and those 

positive feelings are both communicated to and influence potential tourists. These positive 

Positive feelings
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emotional need

Images of positive 
experiences (experiences
that create positive mood) 
(Brewster, 1981) 

Attending to one's 
needs (Fotis, 2012) 
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feelings become associated with the destination and elicit increased rates of return visits. The 

integration of happiness associated with a destination as a result of the communicated positive 

feelings (Kroesen, 2014) leads to what Coviello (2014) terms “global emotional synchrony,” and 

generates a widespread positive feeling for the destination from which the T.E. was shared. 

There is an increase in positive feelings associated with the destination motivating increased 

return visits (Yoon, 2005). This cycle is illustrated in Figure 2.9.   

 

Figure 2.9 Impact of Advocacy and Destination Loyalty = Advocacy/ Visitor Referral 

 

 

Figure 2.9 – Impact of Advocacy and Destination Loyalty = Advocacy/Visitor Referral 
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2.6 Phenomenon of Social Media Engagement – The Theoretical Framework 

The theoretical framework developed for this study focuses on the impact of social media 

engagement (SME) on tourism experience (T.E.), and ultimately its influence on advocacy. This 

is presented below in Figure 2.10 and has been explained in Chapter 2.5 and 2.6. and figures 2.7, 

2.8 and 2.9.  

 

Figure 2.10 Phenomenon of SME 
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 As each of the Figures 2.7-2.9 are cyclical, it is key to understand them 

individually in order to understand their function in Figure 2.10. The black arrows in 

figure 2.10 above highlight the core of social media engagement (SME), encompassing 

theories that validate increased positive feelings as a result of SME (detailed later in this 

chapter). The more positive the tourism experience (T.E.) that is shared in outgoing 

messages to the social media community, the more responses will be generated resulting 

in increased positive feelings among the tourists engaging in social media. The tourists’ 

positive feelings and moods will then be reflected further in subsequent outgoing 

messages creating further positive responses. This continues until the journey is 

completed.  

The Phenomenon of SME also incorporates the path to purchase (blue arrows). 

The message communicated through social media increases potential tourists’ awareness 

of a destination through the act of advocacy and the desire to visit the destination to 

experience the images shared leads first to purchase and then an actual experience 

(Figure 2.5). Bower and Pepall (1981; 2016), agree that addressing the need to travel to 

the shared destination leads to positive moods in turn leading to positively communicated 

images of the tourism experience that is correspondingly enhanced by responding to the 

need (Figure 2.8, blue arrows). Again, engaging in social media brings its own positive 

impacts as illustrated in Figure 2.6 (green arrows).  

A systematic reflective analysis of the structured, open and closed-ended 

interview questions, in addition to a collaborative collection of the images shared and 

explained by participants strengthens the overall validity of the factors motivating SME 

(Decrop & Snelders, 1999). Chapter Three outlines an approach involving tests of rigour 
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as developed by Lincoln and Guba (1985) to ensure methods designed for qualitative 

research are valid and credible. Lincoln and Guba suggest that fulfilling these tests of 

rigour offers validity to qualitative research methods that will be addressed in this 

dissertation in order to confirm the academic credibility of the interview responses (as 

cited in Decrop, 1999). The data collected in this research will undergo the rigour of 

Lincoln and Guba’s developed checks to allow qualitative analysis to intersect with the 

credibility and reliability of quantitative studies (as cited in Decrop, 1999, p. 158). My 

research methods consider all of Lincoln and Guba’s criteria as identified in Decrop’s 

article. I will elaborate on how these criteria will be addressed under subheadings that are 

aligned to Lincoln and Guba’s (1985) criteria, to ensure this research process can 

withstand the tests of validity and rigor necessary to be credible and worthy of 

consideration. 

Participants selected for interviews confirmed their participation in social media. 

Participants engaging in social media stay connected to a community whose significance 

is self-reinforcing (Botteril, 2015). However, the law of diminishing returns also 

applies to this technological convenience (Vigil, 2015). Prior to that point however, 

SME provides Millennials with a level of validity and social connection that supports and 

generates a feeling of happiness. People intrinsically search for pleasure (Gnoth, Zins, 

2000). According to the means-end theory (Gnoth, 1997) and Coleman’s 1990s Rational 

Choice Theory (as cited in Schutt, 2015) it would be natural to continue sharing and 

engaging on social media while on vacation in order to maintain a level of connectivity 

and validation that leads to a feeling of happiness. 

To fulfill the need to stay connected and garner positive attention, Millennial 
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tourist are compelled to engage in social media. As noted earlier, the more that an image 

or experienced is shared and framed as increasing the potential for a positive Quality of 

Life (QOL) the more acceptance or validation is experienced by the sharer. This two-way 

interaction is valuable psychologically to an individuals’ sense of happiness/pleasure. 

Either way, SME serves its purpose in keeping the Millennial tourist socially engaged to 

their networks. This elevated level of happiness is reflected in the social media postings 

of the T.E. at the destination, further depicting a positive QoL, and eliciting a desire in 

receivers to achieve the same or similar QoL as the poster. It is noted in Chapter 2.3 that 

motivations for destination choice create a need to travel to the destination (Pepall, 2016). 

When this need is attended to, positive feelings and moods are experienced during the 

realization of the desired experience (Fotis, 2012; Bigne, 2004; Stein, 2012). In addition 

to the feeling of happiness as a result of SME, positive images of T.E. are communicated 

via social media applications (Fotis, 2012). 

For social media recipients, the means to achieving the QoL as presented by 

vacationing social media communicators is to choose to experience the destination that 

has been shared/viewed, which is stage 1 on the Path to Purchase. Awareness of a 

destination within the social media community of potential tourists is the result of tourists 

sharing their leisure experience at a destination - this is considered the advocacy stage 

(stage 2 Path to Purchase) on the path to purchase where the scope of influence or reach 

of a social media message is increasing. It is outlined through the phenomenon of SME as 

identified through the process of this dissertation (3.4) that, until the point of diminishing 

returns is reached, Millennial there is an overall benefit to the T.E as a result of SME. 

In developing my research method, I considered the limitations that would 
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prevent me from connecting with and observing the actual receivers of the social media 

communications upon receipt of the social media message as shared by the participants I 

interviewed. Being present to observing the interviews would be ideal. In embarking on 

this dissertation process I set out to develop a process to authenticate and substantiate any 

conclusions I may construe from the findings attained from the interviews. I considered 

several tests of validity and rigour presented by other published works, and have 

ultimately decided to use the tests established by Lincoln and Guba’s critieria (1985). 

 

2.7 Theoretical Framework Identified Through the Social Construct of a Tourist 

Experience 

A series of marketing theories lend themselves as antecedents to the Phenomenon 

of SME. In Kahneman’s “priming effect” theory, images shown prior to an experience 

will greatly influence the experience (Kahneman, 2011, p. 52). This is the first step in 

the construction of one’s leisure travel experience into a Canadian landscape. For 

example, showing an ice storm when marketing Canada will elicit an expectation of cold, 

blustery weather. If tourists are coming to experience a blustery winter with heavy 

snowfall and frozen lakes, but experience a balmy winter instead, they will be 

disappointed. A collective communication of images and messages regarding a 

destination constructs an individual’s knowledge and understanding of a destination. 

Therefore, perception and expectations of a destination are influenced by the 

communication through the most popular forms of information a potential tourist 

accesses. The data from this study will also include the forms of communication potential 

travellers use to access destination information prior to making travel choices. Many of 
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these images are accessed at the convenience of potential tourists through SME (Ch. 2.1). 

With increased social media engagement and use of technological devices, the 

Millennials have much greater access to information than previous generations: 

overall, 40% of travelers carry 2 or more mobile devices, and 45% carry 3 or more, 

making instant, ongoing and immediate communication the norm (H. Heagle, personal 

communication, May 2016). At the same time, the scope of influence one individual 

garners is continuously expanding as the social capital of the experiencer grows. This 

may add a level of stress as there also appears to be a component of “Fear of Missing 

Out.” Social research has long established a human need for social connection (Seppala, 

et al., 2013), and this social connectedness is referred to in social psychological literature 

as "belongingness". The same body of work also states that there is a “fundamental 

human motivation” to be included (2013, p. 414). Informal use of social media and 

technology as a form of social connection impacts life experiences, including tourism 

experiences, and consequently can influence a social media communities’ traveling 

preferences, wants and desires. 

 

Chapter Two: Part Two – Destination Image 

2.8 Consideration of Destination for Leisure Travel - Destination Image 

A study panel designed to “explore how experts perceive the meaning of 

destination branding and its main characteristics,” found that there is often confusion 

between brand and image (Tasci and Kozak, 2006, p. 299). This sometimes creates 

dissonance for consumers: a destination may have a very successful brand message and a 

positive image, but the image perceived by the potential tourist may not align with the 
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brand message that is being communicated. While that distinction needs to be made, this 

study also reinforces a need to identify the position of the destination prior to branding. 

The position determines where ones’ brand is situated comparatively in relation to its 

competitors, whether in terms of ranking as a destination choice or consideration as a 

destination for adventure travel, culinary travel, or other desired motivational factors.  

For my dissertation, it is essential to determine what the perception international 

tourists have of Canada in order to determine if it is congruent with the message that DC 

is aiming to send out. Some questions that will be explored are: are the expectations of a 

first-time tourist developed through the brand as communicated by DC? Is there a 

positive relationship between what the tourist actually experiences and what DC suggests 

they will experience? When the tourists arrive is the image that they see the same as the 

branded image that is being communicated? Responses to these questions require further 

study, however some of these are necessary in order to establish the focus of this 

dissertation while others are peripheral to the focus of this dissertation. If there is 

congruency of expectation or the destination offers more than what is expected the 

satisfaction formula concludes that the experiences will be valued as positive. If a tourist 

is expecting more than what is offered, then disappointment ensues.  

The impact of social media engagement during travel on advocating for Canada as 

a leisure travel destination needs to be determined. In this dissertation, I will seek to 

verify that social media messages garner more attention and credibility than formal 

message, such as advertisements, as communicated by marketing organizations. It is 

through the dominant message that the destination brand is developed, further research 

needs to be done to understand the relationship between the Canadian image, its brand 
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and tourist perceptions, and expectations and travel motivations. In order to examine 

what informs the potential tourist, and what tourists choose to share on social media to 

represent their experience while on their journey the social media images as shared must 

be examined. I will also be examining motivations for share images and content on social 

media: what kinds of images are being shared, and why/how have they been selected? 

The link between ‘Tourism Destination Image” (TDI) and market position plays a 

significant role in the branding of the area of focus (Stepchenkova & Li, 2014). 

Stepchenkova and Li’s study examines destination image as a generally considered 

determinant of travel intention and trip evaluation, and found that to communicate with 

these segments Destination marketing organizations (DMOs) may employ 

communication programs that share some communication components (2014, p. 60). This 

big data study concluded that ‘top of mind’ (TOM) brand associations could represent 

three unaided recalls pooled together. Thus, TOM data can give researchers at least a 

partial answer to the complicated question: “what is a destination’s image?” (p. 60). It is 

clear from this study that TOM image is very valuable to destination marketing 

professionals. 

 

2.9 Brand Creation 

Theoretical and abstract information represented in my review of the literature, 

along with statistical analysis of empirical data, have identified several factors that 

determine a successful destination brand (Gnoth, 2002; Nikolova, 2013; Murphy P. P., 

2000). First, the destination is the product, and the brand must be created from the bottom 

up (Nikolova, 2013). Second, brand creation is based on several key areas. These include 
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a destination’s physical elements, culture and social factors, infrastructure, and political 

dimensions, as well as the prior perceptions that consumers have formed. The success of 

a destination brand depends on: 1) awareness of a destination, 2) categorizing of that 

destination based on the tourists’ previous experience, and finally 3) association of that 

destination with information communicated through various media sources that include 

word of mouth, social media and formal marketing communications (Woodside, 1989). 

 

2.10 Awareness 

Awareness of a product is the core of perception creation. Prebensen notes that 

tourists’ views are based on other peoples’ experiences and evaluations, and on general 

information and promotional campaigns (Prebensen, 2007, p. 748). These views are 

influenced by familiarity (Milman & Pizam, 1995), which leads to increased awareness 

that, in turn, leads to these views being ‘top of mind’ (Stepchenkova & Li, 2014). In fact, 

people become repeat consumers based on prior positive awareness of the product, which 

is developed through a mix of media, including social media, TV, friends, formal 

marketing, and documentaries, among others (Milman & Pizam, 1995). “Awareness,” the 

second step along the path to purchase, has been enhanced by the onset of social media, 

which has allowed organizations to expand their scope of influence. Social media 

applications integrated into a marketing communications plan (Mangold, et al., 2009) 

must now be budgeted and strategized by marketing experts in addressing this informal 

marketing component. Mangold et al.’s 2009 study notes that not only does social media 

allow for companies to talk to their customers, but also allows customers to talk to one 

another as well as to the companies in real time. These processes, while limiting the 
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amount of control held by the company, increase the rate of information dissemination, 

allowing consumers greater access and command over their expertise and personal 

experience with a product or service (2009, p. 359). Marketers are therefore presented 

with a challenge to utilize social media as a tool to spread information influencing 

purchasing decisions (Mangold et al., 2009). 

 

2.11 Evaluation 

2.11 (i) Categorizing 

Also, valued in the development of perception is the process of categorizing. Choi 

et al. (2007) conducted a study to analyze the effectiveness of travel related websites. By 

categorizing images, visitors to these sites ranked their attraction to the destination based 

on the familiarity with each of the categories (Choi et al., 2007). The study concludes 

that visitors were attracted to images that were familiar to them, where familiarity is 

based on how well the images relay a feeling of cultural proximity and visual familiarity 

to the viewer (Choi et al., 2007). This further supports the benefits of cultural 

familiarization to attracting potential visitors and building positive perceptions. There is a 

strong component of being attracted to things that are familiar, as supported in research 

conducted by Milman and Pizam (1995). 

Studies have also shown however, that consumers also highly value variety 

(Castro, 2007). I propose that new experiences are often desired in familiar settings 

(e.g. experiencing a new ski hill or kayaking an unfamiliar river). A study conducted to 

determine tourists’ intentions based on categorizing destination images drew the 

conclusion that: a) customers can be made aware of new experiences and changes by 
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including varied categories of familiar images from their culture, and b) a positive 

consumer experience will also generate recommendations through different mediating 

variables (Castro, 2007). Finally, the process of categorizing is also implicit to 

destination positioning (Crouch, 2010). This can be valuable in determining further 

marketing strategies and exploring the competitive set.  

 

2.11 (ii) Associating 

Association of a product, attraction or destination with previous experiences and 

Ideas, has been identified as bringing forth positive awareness when the previous 

experience was also positive (Prebensen, 2007, p. 750). The exploration of destination 

images further support the positive influence found in associating products to what is 

familiar. Yang et al. have used associations based on familiarity to explore the implicit 

feelings travelers may have about a product (2012). However, studies of implicit social 

cognition in a qualitative realm are still scarce at this time (Prebensen, 2007). 

 There are also personalities associated with a product/destination. This has a 

valuable application to the perception development process, as a destination’s brand is 

not limited to its physical reality, but includes a personality that it is associated with 

(Barnes, 2014). For example, Canada is considered clean and friendly (CTC, 2012b). 

It appears that familiarity in living standards and landscape will also generate a 

positive association. In Yang’s study, Chinese people chose images of Hong Kong and 

China more often as their preferred landscape versus images of Korea and Japan. This 

was done without the subjects knowing the geographical locations of the images shown 

(Yang et al., 2012). 
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2.11 (iii) Price Sensitivities 

In research on price sensitivity tourists have been observed to pay more 

depending on the season and perception of the product (Lawson, 1995; Murphy et al., 

2000; Stevens, 1992; Alegre, 2006). Initial visits were less price sensitive and based more 

on levels of awareness. Higher levels of awareness generally brought about a more 

positive perception of the destination, and increased positive perception of the destination 

resulted often in the Veblen effect (Lawson, 1995). The Veblen effect describes market 

behaviour where consumers will pay more for a product despite the fact that there is a 

comparable product for a lower price, because consumers believe that the higher priced 

product is better in quality and has a higher level of prestige (Veblen, 2008; Alegre, 

2006; Pepall & Reiff, 2016). Based on the economic analysis model, destination loyal 

consumers, while supporting the economy with continued repeat visits, tend to result in a 

lower destination spending (Alegre, 2006). 

Armed with choices, the consumer is better equipped to accept and consent to 

prices for an attraction. Lawson notes that most first-time visitors are not aware of the 

prices for attractions. Because attractions are part of the branding of a destination, there is 

an expectation that consumers will be able to experience the attractions, regardless of the 

prices. This supports the Veblen Effect, as noted in the previous paragraph. This effect 

supports the decrease in price sensitivity to seasonal or holiday travel. According to 

Carlton and Perloff’s "Tourists and Natives" model, a new tourist will be willing 

to pay more for items as opposed to a repeat traveller (as cited in Juaneda, 2006). The 

mature destination therefore, while it may have increased repeat customers, may find 
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lower tourism revenue per visitor. 

The Tourist and Natives model is a non-monetary cost model based on a “desire 

to get away from daily life” (Alegre, 2006). Motivated by rest and relaxation, comfort, 

and a well-known setting, the goal of a destination repeater is simply to reduce the 

uncertainty factor. This is also known as a “return on reputation.” Using the push/pull 

model for marketing, the push factor here would be the internal motivation of the 

customer, while the pull would be fulfilled by the characteristics and attractions of the 

destination that created the travelers’ attachment to the place developed through previous 

visits. Based on the competitive equilibrium theory this spillover evens out according to 

the Pareto efficiency model. This model explains that while the first-time tourist is 

willing to pay more, the tourists that stay for a longer term or have more frequent visits 

will see their expenditures decrease on a total basis (Alegre, 2006). 

 

2.12 Destination Perception 

A 2008 study by Gnoth and Zins is important when seeking to comprehend visitor 

motivation. As this review demonstrates, motivation and the satisfaction of one’s 

tourist experience, are both based on perception. Perception is based on knowledge, 

which can either be empirical or conjectural based on information communicated by 

those considered to be experts (Gnoth & Zins, 2008). In many cases, the experts are those 

employed in the industry, or those that have already visited the destination in question. In 

this study we may find that those posting their experiences on social media may even be 

considered experts, as in the case of Gnoth’s study. The attitudes of these experts are, 

therefore, based on the ability of visiting a destination based on an expectation - the goal 
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is to satisfy that expectation no matter the source of that expectation. This fact further 

supports the credibility that is bestowed on the social media engagers as they share 

images of their Canadian leisure experience. 

Satisfaction is heavily based on the mood of the traveller when they are 

experiencing the journey, and emotion and mood have a high degree of impact on each 

other (Gnoth & Zins, 2008). Moods are known to influence perception and can be 

subject to mood induction techniques (2008, p. 25). Such techniques involve inspiring 

individuals with known feel good images, foods, music, movies, and customer services 

prior to their destination experience. Based on this theory it is expected that destination 

satisfaction will generate a positive mood that influences the overall destination 

experience. 

According to Gnoth (2008), pleasure is often associated with the emotions derived 

from seeking escape from daily life (p. 26). There is a tendency for introverted 

individuals to possess holiday expectations as an escape and for dynamic, open-minded 

tourists to be motivated to search for new experiences (Gnoth & Zins, 2008). Should the 

messages communicated on social media resonate with this expectation, then a 

destination choice may be made. With this in mind, it may be valuable to further 

understand not only the interests of a targeted demographic, but also the messages being 

shared on social media by their social media audience in order to examine if social media 

comments demonstrate Canada as a positive place that resonates with the needs of the 

interested traveller. 

Informal marketing often plays a more important role than traditional marketing 

in communicating the destination message due to the global prevalence of social media. 
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The use of online interactive social platforms displays a level of trustworthiness that has 

evolved and increased over time (Mangold et al., 2009). According to Mangold's theory, 

information posted by other consumers is deemed to be more trustworthy than 

information presented through traditional corporate sponsored advertising (2009, p. 360). 

This supports the value of social media along the path to selecting a destination for 

leisure travel. 

This review demonstrates that while each area along the path to purchase has been 

impacted by the onset of social media, the impact of social media on the actual 

experience of the consumer when engaging the consumption of the purchase has not been 

addressed. As concluded by Nusair et al, "it is necessary to focus on the area of benefits 

that Gen Y obtains from using online social networks” (as cited in Leung et al., 2013). 

For this reason, Mapping Motivations for a Canadian Leisure Experience examines this 

subject. 

 

Chapter Two: Part Three – Choice and Satisfaction 

2.13 Motivation Theory: Needs and Wants 

To better understand leisure tourism for a particular destination it is key to 

have insight into what influences and motivates a specific target market to make choices. 

According to O’Leary, “theories of knowledge emphasize a socially constructed nature of 

phenomena,” (2007, p. 250) or, as Piaget professes in his research, the 

learning process for children is based on the construction of knowledge through an 

accumulation of their experiences (as cited in Vogt, 2011, p. 70). Similar to Piaget’s 

accumulations of experience theory for children, I also believe that individual behaviour, 
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values and attitudes are components of human behaviour that has developed and been 

cultivated over the course of an individuals’ life. Human behaviour can be attributed to 

world events and societal conditions experienced during the formative and maturing 

years of a group of individuals born and raised during the same period of time in the 

same geographical area and with similar socio-economic backgrounds. While there are 

many influences affecting decisions made, such influences as those listed are especially 

relevant here, and are also constantly evolving. In this study, I seek to develop an 

understanding of each potential group of tourists in order to reveal their motivations. As a 

result, an understanding of the wants and needs of the targeted audience may provide 

direction and insight for tourism stakeholders. 

One may consider the tourist's needs and wants using Maslow's theory of the 

hierarchy of needs (McLeod, 2007), Rokeach’s value survey that articulates segmentation 

of tourists based on personal values and experiences (Mehmetoglu, Hines, Graumann & 

Griebrokk, 2010), and/or a combination of the two as seen in O’Connor's revisiting of 

Maslow’s theory in 2007 (O’Connor, 2007); studies surrounding segmentations of 

tourists are continually evolving. According to Maslow’s original hierarchy of needs, 

individuals are motivated by unsatisfied needs moving in the direction from lower-order 

needs to higher order needs (McLeod, 2007). This position has been reexamined and 

needs, motivations and wants are now understood as multi-directionally based depending 

on life stages, and in accordance with values of generationally accumulated experiences 

(O’Connor, 2007). Each generation is faced with varying sociological issues, 

technological developments and environmental factors that both provide challenges and 

benefits affecting human interactions, values and ultimately behaviour. Upon considering 
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satisfaction or dissatisfaction as a result of the tourists’ Canadian leisure experience, it is 

clear that the relationship between experience and satisfaction must be addressed. Jessica 

Miller and Brandi Tedder infer that satisfaction is a factor of expectation levels. If 

expectations are met, then satisfaction occurs, whereas if expectation is greater than what 

was experienced then dissatisfaction occurs (Miller & Tedder, 2011). This has been 

generalized in various marketing and customer service industries. 

For my dissertation, I examine the experiences and expectations of tourist’s in 

response to previewed imagery. Simply put, how does a tourist’s expectation of a leisure 

journey affect the actual outcomes and levels of satisfaction that occur throughout the 

experience? Do higher expectations result in higher satisfaction levels, or are higher 

expectations a precursor to disappointment? How can the ‘happy’ feelings that people 

experience during their Canadian leisure journey be mobilized so that greater awareness 

can be brought to the existence of such leisure opportunities? By examining expectations 

and observing experience a method to determine and gauge satisfaction metrics can 

emerge. 

Expectations are derived from images of destinations promoted through various 

media. Individuals relate to certain triggers in messages that come from movies, 

television, advertising and word of mouth with respect to a destination being featured 

(Thomlinson, 2014). Individuals relate to these triggers based on their own 

ethnographical (cultural teachings) and phenomenological (personal experiences) 

discourses. Currently, there is ample literature on the development of destination images 

and perceptions, as well as relevant data on the influence of such images on the selection 

of a destination for travel. At this point, however, there is little to no literature focusing 
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on the perceptions, knowledge and awareness of leisure opportunities made available to 

Millennials in Canada via SME by other Millennials. 

An understanding of the perceptions and communicated experience of Millennial 

Tourists, offers insight into the satisfaction level for each individual as a result of their 

experience. I use previously researched perceptions on the image of a destination as a 

base for the experiences expected. A more finite interpretation of the perception of the 

Canadian leisure offerings prior to a visit would require inquiry of the participants in this 

study. This has been attended to through the interview process. 

Bower describes influences to emotions upon recall, explaining that experiences 

are congruent with emotions associated felt during an experience (1981). Activation of 

similar emotions aid in the retrieval of associated events (Bower, 1981), which supports 

the benefits of positive tourism experiences being journaled on social media for future 

positive emotions upon viewing. Viewing social media images as post-experience 

associations in experience testimonials appears to perpetuate emotions associated with a 

positive leisure journey, and to then serve as powerful advocacy suggestions. 

Perceptions of destination images play a crucial role in the travel decision making 

process (Bigne, Sanchez & Sanchez, 2001; Chen & Tsai, 2007; Ma, 2014). A study 

suggests that self-reporting of an individuals’ perception is influenced by both extrinsic 

and intrinsic factors (Yang, 2012). This study found that intrinsic cognition is stronger, 

and looked to determine a measurement or an Implicit Association Test (IAT). This 

metric is based on the understanding that each individual is armed with various past 

experiences within his/her memory bank, and that it is the combination of these intrinsic 

associations and the extrinsic factors of a message that determines perception. The IAT 
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measures, without reservation, individuals of a certain background and demographic 

regarding what they may associate with certain images. Based on the findings of this 

study, individuals displayed more positive perceptions of destinations with which they 

were already familiar (Yang, 2012). 

A need to emulate one’s peers’ influences tourists’ destination choice in order to 

satisfy an experiential benefit associated with that need. Veblen’s theory of pecuniary 

emulation in leisure attainment states that individuals attempt to accumulate the 

experiences of, or become associated with leisure destinations and journeys associated 

with those held in higher regard or status (Pepall & Reiff, 2016). This suggests that 

potential 

tourists’ perceived emotional needs is significantly influenced and developed through 

advocacy of such experiences, however that comes about. 

A social constructivist methodology, in addition to the literature reviewed so far, 

(further outlined in Chapter Four of this dissertation) is supported by both Prebensen and 

Chen accordingly, stating that “destination perceptions are socially 

constructed in the context of international tourism” (Prebensen et al., 2013). It 

suggests that a collective construction and personal bias determine destination 

perceptions influencing the decision of destination choice (Chen, Lin & Petrick, 2012; 

Chen & Tsai, 2007). 

Bower, Chen, and Veblen describe how moods, bias and pecuniary emulation 

influence needs based on fantasies and emotions that construct the motivation for 

destination choice (as cited in Pepall, 2016). It has already been demonstrated that bias is 

a determinant of destination perception, and it is valuable to note that these inwardly 
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directed values and biases are expressed as needs, and must be addressed in order to 

satisfy the tourists relationship between expectations and motivation (Gnoth, 1997). This 

further supports the importance of emotional constructs in the development of destination 

perceptions and expectations (Decrop, 2004). 

Needs were initially established by Maslow as intrinsic desires for something, 

whether those things are basic to survival or meet higher level desires for self-esteem 

(Maslow, 1943). As this has been revisited, needs are currently defined as motivations for 

various actions (McCleod, 2007). The need to travel relates to an awareness of 

feelings and emotions as summarized by Gnoth and Zins in the Journal of Travel and 

Tourism Marketing (2008). Such emotions impact tourist behaviour when choosing a 

destination and during consumption of the product (Gnoth and Zins, 2008). 

Goossens examines the push-pull theory of marketing as it relates to tourists, who 

are pushed by emotional needs and pulled by emotional benefits (2000). Emotional and 

experiential needs are relevant in pleasure seeking and when making choices (Goossens, 

2000) and, as noted previously in this review, individuals aim to satisfy these emotional 

and experiential needs, which then drives destination choice. Goossens goes on to explain 

that mental imagery plays a key role in forming these emotional needs and their relevant 

perceived experiential benefits (2000). This push-pull theory ties in with the Rational 

Choice theory that began with Max Weber in 1920, and was further developed 

throughout the 1920s by Malinowski (1922), Mauss (1925), Parsons (1935), Homans 

(1961), Blau (1964), Coleman (1973), Cook (1977) and Coleman again in 1990, (Scott, 

2000), which holds that individuals choose actions that benefit them the most when 

engaging in or having completed a particular action (as cited in Schutt, 2014). In the case 
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of this dissertation, this choice would be the choice of destination in order to achieve the 

goal of experiencing the tourist experience (T.E.) as perceived through exposure via 

social media engagement (SME). 

The impact of mental imagery on advertising communications has been measured 

using heart rate (for attention) and skin conductance (for arousal), there was a definite 

increase in arousal during viewing of imagery (Kim, 2014). These participants were not 

screened for having visited or not having had personal experience with the destination 

images as shown. This suggests further study of pre- and post-visitor experience 

stimulation arousal would prove to be informative (see recommendations for further 

study in Ch.5). 

Considering Gnoth and Zins’ 2008 theory in, addition to Bowen’s intrinsic 

motivation theory (as noted in Fotis’ article on Social media use), one can determine that 

more positive feelings result from attending to ones’ needs (Fotis, 2012).  Positive 

feelings generate a positive mood as an experience occurs, and create a positive mood 

upon recall of the experience through visual images recorded during a leisure journey. 

Finally, positive recall leads to greater power of advocacy for that particular choice of 

destination.  The work of Bowen integrated with Gnoth and Zins’ theory suggests that 

social media posts may have a positive impact on destination advocacy. 

To this point studies included here have developed an understanding of emotional 

needs, experiential benefits, mood influencers and the formation of destination perception 

through imagery. Examinations of individual differences in leisure preference have been 

published by several authors in various segmentations and typologies. Hills (2000) has 

identified that social motivation in the form of opportunity for enjoyment is a significant 
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leisure preference motivator, indicating that opportunity for enjoyment is therefore, an 

experiential benefit assigned to visiting a destination. Hsu (2009) has highlighted that 

such positive expectations have a direct effect on motivation for visiting a destination. 

Measurement tools are valuable to understanding the scale of the impact of 

feelings or moods on tourist experiences. These metrics may require a combination of 

analysis and evidence likely to include the IAT mentioned in Ch.2.1. Huang (2009) found 

that self-perception and importance-ratings are highly reliable to measure motivation. 

This ties in with the perception of increased QOL (Quality of Life) achieved 

through social media engagement (Campisi, 2015). Improving QOL has been 

identified as a goal of leisure tourism and vacationing (Campisi, 2015). Campisi 

demonstrates that people using social networks to stay connected to friends and family 

reported a higher QoL and determined that, with some variation based on the reason for 

and frequency of social media access, individuals reported a more positive, or in some 

cases a negative QoL. Campisi concludes that individuals who reported positive 

association with social networks also reported a higher perception or opinion of their own 

QoL (2015). A 2009 study linking tourism motivation theories to industry 

practices linked Maslow’s hierarchy of needs and Plogs' allocentricism/psychocentrism 

models, and determined that the internal psychological needs of the tourist must be 

considered when marketing a destination to that audience (Huang, 2009). 

Psychological needs are further reviewed in this chapter in relation to social media 

engagement. 

In an effort to further understand the strength of leisure travel and the 

motivational factors of perceived experiential benefits, I reviewed a 2003 study 
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conducted by Kroesen, which concluded a direct, though not long lasting correlation 

between leisure vacations and happiness (2014). This is of value as, despite the 

short-lived generation of happiness, it is clear from earlier literature that using social 

media or any image-based diary reminder of the vacation push the tourist to re-visit 

and enjoy this mood of happiness. This mood of happiness associated with the leisure 

vacation also be associated with the destination that was chosen for their leisure 

vacation and therefore increase the power of visitor referral. 

Finally, it is key to note a study completed by Yoon (2005), which emphasizes a 

strong causal relationship between destination loyalty, motivation and satisfaction. 

Happiness and other emotions are known to spread between people in direct 

contact. However, Coviello et al., (2014) demonstrate that social media can magnify the 

intensity of global emotional synchrony. Through their research, they establish that 

sentiments shared on social media can become contagious and therefore transmittable 

throughout the social media community of the individual posting the message (Coviello 

et al., 2014). Based on these studies, it becomes clear that research on the impact of social 

media engagement on the actual experience is necessary to support and encourage 

destination loyalty as well as advocacy for referral. It has become clear that there is a 

relationship between what the tourist communicates, the behaviour of the tourist, and the 

recipient of the social media message. It is valuable to be able to determine which images 

and messages have the propensity to become viral. 
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2.14 Means-End Theory Motivation for Destination Selection 

As explained in a study conducted by Watkins and Gnoth, the means–end theory 

asserts that a close relationship exists between the choices consumers make and the 

values they seek to satisfy (Watkins, 2010). The means–end model provides researchers 

with a theoretical framework that can be used to assess how consumer choice behavior 

leads to the satisfaction of these values (Watkins, 2010). According to means–end theory, 

consumers make choices because they believe that the specific attributes of a choice can 

help them achieve desired values through the consequences or benefits of that choice 

(Watkins, 2010). The goal is to determine the linkages between attributes, consequences, 

and values (A-C-V hierarchy). Attributes are tangible/intangible characteristics of a 

product or service. Consequences refer to the positive or negative feelings associated  

with using or experiencing products and services, while values are intangible, higher 

order outcomes or ends. In the case of tourism, it is believed that the valued 

consequences associated with the destination based on the traveller’s perceptions will be 

achieved by traveling to that particular destination (Hosany, S., Gilbert, D., 2009). 

If a tourist values adventure, she or he will choose a destination that is perceived 

to offer adventure, hoping that by arriving at the chosen destination the desire for 

adventure will be satisfied. This further supports the need to understand the image of 

Canada as perceived by tourists arriving in, or considering travel to Canada. The outcome 

of this study highlights possible psychosocial values attributed to the Canadian leisure 

landscape prior to tourist arrival. The experiences of the tourists should exceed or equate 

to their expectations in order to generate positive advocacy. It is then necessary that the 

perception and/or psychosocial value held by the potential tourist prior to arrival aligns 
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with the actual product offering. Understanding this relationship allows marketing and 

destination representatives to better develop positive relationships with potential leisure 

tourists. If the experience of a tourist is understood through the eyes of the tourist the 

message may be more realistic and relevant to the social community of that demographic, 

which again supports the need to gather information on the impact of the tourist 

experience as expressed on social media. 

 

2.15 Expectations 

Several articles focus on the influence of motivation on destination selection and 

the effect of ‘bloggers’ on motivation to travel to a destination (Volo, 2010; Gnoth, 1997; 

Josiam, 1999). It seems that the higher the involvement of the individual needs at a 

destination the greater the motivation to visit. This motivation is influenced by pull 

factors aligned with the needs related to travelling to a desired destination (Volo, 2010). 

These needs or motivations generate expectations. It seems that without the link between 

the motivation to travel and the need or knowledge of the destination (perhaps through 

the reading of a blog), overall expectations of potential travel destination would be lower. 

This is based loosely on the principles of Plog’s continuum and Maslow’s hierarchy 

(Huang, 2009). Needs in this case are defined as the initial reasons for embarking on a 

leisure journey. Travel motivation is critical to destination choice and while Plogs' 

allocentrism/psychocentrism model neither explains tourists’ motivations nor predicts 

tourist behaviour, this psychosocial categorization as a factor, when considered in 

addition to Maslow’s hierarchy, further assists in the segmentation of tourists. It is 

valuable along with Maslow’s hierarchy and the “travel career ladder (TCL) and travel 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 59 

 

career patterns (TCP),” detailed in Huang’s paper (Huang, 2009). Tourism stakeholders 

should take an integrated view on theory application by considering the global and local 

economic situations, market trends, company profile, and even personal qualifications of 

the traveller in determining motivation and expectation related to a destination. In other 

words, there are many other factors to consider in addition to the ones outlined in work 

produced by Plogs or Maslow. The “Explorer Quotient” (EQ) (CTC, 2016) outlined 

below appears to address such a combination of factors. Both Plog and Maslows’ theories 

are useful however, when used in conjunction and integrated with the EQ which may 

generate greater accuracy in the creation and development of desired leisure experiences 

for the targeted tourist. 

When considering the formation of expectations, it is important to note that 

emotions and mood have a high correlation to consumer loyalty and perception. Little has 

been done to study this connection in the field of hospitality, tourism and leisure. In 2004, 

Bigne conducted an empirical study in Spain to identify the correlation between an 

increase in pleasure and arousal and the increase in loyalty and, therefore, an increase in 

willingness to spend more. Bignes’ study appears to illustrate that emotions were a 

greater influencer than mood with regards to destination choices and satisfaction of 

expectations. Theme park and museum attendants were rigorously interviewed to 

determine the appropriate ride and room to conduct surveys in order to access an 

applicable barometer on emotions. These interviews were conducted as visitors were 

involved in their prospective entertainment experience. The study concluded that 

emotions are closely associated with consumer satisfaction and are closely connected to 

eliciting consumer satisfaction (Bigne, 2004). 
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The DC has developed and published an online tool known as the ‘Explorer 

Quotient’ (EQ). This is another form of market segmentation that assists the destination 

marketing organization of the CTC determine the type of experience tourists are seeking 

(CTC, EQ, 2016). The CTC identifies 10 tourists’ typologies based on personal beliefs, 

social values and view of the world (CTC, 2016).  This is another example of establishing 

typologies from varied categorization of personalities or demographics in order to market 

destination experiences that may interest a potential tourist.  

 

2.16 Social Media and its Impact Along the Path to Purchase  

  In this section of the literary review I illustrate marketing theories relevant to 

tourism and the Millennial Generation, and describe the impact of social media along the 

path to purchase. Business models describe the sociological and psychological 

progressions that lead to the acquisition of a product, commonly referred to as the path to 

purchase. While the starting point and the final destination on this path are always 

consistent, the description of the steps along the way may vary. For the purposes of this 

research and for consistency, I have chosen the ‘path to purchase’ as described by DC 

(Figure 2.11).  
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Figure 2.11 Path to Purchase 

  

 Figure 2.11 Path to Purchase (also figure 2.4) (CTC, 2013c).  

 

Destination Canada uses this path to purchase model to understand factors that 

motivate tourists in their destination purchase decisions. This allows marketing activities 

to be strategized and aligned such that they alleviate any challenges revealed in each 

market area that may inhibit the final choice of Canada as a leisure destination. This 

model also serves to highlight opportunities to persuade change in destination choice at 

each stage (CTC, 2012a) in favour of the destination being represented in the social 

media communication. 

The reach or scope of influence affected by the reach of the social media 

communication sent by the tourist in the form of sharing their journey develops into 

advocacy to visit Canada as a leisure destination. The power of social media as an 

advocacy tool is a result of the impact of social media engagement during the tourist 
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experience of a Millennial. If there is the possibility of global emotional synchrony 

(Coviello, 2014; see Ch. 2.1) this is the phenomena that will catapult a message to reach a 

sizable audience. A method to measure the potential size of this audience has yet to be 

identified. This possibility increases the value that social media engagement while 

exploring Canada may have on advocating the destination for visits from potential 

tourists.  

Formal and informal marketing are critical throughout the path to purchase. The 

following statement published in a DC report supports the power and influence of 

advocacy from steps 1-8 along the path to purchase:   

Many long-haul travellers don’t tend to lock down their detailed itinerary until 
relatively late in the buying process, so influencing a traveller at the purchasing 
stage becomes just as crucial as capturing their attention in the early part of the 
cycle. By understanding the vulnerability of a consumer’s buying decision, we are 
better able to unlock bottlenecks along the path through campaigns with 
emotional appeal that create a vacation movie inside the minds of consumers, 
enabling them to imagine what a trip to Canada would look like. Additionally, 
working with our key travel trade partners to feature signature experiences in their 
promotions, increasing the presence of physical imagery at retail outlets, and 
working to influence consumer advocacy all further serve to drive consumers to 
book a trip to Canada. (CTC, 2012a.) 
 

This suggests that engaging stakeholders support in areas of formal marketing or invested 

marketing campaigns may benefit by being attentive to the benefits of the informal 

channels of communications generated by social media. The benefits of informal or non-

traditional marketing via social media communications appear to require attention and 

exploration. 
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2.17 Purchase 

A variety of on-line booking tools play an important role in the purchase of a 

leisure journey. One study I reviewed reveals behavioural changes in the way tourists use 

such technology to assess and book their travel itinerary – tourists began accessing 

destination information more often via the internet, and tend to utilize online booking 

tools to arrange their itinerary (Bizirgianni, 2013). Another study further confirms the 

ability to reach as many people in a short amount of time, arrangement and booking of 

travel plans online has now become the norm as a result of current technological 

advances, ease of internet access and social media engagement (Balakrishnan, 2014). 

Both studies identify increased use of technology, internet and applications for 

communicating destination experiences (Bizirgianni, 2013; Balakrishnan, 2014). Social 

media impacts the final purchase along the path as a result of its impact on previous steps 

as the demonstrated previously in this chapter.  

 

Chapter Two: Part Four - The Growing Role of Social Media 

2.18 Advocacy 

The likelihood of return visits to a holiday destination is influenced by various 

factors, including: economics, destination reputation, available information, proximity 

and consumer behaviour. The literature shows that preference for quality and an 

attachment to a place results in greater expenditures (Alegre, 2006). More 

discretionary spending has been identified with the repeat visitor (Lehto, 2004). It has 

also been shown that return visits increase familiarity with the destination, leading to a 

greater sense of attachment, and thus generating an interest for further return visits 
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(Alegre, 2006). With more return visits, tourists also become experts in their own right 

and they gain greater credibility within their social media network and an increase in their 

referral status (Lehto, 2004). These facts support each other cyclically to benefit tourism 

revenue for a destination; as individuals enjoy a destination, there appears to be a greater 

desire to return with more returns and increased spending likely to occur with each return 

visit. These facts also suggest that with each return visit there is also greater credibility 

attributed to the shared experiences posted on social media. 

Past travel experiences construct motivations for repeat visits (Chi, C., 2010). 

Repeat tourists reported higher frequency of revisiting and referral intentions as opposed 

to those visiting for the first time (Chi, 2010). It was also identified in Chi’s study that 

other studies have reported that a higher familiarity with a destination results in a more 

positive image of the destination, and thus leads to increased positive destination image, 

greater likelihood of return visits and greater referral rates (2010). Anthony DeMaria 

notes that 90% of Millennials, especially those born between 1991 and 1995, shop 

online and/or seek to receive information online (2013). This demonstrates the 

level of comfort, confidence and dependency on social media and modern technology of 

Millennials (De Maria, 2013). While the relationship may not be obvious, a familiarity 

with internet leads to a familiarity with social media and vice versa as a level of comfort 

develops over time for the user and therefore use becomes more frequent and more 

applications are accessed. 

How a tourist portrays their experience on social media has been suggested to be 

related to their actual experience on location (Sfandla, 2012; Breitsohl, 2016), which in 

turn influences their personal evaluation of the experience, the likelihood of return visits 
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(Alcaniz, 2005) and the credibility associated with their posts (Dickinger, 2011). 

 

 

2.19 The Tourist Experience (T.E.) 

It has now been established that tourists are motivated to choose leisure 

destinations for a variety of reasons. These reasons include: an emotional need to satisfy 

a perceived experiential benefit stemming from the biases of that individual and an 

expectation of a destination the traveller has constructed, the need to emulate the 

experiences as viewed on social media (Veblen, as cited in Pepall, 2016), the need to visit 

new destinations (Gnoth, 2002), and the need to engage in an activity or desired 

experience to increase wellbeing. I investigate what constructs the tourist 

experience once they have made a destination choice and are experiencing the location 

and leisure activities. 

According to U.S. Travel Association promotions there are many reasons for 

taking a personal vacation. The variety of physical and mental health benefits includes 

using leisure as a coping mechanism during stressful times (U.S. Travel Association, 

2013). A 2002 study claims that individuals that take holidays report significantly 

increased levels of well-being versus those that take no vacation (Stein, 2012). This 

positive correlation between vacation and the tourists’ well-being is also demonstrated in 

Steins study of the social experience of time off (Stein, 2012). Leisure vacation also 

present long term benefits due to mood recall when reviewing vacation images post 

vacation (Bowers, 1981). Better moods associated with the images increase the power of 

advocacy as well as the desire for return visits. 
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While the above demonstrates significant benefits that support engaging in a 

leisure experience, I have reviewed some studies regarding influences to the actual 

experience of the leisure tourist. When the trip is a novel journey there is marked 

anticipation prior to the experience that increases expectations, and based on this 

construct there is eagerness and anticipation throughout the initial visit (Bello, 1985). 

This arousal dissipates with each visit, while other factors may be triggered to offer 

further anticipated positive experiences (Bello, 1985). “Measuring Tourist Emotional 

Experiences toward Hedonic Holiday Destinations,” similarly suggests that destinations 

focus on supporting the experiential offerings of their landscape in order to increase 

emotional satisfaction that influence behavioural intentions (Hosany, 2009). This is 

further reinforced in a 2005 study by Uriely suggesting that differentiation from daily life 

adds to the enjoyment of a T.E. as it is often associated with a freedom of choice (Uriely, 

2005). If perceptions and expectations are high prior to the experience, the feelings of the 

tourists only change slightly (up or down) during the trip when the tourist feels satisfied 

with their journey (Vogt, 2011). Those are intrinsic factors that underlie the experience 

and tourist intentions influencing the overall experience. 

There are extrinsic factors that should also be considered, including the attitudes 

of destination hosts and other customers, which factor into the overall experience of a 

tourist (Miao, 2011). The culture that the experiencer is familiar also influences 

destination choice and choice of experience. Similarly, the ability to accept social 

differentiation and levels of price sensitivity also have impact on the overall experience 

of tourists (Correia, 2011). In my research, some cultural differences present themselves 

(see participant comments in Appendix E.12), however many have been mitigated by 
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choice of similar cultures to examine and therefore maximize the cultural familiarity 

theory as a strong positive influence to the tourist experience (Kastenholtz, 2010). 

Another valuable extrinsic factor to consider is that of technology and mobile 

accessibility for social media engagement and online tourist sites. Access to social media 

has been found to improve the overall customer experience and Generation Y identifies 

this as an activity they enjoy (Muskat, 2013). Noting that social media engagement 

(SME) is part of this journey, it is valuable to understand this component of the 

destination perceptual construct is based on imagery (Bower, 1981; Goossens 2000). 

With this in mind, the actual experience that a leisure tourist is involved in will influence 

what is communicated through shared images via SME to be received by potential 

tourists within their social media community and those that are affiliated – the affiliate is 

a secondary or tertiary contact depending on security settings in place. Understanding 

what motivates a leisure tourist to share what is posted on social media is relevant as part 

of tourism practices affecting the destination and tourism economy (Munar, 2014). 

Articulations of association and emotional support while maximizing the benefits of 

social capital (i.e. recognition and praise) have been determined as valid influencers 

leading to further SME (Munar, 2014). 

Recognizing that images develop the construct of tourist behaviour and loyalty 

(Prebensen, 2013) only further indicates that images shared in social media have 

considerable relevancy to advocacy. The subjective interpretation of reality made by the 

tourist is a component of the perceptual construct of the potential tourist within the same 

or extended social network (Javier, 2001). This means that the way that a tourist 
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communicates his/her experience will highly influence the future of that tourist’s post 

purchase behaviours in terms of recommendation and repeat visits, in addition to the 

development of a potential tourists’ actions leading to the purchase. 

 

2.20 The Power of Image Ethnography/Pictorial Tourism 

The analysis of communications through text and still images is fundamental to 

examining the data collected in the process of this research. To determine impact of 

social media on the leisure tourist experience as it occurs, a semiotic categorizing of the 

responses and feelings conveyed by the messages shared through the interview process 

and on social media posts is conducted. The messages communicated through text 

and images posted on social media by Australian Millennial leisure experiencers 

traveling in Canada is examined through semiotic systems and content analysis of 

responses collected from interviews. The following sections explain the concept and 

functionality of image ethnography in relation to this research. The concept and 

functionality of image ethnography establishes further the value and importance of 

addressing experiences as they are shared in real time on social media during a leisure 

journey. 

White (1999) describes a “landscape image” as the tourists’ preconceived 

construction of local life and landscapes at a potential destination (p. 28). It seems likely 

that the delivery of landscape imagery through social media communication would also 

be influential in destination choice. Similarly, Claire Harrison (2003) notes that on social 

media, messages are conveyed through text and still images that work together to support 

a thought. Semiotic systems encompass the entire range of human’s customary societal 
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practices and cultural innuendos (2003, p. 47). Having an understanding of the current 

societal practices and cultural knowledge of the Australian Millennials leisure tourists 

allows one to observe that those actively sharing their experiences on social media are 

considered influencers in their social media community. 

While reviewing, images posted on social media, it is beneficial to consider the 

analysis of visual social semiotics as described by Harrison (2003), who states that 

photographs taken from certain angles make a statement about the perspective of the 

object being presented. This could be highly representative of the statement being made 

regarding the point of view of the storyteller (Harrison, 2003). A tourist will take the 

pictures of their experiences in order to portray the perspective they desire their recipients 

to receive. If they are happy in their experience it is suggested that the images 

representing the experiences shared will reveal a positive experience story. A tourist may 

show a mountain from below to boast of its size, and will often take a picture to 

demonstrate their awe or surprise at a landscape or natural wonder via careful 

composition of an image. 

In addition to exploring the content of T.E. as shared on Social Media, an 

ethnographic understanding of a social media subculture is valuable in relation to 

exploring the impact of social media on the T.E. There are subcultures within the larger 

social media community regarding what is shared, expectations of the shared content, and 

why and how it is shared (Munar, 2014). This statement introduces the question of how 

to validate content analysis of social media posts as credible qualitative data. 

Ethnographic validity is supported through triangulation (Altheide, 1987), and in 

this research paper I support the validity through: 1) the lens of the researcher, 2) the lens 
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of the interview participant, and 3) through the lens of the multi-rater participant.  

 A combination of understanding the subcultures of social media communities and 

application of ethnographic content analysis validity testing to determine the impact of 

social media on an experience is addressed in Beneito-Montaguts’ paper titled 

“Ethnography Goes Online: Towards a User-Centered Methodology to Research 

Interpersonal Communication on the Internet” (2011). He examines the interaction 

between social media and daily life, with attention to ethnographical applications to the 

study of on-line relationships, and supports the use of mobile ethnography as a method to 

capture the impacts of social media communications on participant activities and 

experience (2011). This methodology is incorporated by Scott Cohen in interviews of 

backpackers traveling through India and Thailand, which he conducted in order to 

understand the lifestyle constructs of these tourists (Cohen, 2011). This is relevant to my 

study as I use the ethnographic interview as part of my methodology for garnering an 

understanding of the experience the Millennial tourists reveal through communication via 

social media while on vacation in Canada. 

An examination of images associated with textual communications in an 

ethnographic sense is found in a study conducted by Martin Forsey and Mitch Low, 

published in the Annals of Tourism Research (2014). Their findings 

demonstrate strong correspondence between imagery circulated about a destination and 

what the tourists imagine a destination to be (Forsey & Low, 2014). Another 2014 study 

describing community brand trust formation via social media communications 

demonstrates strong correlation between the tourist and social media influence regarding 

a destination (Habibi, 2014). Finally, further information detailed by Zhao and Lui in 
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2014 also suggests that social media plays a significant role in articulating an individuals’ 

experiences and memories about their own personal events (Zhao & Liu, 2015). 

It has been well established that tourism and photography are linked intrinsically 

as photographs both document and re-shape the travel experience (Lo, 2011). While 

impact that shared imagery via social media platforms on tourism information 

searches and destination choice is significant, more work still needs to be completed 

regarding the platforms used (Lo, 2011). Lo goes on to note that those engaging in social 

media posts tend to be more educated, younger and higher income earners than those not 

posting (Lo, 2011). This is valuable insight to support my research focus on Millennial 

leisure tourists. 

 

2.21 Social Media, Users, Impacts and Metrics  

It is important to determine the impact of social media by analyzing the data 

gathered through the research process, as outlined in Chapter Three. Potential results are: 

positive, neutral, no impact, or a negative impact. These indicators have been discerned 

through a combination of content and image analysis of the social media posts identified 

and submitted by the leisure tourist. 

Social media have been defined as “a group of Internet based applications which 

build on the technological foundations of Web 2.0, and that allow the creation and 

exchange of user-generated content” (Kaplan, 2010, p. 61). As there are currently many 

platforms or applications that fit this description, participants were asked to identify the 

social media application(s) they engage in. The top four applications have been examined 

and are presented in Figure 2.12. 
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There has been a plethora of studies conducted within the past few years 

demonstrating the impact social media has in marketing and brand development from the 

perspective of organization interaction with customers. SME has injected a new mode of 

communication into our society over the past decade, which has become an essential part 

of our lives (Kaplan, 2012; Ayeh, 2013; Baggio et al., 2013; Yovcheva et al., 2013; 

Hochmeister et al., 2013; Lamsfus et al., 2013; Marchiori, 2013; Mariarcher et al., 2013; 

Not et al., 2013; Pesonen, 2013; Scott et al., 2013; Stepchenkova et al., 2013; Tussyadiah 

et al., 2013; Wang et al., 2013; Minazzi, 2014; Neuhofer et al., 2013; Buhalis et al., 

2013). A 2014 study by Cabiddu identifies four types of engagements: 1) customer 

engagement, where there is a component of increased product knowledge and customer 

inquiry/feedback issues acknowledged and attended to more efficiently; 2) persistent 

engagement, which allows the organization continuous dialogue engagement with the 

consumer before and after their physical interaction; 3) customized engagement, where 

organizations can interact with consumers based on customized needs; and 4) triggered 

engagement, which instigates customer encounters through various initiatives (Cabiddu, 

2014). Again, recent studies remain focused interactions between organizations and 

consumers. The study of person to person engagement needs further attention, especially 

as the importance of social media to the tourism industry increases (Hvass, 2012). 

The authenticity of posts shared on social media may come into question if posts 

are viewed not as shared communications that depict the reality of the senders’ 

experience, but as a constructed reality designed to gain positive acclamation and 

increased social media recognition (e.g. to generate “likes,” etc.). Although the study did 

not discuss social media posts, in an examination of tourism as a postmodern semiotic 
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activity, Berger suggests that authenticity is not necessarily what the tourist is seeking 

(Berger, 2011). There is a disconnect and a level of “eclectic legitimization” (pretending 

and assuming without verification that what is shared on social media is an accurate 

depiction of the reality of the senders’ experience) of what is authentic in leisure tourism 

and what is accepted. 

Via responses acquired through the multi-rater process I attend to the perception 

of the experiencers messages as they are received by an audience. Personal testimonials 

offered by the participants attempt to generate credibility in the reality of the shared 

images and text. A question does remain, however, regarding the possible implications of 

the perceptual construct of a potential tourist as they offer increased credibility to 

messages shared on social media. Through the testimonials of the participants and the 

images submitted by the experiencers I hope to be able to gauge the degree of fantasy 

posting that may exist, at least among the participants examined through my dissertation 

process. 

Social media engagement has the opportunity to influence a large audience. 

Rimal and Real concluded that social media appears to have an influential rate of up to 

63% on what its’ audience considers behavioural norms (Rimal & Real, 2005). While the 

Rimal study was based on alcohol consumption, Aral (2012) presented a paper 

confirming the influence of Facebook messaging over 1m voters in the 2010 U.S. 

congressional election. In addition to the previous two studies, it has been determined 

that teenage girls are also influenced in their grooming behaviour with regards to what is 

posted on twitter and Facebook. Additionally, it has also been suggested that tensions 

around privacy settings are mitigated as a result of increased levels of comfort within a 
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Twitter community (Binns, 2014). In support of the power of social media’s impact on 

Millennial behaviour, team identification and behavioural activity among 690 Millennial 

sports fans at Northwestern University were measured at increased levels with the 

presence of social media posting as it transpired (Mudrick, et al., 2016). It would appear 

that tourist behaviour may also be influenced by the opportunity to share through social 

media. This influence in behaviour may also impact the overall visitor experience for not 

only the experiences themselves, but others as well. 

It would be valuable to be able to identify the potential reach a message on social 

media may achieve. Brand development has been shown to occur via social media, but it 

has not yet been established how to best calculate the reach of a message delivered via 

social media (Parsons, 2013). As posts that are entirely personal in nature they have 

varied access to reach depending on the specific content of the message (Van de Velde, 

2015), further research on how personal communications are disseminated will also 

need to be conducted. 

 

Table 2.12 Social Media Feature Comparison 

 

 

                           
 

 Facebook SnapChat Instagram Twitter 

Launched 2004 2011 2010 2006 
# of active 

Users  

March 31, 
2015 >1.44b  

n/a 
-700m videos and 
photos sent/day  
–Viewed 500m x/day 

-Dec 2014 
-300m 

-May 2015  
-302m active -  
-500m users 
total 
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Area served -Worldwide -Worldwide -Worldwide -Worldwide 
Industry -Internet -Internet -Internet -Internet 
Subsidiaries -Instagram 

-What’s Ap 
-Oculus VR 
-Private Core 

  -Vine 

Languages -70 -20 -25 -Multi-lingual 
Website -facebook.com -Snapchat.com -Instagram.com -twitter.com 
Restrictions >13 n/a 13+ 17+ 
Registration -Required 

-No unregistered 
user access 

n/a -Required -Required to 
post, follow or 
to be followed  
-Unregistered 
users can only 
read 

Profile 

created 

-Yes -N/A -Yes -Yes 

Audience =  -Friends -Controlled list -Followers -Anyone 
Purpose/Typ

e 

- Social network site  
-Exchange of 
messages 
 

-Photo sharing 
-social networking 
service  

Video and photo -Social 
network site 
-Send and read 
-140 character 
messages = 
tweets 

Photo 

Sharing 

-Yes -Yes -Shared on other 
social networking 
platforms i.e. 
Facebook, twitter, 
Tumblr and flicker 
Photos confined to 
square shape 

-Links to 
Or attach to 
tweet 

Video 

Sharing 

-Yes -Yes n/a n/a 

Proprietary 

rights to 

posts 

-Facebook can 
access  
-Does not claim 
ownership 

-Snap chat can access 
-Does not claim 
ownership 

-Instagram does not 
claim ownership 
-Instagram has 
authority 
-Has deleted photos 
that they felt were 
inappropriate 
-Photos can be sold 
for $$?? 

n/a 

Receiving -Timeline view 
- Private messaging 

n/a n/a -Public  
-Private 
message 
capabilities 

Notifications -Yes - receive 
notifications of 
friends updates and 
posts 

yes yes yes 

Privacy/Sec

urity 

-Various settings -Various settings – 
-Snapchat cannot be 
held accountable for 
content or hacking 
issues.  

n/a -
Comprehensiv
e information 
security 
program -
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-Limit of suit cannot 
exceed 1USD 

Independently 
audited 
biannually( U
S department 
of justice)  

Categorize -Friends into Groups  
- Joining of groups 

n/a n/a -Use of 
hashtags # to 
group topics 
-Trending 
topics 

Longevity of 

posts 

-Permanent - 
Pictures remain on 
site  
– Very hard to delete 
pictures 

-1-10 seconds then 
the post is invisible to 
viewers 
-May still on the app 
somewhere?? 

-Maximum duration 
is 15s 

-Permanent 

Connection 

with others 

-Can tag friends on 
posts 

-Blue bubble pulsates 
to show others you 
are on 

n/a -Retweets and 
@mentions 

Portable 

app 

available 

-Yes -Yes -Yes -Yes 

Other 

features 

-Photos can be 
copied and shared 

-During viewing 
period recipient must 
maintain contact with 
the touchscreen of 
device therefore 
hindering ability to 
take screenshot 
although allowed.  
-Sender is notified by 
Snapchat if recipient 
takes screenshot  
– Photos can be taken 
with a second device, 
without notification 

-Photos can be 
digitally filtered 
-Collages can be 
made 
- Explore tab – 
search for specific 
users or particular 
hashtags of interest 
  

-Twitterbot for 
automated 
tweeting, 
following and 
retweeting of 
messages  

  -Can send money on 
snapcash 

  

Demographi

cs 

n/a -Main demographic 
between 13-23 

-50% iPhone users 
and 50% android 
users 
neutral gender bias  
-68% female users 
-32% male users 
-17% urban users  
-11% suburban 
users 
-90% under age 35 

n/a 

Sources Facebook Research 
https://en.wikipedia.
org/wiki/Facebook 
 
http://www.pewresea
rch.org/fact-
tank/2014/02/03/6-

SnapChat Research 
https://en.wikipedia.o
rg/wiki/Snapchat 
https://www.snapchat
.com/ads  
 
http://www.forbes.co
m/sites/jjcolao/2014/

Instagram Research 
https://www.instagr
am.com/about/faq/ 
 
http://wersm.com/th
e-complete-history-
of-instagram/ 
 

Twitter 
Research 
https://en.wiki
pedia.org/wiki
/Twitter 
 
http://www.jef
fbullas.com/20
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new-facts-about-
facebook/ 
 
http://www.datingsit
esreviews.com/static
pages/index.php?pag
e=Facebook-
Statistics-Facts-
History 
 
https://en.wikipedia.
org/wiki/Facebook 
 
http://womeninbusin
ess.about.com/od/fac
ebook/a/How-Many-
People-Use-
Facebook.htm 
 
http://www.infotoda
y.com/it/mar08/kriva
k.shtml 
 
https://newsroom.fb.
com/products/ 

01/06/the-inside-
story-of-snapchat-
the-worlds-hottest-
app-or-a-3-billion-
disappearing-
act/#3cd9c67555ec 
 
http://www.bloomber
g.com/research/stock
s/private/snapshot.asp
?privcapId=22405528
3 

https://en.wikipedia
.org/wiki/Instagram 
 
 

14/04/16/15-
twitter-facts-
and-figures-
for-2014-you-
need-to-know/ 
 
https://about.t
witter.com/co
mpany 

 http://www.pewinternet.org/fact-sheets/social-networking-fact-sheet/ 
http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/ 
 

 
The information in this chart is accurate to 2015 – technology and technological applications are evolving 

on a regular basis, both in technological features and membership statistics among other areas of change.  

 

Statistics regarding social media usage and membership is also in a rapid state of change – what may be 

accurate at the time of writing this may be inaccurate upon reading. 

 
 

 

Chapter Two: Part Five - Case for Studying Millennials and Australian Millennials 

in Particular 

 

 

2.22 Defining Millennials and their Social Media Relationship 

  
Millennials, also referred to as Generation Y, the Echo Generation, the Net 

Generation, Echo Boomers, etc., are the target demographic of this study. To better 

understand the generation born between 1980 and 1997 (as per the guidelines being used 
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for this study), the works of several authors have been organized into a chart below, with 

the reference for each statement provided. 

Generational differences are a result of shared experiences for a defined era. The 

differences in values and behaviour as described by Bolton et al., (2013) must be “stable 

over a period of time and are systemic differences versus maturational or other 

differences” (p. 245). Behaviours and shared experiences will also vary among cultural, 

political and economic communities (Bolton et al., 2013. To access our sample, I am also 

only examining those Australian Millennials that have access to social media and means 

to travel to Canada. With this in mind, some of the characteristics outlined in the chart 

below may not be relevant. For the purposes of this study the Millennial generation 

consists of those born between 1987 and 1997. Where possible the birth years each 

author considered comprising the Millennial generation is identified. Some of authors did 

not specify a year range for their depiction of Millennials, however this does not affect 

their depiction Millennial characteristics.  

Table 2.13 Characteristics of Millennials 

 

Characteristics of Millennials 
Characteristics Reference 
1981-1999 
- Grew up around computers 
- Armed with superior technical skills, digitally proficient 
- Determined work ethic, practical and results oriented 
- Seek balanced lifestyle 
- Hopeful outlook, seek to make the world a better place 
- Crave choice and selectivity 
- Experiential exploratory and interactive learners 
- Impatient, not tolerant of delays expectant of instant service, instant gratification 
- Multi-taskers 
- Gamers 
- Wired, connected, nomadic communicators 
- Direct and confident, structured and responsible 
- Community oriented 

Becker, C, 
2009 

1981-1999 
- Early and frequent exposure to technology, tech savvy 

Bolton et al., 
2013 
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- Rely heavily on technology for entertainment, for social interaction and emotional 
regulation 
- Experienced long periods of economic prosperity 
- Era of global uncertainty and violence currently 
- Increased availability of customized products and personalized services 
- Demand immediate gratification  
- Seek work life balance, interesting work, and desire to make contribution to society 
via their work 
- Increased narcissism in academic reputation 
- Gravitate towards social media sites  
- Don’t believe in traditional job advancement – they tend to do as what is more 
beneficial to them and will demand a work life balance more than the previous 
generations.  
- Process larger amounts of information than previous generations 
- Have high expectations from life 
- Have a strong relationship with services specifically those of the internet and 
technologies 
- Ambitious, confident, independent and self-reliant 
- Competitive, strive for success 
- Love challenge, hate stereotypes 
- Losing loyalty to trademarks 
- Require greater freedom and flexible working hours 
- Higher appreciation of own value 

Cambal, M et 
al, 2011 

- Compared to older generations, Millennials are: racially more diverse, less religious, 
more liberal politically, have more technological access and savvy, are better 
informed 
- More emphasis on quality of life than work ethics 
- Best educated generation in North American history 
-75% have a page on a social networking site, 20% have posted a video of selves on 
line 
- 60% raised by both parents 
-1/3 born to single moms <28 
- 95% on Facebook, 50% on twitter,90% shop online 
- Seek to receive content and to respond to it 

DeMaria, 
2013 

- Self-centered 
- Tech savvy 
- Environmentally conscious 
- Low levels of brand loyalty 
- Extravagant spenders 

Gurau, C., 
2012 

1983-1999 
- Grew up with wealth of information and technological choices 
- Social media is their news source 
- Only 23% read paper daily (p.7) 
- Declining news engagement of this generation (p. 13) 

Guylas, 2014 

1980-2000 
- More feedback and praise oriented than previous generations  
 - Due to this they can be perceived as high maintenance 
- Parents are overly involved – encouraging co-dependence 
- Over confident, opinionated and expect to be heard 
- Uncomfortable with criticism and can become aggressive and even caustic when 
criticized 
- Enjoy structure, dislike ambiguity 
- Claim to be committed to social responsibility and desire work life balance 
- See selves as indispensable and highly sought after 
- Technology is part of lives 

Hartman,J 
(2011)  
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- A conclusion of this study is that interpersonal communication skills need 
development within and outside of personal preference.  
- Loyal customers based on appeal and developed trust via social media 
- Trust developed through consumer relay of information versus traditional corporate 
sponsored information.  

Leen et al, 
2012 

1977-1994 
- Show higher levels of self-monitoring and lower levels of dispositional guilt and 
empathic concern 
- Millennial have a more positive attitude towards image, extravagance sex and greed 
than the Baby Boomers 
- Strong sense of independence and autonomy 
- Assertive, self-reliant, emotionally and intellectually expressive, innovative and 
curious 
- Highly materialistic, compulsive buyers, see possessions as extensions of self 
- Lower in religiosity than baby boomers in areas of devotional affiliation and 
participation 
- Higher concern for responsible consumption than baby boomers 

*Loroz, P et 
al, 2013 

- Customer experience is enhanced by use of mobile ethnography tools in a museum 
visit case study of Millennials 

Muskat, et al, 
2013 

- Concerned with making a contribution 
- High value on professional growth enables them to take on high impact assignments 
- Low tolerance for less than challenging work 
- Often perform poorly in high volume and non-stimulating work 
- Seek opportunities to broaden horizons through job mobility and international 
assignments 

Ng, E., et al, 
2010 

1978-1994 
- Immersed in online purchase behaviour, use internet for 15% of spending  

*Nusair, K, et 
al, 2011 

- Gen Y are heavy users of Social Networking Sites 
- Susceptible to interpersonal influence in dining related behaviours via interpersonal 
recommendations on social networking sites - 
 65% of generation y made online travel arrangements in 2008 
- Gen y spends considerable amount of time using online social networking for 
messaging, keeping in touch with friends and sharing travel experiences 
- Online social networks improve and enhance generation y’s loyalty and trust 

Nusair et al 
(2013)  

- This generation has been raised in a more sheltered environment 
- They tend to be team-players with a confident attitude 
- Millennials are high achievers, while they feel special, they also feel pressured 
- This generation seems to lack critical thinking skills needed to perform inductive and 
deductive reasoning  

Turner et al, 
2014 

1977-1996 and/or 1981-1995 
- Heavily influenced by internet 
- Trusting 
- More tolerant, better travelled, more concerned about work-life balance than their 
parents 
- Supportive of social causes and socially responsible companies 
- Individualistic 
- Well-educated, tech savvy 
- Sophisticated, mature and structured 
- Group oriented strong sense of identity 
- Big spenders on material goods 
- Watch less TV – what they watch is based on their time and demand not on the 
offerings of a network (due to options like on-demand and Netflix etc.) 
- Key words: experiencers, strivers, achievers 

*Valentine, 
2013 

1977-1994 
- Generation Y is notoriously selfish (P.8) 

*William, 
K.C., (2011) 
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- Lives for today, big spenders  
- Well-grounded and wise for age 
- Self-absorbed and self-reliant 
- Strong sense of independence and autonomy 
- Want results not necessarily with a reason 
- Image driven and make personal statement with image 
- Have need for peer acceptance and connection with peers, fitting in and social 
networking 
- Open-minded, goal oriented and highly motivated through their perceptions of 
success 
- Efficient multi-taskers 
- Like to be driver of change or feel as a global citizen for social causes 
- Values positive reinforcement at accelerated rate compared to previous generations 
- Can easily grasp new concepts and are learning oriented 
- Care about experience - favour truth and what is real 
- Honesty, humor, uniqueness and information are considered important more than 
previous generations 
- Crave challenges and new paths or options 
- Value brands that resonate with persona 
- Generation Y admire their parents (mostly x or young baby boomers) but trusts the 
opinions of their grandparents (mostly the silent generation or older boomers) more 
- Expect media to be interactive 
- Key words: choice, customization, co-creation, control, scrutiny, integrity, 
collaboration, speed, entertainment and innovation  
 
1982-1998 
-Millennial travellers to Canada grew from 1.8m to 2.1 m in 2012 = 13% of total 
international arrivals to Canada for 2012 
- UNWTO estimates Millennial to account for 20% of global travellers 
-fastest growing travel segment globally 
-greatest opportunity for return visits than previous generations  
-50% of Millennial travellers from U.S.A. 44% from overseas 
-large growth potential for Australian Millennials to travel to Canada  
-growth of visitation from Australia to Canada = 4.3% between 2009 and 2012 
-Overseas Millennial tourists average spend in Canada $1523 per trip 
-overseas Millennials leisure travel to Canada = 70% of arrivals  
-overseas Millennials average leisure trip duration in Canada is 18.8 days 

ITS 
Characteristics 
Statistics 
Canada and 
UNWTO 
(DC, 
International 
Millennial 
Travel Fact 
Sheet, 2016)  

 

Some authors have age/year ranges that are dissimilar to what has been determined as the standard for 

this dissertation, however the publications that have published this work considers the Millennial 

descriptions to be valid.  

 

 
There is agreement among all these authors that this generation was born into a time 

of little conflict within the societies being considered. There has been economic 

prosperity in the Western world during the lifetime of this generation until recently 

(again, for this study the generational descriptions discussed are only applicable to 

developed first world countries). The majority of these individuals are children of the 
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Baby Boom generation. While there are some contradictions to the characteristics of 

Millennials identified by the different experts, which may be a result of varying 

perspectives or the quality of research, there are also many consistent similarities.  These 

similarities, however, clearly establish a desire to interact with in a social media 

community having a high regard for the validity and validity of information shared 

through these applications, sharing the need to feel as if they are creating change in a 

socially responsible manner, and finally the desire for attention with immediate gratitude 

offerings.  

 

2.23 Implications of Social Media Engagement (SME) 

Interaction with, or dependence on social media has psychological and sociological 

impacts on the Millennial generation. Figure 2.14 offers a literary summary of some 

psychological and sociological implications of social media to date.  

 

Table 2.14 Psychological and Sociological Implication of Social Media 

 
Psychological and Sociological Implications of Social Media 

Psychological Implication Sociological Implication Reference 
- Adverse effects on both psychological 
and physiological health of Gen Y 
members 

- Deterioration of civic engagement, loss 
of privacy and public safety, increase in 
cyber crime 
 - Change in social norms regarding 
privacy stimulating managers and public 
policy makers to identify and develop 
service innovations that are beneficial to 
individuals, firms and society 

Bolton, R, et 
al, 2013 

- Social media promotes feelings of 
importance for Gen Y in the decision-
making process 
- Users achieve a sense of community and 
feeling of belongingness through social 
media 
- Social media provides a personal benefit 
or purpose for engaging (that is the feeling 
of belongingness and value of opinion 

- Increasing Gen Y traveller loyalty by 
enhancing affective commitment can 
help Online social networks improve 
their performance for repurchase and 
word of mouth marketing 
- Managers should answer the inquiries 
of Gen Y travellers promptly in order to 
make them feel important and involve 
them in their decision-making process 

Nusair et al, 
2013 
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- Gen Y users develop an emotional 
attachment to websites and social media 
fulfills such need - is this psychologically 
rewarding or harmful? 

 - Use of social media to gain consumer 
information and educate guests about 
product 

- Relationship marketing to be built upon 
commitment as a mediator in a relational 
context = psychological force linking 
consumer to vendor 

 Nusair K, et 
al, 2011 

 - Preference for experiential learning 
with technology as part of the 
experience demanded by both students 
and instructors in educational setting 
- Implications with regards to 
employment recruitment…There are 
privacy and ethics issues to be managed 
as a result of social media. What if any 
may be parameters for employer and 
employee to access the social media 
accounts of each other - what may be 
further implications with respect to 
privacy?  
- Implications with regards to social 
engagement – with a generation 
engaging predominantly through 
technology as opposed to face to face, 
there is concern with regards to the 
capability and comfort to engage 
socially in person?  

Becker, C., 
2009 

 - In order to motivate and influence 
Generation Y in their decision-making 
about purchases, advertisements need to 
bear the following attributes: practical 
and clear information, humorous 
undertone, design focused, good 
preparation, no underestimation of 
details, focus on the lifestyle of gen Y 

Cambal, M 
et al, 2011 

 - Collaborative, interactive learning 
environment and skill development 
training may be needed for the 
Millennial Generation if colleges and 
universities hope to increase retention 
- First year academic transitional 
training for seamless social transition via 
social media to be developed 

Kozak et al, 
2012 

 - Employers to understand the function 
of technology, and the culture of 
technology 
- Implementation of social media may be 
necessary for organizations to 
implement into their marketing 
strategies – what are guidelines 
surrounding this? 
 - How amenable to change is the current 
bureaucratic policies? What is available 
to change and at what speed does this 
need to be implemented in order to 

Berthon, P., 
et al, 2012 
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complete successful implementation of 
effective social media plans 
- Skills training for employees that are 
less tech savvy 
 - Implementation of internet access and 
more sophisticated social networking 
tools 

- Developed a generation of visual learners, 
needing increased stimulation and 
engagement 

- Further development of critical 
thinking instruction embedded into 
curriculum 

Weiler, A, 
2005 

- Heavily influenced by peer 
recommendations via social media 
- Does a level of trust develop with ones’ 
social media audience? What is the quality 
and level of this relationship? It seems that 
there is a need for validation of activities to 
the users from their social media audience 
that is trusted and valued.  

-Development of long-term relationships 
with organizations as product is shared 
on social media 
 

Nadeem, W., 
et al, 2015 

-User generated content (UGC) has greater 
impact on experience of audience than 
organization generated content 
- Increased validation for participants in 
social media – the more engaged they 
become the more validation is needed? 
- Need for immediate response and lack of 
patience 

-Is there opportunity to leverage social 
media in customer handling and 
engagement? 
 
 

Smith, A, et 
al, 2012 

- Consumer generated resources seen as 
more valid than expert generated 
information 

- Greater opportunity and more planning 
needed to increase consumer generated 
media (CGM)  

Ayeh, J., et 
al 2013 

 - Are there impatience and skepticism 
implications becoming an issue due to 
social media engagement? Is there any 
breeding of lack of trust and sincerity of 
posts or is there a psychological reason to 
show-off a life better than one has?  
 - As a result of increased engagement in 
social media Bolton has noted a change 
and/or delay in the lifecycle changes due to 
dependency and frequent engagement in 
social media. Participants are able to 
develop and put forward a social media 
persona that is different from their own.  
- Development of personal brand via social 
capital created on social media platforms 
- Over-sharing of personal information and 
little control over access to sensitive 
personal information can lead to decreased 
mental health – the more intense the 
relationship to social media the more 
disconnected with reality and the real 
world the user becomes 
- Internet addiction increases depression 
and loneliness  
- Increased risk taking suggested, the 
opportunity to share and generate 
responses of envy and approval may 

- Psychological effects identified by this 
author may have long term effects on 
sociological outcomes - such as face to 
face meeting, individuals being present 
in current experiences as opposed to 
constant communication and 
engagement with social media audience, 
there may also be need for social media 
etiquette to be developed and established 
- Increased flow of information and 
speed of communication via social 
media exposure has policymaking 
implications – such as privacy and 
access issues among others 
- Potential source for market intelligence 
- Employers check social media sites for 
potential employment opportunities 
- Over-indulgence in social media 
affects productivity 
- Change in social norms and behaviours 
as a result of decreased privacy and 
increased personal branding 
- Policy development on privacy 
infringement may be necessary.  

Bolton et al , 
2013 
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encourage behaviours that may otherwise 
not be engaged in, i.e. taking pictures in the 
nude on the peak of sacred mountains or 
climbing statues without regard to 
damaging historic monuments  

 

 

It appears that while social media communities may be larger than any social networking 

community previously possible, many people are still experiencing isolation and lack of 

connection. It also appears that greater time spent on social media may not correlate with 

a greater sense of connection as communication through social media seems to also 

include elements of isolation and disconnect leading to a fine line between what may 

result in positive or negative experiences. It also appears that there are gender differences 

in relations to social media posting: while females tend to post more about how they 

look; males post about achievements. Finally, Hartman and Bolton have both described 

the Millennial generation as more comfortable communicating through technology and 

less proficient when communicating face to face (Hartman, 2011; Bolton, 2013). 

  

2.24 The Relationship Between Millennials and Social Media as it Relates to 

Tourism 

 The Millennial Generation has been introduced to technology at an early age and 

has relied heavily on this media for entertainment, validity and social interaction (Bolton, 

2013). They are wired, connected and nomadic, while remaining engaged with their 

communication practices (Becker, 2009), and they seek immediate gratification, and are 

increasingly narcissistic (Bolton, 2013). This section of the literature will explore work 

that examines the role social media has played on travel experience from the point of 
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awareness, to the execution of the tourist journey, to the time following the tourist 

experience.  

 While social media has imbedded itself throughout the entire vacation experience, 

studies have yet to be completed regarding its impact on the experience as it occurs. As 

summarized by Zheng and Gerritsen in Tourism Management Perspectives:  

Case studies focusing on qualitative discussion of the impact of social media on 
tourist are still needed, it is critical to encourage comprehensive investigation 
into the influence and impact of social media on all aspects of the tourism 
industry and to demonstrate the economic contribution of social media to the 
industry. (Zeng & Gerritsen, 2014.)  
 

Figure 2.15 illustrates the core of the proposed study. This part of the literary review will 

highlight studies that probe into each intersection as visible below. 

 
 
Figure 2.15 Venn Diagram of Social Media, Tourism and Millennials 
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 SME influences all areas of the path to purchase and may have an impact beyond 

the experience of the consumer. As noted by Tomaras et al., (2015) Facebook users seem 

to be on a content sharing frenzy: “Almost 700 000 pieces of content are shared on 

Facebook every minute, people are spending 17 minutes on Facebook when online” (p. 

219).  Additionally, 93% of Millennials are engaged in social media, creating dedicated 

value to include and implement such informal marketing strategies into the marketing 

mix. However, only 9% of marketing companies have full-time bloggers despite the fact 

that statistically supported data identifies that 46% of web users will look towards social 

media when making a purchase (Tomaras et al., 2015, p. 219). Further understanding of 

the impact of social media engagement on the overall tourist experience will be beneficial 

to the marketing strategists who wish to enhance their social media marketing 

approaches.  

 The tourism review notes that Gen Y’s spending and consumption will continue 

to increase to a level that is greater than that of any other generational segment over the 

next two decades (Muskat, 2013). It is apparent that there is substantial psychological 

appetite towards use of social media by Millennials; it is important to consider how this 

may impact current societal norms and trends. An understanding of Millennials’ 

motivations for sharing content may be strategic in the overall exploration of the impact 

of social media on the leisure experience of Millennial tourists. 

 Millennials use social media applications at any time of day, both before, during, 

and after experiences. It is key to note the entrenched value this medium has in the 

socialization patterns of the Millennial generation. Botterill, Bredin and Dun (2015) 

suggest not only that the “under-30s are the vanguards of internet and wireless use,” but 
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that they also engage in this media for “mostly mundane forms of communication and 

information retrieval” (p. 538). Most relevant to this dissertation is the opportunities to 

stay connected that SME provides for the Millennial generation. While retrieving 

information is important, socializing is the purpose of the majority of time spent engaging 

in social media (Botterill et al., 2015).  

 Sociologically, the generation of social capital via SME is a new phenomenon 

that has yet to be completely understood. The social connections and patterns of 

interaction and gathering of social capital is an area of study still in its infancy. Edward 

Glaeser (1993) published a paper on the formation of social capital using the world 

values survey and concluded that strong social capital connections and result in positive 

relationships globally (p. 16). A study by Nicole Ellison (2007) also supports the benefits 

of social capital and the growth of online social networks as a positive benefit to 

psychological well-being.   

  Psychologically, it is noteworthy to establish that while connecting to others 

through social media has proved to be valuable to the confidence and self-esteem of 

Millennials, there is a point of diminishing returns that may vary depending on the 

individual. A 2015 study indicated that while social media engagers strive to connect 

socially via Facebook in order to garner validity and self-esteem, overuse of the 

application may yield negative results and “decrease the user’s overall satisfaction with 

his or her life” (Vigil et al., 2015). 

 Economically, social media engagement offers beneficial opportunity to the 

marketing industry. The uses and gratifications theory (UGT) supports positive 

stimulation of product desirability. The social media engagement behavioural theory 
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(SMEB) addresses how social media content may impact SMEB (Dolan et al., 2016). 

Dolan recommended further examination of SMEB through the context of what positive 

outcomes a customer can garner from his or her options in response to content presented 

via social media (2016). This is key to determining the impact of social media on the 

acquisition of a vacation at a presented destination.  

 

2.25 Social Media as a Communication Tool 

I recognize that there are many factors affecting the arrival statistics of tourists 

from various countries, however for the purposes of this study I am focusing only on 

social and intrinsic factors, including personal preference and/or internal motivations. I 

ask, what do Millennial tourists communicate through social media during participation 

in leisure activities in Canada? The answers to this question are generated through use of 

structured, open and closed-ended interviews and reflections attached to images posted 

on social media submitted by participants. Theories explained in Chapter Two illustrate 

the familiarity between Australia and Canada creating a feeling of connectivity to home 

along with the ability to stay connected with their social media communities. Figure 2.16 

demonstrates a connection between Australia and Canada expressed by a Millennial 

visitor to Canada. The Canadian flag waving above the Australian flag is symbolic of the 

individuals’ connection to both destinations at the time and the patriotism towards their 

own place of origin (Interview participant #4 in person, 2015).  
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Figure 2.16 Feeling at Home in Canada (Toronto Image #4) 

 

Knowing that formal marketing strategies have shown positive feedback it is 

valuable to understand where else potential tourists are accessing their information. In 

this case, what media mix has the greatest impact on the development of image 

perception for Millennial Australian tourists? TV programming provides a good example 

of how this image perception is developed. The vast majority of TV programming in 

Australia comes from North America and as a result Australians feel like they know 

North America (Thomlinson, 2014). Messages through popular media are strengthened 

when friends and family post on social media or talk about their experiences 

(Thomlinson, 2014). This intersection of information delivery and reception forms the 

decision and destination choice for potential tourists, making it beneficial for this study to 

assess the significance of various informal communication approaches (e.g. YouTube). 
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The data collected in this study may also assist further research considering the 

following: Do the messages created through this media mix generate a cultural 

connection to North America that can potentially draw Australian tourists to visit 

Canada? How much attention is generated through formal versus informal programming?  

Figure 2.17 below illustrates the various components of the media mix that can 

potentially influence Millennial Australians’ perception of Canada as a leisure 

destination. Through the interview process the participants were asked to identify the 

components of the media mix that they interact with most meaningfully and consider 

most credible. It is observable that the media mix pushes the Millennials to constructing a 

perception of a destination, which influences expectations of experiences to undergo as 

their leisure journey unfolds. If experiences encountered match the expectations of the 

traveller, then they should be satisfied by the journey. If the encounter is less than the 

expected experience, the tourist may be dissatisfied (see figure 2.7). With this in mind, 

the construct of destination perception is valuable to the development of expectations and 

therefore the media mix that is most influential is noteworthy. 

 

Figure 2.17 Media Mix Influencing Destination Perception 

 

Media Mix
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As mentioned earlier, tourist satisfaction is directly correlated to the expectations 

and perceptions of a destination prior to choosing and arriving at the destination. Tourist 

satisfaction not only speaks to the probability of return visits, it also increases the power 

of advocacy and the development of positive perception for potential visitors. Figure 2.18 

below demonstrates that a potential tourists’ expectations as a result of the perceptions 

formed from Figure 2.17 in addition to the actual experience (exploring Canada step of 

the Path to purchase in figure 2.5) lead to a level of satisfaction. This level of satisfaction 

is framed in a social media communicated message and shared with the Millennial 

tourists’ social media community. This sharing is expected to loop back to advocating for 

further visitor-ship to Canada for leisure.  

 

Figure 2.18 Tourist Satisfaction 

 

In order to reach the primary objectives identified, it is important to appreciate the 

perception of prospective travellers prior to their arrival in Canada. This prior perception 
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is the basis for what is expected and has the potential to influence satisfaction and the 

likelihood of referring other tourists to the destination. I propose to identify the leisure 

experiences of the tourist as expressed by the Millennial Australian tourist in Canada. I 

believe the method of expression and the message communicated will assist in 

understanding and influencing the expectations of future tourists as they consider Canada 

as a leisure destination. Methods are explained further in Chapter Three of this 

dissertation.  

 

Figure 2.19 Impact of Social Media Communications 

 

 

The previous diagram (Figure 2.17) demonstrates that a variety of media 

influences potential visitors to Canada. I am focusing on the overall impact of social 

media communication in order to realize the impact of social media engagement in the 

Exploring Canada and Advocacy steps of the Path to Purchase (Figure 2.11). As shown in 

Figure 2.19, the research in this dissertation is aimed at understanding the impact on the 
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actual experience which in turn impacts the perceptions and expectations of 

future/potential visitors. The expectations and perceptions in turn influence the social 

media communications and once again the actual experience of future visitors and so on. 

This cycle is significant in generating return visits and future new visitors, which leads 

me to consider the reach of social media in relation to advocating for travel to Canada, as 

well as generating boomerang or return visits.  

Through their engagement with social media Millennials’ have demonstrated a 

need to immediately share images of their experiences. I hypothesize that a construction 

(diachronic) of these images may present a glamorized story of the individual journey. 

Further study can be completed to investigate the causal effect of the story the submitted 

images reveal (Kim, Park & Jo, 2014). 

In addition to marketing influencers, individual needs and wants also motivate 

destination decisions, these may also be affected by the potential tourists’ social circle 

along with the psychographic preferences of each individual. Since there has been 

marketing there have been target markets focusing on a segmentation or attempts to 

define the customer that a product is hoping to appeal to. Whether the product is 

packaged and adjusted to appeal to a specific consumer or the goal is to reach a specific 

consumer group, potential purchasers of a product have been labelled, classified, 

characterized and analyzed to fit into various scales or categories of what an author felt 

was definitive at that time. Destination Canada (DC) has developed a segmentation of 

psychographic preferences utilized in their marketing strategies as an Explorer Quotient 

(EQ).  DC offers a quiz to the user in order to determine the category they fit into, 

allowing DC to recommend adventures in Canada to meet these interests (CTC, 2016).  
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Stakeholders in the tourism industry are also capable of determining the segment that 

their product will appeal to and work with DC in pushing their product to the type of 

travel a potential tourist associates with their desired travel behaviour.  In accordance 

with the methodological overview discussed in Chapter Three, it is via my 

epistemological outlook that individuals cannot be locked into one segment at all times, 

these will vary throughout ones’ life, and may be adjusted depending on the outcome of a 

vacation as desired, the travel companions along with financial and time constraints.   

While on vacation, the leisure traveller engaging in social media is considered to 

have significant influence upon their social media audience and in turn also the audience 

of those individuals. This is illustrated in the diagram below (Figure 2.20). Over 80% of 

Millennials engage in social media (Van den Berg, 2013; Cohen, 2012; O'Neill, 2014) or 

88% according United American Press (2015), or 93% according to Tomaras (2015). The 

diagram below demonstrates the scope of social media reach. The sender (social media 

producer) has the ability to influence not only their own audience, but other users 

connected to this initial audience, thus multiplying the power and reach of their posts. 

With support of statistics describing Millennials and social media engagement (SME), it 

is suggested that social media engagement has a continuously expanding reach among 

Millennials and other members of their social media community – further research will 

need to be engaged in, in order to determine the reach of SME.  

Identifying the combination of media that influences the Millennial destination 

perception will assist in understanding the overall level of expectation and satisfaction for 

the actual leisure journey of the Millennial tourist. This in turn leads to the continued 

expansion of the power of advocacy for destination selection via the tourist 
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communicating images and text accounts of their experience using social media while on 

their journey. Figure 2.20 shows social media influencers communicating with their 

social media community, which consists of Millennials and some people from other 

generations, including their parents. The figures in blue are those that are within the 

communicator’s reach. As illustrated there is a first level reach for those that are direct 

friends, family and acquaintances, and there are second and subsequent level 

communities made up of friends, family and acquaintances of each of the first level 

friends, family and acquaintances and so on. The reach of each engagers message may be 

limited by variables such as privacy settings selected by each user.  The ability to grow 

one’s social media network while travelling also has demonstrated value in the 

amplification of impact and influence. This social media web that is created not only 

varies as a result of size of communities and privacy settings, its reach is also dependent 

on the content of the posted message/image and the level of influence attributed to the 

engager by his/her peers. I further discuss the current research expertise on the metrics of 

social media audience reach, growth and continued development in the later in this 

chapter.  
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Figure 2.20 Social Media and The Tourist Experience (T.E.)  

 

      Social Media Influencer 

 ( https://0.s3.envato.com/files/21632617/590_Social_connecting_people.jpg retrieved June 2016)  

 

The main focus of this study is to explore data attained through the process of 

their research process for this dissertation regarding the impact of social media and the 

relationship between social media and the Australian Millennial generation while 

experiencing their leisure journey in Canada. The current social evolution in 

technological communication has great value, both formal and informal, to current 

marketing practices. The formal can be controlled, however the informal needs to be 

understood and engaged. The anticipated outcomes may provide opportunities to assist in 

the understanding and development of the value of social media. Currently, there is no 

generalized value of social media attached to the impact of various applications and its 

influence on the success of marketing campaigns. Those managing marketing budgets are 

unclear currently as to the monetary value that could/should be assigned to engaging a 
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social media strategy (Lugmayr, 2013). Currently Greg Tilston, V.P. Social Media 

marketing for Flight Centre is in the process of exploring policies and guidelines as to 

what best practices may be regarding social media applications for marketing are being 

explored and shared, through engagement and review of effectiveness the Flight Centre 

Social Media team is in the process of consolidating best practices (G. Tilston, personal 

communication, 2015). Flight Centre is one of the first industry operations to embrace 

and develop SME best practices (Tilston, G,, 2015).   

 

2.26 Millennials in Developed Economies 

This study explores the perception and experience of the Canadian leisure 

landscape as communicated by Millennial Australian tourists on social media. As 

mentioned previously, the Millennial generation is the first generation to grow up 

immersed in real time, always accessible, interactive social media communication. What 

was previously understood as word of mouth communication is now enhanced by 

electronic word of mouth (eWOM).  There is value to understanding the motivators that 

attract and encourage return visits by Millennials. Millennials are a growing subset of the 

leisure travel market and statistically quoted in the CTC 2015-2019 corporate plan to 

make up 20% of the global travel market by 2019 (CTC, 2015). The Millennial travelling 

market warrants examination by the tourism industry regarding the motivators for their 

travel choices. Millennials and Australian Millennials have been statistically verified in 

both the CTC 2015-2019 corporate plan and the CTC Australian travel statistics tab on 

the CTC website as travellers that stay longer, spend more and have the potential for 
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greater repeat visitations over their lifetime (CTC, 2015; CTC, 2013a). This is definitely 

a valuable tourism market to understand.  

It has also been established that 88% of the Millennial population engage in social 

media, and use social media to give advice and get information more than any other 

medium (American Press Institute, n.d.). Therefore, it is imperative to further understand 

the impact of social media on the travel experience. There are unique sociological 

interactions and values as a result of continuing advancements in technology and the 

developing relationship between social media and Millennials. In order to stay current 

and effective in communicating with the Millennial population it is vital to examine how 

the Millennial relationship with social media affects their tourist experience.  

There are a variety of factors that influence destination choice, including cultural 

proximity (Kastenholz, 2010). By focusing on a market that is culturally similar to the 

destination, I am able to focus on the perception Australians have of Canada’s leisure 

landscape as that which underpins their motivation to visit. The proximity of culture 

between Australia and Canada eliminates cultural diversity exploration as a motivation. If 

the tourist wants to experience a new culture they will seek that experience regardless of 

factors such as cost, proximity, language challenges, etc. It is suggested that there are 

‘other factors’ motivating tourism to Canada’s leisure landscape as a result of the social 

media engagement of the Australian Millennial tourist. It is an outcome of this 

dissertation to reveal these motivators and the influence eWOM has in the 

communication of leisure tourist experiences.   

Millennials are the fastest growing leisure tourism market per the DC’s arrival 

statistics (Statistics Canada, 2017). This group has benefited significantly from the wealth 
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or excess disposable income of their parents, while their parents have encouraged them to 

explore new paths and options, often funding their journey (Carr, 2006). This is a key 

growing segment to appreciate and develop strategies for engagement. 

Influencers that are consistent throughout an individual or group’s lifetime often 

define the consumer behaviour of that individual or group of individuals. The silent 

generation (1930-1945), for example, endured a world war and economic depression, 

influencing conservative and frugal behaviours (Williams, 2011, p. 3). For post war 

generations, the rapid advancement of technology has allowed travel to become much 

more accessible both in quantity and price point, increasing the volume and frequency of 

travel. Millennials, meanwhile, have never known a world without access to digital 

information, and the ubiquity and speed of this information has led to a very savvy, 

demanding group of individuals (Xinran et al., 2008). This is relevant to my study as this 

group is uniquely positioned.  

Millennial Australian leisure tourists have been selected as the target market for 

participation in this study. In addition to assumption of cultural proximity, I further 

outline my reasons for this choice. DC identified a steady increase in Australian leisure 

tourism to Canada over the past few years in their 2015 report (DC, 2016e; DC, 2016d).  

Australians are currently the 5th strongest international market of tourists travelling to 

Canada with 286,906 overnight arrivals in 2015; from the Asia-Pacific region, 

Australians are second only to Chinese tourists from Mainland China with 493,827 

overnight arrivals in 2015 (DC, 2016d). Increasing to over two hundred thousand arrivals 

in 2011, further increasing 1.6% between 2011 and 2012 and a further 6.3% between 

2013 and 2014 (DC, 2016e). Sixty-two percent of these visitors are coming for strictly 
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leisure purposes, and their spend has increased from $322M to $393M between 2007 and 

2012, or an additional $71M within 5 years (DC, 2016e). In 2014 the Australian tourism 

spend reached $483M (CTC, 2014b). Figures 2.21a and 2.21b below highlight the 

tourism spend of all trip purposes and b) leisure journeys only from international 

travellers to Canada in 2015 (Dubreuil, M., 2016; Destination Canada), personal 

communication).  Figure 2.22 identifies tourist spend visually on a map for 2014 

highlighting the percentage change and the value of Australians travelling to Canada in 

2014.  

Figure 2.21a DC Statistics of Tourism Revenue – All Trip Purpose, 2016 
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Figure 2.21b DC Statistics of Tourism Revenue - Pleasure Trips Only, 2016 

 

         Charts provided by Dubreuil, Michel of Destination Canada December 2016 
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Figure 2.22 Overview of Tourism markets for Canada in 2014 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Statistical figures from: (CTC, 2014b). 

 

 

 

With the constant interest and increase in Australian travellers to Canada, DC has 

profiled their travel preferences in the past (CTC,2007). Industry segmentation of 

travellers is ongoing, and will continue to evolve. These developments include evolution 

to Maslow’s hierarchy of needs (O’Connor, 2007), to Rokeach’s values survey based on 

personal values and experiences (Mehmetoglu, 2010) and Destination Canada’s Explorer 
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Quotient (CTC, 2016) as society progresses.  There have been a variety of literature 

discussing the types of travellers and specific interests of such travellers (Hudson, 2000; 

Cullen, 2005; Cini, 2012; Pesonen, 2012; Romao, 2015; Schroeder, 2015; Sung, 2015; 

D’Urso, 2016).  At intervals of time, it is valuable to take a snapshot of the evolution and 

identify the interests of a market for that moment in order to communicate effectively in 

the marketing of any product (in this case a destination for leisure tourism). 

In order to further market Canadian experiences to potential travellers, DC has 

developed and published a segmentation of tourists made available on their website. 

Individuals are encouraged to complete an online quiz to help determine the type of 

journey they aspire to experience. These segments are recorded as the explorer quotient 

for each participant, fitting among the following descriptions as provided by DC: Free 

Spirits, Cultural Explorers, Authentic Experiencers, No Hassle Travellers, Social 

Samplers, Personal History Explorers, Gentle Explorers, Cultural History Buffs, Aspiring 

Escapists and Rejuvenators. Once the participants’ segment type or ‘explorer quotient’ 

has been determined the DC online program will generate a list of recommended 

Canadian destinations, attractions and leisure activities to include in a tourists’ itinerary 

for the participants recommended unique leisure experience. Of the 281 000 Australian 

arrivals, 27% are 18-34 years old (DC, 2011). It was noted by Eugene Thomlinson3 in 

2014 that, while these Australian Millennials were identified as Free Spirits through 

CTC’s Explorer Quotient travel profiles, the message that Canada is a Free Spirit leisure 

destination is not resonating (Thomlinson, 2014 in personal conversation). Is Canada too 

                                                 
3 Thomlinson worked with DC to develop EQ. 
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culturally proximal to be considered a Free Spirit destination? If so, this may suggest that 

marketing Canada as a Free Spirit destination may not be the best motivator?   

It has become clear that it is essential to determine what Australian Millennials 

consider as the Free Spirit experiences versus what our stakeholders market as Free Spirit 

experiences.  This dissertation sheds light on the experiences no matter the label that 

Australian Millennials choose to share with their social network as their Canadian 

experience.  Further analysis may be helpful to determine how the stakeholders in our 

tourism industry may choose to develop and utilize the findings outlined in Chapter Four 

and Five of this dissertation.   

The Conference Board of Canada has compiled a short-term report on the 

competitive outlook of U.S. and Overseas travel to Canada for DC.  The third quarter of 

2011 is the most recently reviewed period for this analysis, which considers carrying 

capacity, airlift, global economics and other sector issues (DC, 2013).  However, for the 

purpose of this report I only discuss consumer behaviour motivators, including price, 

perceived value, as well as the activities and interests of the tourists.  

The statistics outlined in the introduction demonstrate that while U.S. tourism 

arrivals to Canada are on the rise, the core market tourism arrivals to Canada are still 

falling (UNWTO, International Tourist Arrivals by Country of Destination, n.d.). 

Australia seems to be emerging as a key tourist supplier to Canada with a continued 

increase of 10% in 2013 over 2012 with a potential market of yet another 17-18% in 

potential Millennial travellers alone (i.e. 200,000 potential tourists) (CTC, 2015).   Figure 

2.23 below illustrates the potential in Millennial arrival growth for Canada as a 

destination.  
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Figure 2.23 Overseas Millennial Arrivals and Market Potential in 2012 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Destination Canada, International Millennial Travel Fact Sheet (DC, 2016c) 

 

 

 

In a report titled, “An Australian Market Profile,” DC indicated that tourism from 

Australia has increased by 50% overall since 2002. This is due in part to the strong 

Australian economy and to the positive perception Australians have of the Canadian 

experience (CTC, 2013a). In fact, according to the DC, Australian travellers rate Canada 

as the second-best destination among key competitors (behind Italy) for offering relevant 

travel experiences. More than 58% of travellers who have visited Canada in the past 

would be very likely to recommend Canada as a holiday destination to friends and family 

while only 13% would be unlikely to do so (CTC, 2013d). It was noted that while Canada 
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is the destination more Australians aspire to visit, Canada and the United States are both 

considered good value for money by the Australian consumer (CTC, 2013d). Australians 

are currently the 6th strongest international market of tourists travelling to Canada. Over 

the past five years, Australian leisure spending in Canada has increased from $322M in 

2007 to $483M in 2014, which is significant at a time when tourism from English-

speaking countries to Canada has been in decline (CTC, 2011, 2012, 2013, 2014 Annual 

Reports). According to the market intelligence statistics presented by Destination Canada, 

27% of Australian travellers are 18-34-year-olds (an increase of 4.3% of overall 

Australian tourists between 2009 and 2012), making them an ideal group for this study, 

especially as there are critical unanswered questions about Australians’ view of Canada 

as a leisure and tourism destination (DC, 2016c).  

With the increase in attention on leisure-focused travel, there has been a 

documented rise in leisure spending by the Baby Boom Generation and, as a result, the 

Echo Boomers have also been documented to have an appetite for increased leisure 

tourism. It has been noted that increased average age and improved economies in the U.S. 

and Canada has led to increased demand for travel leading to increased spending in the 

leisure markets (Zheng & Zhang, 2013). This spending is relevant to Australian 

behaviour as we consider the cultural proximity theory (Kastenholz, 2010), and is 

supported by a four-nation analysis of the post-war Baby Boom generation completed for 

Canada, Australia, New Zealand and the United States. This study determined that the 

four countries experienced the same boom in birth rate over the years of 1946-1964 

(Cleaver and Muller, 2002), which establishes Australia as a viable comparison in the 

area of generation categorizing.  
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My research focus on the Echo Generation of Australian leisure travellers is 

statistically driven. Travellers 34 years of age or younger accounted for 27% of 

Australian overnight visitors to Canada. This increased from 17% to 27% within the past 

decade and is steadily climbing (CTC, 2014c). This demographic of generic Millennials 

holds a significant level of influence relevant to product development and demands in 

consumer purchases as the amount they spend was 52% of the market share in total 

consumer spending as predicted for the U.S. leisure market alone, as cited in Boksberger 

& Laesser, 2009. Baby boomers/Seniors are reaching retirement ages (Cleaver & Muller, 

2002), which is expected to have significant influence over the Millennial generation in 

terms of financial and emotional support (Newman, 2010), as the parents of Millennials 

tend to coddle and indulge their children more than any generation before them (Ware, 

2014). It is expected that the travel intentions among the echo generation will increase 

exponentially, becoming the most sought after cohort over the next decade. Figure 2.23, 

above, illustrates the current, large population of Millennials travelling internationally, as 

well as the potential for massive growth in arrivals to Canada. Canada is currently only 

attracting a small portion of this market, and the psychology of the Millennial market 

needs to be examined to understand better what motivates their destination choices.  

With 80% of the Millennial population identified as engaging in social media 

communication (Van den Bergh, 2013; Cohen, 2012); 88% according to the American 

Press Institute, n.d., it is vital to consider the significant role social media plays as a tool 

for message generation and advocacy. It has been noted by Goldstein that past potential 

tourists would rely on friends, family, a travel writer or a travel agent to gather 

information regarding travel destination details. The following quote from DC identifies 
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the change in influencers to tourism destination choice: “In an area where so many key 

influencers exist in the realm of social media, they have taken the place of some of the 

influence that was one solely of travel writers or agents. So, while social media has 

increased its prominence in many areas of marketing, for many types of goods and 

services its impact on service like travel is considered disproportionally important” 

(Goldstein, 2015). Social media engagement (SME) implies an impact on more than the 

marketing of the travel service. There is an impact on the dissemination of information 

and changes in arrangements of one’s journey and a significant impact on the overall 

experience of travellers to include influencing friends and family about the destination 

being experienced. This suggests the travellers role in destination advocacy, and finally 

the potential impact social media journaling may have on the lifelong opportunities for 

return visits by Millennials as they have recorded valuable experiences while they were 

being actualized.   

Leisure tourism is a growing industry and, according to the UNWTO, Millennials 

account for about 20% of global travellers, (DC, 2016c). For reasons stated in Chapter 

Two, Part two, Australian Millennials appear to be attracted to Canada as a leisure 

destination. The percentage of Australians that travel abroad to Canada has increased 

over the past decade while other English speaking markets have been on the decline, with 

the largest percentage of Australia's International arrivals to Canada belonging to the 

Millennial generation. The 2014 GDP growth of Australian travellers to Canada 

increased by 3.1% (DC, 2016b). When travelling to Canada, the Australian Millennial 

visitor stays for an extended period of time and must at least stay overnight. Statistics 

from the International Millennial Travel Fact Sheet published by Destination Canada 
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further identifies the average oversea spending by Millennials to be $1523 per pleasure 

trip that averages 18.8 days (DC, International Millennial Travel Fact Sheet pg. 4,5, 

2016).   

The Echo Generation is emerging as a viable market and their needs must be 

considered (Glover, 2009, pg. 36). It is documented in the SWOT analysis (see appendix 

A) that 31 % of Australians travelling to Canada are between 18-29 years old (CTC, 

2007, p. 99). This SWOT analysis highlights an increasing need for adventure and 

adrenaline for the Millennial tourist. The statistics seem to promise an increase in 

potential tourism, and the fact that over two thirds of the Millennial Australian leisure 

travellers to Canada engage in social media (CTC, 2013a) suggests that eWOM could be 

a key to ensure effective and efficient marketing communication. It is interesting to see if 

the current formally communicated message by current formally generated media is 

similar to that found on social media with regards to the actual experience of Millennial 

leisure tourists while in Canada. What is it that Canada is offering the participant 

Millennials that is considered adventure and adrenaline inducing? How do they make 

choices regarding their vacation destination? How is the Canadian experience being 

communicated through SME or eWOM? What is the message that is communicated and 

what is the power of eWOM on destination choice for potential tourists? How does all of 

this impact the actual experience of the Millennial traveller? All these questions are being 

considered within the scope of this research.  
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2.27 Other Factors 

In addition to those listed in the studies cited, there are many factors that support a 

need to investigate the impact of social media on the experience of the leisure tourist in 

order to promote a destination in the most effective manner. Other factors in the selection 

process for a traveller planning a leisure vacation may include time as a commodity, 

whose value, positive or negative, depends on the characteristics of the trip and the 

individual (Nicolau, 2008). This means that destination selection is also affected by the 

search for relaxation, climate, curiosity about visiting a destination, as well as visiting 

friends and relatives. There is a greater willingness to travel longer distances associated 

with high income and residing in a large city (Nicolau, 2008). I have mapped (Appendix 

B), the residential origins of the participants in this study by asking participants where 

‘home’ is in Australia, in order to test this statement by Nicolau.  

Additional studies highlighted factors such as climate (Bigano, 2006), culture 

(Kwek, 2010), heritage (Boyd, 2002), life cycle (Shoham, Schrage & Eeden, 2008; 

Xinran, Shawn, Francis, Leary & Joseph, 2008), the desired social experience (Stein, 

2012), the behaviour of other customers (Miao, 2011), cultural knowledge between 

groups (Ribeiro, 2012), time management or disregard of time (Stein, 2012), and types of 

tourism being sought (Cohen, 2009; Stein, 2012), were all factors considered in 

understanding a tourist’s expectations of, and motivation to choose a specific destination. 

Motivational factors arise from the segmentation of tourists as derived from varied 

identified expectations that are either perceived theoretically or based on a tourist’s own 

previous experience (Gnoth & Zins, 2008). Appreciating how communication develops 
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perceptions of the culture being marketed will assist in achieving desired results (Li, 

2001). 

 Van Winkle’s article, “‘Self-Serving Bias in Visitors’ Perception of the Impacts 

of Tourism,” explores tourism destination impacts through visitor perceptions with 

regards to the impact due to their own contributions (2008). She established that positive 

outcomes are generally credited to internal causes while negative outcomes are attributed 

to external forces (Van Winkle, 2008, p. 70). If this is the case and it turns out to be a 

positive experience that encourages further engagement based on data generated through 

research conducted in this dissertation, then there will be data to enhance their tourists’ 

experience through access to social media considered a benefit that can be offered by 

destination managers.  

 It is notable that at the 2015 Travel and Tourism Research Association (TTRA) 

International Conference, several papers discussed the impact of social media, but also 

sought to define the areas being explored, highlighting areas that need further 

exploration. The research presentations at the TTRA 2015 Conference included the 

following; Personal traits as Predictors of Travel Selfie Taking (Paris et al., 2015), 

Viewing a Destinations’ Facebook Page Using a Smartphone: The Influence of Posted 

Media Content, (Plunkett et al., 2015) and Evaluating Travellers’ Response to Social 

Media Using Facets-based ROI Metrics, (Stienmetz et al., 2015). This research reflects 

the current interest in social media, and identifies the value and impact of social media to 

travel, however no work exists to date regarding the impact of social media on the actual 

experience as it occurs. Research into a travellers’ response to social media – including 

cultural impacts, socio-economic impacts along with psychological and physiological 
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impacts – helps further the understanding of how social media affects present-day 

society. 

 

2.28 Chapter Two Summary  

 Chapter Two has been a literary exploration of the impact of social media along 

the path to purchase. Starting with its influence on destination branding and perception 

development, I have explored literary works in areas along the path to purchase in 

Chapter 2.5 to 2.6, and 2.10 to 2.11.  Image presentation has been identified to have 

valued impact on the expectations of potential and returning tourists to a destination.  

 Along with an exploration of product development leading to the selection of 

destination choice as impacted by SME, I explored areas of motivations, wants and needs 

(Ch.2, Pt. 3), the characteristics of Millennials (Ch.2, Pt. 5), and functions of social media 

applications (Ch.2, Pt. 4), that have been expressed as the ones most often engaged in by 

the Australian Millennials travelling to Canada for a leisure experience.  Through this 

literature the characteristics of Millennial behaviour were identified and established 

providing an overview of their relationship with social media, and the psychological and 

societal implications of this relationship (Ch.2, Pt 5). It is evident that social connectivity 

through SME is valuable to the self-esteem and overall happiness of the Millennial 

engager. There is a caveat present in the form of the law of diminishing returns, however 

it has not been revealed what the threshold is where this transition occurs. It is suggested 

that this transitional ceiling may vary according to the individual, but this is not relevant 

to this dissertation and will not be addressed further.  
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 Theories have been investigated regarding the effect of SME on the overall T.E. 

and how the communication of this is presented in images and text on social media.  

These theories have been blended to create a Social Media Engagement (SME) Theory in 

relation to the Tourism Experience (T.E.).  

 Chapter Three will cover the methodological approach used to design research 

methods based on a combination of the theories explored throughout Chapter Two. This 

contribution to knowledge serves to improve current understanding of the impact of SME 

on the T.E. in Canada and how this impact influences the power of advocating to 

potential visitors and the correlation in to the opportunity of return visits. It is the 

relationship between social media, tourism and Millennials that is being examined and 

analyzed.  
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Chapter Three: Methodology and Data Analysis  

 

Chapter Three presents the methodological approach guiding this dissertation. 

Through a social constructivist lens, I explore the value of a tourists’ experience as a 

construct of subjective perspectives established under various sociological conditions. I 

further explain this constructivist approach through the theoretical framework detailing a 

Phenomenon of Social Media Engagement (PSME). This phenomenon was conceived 

through the process of developing this dissertation and corroborated as a result of the 

tests of rigour used to validate the findings attained in this dissertation.   I developed 

PSME by means of a constructivist lens built on the appreciation that memory is 

composed of a series of individual experiences and perceptions of those experiences. 

Individual memories of the same event may be identified with various levels of 

reflexivity as perception is a result of diverse personal points of view and emotions 

associated with the experience. Which part of an experience an individual chooses to 

share, and how they choose to share it, varies. Additionally, perceptions and recollections 

of an experience also correspond to varying levels of satisfaction. Satisfaction is based on 

the varied levels of expectations (Ch. 2) established by the construct of individuals’ prior 

exposure.  

The relationship individuals have with their constructions of the world is 

determined by the accumulation of experiences both lived and learned (Vogt, 2011). 

Social media encompasses a set of attitudes, values and societal conditions (Ch. 2.1) 

unique to each generation, and the messages communicated are in turn affected by the 

perspective through which the message is received (Ch. 1.5). Together this information 

contributes to the construction of phenomena of social media engagement. While social 
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media is only one layer (among many) in the construction of ones’ view of the world, the 

value of the impact of SME is the focus of this dissertation. 

Millennial tourists share their vacation experiences on social media in a manner 

that reflects their personally constructed version of the actual experience (Ch. 2.16). This 

subjective version is framed to achieve a desired level of attention and garnering desired 

responses. Literature in Chapter Two established that Millennials highly regard 

information shared on social media and accept these messages with greater credibility 

than messages communicated through formal marketing methods (Ch. 2.17). It has been 

established that the credibility of a destination source correlates positively with future 

satisfaction at destination, attachment to an image and the perception of an image 

(Veasna, 2012). Together this information contributes to the construction of phenomena 

of social media engagement.  

 Social media information, the perception constructed through SME, and the 

framed experiences and personal accounts of these experiences work together to further 

the construct of social media influences and the set of expectations surrounding a 

destination. These expectations may be either exaggerated or lacking, resulting in varied 

levels of satisfaction dependent on the message that has been constructed through SME 

(Figure 1.4). It is significant to recall the positive correlation established between source 

credibility and destination satisfaction (Veasna et al., 2012), which constructs the data to 

be analyzed. It is through the analysis of this data that I intend to determine a 

phenomenon or theory illustrating the impact of (SME) on the Tourist Experience (T.E.).  

The process of collecting data to be analyzed through open-ended strategies is 

detailed by Charmaz (2014) as Grounded Theory (GT). This approach is further 
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explained through a theoretical framework that is assembled through the process of this 

dissertation as the Phenomenon of SME (PSME). The composition of PSME from a 

constructivist point of view builds on the appreciation that memories are formed based on 

a series of personal experiences. This methodology acknowledges that data generated 

from such individual constructs are to be analyzed forming observable occurrences 

known as phenomena.  

If a shared constructed experience matches with the desired travel experiences of 

the potential tourist, then the shared experience would provide a strong message in 

advocating for the destination being shared. Castaneda determined that satisfactory 

internet experiences correlated positively with greater holiday enjoyment (2007). This 

study focused only on Wi-Fi access and internet capabilities, not on the messages and 

interactions afforded through social media. There is still a need to determine the 

communication being exchanged on social media and its impact on the tourist experience. 

The remainder of this chapter will provide a guide to understanding the construct 

of the visitor experience, and how the research method for this dissertation has been 

developed and guided by CGT. The theoretical framework illustrated in Figure 2.10 was 

developed based on literature to date outlined in Chapter Two. This framework is further 

explained in this chapter. A full outline of the research process is presented (Ch. 3.2, 3.3) 

based on the theoretical framework (Figure 2.10). An explanation of how the findings are 

examined, collected and analyzed through CGT is explained in Chapter 3.3, and 3.4. I 

explain what tests of rigour have been incorporated into the methods of data collection 

and how the data is analyzed in this study in order to reinforce the credibility of the 

findings (Ch. 3.1). 

 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 118 

 

3.0 Methodological Inquiry 

 Studying empirical events and experiences in order generate data to be examined 

in the development of potential analytic ideas is described as CGT (Charmaz, 2014). The 

process of CGT evolves through the analysis of data collected in order to gain 

understanding of qualitative data. The CGT approach utilized in directing the qualitative 

research process here allows for the incorporation and respect for the variety of personal 

viewpoints that each participant chooses to share. Data generated from the qualitative in 

the CGT approach research divulged by each participant that are gathered and analyzed 

to bridge the gaps of knowledge identified in Chapter One.  

  My research begins by exploring factors that influence perceptions and 

expectations of leisure travellers and further the understanding of informal marketing 

communications. Based on the knowledge that Millennials’ have socio-psychological 

needs including the need for connection, belongingness, validation and attention (Ch. 2 

part 2) I chose to analyze social media images as a form of mobile ethnography.  This 

process is the underlying assumption that is the basis for the phenomenological nature of 

social media engagement.  There are several intersecting theories organized collectively,  

as the Phenomenon of SME.  These theories are validated through this research while 

exploring the nuances of social media communication through the shared images and text 

that were submitted as part of the data collected. Data for this dissertation has been 

collected through structured, open and closed-ended interviews paired with a request for 

images as posted on social media. The images help to validate the reported messages 

participants expressed as shared with actual messages that were shared. Finally, the 

shared social media messages were scrutinized by volunteers completing a multi-rater 
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survey disclosing their reactions and responses to each of the shared media images and 

offering qualitative opinions.  

 Figure 3.6 illustrates the process through which information has been gathered. 

Arrangements and permission to conduct a set of structured, open and closed-ended 

interviews in each of the destinations mentioned (Vancouver, Whistler and Toronto) were 

secured first. After the interviews, I requested a submission of the images and text that 

the participants shared representing their journey while on their leisure experience in 

Canada, in order to collect richer data on each individual account. Individuals were 

approached randomly to confirm engagement in social media while not on vacation, were 

asked to participate as volunteers, and were sent a multi-rater survey to complete. Finally, 

the results from these three primary sources were triangulated and integrated with 

existing statistics from Chapters One and Two along with the previously published work 

presented in Chapter Two. Conclusions are made in Chapter 4 to respond to the key 

questions posed in Chapter 1.3 through the consolidation of the literature reviewed to 

date and data collected and analyzed according to the CGT methodology as illustrated 

below in Figure 3.0.  

  

Figure 3.0 Illustrating the Construction of GT in this Dissertation 

 
 The process for CGT illustrated in Figure 3.0 is based on the development of the 

research questions identified in Chapter One. Moving to the next step of this CGT 
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continuum as created by Kathy Charmaz (2014) the recruitment and sampling of 

participants is accomplished. Participants who met the established criteria (18-25-year-

old Australian leisure travellers to Canada who engage in social media) were recruited 

and asked to respond to the research questions put forth in Chapter One.  

  Participants were recruited at Australian hangouts in the cities identified (Toronto, 

Vancouver and Whistler). Hostels, hotels and local bars, restaurants and establishments 

that celebrated Australian cuisine or held Australia Day events were contacted for access 

and permission to conduct research, recruit participants and conduct interviews on site. 

Interviews were scheduled and conducted until the point of saturation where no new 

information presented itself through the interviews in each of the two predetermined 

regions: Toronto/GTA and Vancouver/Whistler.   

 The third stage in the CGT process (Figure 3.0) is the stage of data collection.  

The data is collected according to the outline in figure 3.1 below.  

Figure 3.1 Illustration Outlining the Methods for Data Collection 

 

The interview process was intensive in order to gather as much detailed data as 

possible to generate an analytical outcome based on CGT.  Structured, open and closed-
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ended interviews were developed with the questions organized in alignment with the 

initial coding process. The interviews process developed as more interviews were 

completed with the completion of each interview it became clearer that shared images on 

social media were framed through condition established by this Millennial cohort and 

their social media community. Each interview session allowed for informal open-ended 

responses that encouraged unrestricted, unguarded responses and anecdotal sharing of 

information the participant felt comfortable sharing at that time. Time restrictions were 

lax for each interview (sometimes there would be another participant waiting to be 

interviewed, other times the participants had somewhere to be, otherwise the time spent 

with the interviewer was relatively unstructured). The only restrictions in place were 

those ensuring that participants were Millennial Australians who engage in social media. 

This allowed any conclusions to be focused on one set of sociological/societal/cultural 

and generational premises. This form of interview/conversation allowed for pivotal 

and/or unexpected responses and new coding categories. Both expected and unexpected 

responses required a test of trustworthiness criteria to be outlined later in this chapter 

(Ch.3.3).  

Categories of popular themes determined through the initial coding visually with 

charts and “word clouds’ are presented in the findings (Appendix E).  Wordle is the 

trademarked name of the application which generates “Wordles” or, generically, “word 

clouds” or “tag clouds,” which visualize the frequency of words that appear in a given 

text.  

At the end of each interview I requested images that were posted on social media 

by the interview participants while on their leisure journey, along with a brief description 
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of these images; these images were to be emailed to me (some participants provided 

images on a USB key). Working with subjects in interviews with an open-ended 

component allowed participants autonomy in their responses, and encouraged 

conversational accounts of the tourist experience (Coles, 2013). I anticipated that answers 

to interview questions would be minimally prejudiced by my presence and as a result of 

efforts to portray a neutral disposition with careful planning of questions and a 

conversational manner. Once interview responses no longer provided new information 

the participant sample size was considered substantial/complete (Charmaz, 2014). 

Popular interview responses and pivotal quotes shaped the development of responses to 

the research questions outlined in Chapter One. Many of the participants continue in the 

conversational component of the interview process with such comfort that their personal 

lives are revealed in ‘rich’ detail. With extensive note taking and analysis of images 

submitted, the transcribing of interviews provided ample opportunity for thick descriptive 

analysis that included feelings, intentions and communications of anecdotal situations 

regarding their experiences and their life situations in Australia. 

The images submitted were then put through a multi-rater test for validity to test 

compliance or non-compliance with the assessments of the researcher (Ch. 3.9). The data 

from the multi-rater surveys were then analyzed together with the data and image 

submissions from the initial interview process. Linking the interview responses, images 

submitted and the multi-rater opinions to the literature already published helped in 

addressing the core research questions outlined in Chapter One. This process contributes 

to the construction of a Phenomenon of Social Media Engagement (PSME) completing 

process of CGT.  
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The Phenomenon of SME as outlined in Figure 2.10 was constructed based on 

information gathered during my literature review, images submitted with text shared on 

social media, along with participant responses from both the interview setting and multi-

rater responses. The participant responses included what they chose to share on social 

media as well as actual images that were shared to their social media community. This 

approach identifies each tourist as an individual entity influenced by his/her pervious 

experiences, which cumulatively define the experience communicated in this study. By 

choosing a group of Millennial participants from Australia, it is likely that their 

experiences have been defined by the same cultural parameters.  

The ethnography of individuals plus their phenomenological experiences should 

construct a socially defined segment of tourists (Figure 3.2). The valued perceptions and 

general sociological norms of the Millennial generation are important to the examination 

of the impact of social media on their experience. The diagram below illustrates the 

formula of experience construction by combining both the ethnographic and 

phenomenological perspectives. 

 

Figure 3.2 The Social Construct of Participant Experiences 

 

A construct of experiences to date plus the participants’ current or real time 

experience determines the feelings, outlook and attitude experienced by each participant. 
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This perception may be what is then illustrated or shared on social media and in turn may 

construct the expectations and perceptions of their social media audience (see Figure 3.3). 

Through an understanding of how an experience is constructed, I have examined the 

impact of social media engagement on the process.  

 

Figure 3.3 The Construct of Experience 

 

 

By understanding what participants desire to communicate through the analysis of 

shared images that represent their Canadian leisure experience, I aimed to determine a 

level of satisfaction, and identify a relationship between what was expected or desired 

during their Canadian experience with the experience that was communicated. The 

images shared are the images that influence Canada as a destination choice for potential 

visitors, and these same images ultimately have the power to re-engage the current visitor 

to re-visit Canada. 

 

Figure 3.4 Iconic image of Snow Covered Items as a Canadian Experience (Toronto 

Image #9) 
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Once again, it is my intention to alleviate researcher bias through the inclusion of 

images. These images further reflect participant experiences, the shared images were 

reviewed as they are presented (e.g. a picture of snow on Bixi bikes (figure 3. 4) as 

captioned ‘snow on Bixi bikes’.   This constructs images of cold weather and snow 

covered landscapes as experienced in Canada and presented to those receiving and 

consuming the images shared. Regardless of the receiver’s values and attitudes the 

message related by this image is very clear. To corroborate interpretations, I may 

construe regarding a recipient to their experience, a multi-rater questionnaire was also 

conducted.  The responses to this questionnaire is intended to support or discount my 

interpretations of the responses and reactions to tourists’ experiences as communicated 
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by a social media community offering unbiased reactions to the viewing of the shared 

experiences. The multi-rater expressions of their reaction to the images contributed a 

level of accuracy to the understanding of what was expressed by the participant. The 

interpretation of the multi-rater volunteers is considered credible and legitimate in order 

to support or dispute the message and purpose of social media engagement that originated 

with interview participants. It has been beneficial to consider the interpretations of the 

multi-rater volunteers regarding the messages communicated as credible and legitimate 

interpretations of the message that was desired to be conveyed and the recipient 

understanding of the level of satisfaction the communicator is experiencing.  

 

3.1 Relationship Among three fields of Study 

  To better understand the methodological inquiry and theoretical framework 

described in this chapter, the relationship between phenomenology, sociology and 

psychology must be explained. Online communication and progressive technological 

tools have created a psycho-socio phenomenon that has its own cultural norms and 

practices. The relationship Millennials have with social media demands an understanding 

of the impact social media engagement has on the psychological disposition, moods, 

actions and reactions of Millennials. Figure 3.5 outlines the triangulation of three fields 

of study (phenomenology, sociology and psychology) that result in an understanding of 

the impact of social media on the experiences of the Millennial generation.  
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Figure 3.5 Triangulation of Fields in the Process of Understanding the Impact of 

Social Media on Millennials 

 

 

3.2 Mobile Image Ethnography  

I objectified the data by analyzing the responses given through the interview 

process, an analysis of the submitted images and texts cross-referenced with that of the 

multi-rater survey. The data was mapped through various viewpoints. The viewpoints of 

the experiencer and that of the potential recipient.  Interview questions were also built 

into the interview process in order to eliminate inconsistent responses and attain 

responses that are intended to corroborate and reinforce previous responses. Based on my 

reviews of current research there is no evidence of existing research that incorporates the 

intersection of all the areas encompassed in this paper (Figure 3.1). Each of the areas, 

with the exception of social media use assessment, has been well documented and 
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understood by previous research. The alignment between perceptions and expectations 

for a given destination has also been minimally examined. My research seeks to update 

and create a platform for further exploration in the area of qualitative triangulation to 

intersect technological communications with sociological and psychological components 

and some tourism stakeholder resources. The value and impact of the evolution and 

progression of technology and social media applications are included in the data 

generated.  

Mobile ethnography (Ch. 2.13) is one method I used to provide insight into the 

tourist experience as a series of experiences both tangible and intangible. Each tourist 

experience is built through a combination of valued encounters both intrinsic and 

extrinsic in addition to tangible and intangible experiences. Emotions generated 

(intangible and intrinsic) as a result of the destination landscape (tangible and extrinsic) 

are produced by interacting with various tangible tourism stakeholders (e.g. attractions, 

foods and beverages, etc.) and the intangible results of those interactions (e.g. mood and 

prior expectations).  

Ethnography is a method of diary study utilizing various methods for observations 

to include photo journaling and story-telling (Muskat et al., 2013). Ethnographic research 

in my study is used to examine online communications and connections to online 

communities. The images submitted are a part of the diaries of each participant’s journey.  

This allows for inquiry into the perceptions that are produced by the receiving entities as 

they experience the stories shared through images text representing the experiences of the 

Millennial tourist in Canada. This is a factor in the overall methodological framework for 
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this dissertation. I further detail my methods aimed at generating viable data for analysis 

throughout this chapter.  

This dissertation seeks to examine the influence of social media on the process of 

destination image creation to determine the impact on the actual lived experience of the 

Millennial leisure tourist. Figure 3.6 illustrates how the areas of study overlap to produce 

the focus of this research. 

 

Figure 3.6 Venn Diagram of Interacting Social Concepts 

 

 

3.3 Tests of Validity and Rigour for Ensuring Research Quality and 

Trustworthiness 

 Data gathered is validated through tests of rigour as introduced in Lincoln and 

Guba's (1985) work. Lincoln and Guba introduced a set of criteria to test the academic 

legitimacy of qualitative data that I have chosen to use to validate the data in this 

dissertation. These criteria are as follows:  
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3.3 (i) Credibility and Limitations 

The research process in this dissertation has been designed with great care to 

support the internal validity of the information gathered. Through a confluence of data 

generated from multiple methods it is expected that any anomaly is dissipated, increasing 

the credibility of the final analysis. The data collected through a structured, open and 

closed-ended informal interview process allows for rich data offering thick descriptions 

to be recorded. The initial coding of the data was aligned with the sequence of the 

interview process, and was then analyzed and presented visually along with social media 

images submitted by the participants. (These images were submitted by most of the 

participants, however some participants submitted no images and some participants 

submitted multiple images.) A multi-rater survey was voluntarily completed by 13 

randomly chosen volunteers framed by a pre-defined criterion to ensure they all engage 

in social media and have social media community members that post information 

regarding their leisure vacations.  The multi-rater responses further enrich the researcher 

reactions by supporting or offering varied perspectives to a point of view resulting from 

the initial coding. The amalgamation of the initial coding, the multi-rater responses and 

further coding diluted the biases of the principle researcher (me), while thickening the 

information gathered. Each interview participant, each image submission and each multi-

rater volunteer serve to increase the credibility and trustworthiness of the data collected 

as originally outlined in 1985 and reiterated with paradigm shifts in 2013 (Lincoln & 

Guba, 1985; 2013).  

It is possible that less than positive responses may have been entered because of a 

negative experience that is not associated with the Canadian leisure experience. Perhaps 
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the participant received bad news from a loved one, their flight was delayed, or are 

struggling with missing luggage and/or many other non-destination related travel 

mishaps. Again, I believe that the confluence of the methods applied results in the 

mitigation of negative responses. I also noted in Ch. 2 that some negative experiences 

may be tolerated by participants if the end result in engaging in the desired experience is 

satisfied (Ch. 2.1, 2.8).  

 

3.3 (ii) Transferability and External Validity 

My research relies on a combination of methods that includes collecting social 

media messages as communicated during the leisure experience, and conducting 

structured open and closed-ended interviews of tourists. The data produced was analyzed 

to determine the impact of social media on advocacy for Millennial leisure travel to 

Canada. This process is transferable and may be used to conduct research on any 

destination or target market as desired. Snapshots of experiences captured in the form of 

social media images were shared by Australian travellers during their leisure vacations 

are expected to be influencers in the generation of a destination image in the minds of 

potential tourists (Meyrick, 2006). Social media communication is integral to the 

generation of destination image, perception, expectations and motivation. Therefore, the 

visitors’ relationship with social media is a viable source of advocacy.  

The results of this research are unique to the specific marketing processes studied 

and result in an understanding of the visitor relationship to their destination. I am 

proposing to use this strategy to gauge the effectiveness of a variety of destinations’ 

marketing strategies as an option for further study. The current study may represent a 
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baseline for future evaluations with a possibility of considering cultural differences as an 

added factor. Future work may further analyze the demographics to differentiate between 

tourist experience based on family structure (marriage, children, etc.) and sexual 

orientation. I consider this research method to be transferable to other destinations, other 

tourists, and other experiences, and I see significant opportunities to transfer and use 

these methods for further analysis.  

My study was based on a consideration that a strong correlation exists between 

the use of social media and the development of pre-arrival perceptions (Munar et al., 

2013). There is an established correlation between how a destination is portrayed to a 

social media audience and how it is perceived by potential travellers to that destination. 

This correlation allows for further study gauging the value, both quantitatively in tourism 

arrival numbers, and qualitatively in pre-arrival perceptions. The methods used in this 

dissertation are transferable to various other framed criteria for examination.  Findings 

based on this research method are also valid and applicable to further the understanding 

of the interviewees motivation to engage in social media.  This would also add to the 

body of knowledge regarding the effect SME has on their lived experiences.   

 

3.3 (iii) Generalizability/Representativeness 

 Constructive theory implies that each set of new information is combined with 

previous information in order to generate an evolving set of perceptions or an 

understanding of a concept. Qualitative data was gathered through the process of this 

dissertation to generate a comprehensive message or understanding of the images 

representing a Canadian journey to the Millennial travellers interviewed. Each of the 
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responses, images and multi-rater responses developed a generalized popular response to 

the questions addressed.  

 

3.3 (iv) Dependability/Reliability 

The interviews were conducted in a standardized format.  The informality of the 

interview process assisted in supporting higher levels of comfort for the participants’.  

Efforts were also incorporated to ensure that interviewer stayed on script in order to 

maximize the consistency of the interviews to each other. The standardized component is 

the general order of consent and information presentation, introduction of the role of the 

participant and the general order of the questions. The informal component allowed for 

flexibility should the participants share experiences that are unexpected and tell stories 

that add richness to the data collection at hand. This approach generated dependable 

participant responses and ensured the level of interviewer influence was consistent 

throughout. While the results are reproducible, I do not expect the results to remain 

consistent over longer periods of time, as the results/responses will change to reflect the 

demands of Millennial tourists as they become savvier and better travelled. When the 

saturation level of shared experiences reported was consistently reached, no new 

information is revealed in the interview process, there is a level of dependability in 

richness of the data collected. Richness of data in this case refers to the depth of 

information that is included, once the interview responses reached this point the data 

collected was considered reliable.  The ability for full and meaningful (thick) description 

of the responses attained during the interview process was then considered to be 

achieved. This approach meets the criteria established and later amended by Lincoln and 
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Guba (1985; 2013), therefore the data generated in this dissertation is considered 

dependable and the results reliable. 

 

3.3 (v) Confirmability/Objectivity 

As noted previously, the interview process is designed to diminish researcher bias 

and focus on participant preferences and prejudices, resulting in information that is 

reflective of the travellers thoughts and feelings. By gauging both a sender and receiver’s 

perspective along with quantitatively collected data (statistics) my goal is to increase the 

objectivity of the analysis, and therefore the confirmability of the results.    

What an experiencer identifies as their reasons for engaging with social media has 

been itemized by frequency of occurrence among the interview participants. Along with 

responses from multi-rater opinions and the literary review, there was an expressed 

relationship created by a confluence of social qualitative inquiries (interview process and 

multi-rater responses) and quantitative data (statistics and quantification of some of the 

interview responses and multi-rater responses). This is a consistent method of data 

gathering that confirms participant responses as a means to understand relationships - in 

this case between the Millennial experiencer and social media (Taylor, 2011; Chapman, 

2000). This study has been developed to produce objectively valid qualitative data.   

 

3.4 The Interview Process  

Interviews conducted with Millennial Australian leisure tourists during their stay 

in Canada were completed in a 6-month period (see Interview Guide in Appendix C). The 

goal was to conduct interviews until answers became repetitive in each Province in order 
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to generate primary data for qualitative analysis or to point of saturation. 39 interviews 

were completed: 15 in Toronto and 24 in Vancouver/Whistler.  

Once I started interviewing a snowball sampling effect occurred, with many of the 

participants connecting me with other Australian tourists interested in participating. An 

ethics approval and statement of intent was handed out to each interviewee to be signed 

in order for them to acknowledge understanding the research they were participating in 

and how the interview responses were to be utilized.  

The questions in the interview include the following categories, as per Figure 3.11 

� Gender and Age Statistics  

�  Place of Residential Origin 

� Verification of Australian background aka Citizenship 

� Relationship with Social Media – Applications Used and Frequency of Use. 

 

Table 3.7 Coding of Interview 

 
Area of Exploration Considerations 

Symbolic Participants were asked to identify three images that 
immediately bring Canada to mind, and to write one 
sentence that best describes their thoughts about Canada. 

Attitudes What are they expecting from this trip to Canada? 
Service? Scenery? Culinary? 

Culture This will generate qualitative data as I intend to transcribe 
responses to gauge outcomes achieved. 

Information Sources Where did participants learn about Canada? How did they 
achieve their perception and attitudes? 

Social Media Submission  

 

Participants were asked if they would be willing to 
submit social media posts with a brief explanation for 
each one. 
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Submission Explanations 

(optional) 

Open-ended component: Participants were asked to share 
any further information regarding their leisure journey to 
Canada and their relationship to social media as they 
wish. 

 

Structured, open and closed-ended interviews were conducted on site with the 

permission of the participant and tourism stakeholders involved. I have transcribed and 

categorized each interview to gain insight regarding on-vacation feelings as well as how 

positive experiences about their leisure journey are expressed.  

Commencing with a short introduction, I provided the participants with a 

summary of the study being conducted. This letter of information was presented to each 

participant. Next, I conducted a general inquiry of their experience to answer key 

questions, which included asking participants to share highlights of their journey, as well 

as their pre-trip expectations and how were these expectations realized. Based on 

responses, I allowed the interviewee to further express their account of their leisure 

experience. Each interview was a minimum of 30 minutes. Authorization to audio-tape 

each of these interviews was requested.  

My request for images as posted on social media was composed as follows:  

1) Submit a picture that you posted to social media relating to your Canadian leisure 
experience. 

2) Identify the travel activity and location, and the social media platform that was 
used (e.g. Snapchat, Facebook, etc.). 

3) List 3 reasons why you took the picture and explain your choice of social media 
platform. 
 

Social media images that had been posted and shared while experiencing the 

Canadian leisure landscape were requested with a brief explanation, and several images 

were collected from some of the participants interviewed (N= 37; 37 images in total were 
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collected – 18 in Vancouver/Whistler, 19 in Toronto). This was aimed at establishing a 

more complete overview of their journey, while allowing mobile ethnography to be used 

in the data analysis to identify and reveal cultures and social nuances that surround social 

media engagement and tourism.  

I concluded each interview with an open conversational component to facilitate 

both the participants’ story-telling about their experience in Canada and a flow of 

structured/informal communication. I expected to garner information regarding the 

impact of social media engagement on the experiences of the participants as they 

travelled in Canada. The image submissions offer additional information and authentic 

illustrative ethnographic data verifying interview responses garnered. The data was 

transcribed and interpreted by the researcher. Analysis of the data has been synthesized 

and verified with a multi-rater survey to support the credibility of the findings by 

mitigating researcher bias and increasing accuracy and rigour. 

 

Figure 3.8 Sequence of Data Analysis 

 

 
 

Confluence of Data

Coded

Structured open & 
closed-ended Interviews 

Transcribed

Images  Submitted

Transcribed and 
Summarized

Multi-Rater Surveys

 

Data that has 

passed 

tests of rigour  

and validity 
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3.5 Interview Response Categories 

 

Responses from the interviews were transcribed and the content categorized in the 

sections listed in Figure 3.13. (Raw data was not included in the dissertation, but a 

document of raw data transcribed is available upon request.) 

 

Table 3.9 Identifying the Coding of Data Collected 

 
Coded sections of 

interview 
Sub codes for each section 

(providing further 

examination) 

Further coding based on 

content analysis of data 

gathered. 
1. Screening - Year of birth 

 - Place of Residency as 
confirmed by passport 
 - confirmation of travel for 
leisure purposes 

-What part of Australia is the 
participants place of 
residency 
- Consider older Millennial 
responses in comparison to 
the responses of younger 
Millennials  

2. Expectation  - Identification of sights 
and activities participants 
visiting BC expect to see 
and do 
 - Identification of sights 
and activities participants 
visiting Toronto expect to 
see and do 

 - Identification of sights and 
activities participants visiting 
BC expect to see and do 
 - Identification of sights and 
activities participants visiting 
Toronto expect to see and do 

3.Perceptions/Imagery 
of Canada 

 - Images of Canada those 
visiting BC had prior to 
arrival in Canada 
 - Images of Canada those 
visiting Toronto has prior to 
arrival in Canada 
 - Reasons identified by the 
interview participants 
regarding making Canada 
the destination of choice for 
their leisure travel. 

Suggested Perceptions 
a) Temperature 
a) Canadian hospitality 
b) Scenery – snow? 
c) Snow-capped Mountains 
Wildlife 

4. Research on Social 
Media 

- What source is most 
influential in informing 
potential tourists regarding a 
leisure trip to Canada  

- Suggested sources of 
information regarding 
destination of choice: 
a) Word of mouth  
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a) for those that arrive in BC  
b) For those that arrive in 
Toronto 

b) Website  
c) Social media 
d) Magazine  
e) TV shows/Movies 
f) Documentary 
g) Other 

5. Social media 
relationship 

- In order to gauge the level 
of relationship the 
participants have with social 
media – level of dependency 
and interaction these 
questions are composed to 
determine the following: 
a) What is the frequency of 
access to social media – 
prior to trip compared to 
during their trip for those 
arriving in B.C? 
b) What is the frequency of 
access to social media – 
prior to trip compared to 
during their trip for those 
arriving in Ontario? 
c) What social media 
platforms are used for those 
arriving in BC 
d) What social media 
platforms are used for those 
arriving in Toronto 
e) What are their identified 
reasons for posting and 
whom are the participants 
targeting their posts to? 
f) What is the expectation of 
responses? 
g) How important is it to 
receive a positive response? 
h) What constitutes a 
positive response?  
i) How does one feel when 
no response is garnered? 
j) How does one feel social 
media has impacted their 
overall experience/ 
 
  

Suggested responses: (each 
response is duplicated for 
those arriving in BC and 
those arriving in Toronto.)  
 a) Access social media 
hourly, daily, or weekly 
b) An increase or decrease in 
social media engagement 
while on leisure journey as 
opposed to when at home. 
c) Social media platforms to 
include Facebook, Twitter, 
Snapchat, Instagram etc. 
d) See c) 
e) (i) Sharing – Social 
Connectivity with friends and 
family not on the journey 
e) (ii) Promotional/Self 

Presentation/bragging 
How does this identify with 
the feelings conveyed?  
e) (iii) Journaling/Diary – 

keeping pictorial records for 
self to remember events 
e) (iv) Networking/New 

Contacts –staying in touch 
and connecting with people 
they meet during their leisure 
experience (easier than 
getting phone numbers etc.) 
f) Range of no expectation of 
response high level of 
response expectation 
g) Range of very significant 
to receive positive response 
to not at all important to 
receive positive response 
h) Range of like to comments 
and perhaps the number of 
likes plus comments 
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i) Range of n/a to feeling very 
sad and lonely/insignificant/ 
not validated 
j) Range of responses from 
very influential to negative 
experience to n/a to very 
valuable and significant to a 
positive experience 

6. Representation What are the images that 
participants in my study 
have chosen to post to 
represent the leisure journey 
they are experiencing in 
Canada?  
a) Images posted on social 
media by those arriving in 
BC  
b) Images posted on social 
media by those arriving in 
Toronto 

a) Key words used by the 
participants describe the 
images posted on social 
media for those arriving in 
BC 
b) Key words used by the 
participants to describe the 
images posted on social 
media for those arriving in 
Toronto 
c) Reasons identified by the 
participants as to why that 
particular image was chosen 
to represent their leisure 
journey in Canada 

7. Return Visit - Likelihood of Return by 
those arriving in BC  
- Likelihood of Return by 
those arriving in Toronto 
- Reasons identified by 
those visiting BC for 
returning 
- Reasons identified by 
those visiting Toronto for 
returning 

Suggested responses: 

a) See rest of Canada 
b) return to repeat current 
visit 
c) return to engage in 
activities one didn’t get a 
chance to engage in this visit 
d) love Canada so much - “do 
I really need a reason?” 

8. Comments Open ended part of informal 
interview where the 
participants have the 
opportunity to tell stories – 
their most unexpected, best, 
worst parts of the journey. 
How has Canada surprised 
them…things they didn’t 
know about before they 
came that they wish they 
knew - potential information 
to share with social media 
audience… 

Coding from key words based 
on content analysis of general 
comments 
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Coding was based on content/word count analysis; key words from each category 

assist in organizing the data and detecting patterns, themes and commonalities. Analysis 

of various comments was intended to highlight descriptive information based on the 

narrative data collected and lead to forming summaries and conclusions in response to the 

hypothesis. The analysis of the content was expected to draw attention to patterned 

regularities or phrases, expectations, perceptions, and social media postings that appear 

with greater frequency than other information. Some responses resonated throughout 

various interviews generating common themes in the T.E. as share through SME. Once 

the content transcription and coding was completed, an analysis of what the frequency of 

repeat content may indicate was conducted to guide the writing of final answers to the 

overall research question. The content or key words that were expressed were considered 

as the qualitative component in determining the experiences desired.  

The core information examined in data analysis were the posted images and the 

meaning ascribed to the postings by the individuals sharing the images. I focused on what 

the tourist identified as their feelings about a particular image, experienced with regard to 

responses from their audience, and identified as the value of social media to their journey.  

There are many sub-categories to the research questions, including what the 

tourist recognizes as their reasons for posting, and what value the tourist assigns to 

having access to social media while on their leisure journey/experience. The questions 

were structured to observe whether the items posted were in line with both the things the 

tourist hoped to see and do in Canada prior to their arrival, as well as their pre-travel 

perceptions of Canada.  I intended to establish whether or not the reasons to visit Canada 
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were reflected in social media postings, which in turn allowed for the top influencers for 

coming to Canada to be identified. In addition, further analysis may differentiate between 

posts of visitors from rural communities versus those from urban communities. Further 

study of the key reasons to return to Canada may also support the value of the social 

media posted. 

 

3.6 Multi-Rater Component 

The multi-rater survey (see Appendix D) was created to collect data on social 

media recipient reactions to the posts of the participant Millennial tourists in order to 

garner further external validity (Lincoln and Guba, 1985). The images and text submitted 

by the Millennials were examined one at a time by a series of survey volunteers. These 

randomly but purposefully selected volunteers completed a short questionnaire with a 

comment component (for open ended responses) regarding their thoughts and feelings in 

reaction to receiving such communications from their social media community. The 

majority of volunteers were Millennials (both young and older), but also included men 

and women from the Baby Boomer generation. These reactions were coded by the 

frequency of similar responses in order to draw a connection between the alignment of 

messages desired to be relayed, and how the messages relayed were received by potential 

members of the participants’ social media community. The multi-rater process was also 

put in place to dilute researcher bias. 
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3.7 Multi-Rater Test of Validity 

A second survey was conducted through a random sampling of social media users. 

Each of the participants completed 4 questions formatted in semantic differential and 

Likert scale styles for each of the 37 images submitted. There was also the opportunity 

for open-ended responses for those who wished to expand on their responses. The years 

of birth of these participants ranged from 1952-1994, thus covering a wide age range in 

line with the family and friends of the interviewed group as noted in interviews regarding 

their intended audience. (13 volunteers completed the entire questionnaire). 

 The purpose of the multi-rater survey is to gather data representing possible 

responses generated as a result of receiving the social media communications shared by 

the tourists participating in the image and text submissions used in this dissertation. Each 

of the image and text submissions reflect the top images and comments shared to the 

social media audience that the sender felt most representative of their Canadian leisure 

experience. This communication alone defines the fundamental description of the leisure 

experience valued by the sender. The purpose of sharing these posts was communicated 

during the interviews, with journaling, sharing (most frequently with mom), connecting, 

garnering positive attention and bragging as the most prevalent reasons. With these as the 

cited reasons, one purpose of the multi-rater survey was to ascertain the responses from 

potential recipients. A limitation of this study is that we were not able to access the actual 

recipients of the messages, however individuals that engage in social media while not on 

vacation were selected to complete the multi-rater survey in order to generate the most 

accurate reactions possible regarding seeing messages from others in one’s social media 

audience while they are on vacation. 
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 The participants in the multi-rater survey communicated that jealousy and 

happiness were the main feelings elicited when viewing vacation postings by members of 

their social media community. While studying the responses from the multi-rater survey 

(found in the Appendix D) I chose to focus on the frequency of the same or similar 

answers as they were documented. This allowed me to gauge the popular feelings and 

opinions generated in response to each image. Charting the mode (see multi-rater 

responses available upon request) for each set of images as collected, it is apparent that 

the images submitted by the BC tourists elicited a positive mood based on content and 

generated a great level of interest for social media responses. The feelings in response to 

the images posted by tourists to Toronto were less distinct. While overall a positive mood 

seems to be communicated through the images, as identified by myself and the multi-

raters, there seems to be a more reflective and contemplative feeling generated from the 

images shared by the tourists visiting Toronto. There is apparently less of a ‘wow’ feeling 

generated by these images and therefore less of an inclination to respond on social media 

to these images as confirmed by the multi-rater volunteers.   

 Simultaneously, it seems that the multi-rater opinion strongly communicated that 

the receiver considers showing off and bragging as prominent reasons to post for those 

visiting BC travellers and using social media, while it seems that the receiver of the social 

media message may feel that sharing and journaling is the goal for the senders visiting to 

Toronto. Connecting, as a reason to post, was described in both cases as a suggested 

reason for communicating the messages. The findings in this second survey reflect the 

multi-raters’ opinions and interpretations of the original senders’ motives for posting. I 
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have compared these opinions about motive to the reasons for posting that were indicated 

by the participants themselves.   

 The variance in showing off or bragging versus journaling and sharing can be 

attributed to gender and age differences as highlighted in an article titled, “Facebook 

Users’ Engagement and Perceived Life Satisfaction,” by Tammy Vigil and Denis Wu. 

The authors observed “notable sex- and gender-based differences” in social media use 

(Vigil & Wu, 2015. p. 8). Women were recognized to be focused on relationship 

maintenance, development and building, while men tended to use social media more for 

the purposes of “self-promotion, self-development and self-expression” (Vigil & Wu, 

2015, p. 8). This research indicated a strong correlation between social media use and the 

desire to connect, whether it was for relationship maintenance or self-promotion. The 

women’s purposes for showing off varied from the men’s reasons for showing off (Vigil 

& Wu, 2015). Women hoped others would be jealous of their travel destination 

(relationship oriented), whereas men were communicating that they had accomplished a 

task or achievement in that location (self-promotion oriented). This is evident in the 

responses to the interview questions. Women described posts with comments such as: “I 

looked so good here I had to post it to make others jealous,” and men commented with, “I 

wanted to show the steepness of the mountain I snowboarded” (B.C. Interview #8 and 

#12). This may influence the receiver responses as the female generated content may 

inspire more envy and the male generated responses may inspire admiration.   
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3.8 Approach to Presenting the Summary of Results   

 The purpose of this analysis was to determine the impact of social media on the 

actualized experience of the leisure Millennial tourist in Canada. I have layered the 

responses from the interview to determine what tourists identified as desired activities 

and expectations of Canada in posts to social media platforms during their journey. I 

examined the rate of return and reasons to return, the frequency of extended journeys, and 

other relevant comments in order to report on Canada’s desirability as a leisure 

destination. The interviews revealed the motivations behind tourists’ social media posts, 

and their perceived value of having access to social media, which expressed the impact of 

social media engagement on their overall leisure experience. Further scrutiny, in an effort 

to gauge any relationship between access to social media and the rate of return and/or trip 

extension, may also be conducted through analysis of the responses from this study. 

I have included images submitted by interview participants throughout this 

dissertation. In Chapter Four, I have also included pivotal quotes from each region as 

well as quotes to support any conjectures made as a result of the data analysis.  

 

3.9 Ethical Considerations 

Due to the sensitivity of interviewing human subjects, a submission was made to 

the Research Ethics Board at Royal Roads University and George Brown College. 

Approval was granted by both.  In order to qualify for approval an informative consent 

letter was presented to each participant, who were also asked signed a consent form. 

While the interviews were recorded, they were coded and no link to the participant was 

made in the recording. Contact information was not requested and therefore not 
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documented. Storage of the consent forms are kept separately from the transcribed 

interview documents and the interview recordings. It was made clear that if the 

participant submitted images where they are recognizable, that they give their consent for 

the images to be used in the dissertation and further knowledge mobilization upon 

completion. A website was created in order for the participant to be able to retrieve the 

results from this research upon completion. (www.mycanadianexperience.ca) 

 

3.10 Research Agenda 

The following outlines a sequence of tasks that were considered necessary in 

order to acquire data for this dissertation in an ethically and responsible manner.  

Review of Literature:  

 

First Stage of Secondary Data Collection 

a) Acquire data/information regarding the economic scope of tourism in the context of its 

socio-economic impact to Canada.  

b) Identify and acquire statistical information regarding international arrivals to Canada 

for leisure purposes. Identify the trends and the most opportune group to study in order to 

focus on the implications of social media.  

c) Identify the tourism marketing strategies of Canada’s federally appointed tourism 

marketing organizations and associations. Identify their needs for research. 

d) Define the path to purchase to be utilized for this study. 

e) Identify and analyze social media and related technology and its affect along the path 

to purchase. 
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1) First Stage of Primary Data Collection 

a) Refine interview and questions after pilot interviews held with randomized leisure 
tourists in Canada.  
b) Identify potential sources to encounter Australian Millennial leisure tourists for 
interviewing purposes. Contact appropriate authorities for permission and awareness 
campaigns regarding this research. (E.g. International Hostelling Association, Leisure 
Information Network, and Parks and Recreation Ontario.) 
c) Develop ethical guidelines and consent form, research questions and interview 
questions. 
d) Determine and acquire compensation for the interview participants. 
e) Develop website and other informative collateral to inform potential 
participants/interview subjects. The website will also offer opportunity for the 
participants to track the results of their involvement.  
f) Undertake interview process in BC and Ontario. Record the interview on ITALK 
application with the consent of participants. 
g) Obtain images as posted by interview participants. Other submissions will also be 
welcome so long as the targeted group while on a leisure experience in Canada has 
shared the submitted images on social media. Included with the image must be, at a 
minimum, identification of the location. 
h) Transcribe recordings to analyze and present using semiotic categorical content 
analysis and frequency study.  
i) Consider the images with an understanding of mobile image ethnography. 
 

2) Second Stage of Primary Data Collection – Corroboration and Validation 
a) Develop and create multi-rater survey to support analysis of images comments and 
summarized findings from interviews. 
b) Recruit multi-rater participants 
c) Distribute and inform multi-rater participants regarding the ethical guidelines, 
purpose, and format for completion of the survey. (Each image is analyzed and 
commented upon by inter-raters.)  
d) Collect completed surveys and analyze based on frequency of similar responses. 
e) Compare summary of findings to the data generated from the interview data 
analyzed. 
  

3) Second Stage of Secondary Data Collection 
a) Locate contemporary published materials and media articles based on interviewee 
responses. 
b) Acquire and develop a comparative review of the top three social media 
applications identified as being engaged in during leisure travel.  
c) Cross-reference literary concepts with research findings to further develop the 
concepts defining the impact of social media engagement during leisure travel. 
d) Revisit earlier chapters to include additional research needed to facilitate and 
address any findings that have emerged.  
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4) Impact of Social Media Engagement on the Tourist Leisure Experience – Summary 
and Evaluation 
a) Summarize each component of the interview categories. 
b) Cross-reference the interview data with multi-rater data. 
c) Identify conceptual conclusions based on the research undertaken for this 
dissertation. 
d) Suggest opportunities for future study/investigation. Suggest applications for the 
findings generated by this research. Recognize limitations of this study. 

 
5) Multi- Rater Survey – Data Collection 

a) Volunteers were recruited from a diverse age group to complete the multi-rater 
questionnaire for all images submitted.  There is also a one page with an open-ended 
opinion question. 
b) Volunteers were screened to ensure they engage in social media – specifically at 
least one of the top four identified as being utilized by the interview participants. 
c) Volunteers were instructed to responds as if the images were shared on their social 
media application of choice from a member of their social media community while 
the social media ‘friend’ is on holiday in Canada. 
 

6) Multi Rater- Survey - Data Analysis 
a) Responses were coded into categories corresponding to the questionnaire 

questions.   
b) Responses from each volunteer for each image was entered separately. 
c) Summaries were made based on popular responses and pivotal responses. 

 
 
3.11 The Operationalization Process for Data Analysis 

 The process of content and image analysis was determined through categorization 

of verbally communicated responses gathered via interviews. An analysis of the Likert 

scale responses, conversational responses and the interpretation of visual images as text 

was triangulated to identify the impact of social media on the lived leisure experience of 

a tourist.  

There are three categories of outcomes: 

1) Outcomes Identified as Positive 
a) Based on descriptors and direct responses to the questions in the interview process. 
b) Affirmative, optimistic, upbeat descriptors regarding engagement with social media 
and upon receipt of response(s). 
c) Comments that establish social media engagement with a sentiment of necessity and 
enhancement of the leisure experience as it occurs. 
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d) Semiotic analysis of the communication via image and text that has been posted/shared 
on social media. 
 
2) Outcomes Identified as Neutral (no impact) 
a) Based on descriptors and direct responses during the interview process.     
b) Impartial, unbiased opinions offered, little interest in the responses.  
c) Comments that establish neutrality or unenthusiastic feelings with regards to social 
media engagement during their leisure journey.  
d) Semiotic analysis of the communication via image and text that has been posted/shared 
on social media. 
 
3)Outcomes Identified as Negative 
a) Based on descriptors and direct responses during the interview process.   
b) Undesirable, damaging, adverse descriptors regarding engagement in social media.   
c) Semiotic analysis of the communication via image and description of what was posted. 
d) Comments that verify undesirable feelings with regards to social media engagement 
during the leisure journey. 
 
3.12 Method of Data Analysis  

 I interviewed selected participants in BC (Vancouver/Whistler) and Ontario 

(Toronto, GTA) to the point of saturation at which point the sampling size is considered 

valid.  Once the interviews fulfilled the criteria noted, I stopped seeking candidates and 

began transcribing the interviews. I coded using the categories outlined in Figure 3.5. The 

text of interview responses was then categorized and analyzed based on the frequency of 

use as well as in the context of the entire response.  

Each category has been segmented based on the area of questioning. Each area of 

questioning has been developed to respond to a component of the questions as outlined in 

Ch. 1.1. The questions considered for this dissertation are as follows:  

 
1) What are the influencers/motivations for leisure destination choices for the 

Millennial generation? What is the impact of social media engagement on 
potential tourist experience? For the purpose of this research, potential tourists are 
those that are part of the community otherwise known as the social media 
audience or social capital of current tourists.  

2) What perceptions about the relevance and desirability of Canadian leisure 
experiences are visitors communicating via social media?  
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3) How does the act of instant sharing contribute to the participants’ enjoyment and 
perceived value of the experience as it occurs? How does social media 
engagement impact the likelihood of future visits by the participant? 

4) How does the social media engagement during a travellers’ leisure journey in 
Canada tap into the market of potential tourists and impact advocacy? 
 

 
 The categories of questions explore the development of destination perception and 

expectations prior to the visit. The interviews were aimed at isolating the top sources of 

information Australian Millennials rely on to make their destination choice for a leisure 

vacation. The interviews were also designed to determine each individual’s relationship 

with social media engagement: How much do they engage on a regular basis and does 

this level and type of engagement change when they are on vacation? I also investigated 

the psychological expectations and reactions to social media experiences. An open-ended 

conversational component was included in each interview, in addition to allowing the 

participants freedom to continue talking about their experiences throughout the process. 

The photos/images that have been shared on social media and submitted by participants 

in this research were discussed. Some were submitted with text explanations and some 

were presented and elaborated on in the interview process prior to the submission. These 

communications were analyzed in terms of what is shared, what is communicated, who 

they expected to see and respond to it, and why they chose that image to share. The 

analysis carried out by the researcher included thick descriptions of some of the 

experiences that are represented in the images submitted. These narratives are included in 

Chapter Four.  

Validity of impact is achieved by coding and categorization of responses, and 

information from the open-ended questions, the images and accompanying text. The 

frequency of words used and images shared tell a story of the experience as it is realized 
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by the tourist, however in the case of qualitative research the story is best told through 

accounts of the Canadian leisure experience as impacted by engaging in social media. 

The demeanour of the participants as they relayed their accounts was captured in the 

researcher’s thick description of the statements. Validation or invalidation of the message 

received by the researcher has been authenticated through the multi-rater process. 

Ultimately the message that is popularly received functions as advocacy for future 

tourists’ destination selection and return visits. Pivotal quotes may result from the 

interview process and as well as perhaps strong image submissions with compelling 

experiential accounts, to support the pivotal quotes are included.  

 The following table outlines the concepts that have been studied and evaluated by 

the variables identified. The response to the questions listed under ‘indicators’ forms a 

baseline to measure the variables as they relate to each concept.  

 

Table 3.10 Baseline Formation for Exploring Social Media Impact 

 
Concepts Variables Indicators 
Impact Frequency of Access Response to Question: How did 

opportunity to post make you feel? 
 Reasons for Posting Response to Question: How did receiving 

a response make you feel? 
 Images Posted What was posted? 
 Expectations Regarding 

Response 
Response to question: What do you 
consider is the impact to your experience? 
Response to question: How did no 
response affect the way you felt? 

Social 
Media 

Applications Used Create a comparative chart 
for the top three social media 
applications identified. 

 

 

  In order to validate tests of rigour in the operationalization of the analysis, a 

triangulation of data gathering and verification has been incorporated. Social media 
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sender relationships and receiver affiliations are observed through self-reporting of 

images during the interviews. Images were submitted and responded to by potential 

recipients. The self-reporting of purpose for sharing and expectation of response was 

investigated, while the elicited sensation of receiving such shared images was also 

examined. The information and/or message shared by the actual image itself and the text 

accompaniment was then analyzed to determine outcomes and responses to the questions 

as outlined in Chapter One. 

3.13 Chapter Three Summary 

 

In summary, Chapter Three outlines the theoretical framework of this dissertation 

(Ch. 3.0-3.3). With a constructivist approach to understanding epistemology (Figure 3.0), 

I have presented the qualitative research methods (Figure 3.2), developed according to a 

Phenomenon of Social Media Engagement (Figure 2.10). The lenses of ethnography and 

phenomenology (Figure 3.3) are outlined as they pertain to the examination of interview 

response and shared social media images submitted. Tests of rigour are introduced and 

confirmation has been illustrated as to the reliability, transferability, credibility and 

generalizability (Ch. 3.3) of this Phenomenon of SME (PSME) (Figure 2.10). The 

interview process (Ch. 3.5) along with the categorizing of responses (Ch. 3.6) are 

explained. Ethical considerations (Ch. 3.4,3.6) and the research agenda (Ch. 3.9) are also 

presented as part of Chapter Three. Chapters 3.6 and 3.7 outline that the data collected 

and analyzed based on content and content frequency in relationship to the research 

questions from Chapter 1.1 with validation and further support to strengthen the accuracy 

of the conclusions through the multi-rater survey completed for each image submitted.  
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All findings are presented in Appendix E in a manner that is consistent and offers 

ease of analysis. Chapter Four introduces discussions of the findings and draw 

conclusions based on previous quantitative data integrated with the qualitative content of 

the interviews and shared images as explained through the PSME (Figure 2.10). Finally, 

limitations and recommendations are outlined in Chapter Five regarding the overall 

impact of social media on the leisure tourist in Canada and their power of advocacy.  
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Chapter Four: Consolidation of Findings; Addressing the Questions 

 
Participants interviewed identified why they chose Canada as a leisure 

destination, and which communication medium most influenced that decision. The 

introduction notes that not only is emotional engagement a factor in destination choice, 

expressive sentiment is technologically present along each step of the path to purchase in 

the form of social media (Ch.1.2) influencing such emotions as desire. Literature 

introduced in Chapter Two has added to this construct, supporting the phase labelled 

“consideration” with motivation theories. This is also based on the expectation of a 

feeling of happiness to be fulfilled upon attaining the experience as communicated on 

social media (Miller & Tedder, 2011). In combination with the Veblen theory of 

pecuniary emulation (Pepall, 2016; Ch. 2.2), social media’s enhanced presentation via the 

storyteller (Harrison, 2003; Ch. 2.6), the Quality of Life report by Campisi (2013; Ch.2.1) 

and Tsiotsou’s (2010; Ch. 1.1) Customer Relationship Management, it can be determined 

that an emotional attachment is associated with motivation and product selection. Social 

media communications clearly hold substantial authority in constructing the perceptions 

and expectations of the social media communication recipient. Through the responses 

provided by the interview participants it is very clear that aside from images of Canadian 

wildlife, iconic attractions of the Rockies and Niagara Falls resonated as expectations of 

things to see in Canada.  

 

4.0 Introduction to Findings: Linking Social Media 

In Chapter Four I present and analyze the Phenomenon of Social Media 

Engagement construct as developed and validated through the research findings in this 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 156 

 

dissertation. The key research questions presented in Chapter One are addressed in 

collaboration with supporting literature from Chapter Two as related to issues leading to 

and surrounding research questions introduced in Chapter One as follows:  

1. What are the influencers/motivations for leisure destination choices for the 
Millennial generation? What is the impact of social media engagement on 
potential tourist experience?  
 

2. What perceptions about the relevance and desirability of Canadian leisure 
experiences are visitors communicating via social media? 
 

3. How does the act of instant sharing contribute to the participants’ enjoyment and 
perceived value of the experience as it occurs? How does social media 
engagement impact the likelihood of future visits by the participant? 

 
4. How does social media engagement of travellers as they experience Canada tap 

into the market of potential tourists and impact advocacy? 
 

In order to properly present conclusions, questions are addressed in the order they were 

introduced. Each question appears under its own subheading and data from research 

findings are discussed based on supporting literature from Chapter Two.  

Chapter Two establishes social media as the most trusted information source 

according to research on current Millennial travelers. As a result, it is important to 

identify both the influence of social media usage and its impact on the tourist experience 

while on a leisure journey, as well as the power of advocacy created along the path to 

purchase a tourism experience. In Chapter Three I explain the methodology I used to 

develop the Phenomenon of Social Media Engagement (PSME), encompassing theories 

in the areas of psychology, sociology, communications and economics as they relate to 

tourism experiences. The research methods used in this dissertation were designed to 

garner the most credible responses to the questions established in Chapter One and are 

based on a constructivist approach. Findings were transcribed, categorized, consolidated 
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and presented in a consistent manner in order to facilitate reliable analysis as presented in 

Appendix E. Chapter Four discusses how the constructs of the research findings in 

addition to current literature respond to the research questions posed in Chapter One. 

Conclusions based on previous quantitative data are integrated with the qualitative 

content of the interviews, shared images and validated through the multi-rater process. 

  

4.1 Constructing and Understanding the Impact SME has on the Experience of 

Australian Millennials in Canada 

 
 Interview responses (AE-1-AE-12), multi-rater results (AE-13), and relevant 

literature analysis in Chapter Two, have been combined to formulate valuable and 

reliable understanding of Social Media Engagement (SME) as it relates to the Tourist 

Experience (T.E.) in response to the research questions outlined in Chapter One. 

Revisiting the path to purchase, introduced in Chapter One, it must be noted that 

advocacy not only puts the destination on the consideration list, it initiates awareness of 

the destination and highlights experiences others have enjoyed while on their Canadian 

leisure journeys. Engagement in social media has demonstrated its power of influence in 

advocating destination selection through electronic word of mouth (eWOM) 

communication. The combination of interview responses, multi-rater responses, shared 

social media images and messages shared by participant tourists and volunteers 

established a foundation generating responses to the research questions first introduced in 

Chapter One. 

 These findings are explained in relation to the Phenomenon of Social Media 

Engagement (PSME) as outlined in Chapter Two. The diagram of the PSME is again 

included as Figure 4.1 for ease of reference as the research questions are addressed 
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through various components of this theory. This phenomenon, illustrated in Figure 4.1, 

was developed through research of literature to inform this dissertation. Theories 

supporting the direction of this research are illustrated to facilitate the cyclical and 

interrelated cycles resulting from a tourist’s experience. These theories and cycles 

validate the impact of Social Media Engagement (SME) on the Tourist Experience (T.E.) 

as discussed in the findings and identified in this dissertation. Research findings 

conducted in this dissertation and presented in Appendix E establish the integral role 

SME has in supporting the validity of the PSME through the combination of theories 

existing in supporting cycles that have not been previously connected in relation to SME 

and T.E.   

 Research findings demonstrate a symbiotic relationship between SME 

psychologically and sociologically, and demonstrate the impact of SME on tourist 

experience and on the perception of a destination by potential tourists. This in turn 

validates the powerful role SME has as an influential factor in advocating for destination 

choice.  
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Figure 4.1 Phenomenon of SME 

 

 

4.2 Capitalizing SME: Mapping of Motivations 

 The first core research question asks about influencers that motivate destination 

choice and affect the impact of SME on potential T.E. I argue that advocacy along the 

path to purchase heavily influences Millennials as they experience a tourist destination as 

a result of SME. Participants responded in Appendix E (Figure AE-6-AE-6a) that 

destination choice and the desire to return to a destination are positively influenced by the 

sharing of experiences on social media, which in turn positively develops the brand and 

perception of the Canadian leisure expectation for potential Millennial tourists, while 

reinforcing the positive experiences in the memories of those engaged in social media 
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while experiencing. Corresponding to the green cycle in Figure 4.1, a positive perception 

generates positive expectations, which in turn create a desire to frame these experiences 

in a manner to express that these experiences were enjoyed during their leisure journey. 

The ability to engage and connect socially has been expressed in participant responses as 

further increasing positive feelings while engaging in the T.E. in Canada. A positive T.E. 

in turn perpetuates tourism to Canada (as indicated by the blue cycle in Figure 4.1). 

 An interviewee on location in Whistler recalled enjoying a serene setting in a 

hostel on the side of the mountain in winter. As an artist, she enjoyed the experience and 

the opportunity to draw landscapes to post on Facebook, which garnered social media 

responses that produced a self-expressed feeling of serenity and calmness. An 

interviewee in Toronto expressed her delight in finding mushrooms for cooking that are 

not available in Australia, and her subsequent pleasure in sharing this experience with her 

social media community. Both these situations illustrate the desire to share the experience 

as it transpired with the intention of communicating the positive feelings being 

experienced. The multi-rater responses (Appendix F) for the shared image of the 

mushrooms resulted in curiosity and interest, with the volunteer expressing the appeal the 

mushrooms must have had for the experiencer.  

 

4.3 Influence of Social Media 

My research findings established that social media has significant impacts on 

travellers’ overall experience as it happens, and a positive influence on travellers’ 

subsequent destination advocacy. It is significant to note that more than 80% of 

Millennials (Ch. 1.0) use social media and are highly influenced by the information that 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 161 

 

is shared on these platforms. Social media plays a significant role in the process of 

generating a destination choice as confirmed by all interviews completed in BC, each of 

whom identified social media postings as their most significant influencer. Tourists 

arriving in Toronto ranked Social Media as the second most significant influencer (after 

word of mouth) for 80% of the participants (AE-8, FigureAE-8b). FigureAE-8b also 

illustrates the images that potential tourists viewed on social media about Canada prior to 

their visit, and shows very clearly that the images include Canadian landscape, wildlife 

and people that are interpreted as “cool” and “likeable” by those that viewed the images 

(as supported by the multi-rater responses (Appendix F)).  

 Interviewees were asked how they came to choose Canada as their destination. 

Based on resources that influenced destination choice, what did participants expect 

during their Canadian experience? What communications or media influenced and 

informed their decision as potential tourists? The community or social media audience of 

the travellers are considered the potential tourists (Chapter 1). The interview responses 

(AE-6) validated the Millennial characteristics that depicted frequent access to social 

media. Facebook was identified by interview participants as the most popular social 

media application engaged in to share experiences and stay up to date with the happening 

of their friends and family they were away from as outlined in Chapter Two and 

illustrated in Figure 4.2 (Ch. 2; AE-6).  
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Figure 4.2 Influencers of Destination Choice (Appendix E, Figure AE-7) 

 

Appendix E Figure AE-6 Summary of Identified Influencers of Destination Choice – Comparison in 

percentages of influence to each group. E.g. There was 100% social media engagement identified as 

influencer to destination choice versus 80% of Toronto participants identified social media as an influencer 

 

Participants responded that social media postings were the most influential factor in 

destination choice, with word of mouth a very close second as indicated above in Figure 

4.2. Websites and TV shows influenced 40% of the Ontario visitors while factoring in at 

62% websites and 22% TV shows respectively for BC visitors. 

 Participants were asked to share their frequency of social media engagement prior 

to their vacation, whether this changed during the vacation and, if so, how. After 

examining the responses (AE-7.AE-7a), I was able to conclude that while hourly social 

media use decreased, the responses for several times a day engagement on social media 

increased, suggesting a similar overall level of engagement, but with more time lapsing 

between engagement. This are further explored later in this chapter.  
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Figure 4.3 How Often is Social Media Accessed by Tourists in B.C.? (Appendix E, 

Figure AE-7) 

 

Appendix E, Figure AE-7 Comparative representation of Frequency of Access to Social Media      
Users in Australia versus on leisure travel in B.C. (in percentages)  
 
Figure 4.4 How Often is Social Media Accessed by Tourists in Toronto? (Appendix 

E, Figure AE-7a) 

 

 

Appendix E - Figure AE-7a Comparative representation of Frequency of Access to Social Media 

Users in Australia versus on leisure travel in Toronto. (In percentages)  
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Consumer evaluation of a destination begins with research on social media of 

images and opinions as determined by the opinions of others who have travelled to the 

prospective destination and have shared the experience of their journey. Findings outlined 

in Appendix E, and illustrated in Figure 4.2 (AE Figure AE-6) support the value of social 

media as an influencer of destination choice along with the value of websites. This may 

explain the high use of social media prior to travel (Figure 4.7a). Expectations of 

potential tourists are derived from images promoted through the various media that are 

accessed (Ch. 2.1; McLeod, 2007: O’Connor, 2007; Miller & Tedder, 2011; Thomlinson, 

2014; Bower, 1981; Bigne, Sanchez and Sanchez, 2001; Chen and Tsai, 2007; Ma, 2014; 

Yang, J, 2012; Prebensen, 2013; Chen, 2012; Chen et al., 2007; Fotis, 2012; Hills, 2000; 

Hsu, 2009).  

 Current research indicates that individuals display more positive perceptions 

about destinations with which they are familiar (Yang, 2012; see Ch. 2), and tend to 

emulate the decisions of their peers (Veblen as cited in Pepall, 2016). Increased 

familiarity with a destination as a result of being bombarded by positive images and 

communications received through engaging in social media serves to increase the 

positive awareness of a destination (Milman & Pizam, 1995; Choi, 2007; see Ch. 2.4). 

Positive awareness of the destination then perpetuates a motivational message in 

alignment with motivation theories regarding needs and wants (Ch. 2.1; McLeod, 2007; 

Gnoth and Zins, 2008; Fotis, 2012). As the level of consideration increases along a path 

to purchase, positive outcomes during the evaluation stage follow suit and develop 

positive travel intentions, generating positive tourist numbers to the destination in focus. 

The relationship between increased positive perception as a result of social media 
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engagement (SME) leading to increased tourism requires further exploration to capture 

actualized sales as a result of SME. This is a recommendation for further research, 

however it can be concluded, based on my findings, that social media communication 

influenced the leisure destination choice of 100% of the participants in this study (AE-

7c&d).  

 After combining the theories identified in Chapters One and Two with the 

interview responses it became clear that social media advocacy of Canada greatly 

affected the Australian Millennials’ participants’ choice of Canada as a leisure 

destination. Interview responses noted that tourists’ choice of Canada as a leisure 

destination was based heavily on experiences shared on social media by the social 

community of these Millennial tourists. Participants identified that the influences to 

choose Canada included similar language, a feeling of being at home, and the influence 

of their peers’ postings on social media (refer to comments BC and Toronto in Figures 

AE-12 and AE-12a). With this combination, it becomes clear that the perceptions and 

expectations developed through social media, word of mouth and websites, have led 

Australian Millennials to deem Canada to be similar to home yet different enough to 

generate a desire for discovery. Past visits by their peers have led to a desire for similar 

experiences, with greater levels of peer sharing on social media leading to greater 

familiarity with the destination, creating a greater desire to visit.  

 When tourists communicate positive experiences on social media, this heightens 

positive outcomes in the evaluation stage along the path to purchase for potential tourists. 

If the promotion comes from what is considered a credible source (social media has been 

confirmed as a credible source for Millennials in this study (AE-6 fig. AE-6; Smith, et al., 
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2012; Ch. 2.22, Table 2.13), the expectations of recipients are once again positively 

influenced. Positively influenced expectations illustrates the power of pull factors in 

attracting tourists to a destination (Goossens, 2000; Gnoth, 1997; Josiam, 1999; Volo, 

2010; Ch. 2.4).  

 In Chapter Two I noted that Gnoth and Zins claim positive expectations and 

perceptions determine the mood of the traveler; in this case, the traveller who was 

initially the social media recipient then becomes the communicator while on the journey. 

Along with the social media images submitted, the results presented in AE-10-AE-10a 

describe the sharing of positive experiences while travelling. The desired message of a 

positive experience in Canada is perceived in the same manner the sender had desired the 

message to be understood. This has been verified through the responses as recorded by 

the volunteers participating in the multi-rater survey process (AE Figure AE-13). In the 

interviews, many participants stated that their reasons for posting on social media were to 

share an experience, garner ‘likes’ and keep their own journal of events while on 

vacation. The majority of the multi-rater responses noted they felt the main objective of 

the post was to share, with only a small percentage suggesting that boasting was a reason 

though a feeling of envy was experienced (AE Figure AE-13).  

 Due to the high level of credibility attributed to social media messages, it has been 

determined that SME heavily impacts the mood, feelings or emotions of those sharing 

and receiving the message (Coviello, 2014). The conclusion that a mood or feeling is 

contagious to the recipients of the shared communication (Coviello, 2014), in addition to 

the increased credibility of social media to Millennials (Ch.2; Mangold, 2009), suggests 

that one shared experience could spark a contagion of interest among many of the 
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recipients. Interest is stimulated surrounding destinations where others have shared their 

experiences. It appears that the more others respond to a post the more attention it 

continues to receive; therefore, the contagiousness and power of advocacy resulting from 

that message is also increased. Interviewees identified similar images that had been 

shared with them via social media as influencers to travel to Canada (AE Figure AE-5). 

The top three responses from BC were: snow, Rocky Mountains, and wildlife; the top 

three from Toronto were: snow, wildlife and hockey. Notably, when reviewing the 

images posted and images submitted, these were also the experiences of the Canadian 

leisure landscape that the interview participants chose to share (AE Figure AE-10 & Ae 

Figure AE-10a). It can be surmised that there is growing contagiousness with perceptions 

of Canada as a place for: I like traveling, snowboarding, the expectation of observing 

wildlife, seeing Niagara Falls and experience the Canadian winter. These expectations 

listed are based on the data collected through the interviews, social media shared image 

submissions and the multi-rater responses (AE Figure AE-4 to AE Figure AE-6, AE 

Figure AE-10, AE Figure AE-13).  

 Interest and desire to respond to social media posts has been confirmed through 

the responses by the volunteers that completed the multi-rater questionnaire. The mood 

that was communicated in the images was established by the findings here. The mood of 

the recipients and therefore the expectations of the recipients upon viewing the images 

were affected by the mood attributed to the social media message (AE Figure AE-4).  

The second part of objective one enquires about the role of social media in 

motivation and advocacy. Throughout the interview process participants acknowledged 

that social media played a significant role in motivating them as potential tourists to 
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choose Canada as a destination for leisure (AE Figure AE-6 & AE Figure AE-6a). 

Interview participants identified their expectations and perceptions of Canada prior to 

arriving in the ‘Expectations’ section of the interview (AE Figure AE-4-AE Figure AE-

4c). The reasons that were communicated as to why they wanted to come to Canada were 

related to images they had seen depicting Canadian places and activities on social media 

and/or websites, again reflected in Appendix E Figure AE-4 to AE-4e.  

Activities that were noted as being desirable while in BC, snowboarding for 

example (AE Figure AE-4 to AE-4c), are activities that tourists have seen posted on 

social media by others (AE Figure AE-10 & AE-10a). Attending a hockey game in 

Toronto or observing Canadian wildlife, such as squirrels and bears, are sights that have 

not been experienced by the Australian traveller, yet they spoke of them in a familiar 

manner when interviewed. A BC participant exclaimed that he was interested in seeing 

the weird Canadian animals; he noted that the first squirrel he saw from the window of 

his hotel motivated him to run outside and take pictures to share. The bears and deer were 

also of great interest to other Millennial Australian participants (Figure 4.6). An Ontario 

participant revealed that he was very excited to see a hockey game as he had heard about 

them, but had never witnessed one live. Both these anecdotes are examples of 

experiences expected as a result of perceptions from social media research. The 

expectations created anticipation of experiences during travel to Canada that were 

discovered through SME.  

My study revealed that most consumer research done to determine destination 

choice was established via social media (AE. Figure AE-6 to AE-6a). The frequency with 

which the participants accessed social media while at home versus while on vacation was 
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also investigated, to establish the level of dependency on social media and whether the 

need to connect is greater or less during a leisure holiday. I determined that while on 

vacation there is a reduction of accessing social media several times an hour, however 

there was an increase in the response of several times a day (AE Figure QE-7 & AE-7a). 

This would suggest that the participants are occupied in tourist activities throughout the 

course of the day, thus limiting their availability to connect via social media on an hourly 

basis. This could also be due to the barrier of fees for Wi-Fi access, while travelling 

versus what may be available for them at home. They have therefore moved from the 

category of engaging several times per hour to several times per day, demonstrating an 

existing need to connect with their social media community more regularly than once 

daily, however not several times an hour as was popular prior to travelling. This would 

indicate that social media remains a valuable component of the daily experience of these 

Millennial leisure tourists to Canada (AE Figures AE-8c-d). It appears that those only 

connecting once daily or once weekly have increased their connectivity to several times a 

day (AE Figure AE-7 to AE-7a). This would suggest that for those engaging in minimal 

connection previously, the desire to connect has increased. This increased desire or need 

to connect may be a result of being removed from their daily social circle that is a 

comfort zone when at home. It was clear that much of the connecting was to let parents 

(mostly mom) know where they were and what they were doing (AE Figure AE-8 to AE-

8d), verifying that friends and family were the main targets of the posts.   

Also, worthy of note are the social media platforms that tourists use most often. 

Drawing from the interviews and the research completed in Chapter Two regarding the 

most common social media applications used among this group and other published 
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research regarding the characteristics of social media users (Ch. 2; Figures 4.6-4.6e), I 

speculate that the reasons for choice of social media application (AE Figure AE-7c-d) 

have a lot to do with the features offered.  In Appendix E, AE Figure AE-8-AE Figure 

AE-8a show the reasons for posting, while figures AE Figure AE-8c to d show the 

targeted audience for these posts. Interview participants described Facebook as the best 

application for journaling. While other platforms may be equal to Facebook for sharing, 

and keeping in touch (the top three identified reasons as noted in AE Figure AE-9a (AE 

Figure AE-8), Instagram and Snapchat are apparently not as comprehensive for 

journaling as posts and responses are timed to disappear on Snapchat and images cannot 

be organized into albums for easy repeat viewing on Instagram. Instagram and Snapchat 

are the most popular social media applications used by Millennials after Facebook (Perez, 

2014).4 Facebook was also the first choice by all of the Millennial Leisure Australian 

tourists arriving in Toronto and over 95% of those arriving in Vancouver (AE Figure AE-

7c & d). This would suggest that Facebook is the most popular platform engaged in 

during travel for other reasons including the ability to journal their experience and/or 

communicate with parents. Parents made up approximately 70% of all participants (AE 

Figure AE-9, AE Figure AE-9c to d). This is supported by the data noted in Chapter Two 

identifying users of social media. Therefore, in response to the first objective, the 

influencers and motivators for destination choice are familiarity through social media 

posts by their community, websites referred to by their peers, and word of mouth. Despite 

other applications gaining in popularity, Facebook remains a viable focus for the 

                                                 
4 This is may be changing however, as of July 2016 Snapchat introduced Snapchat Memories in addition to the Snapchat storyline in 
order to upload and search photos of your experiences into the Snapchat storyline (Constine, J., 2016). Facebook remains the #1 app 
of choice for Millennials (Wu., B., 2016). 
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examination of advocacy communication. Facebook, Instagram and Snapchat are the 

most popular networks among Millennial teens (Hutchinson, A., 2015)    

The findings from my research (in addition to the relationship profile outlined in 

Ch. 2.17) further illustrate that Millennials have a very strong relationship with social 

media. This relationship may be described as collaborative: participants have engaged 

with their social media communities to develop perceptions of the experiences they have 

shared (AE Figure AE-5). In this case, the Australian Millennial participants seemed to 

demonstrate greater reliance on the information shared on social media than on any other 

medium (AE-6). Social media is a significant influencer on Millennials’ leisure 

destination choice and it plays a powerful role in forming the attitudes, perceptions and 

expectations of potential tourists that are part of the social media community of our 

participants considering Canada as a leisure destination.  

The PSME illustrated in Figure 4.1 encompasses five cycles that help propel each 

other like gears on a bike. The blue cycle illustrates that images shared on social media 

increase awareness of Canadian leisure destinations as viable options and therefore serves 

as encouragement to choose the shared destination for an experience. Based on the 

confirmation of SME as the top influencer for destination choice, it would appear that 

eWOM has an elevated potential for generating a positive tourist experience (T.E.) 

leading to positive SME perpetuating the advocacy cycle. The need to travel to Canada 

that has developed as a result of SME is addressed and increases positive mood and 

feelings towards the T.E. The green cycle then illustrates the increasing the amount of 

sharing, and therefore the volume of validation and attention received from the social 

media community, which further generates positive feelings. Finally, increased SME also 
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increases the feeling of connection and belongingness while experiencing a Canadian 

leisure journey, once again perpetuating the cycles illustrated in the PSME (Figure 4.1).  

 

4.4 Impact of Social Media on Potential Tourists 

 Results presented in Appendix E indicate clearly that social media is the most 

significant influencer on destination choice (AE Figure AE-6 to AE-6a) for the 

participants interviewed. The multi-rater responses also indicated that the feelings 

generated by viewing images shared by those experiencing a destination serve to 

motivate desire to travel to that destination (AE-13). This aligns with the fact the 

individuals sharing their responses had indicated a desire to impart jealousy and interest 

to their audience (AE Figure AE-8). Some multi-rater volunteers expressed feelings of 

jealousy (wanting to enjoy the feelings expressed by the images shared) and happiness 

(as a result of the images shared) as key emotional states produced upon viewing the 

shared posts of the Canadian leisure experience (AE Figure AE-10 to AE-10a). These 

findings further support the importance of motivational and positive feelings created or 

influenced as a result of the positive messages shared on social media regarding a 

destination. Finally, this research confirms the substantial scope and impact of social 

media influence on destination choice. With an understanding that 72% communicate to 

others what they see on social media and 70% of users are 18-34 years old (Perez, 2014) 

(as are the participants of this study) (AE-1), it can be surmised that social media is a 

significant tool of communication. Participants in my research used social media more 

than any other medium for advice and research when choosing a destination for travel 

(AE Figure AE-6). It must also be reinforced that the social media community expands as 
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each ‘friend’ adds to their personal capital throughout their experiences as they meet and 

add others to their network. The interviewees noted it was easy to connect with people 

they met on their leisure journey using social media. This is illustrated in the PSME: by 

following the black arrows as the social media community grows, there is an increase in 

both outgoing and incoming communication increasing the opportunity of framed 

experiences to garner more positive responses and perceptions of a better quality of life 

(QoL) leading to increased positive mood and feelings while actually experiencing the 

destination. The multi-rater responses confirmed the feeling generated in response to the 

shared images: the volunteers unanimously expressed feelings of jealousy and 

confirmation that the shared images generated a yearning to travel to the Canada to 

engage in a leisure experience (Ch. 4.13).  

 

4.5 Perceptions about Canadian Leisure Experiences Being Communicated  

Figure 4.5 Canadian Lake, Mountain, Snow Experience (B.C. Image #2) 
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The second question was to examine the perceptions generated by viewing images 

and messages on social media. It is important to determine what images Millennials 

consider representative of their T.E. and worthy of sharing on social media. An 

underlying desire to receive feedback (Ch. 2, AE Figure AE-9b) motivates and influences 

the content of these images. In Appendix E, I outlined the text and images that research 

participants have shared on social media during their vacations. These pictures included 

images of Banff, Lake Louise, mountains, lakes, snow, chipmunks, bears (Figures 4.5, 

4.6) and other Canadian wildlife as well as city scenery and landscapes (AE Figure AE-

4a to c). Posting images of encounters with Canadian wildlife influences potential tourists 

to travel to Canada to see these “weird animals,” as they are referred to by the interview 

participants (Figure 4.6). The interview participants were very eager to share these 

experiences with me and spoke very excitedly about their Canadian tourist experiences. 

Highlights included the ‘weird’ animals/wildlife seen in Canada and the spectacular 

landscape/scenery, both illustrated in Figure 4.6.  
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Figure 4.6 Canadian Wildlife Experience (B.C. Image #4) 

 

4.6 Contribution of Social Media to Value of Experience and Advocacy 

While it has been established that social media impacts the overall T.E. (Q2), of 

the Millennial leisure experiencer, it is critical to determine how the act of instant sharing 

contributes or detracts from the participants’ enjoyment and the perceived value of 

Canada’s leisure landscape in response to Q3. Figure 4.7 below illustrates the benefits 

resulting from social engagement. The participant who submitted the photo stated that it 

depicted a birthday party that was organized on short notice via social media. This 

experience is a direct result of the growth of social media capital during the T.E. This 

growth is a result of being able to immediately connect in real time with new 

acquaintances, increasing the opportunity to engage in person. This growth has not been 

measured at this point and is a definite limitation faced by this dissertation regarding an 
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actual level of power that can be defined by advocacy. There is nonetheless a definitively 

positive outcome of eWOM. Figure 4.7 illustrates the immediacy of connecting as a 

result of eWOM and SME. Tourists sharing this experience was greeted at the top of a 

mountain with newly acquired acquaintances, both other tourists and Canadians to 

celebrate the birthday of the tourist.  

 

Figure 4.7 Connecting with the Destination Community (B.C. Image #7) 

 

Group boarding photo. This is a surprise birthday gathering my friends organized for 

me. Was the best birthday I've had yet!! Amazing 

 

 Interview participants stated that responses to their social media communication 

had an overall positive influence on their mood (AE Figure AE-9 to AE-9i). Although it 

was revealed in the interview process that tourists were not discouraged if no response 

were received, the interview participants unanimously answered that responses, when 

received, created positive feelings. I am therefore able to conclude that there is positive 

impact to engaging in social media during the leisure experience at destination (AE 
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Figure AE-9i). It was also noted that further benefits resulting from immediate social 

connections (AE Figure AE-4) (Ch.2) created positive feelings for those interviewed.  

Participants indicated that they valued the opportunity to share experiences 

instantly and stay in touch with friends and family. All participants in my research 

reported positive feelings with regards to their social media relationship (AE Figure AE-

9, AE Figure AE-8a). Participants reported that the ability to connect with friends and 

family allowed them to enjoy a leisure vacation away from family yet still feel connected, 

and that longer journeys were more enjoyable without the issue of feeling homesick (as 

revealed by a BC participant during the personal interview).  

Increased perceptions of Quality of Life (QoL) for the participants in my case 

studies as a result of their social media networks were validated by the analysis of 

responses offered by the interview. This builds on Campisis’ findings (2013; see Ch. 2). 

It would also appear that positive feelings regarding QoL may be influenced by the 

ability to connect to social media while on vacation. Participants’ positive experiences 

led to positive social media posts, and the more positive the social media messages, the 

more positive its impact on advocacy. With this in mind, it would appear that the 

participants in this study would also consider their QoL more positively and therefore 

share more images on their social media networks that depict Canada favourably during 

their Canadian leisure experience.  

The images shared by participants elicited feelings of awe, envy and happiness in 

the recipients of the shared images (AE-13), and these findings were confirmed by the 

results of the multi-rater process. Overall, the multi-rater participants felt the images were 

generated by a communicator in a positive mood and experiencing a positive place. 
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Viewing the images also generated good feelings and an interest in the destination that 

was shared (AE Figure AE-5; AE Figure AE-6). Some visitors posted to brag about their 

experience and/or to elicit jealousy, however participants overwhelmingly indicated that 

they posted to share their experience and/or keep in touch (AE Figure AE-9, figure AE 

Figure AE-9a,). This complements the literature reviewed in Chapter Two substantiating 

the need for human socialization to stay connected and enjoy the feeling of belonging 

(Ch. 2.18-2.19). The success of creating such feelings is confirmed through the interview 

and multi-rater responses (AE Figure AE-9; AE AE-13). Whether sharing or bragging is 

reported as motive, the initial sharing/bragging initiates a conversation about the 

generation of incoming communications for the tourism experiencer. Incoming 

communication increases the positive mood of the tourism experiencer, encouraging the 

experiencer to share more; this is illustrated in the cycle of black arrows on the PSME 

(Figure 4.1). Feelings of envy and awareness of a destination ultimately links to the blue 

cycle and for the potential tourist and to the green cycle for the current tourist 

perpetuating SME and eWOM.  

Research regarding emotional contagion on massive social networks supports the 

strength of tourism advocacy established through positive social media messages and 

eWOM (Coviello, 2014; Ch.2). The findings presented in Figure AE-6 demonstrate that 

the major sources of information used to determine a leisure destination for Millennial 

tourists are social media, word of mouth and various websites, including Trip Advisor 

and Google. In Appendix E’s presentation of findings, it is clearly shown that the 

perceptions and expectations of potential tourists are derived from posts that appear in 

their social network (AE. Figure AE-a to d: AE.Figure AE-5 a to c).  
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Combining Campisis’ findings regarding perception of QoL (2013; Ch. 2.13), 

Coviello’s findings that social media impacts tourism advocacy as a result of contagious 

moods created through social media messages, and the positive responses to social media 

engagement found in this study (AE Figure AE-9; AE AE-13), confirms that a positive 

impact is generated as a result of social media engagement during a leisure experience in 

Canada.  

 

4.7 Social Media, Potential Tourists and Repeat Visits 

This dissertation has advanced knowledge about the role of social media in the 

lives and experiences of Millennials. Understanding the scope of this relationship, I have 

also come to understand motivations for sharing experiences while travelling, and have 

established some potential outcomes that are generated as a result. The final key research 

question addresses the value of social media engagement to destination loyalty, repeat 

and first time visits, namely: “To what extent does the social media engagement of the 

person experiencing Canada tap into the market of potential tourists?” (Ch.1).  

My study shows the positive value of social media engagement during a leisure 

experience and demonstrates how the value of sharing such experiences significantly 

increases the effectiveness of advocacy for the destination. Sharing and receiving “likes” 

were two of the main reasons identified as encouraging participants of this study to post 

experiences on social media (.AE Figures AE-9 to AE-9j). While participants also 

expressed that responses were almost always expected, the importance of receiving a 

response was stated as neutral (AE Figure AE-9 and Figure AE-9h). While responses 

were expected (AE Figure AE-9b), they were also overwhelming identified as “not 
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important” (AE Figure AE-9d), while the results of receiving responses were described as 

influencing a positive mood (AE Figure AE-9h). Receiving no response was not 

identified as discouraging (AE Figure AE-9f), so it would appear that there are only 

positive outcomes to social media posting about travel experiences (AE Figure AE-9c to 

i). This indicates that SME during a leisure journey results in a positive experience 

overall, and is also supported by the results featured in Appendix E (AE Figure AE-9j) 

where the interviewees conveyed an overall response of good feelings as a result of SME 

on their T.E. This in turn leads to positively framed posts, eliciting interested responses 

(eWOM), and generating increased choices to purchase Canadian leisure experiences 

(Figure 4.1).  

The research highlighted in Chapter Two establishes that brand creation is 

integral to destination choice (Ch. 2). The creation of destination brand is based on 

several factors, including the physical elements of a destination in combination with prior 

perceptions of consumers (Nicolova, 2013; Ch. 2). My case study clearly identifies the 

effects of social media communications for those on holiday, as well as the effect on the 

community of social media users receiving the message. From the responses generated 

through the interview process it is clear that participants have identified the impact of 

social media on their travel experience as positive (AE Figure AE-9i). The images and 

messages that were shared again reflected what the participants felt were positive 

impressions/memories of their journey. As the majority of the participants (almost 80% 

of those in B.C. and over 80% of those starting their journey from Toronto (AE Figure 

AE-11a)) reported their likelihood of return as either “definite” or “very likely,” it is clear 

that participants felt positive about their journeys. Australian Millennials’ leisure 
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destination research was mostly influenced by the social media postings of their peers 

(100% for those starting their journey in B.C. and over 80% of those that started their 

journey in Toronto (AE Figure AE-6 & AE Figure AE-6a)). Together these findings 

create a paradigm where social media postings result in positive perceptions of Canada, 

encouraging a vacation to experience the destination. Experiencing Canada and the 

opportunity to engage in social media perpetuates the positive experience resulting in 

shared images and messages that further influence positive perceptions, expectations and 

desire to travel to Canada by those in the experiencers’ social media community (their 

scope of influence).  

My research demonstrates that expectations regarding a destination experience are 

generated through communications on social media (Figure 4.1). These posts are partially 

intended to illicit feelings of envy from their social media audience (AE-13). 

Expectations developed as a result of viewing shared posts become wants and then needs 

– a need to get away from the life they are experiencing at home, because the experiences 

seen on social media seem so much better (Alegre, 2006; Goossens, 2000; Ch. 2; AE-13). 

When the needs are met and travel is directed to experience the Canadian leisure 

landscape, positive feelings emerge. This in turn enhances good feelings as the tourist is 

experiencing their journey, influencing further positively framed sharing on social media 

(Figure 4.1).  

 

4.8 Chapter Four Summary 

 In summary, the results provided by research participants and multi-rater 

volunteers reinforce the understanding that SME during a T.E. produces an overall 
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positive effect on the Australian Millennial. This positive outcome supports a continually 

expanding scope of influence for eWOM that encourages potential tourists to visit 

Canada and inspires return visits from those that have been. The enhancement of positive 

tourists’ experiences was unanimously expressed throughout the interviews and 

unanimously authenticated by the multi-rater volunteers (Appendix F), based on the 

PSME, SME, T.E. and eWOM perpetuating positive moods and experiences, as well as 

an overall sense of well-being. 

 

Figure 4.8 Pillow Fight (Toronto Image #16) 

 

 

This image clearly shows the immediacy and magnitude of social media reach and the 

exhilaration generated by connecting and belonging. The combination of theories in 

Figure 4.1 have served to address the examination of the interactive communication 
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achieved through social media engagement and its influence on the leisure T.E. of 

Millennials travelling from Australia to Canada on a leisure journey.  There are positive 

psychological, sociological and economic benefits of SME as described in this Chapter.  

In Chapter Five, my final chapter, I address the breadth of the research findings, 

the originality of the research conducted, contributions to increasing knowledge in the 

social sciences, the limitations of this study, implications surrounding this research, 

alternative impacts not identified by the participants in this dissertation, 

recommendations for further research, as well as possible further contributions and 

applications of my findings and methodology. 
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Chapter Five: Social Media Engagement: Impact on the Tourism Experience and 

Electronic Word of Mouth Advocacy – Final Words 

 
The Canadian leisure landscape has been mapped throughout the course of this 

dissertation as seen through the lens of Australian Millennial experiencers (Figure 1.0). 

Images of experiences shared on social media by Australian Millennials while exploring 

Canada were examined to gain insight into the purpose of and reactions to the messages 

representing the tourist experience (T.E.). Data and perceptions of thirty-nine interviews 

and thirty-seven images, participated in and submitted by Australian Millennials 

experiencing Canada’s leisure landscape, have been examined, categorized, explored and 

put through a rigorous examination for validity. The methodology for this dissertation 

was developed through the lens of social constructivism.   

 

Figure 5.0 Winter Wonderland in Canada (B.C. Image #12)   
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Data from the interviews, surveys and literature review have been triangulated 

and presented as responses to the research questions introduced in Chapter One (Ch. 1.0). 

The outcomes were defined through the process of the PSME in chapter four.   

The Millennial relationship with social media was introduced along with the current state 

of Canadian tourism in Chapter One. Over 80% of Millennials are connected to their 

electronic devices and engaging in social media daily, and Millennials are growing up to 

be the largest market of potential leisure travellers, making research regarding the impact 

of social media engagement (SME) on their tourist experience (T.E.) critical. The 

importance of studying the potential influence and power of electronic word of mouth 

marketing (eWOM) for advocating leisure travel to Canada by Millennials is further 

demonstrated by the diminishing market share of International tourists that Canada is 

experiencing in relation to their North American neighbours, despite a 4.4% increase in 

global tourism overall to the region. 

Chapter Two presented a detailed, in-depth review of brand creation as a result of 

social media, leading to destination perceptions, expectations and ultimately travel and 

satisfaction (Ch. 2.4). Continuing with the review of literature related to SME and the 

T.E., it was key to point out the need for human connection and belongingness that SME 

was hypothesized to fulfill for tourists on vacation. A sense of validation and a boost in 

self-esteem were also documented effects of SME (Ch. 2.14.). Millennial characteristics, 

the functions of the top social media applications, along with the sociological and 

psychological implications of SME were detailed in Ch. 2.16 in order to establish the 

published relationship to date of SME and the Millennial leisure traveller.  
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A social constructivist approach was applied to the development the Social Media 

Engagement Theory outlined in Chapter Three (Ch. 3.1). This theory consists of several 

overlapping, self-perpetuating cycles, each based on sociological, psychological and 

economic theories such as the Rational Choice Theory, the means-end theory, an intrinsic 

pleasure seeking theory, a social connection and well-being theory, and the path to 

purchase model as presented by Destination Canada (DC) in Chapter One (Figure 1.9). 

An outline of the participant interview process, social media shared image submissions 

and multi-rater volunteer survey process is also presented in Chapter Three (Ch.3.5-3.9) 

as methods of data collection to generate data needed to respond to the key research 

questions first introduced in Chapter One.  

Chapter Four presented the data consistently, making it easily analyzable and 

comparable. In Chapter Four, each of the above questions were addressed with reference 

to the literature reviewed, theories introduced, and the data generated from the interviews 

and multi-rater responses (Ch. 5.3-5.8). I demonstrated that SME has an overall positive 

impact on the T.E., which in turn perpetuates further sharing of the experiences on social 

media and generates greater potential for responses. The responses encouraged the 

feeling of validity and increased self-esteem along with connectedness and 

belongingness. Recipients of these messages experienced an increase in positive mood, 

generating further shared experiences on social media that were framed with increasing 

positivity, as well as framed to garner positive responses and perceptions of a high level 

of Quality of Life. The multi-rater volunteer group confirmed positive feelings along with 

feelings of envy and a desire to travel to the shared destination. The association of 

positive moods while enjoying the experience also resulted in a boomerang effect when 
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the communicator reviewed his/her own journaled journey at a later date inspiring return 

visits.  

In this final chapter, I provide summaries of my key research findings and identify 

areas where further research would be supported by the work that has already been done 

here. Limitations and challenges to conducting the research are also be described, as are 

sociological contributions and industry applications. Before providing these key 

summaries, I review the characteristics of Millennial/social media relations that have 

been documented and those relationships that have been demonstrated through the 

process of this dissertation by participating Millennials.  

 

5.0 The Millennial Social Media Relationship - In Review 

The literary review established that approximately 88% of Millennials are engaged in 

social media as an ongoing part of their daily activity (Van den Bergh, 2013; Cohen, 

2012; Ch. 1.5) Recognizing that the interview responses revealed that 90% of the 

participants consider information on social media credible as a resource for destination 

information (Ch. 4.6), it is prudent to say that destination choice is heavily influenced by 

messages received through social media communities. It is apparent that Millennials have 

vested relationships with, and are heavily influenced by, social media. Characterized as 

experiencers, Millennials represent 20% of the global leisure tourism market with this 

number growing, particularly where leisure experiences are concerned (DC, 2016c, pp. 4-

5; Ch. 1.5). The ability to identify the motivators of Millennials travelling to Canada for a 

leisure experience is a major focus for the Canadian tourism industry, based on the fact 

that the largest population of influencers have a lifetime of vocalizing their desired travel 
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experiences ahead of them. Participating Millennials highlighted the value and 

importance of the ability to connect to their various communities through social media 

engagement (Ch. 4.8).  

 In Chapter 5.1, I discuss the sociological impact of SME and the tourist 

experience. In Chapter 5.2, I consider the impact of social media psychologically and its 

overall bearing on the Millennial experiencers in tourism. Travel experiences as they are 

shared by experiencers create desired experiences for potential tourists. This is explains 

the psychology of SME as noted by Goossens (2000). This created expectation is 

demonstrated by Figure 5.1 below.  An image shared by an Australian Millennial of a 

sunset experience in Toronto, this image is viewed by potential tourists as a form of 

destination advocacy for Toronto to view beautiful sunsets.  

 

Figure 5.1 Cool Yellow Umbrellas (Toronto Image #3) 

 

The multi-rater responses recognized this as a serenely beautiful landscape not commonly considered when thinking of 

Canada. This therefore further educates potential tourists of unexpected beauty found in Canada/ Toronto.  
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The relationship between social media, Millennials and their leisure experiences 

is cyclical. Figure 5.2 presents a cycle of activity that begins with Australian Millennial 

experiencers participating in their travel experience at the bottom (stage 9) of the path to 

purchase cycle (Figure 5.8). Millennials share their experiences on social media as they 

occur. This type of communication satisfies the Millennial need for validation and 

immediate gratification (Ch. 2). The experience of participating in Canadian leisure 

activities, in addition to the experience of being able to share/show-off as a 

communicative exchange with a community that is not present, impacts each experience 

along this cycle. This cycle illustrates the impact of social media engagement both on the 

experiencer and as a part of the experience, and the cycle demonstrates a relationship 

among all the experiences as a result. Figure 5.2 also considers the influence of social 

media engagement on the behaviour of the Millennial leisure tourist as she or he creates 

and posts content depicting the experience on social media. Tourists telling friends and 

family about their trips weeks after the experience has a different effect than that of 

sending a visual image of the experience while still snowboarding on the mountain, for 

example. The ability to engage in social media in real time proves to be part of an 

experience with psychologically based impact and influences.  

 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 190 

 

Figure 5.2 Relationship Cycle of Social Media as it Impacts the Leisure Tourist 

Experiencer 

 

 

The components of this cycle (Figure 5.2) establish a definite valued influence 

that engagers have over their audience. As a result of attention garnered by sharing travel 

experiences, the behaviour of these Millennials when creating their self-generated posts is 

impacted (Figure 4.9-4.9f). The act of creating a post and the response to the post are 

both experiences that have become an integral part of leisure tourism for the overall 

Millennial experience (Figure 4.9-4.9f). The attention garnered through responses from 

the social media community causes Millennial tourists to perceive their QoL (Quality of 

Life) more positively. Or put in another way, if the “sharers” are rewarded with views 

and likes, this can increase the behaviour and “stoke the fire.” In return, their posts 

further reflect this higher level of QoL and thus perpetuate both a positive experience and 

strengthen advocacy of the shared experience (Figure 4.9h;4.9i;4.9j).  

 Based on my interviews, motivations to visit Canada may have been strongly 

affected by social media communication (Ch. 4.6), however the behaviour disclosed by 
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the participants regarding the construction of their own posts do not appear to be 

motivated by the ability to post; the reasons to post were mostly to share the experience 

and keep in touch (AE Figure AE-8). The limitation here is that I was not on the ski hill 

with them when they were posing for the pictures, nor did I have access to a play-by-play 

account of the thought process as they shared their experiences. I suggest further study in 

this by way of participatory action research. The most reliable sampling otherwise, is that 

of summarizing the responses of participants.  

Chapter 2.1 identifies opportunities for positive leisure activities at a destination 

as a strong motivation to choose that particular destination (Hsu, 2009). Figure 5.3 

demonstrates the overall positive impact of social media on the leisure experience of the 

Millennial leisure tourist by considering statistics outlined in Chapter One, literature 

outlined in Chapter Two and findings presented in Chapter Four. Figure 5.3 is also meant 

to illustrate literature triangulation from Chapter Two. Gnoth and Zins (2008) confirm 

that attending to needs will generate positive feelings, and Bowens (2012) states that 

positive feelings will generate positive moods. Positive moods in turn cause the 

experiencer to share images of their positive experiences on social media. This sharing of 

positive images further solidifies the need of the receiver to engage in the activity that has 

been shared in order to satisfy what has now become an emotional need. This emotional 

need must be achieved, and in the process of achieving this emotional need, a positive 

feeling is generated. The positive feeling generated by addressing the need to experience 

what was communicated on social media is then reflected in the social media images that 

are then shared. These positive experiences further shared on social media in turn 

generate an emotional need in other potential tourists to travel to the destination and 
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engage in the experiences shared, thus perpetuating the cycle and validation of eWOM 

which is further elaborated on in Chapter 5.3. Chapter 5.4 highlights economic impacts, 

and Chapter 5.5 details the emergence of new social media application and features, and 

initiates a conversation to recommend possibilities for further SME research. 

  

Figure 5.3 Generation of Positive Referrals for A Destination Experience 

 

 

 
5.1 Sociological Impact of Social Media  

   Social Media Engagement (SME) has changed the way individuals interact (Ch. 

2). Immediate sharing of information to a large audience of one’s choosing is always 

present. Experiencing or offering undivided attention becomes scarce, as demonstrated 

through the interview process (Ch. 4). It has become common place for individuals to be 

engaged in communication with a social media community while in the company of a 

physically present community, interacting with individuals that are not relevant or 
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connected with the current experience or the others that are participating in the 

experience. SME facilitates treating the virtual connections as if they are actually part of 

the current experience even if only as an observer and not an actual participant (Ch. 4). 

Does this minimize the focus on the current experience and reduce the level of 

engagement with the tangible community, or does the social media connection enhance 

the experience with the addition of the virtual attendance of friends and family? In the 

interviews completed for this dissertation the issue of not being in the moment was not 

present, the benefits of sharing virtually however were clearly expressed as being positive 

(Ch. 4).  

 Additional interviews and participatory action research would be necessary to 

further develop an understanding of the sociological implications of SME. For personal 

experience and maximizing the sharing of the experience as it is spontaneously revealed 

during the process of the journey was expected enhance the richness of the data 

generated. This study confirms that social media adds value to a foreign travel experience 

by allowing communication and engagement with friends and family back home while 

simultaneously having the opportunity to participate in local events as a result of the 

immediacy of sharing on social media. These social media-enabled interactions lead to 

increased positive feelings and perpetuate the cycle of happiness and advocacy described 

below.  

Figure 5.4 outlines the power of advocacy in the cycle. A mood of happiness is 

associated with the travel experiences that are shared (Figure 5.4) by the tourists 

engaging in social media. The shared images and text on social media features the 

destination being experienced in a positive manner resulting in a positive association to 
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the destination being featured (Kroesen, 2003; Ch. 2). This in turn develops into visitor 

referral, as positive association with a destination results in positive experiences posted, 

which in turn creates increased similar feelings globally regarding the destination and 

experiences to be enjoyed there (Coviello, 2014; Ch. 2). As this is cyclical, the positive 

perceptions, therefore increase the rate of return visits amongst the original experiencers 

(Yoon, 2001; Ch. 2). The more times an individual experiences a destination, the more 

credibility their social media community offers to this experiencer – the experiencer 

therefore becomes an expert for that destination (Lehto, 2004; Ch. 2). 

 

Figure 5.4 Impact of Advocacy and Destination Loyalty = Advocacy and Visitor 

Referral 
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The findings from this research clearly demonstrate the value of social media 

advocacy among Millennials. As noted in Chapter Four, more than 98% of destination 

research conducted by Millennials’ was conducted via social media according to the data 

generated through the interviews (AE Figure AE-6). The multi-rater responses confirmed 

that a desire to travel to the featured destination resulted from shared experiences 

communicated through social media images. Participant Millennials self-identified in 

their responses that bragging was a reason to post. Most of the social media images 

submitted speak to the targeted community with visuals identifying the activities 

experienced. Many of these images are those that motivate desire among their peers to 

experience the same, or similar activities. This method of measuring Millennial 

motivation based on receipt of social media communication could assist in determining 

the strengths of influencers. Development of these methods of measurement could be 

extremely beneficial to quantifying the power of advocacy afforded to each social media 

post. Further effort to develop a measurement tool, or “experience meter,” is 

recommended.    

The highlights of leisure experiences for participant Millennials in this 

dissertation appeared to be that of experiencing snow and activities related to snow, as 

well as seeing Canadian landscapes and the wildlife that roam there. This is a result of the 

geographical place of residency of the participants interviewed (briefly mentioned in Ch. 

4). These experiences communicated on social media create familiarity among recipients 

and bring about a ‘need’ to engage in the experiences as shared online. The activities 

linked to the images become iconic to leisure travel in Canada, and serve as motivation to 
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engage in the desired activities (Ch. 4). This desire serves a) to initiate a visit and b) to 

engage in a return visit (Ch. 4).  

While it is documented that the experiences shared on social media are viewed as 

more credible than experiences communicated through formal marketing channels (Ch. 

5), it would be helpful to understand why. Is it the image itself or the relationship the 

author has with his/her audience outside of the social media community? The need to stay 

connected virtually to a community appears to be a common thread among all that engage 

in social media. As mentioned previously, Millennials have a need to feel like they are 

experiencing the activities and events occurring at home while simultaneously 

experiencing a leisure vacation in a foreign land (Ch.2). What is being shared and how it 

is being shared is evidently bound by the parameters of social media etiquette. 

Investigating the rules of social media etiquette and the leaders in communication on the 

various social media applications would be advantageous for tourism stakeholders 

wishing to harness the social media influencers.  

 

5.2 Psychological Aspects of Millennial Experiencers in Tourism 

The benefits of staying connected allows Millennial experiencers to “fly freely” while 

still enjoying a social media safety net. When considering the characteristics of some 

Millennials as outlined in Chapter Two, it has been noted they are praise oriented 

(Hartman, 2011), raised in a sheltered environment (Turner et al., 2014), enjoy doing 

things for the experience of doing it (Valentine, 2013), and that the parents of this 

generation are heavily involved in the lives of their children (Hartman, 2011). The 

opportunity to stay connected, to receive praise and validation can only benefit the 
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psychological well-being of Millennials as they are travelling. Based on the responses 

from the participants in the interviews, it was identified that they found pleasure in the 

ability to communicate with those at home, and that this connection alleviated feelings of 

homesickness (Ch. 4). Psychologically, this level of comfort for the Millennial 

experiencer was not available to the generations prior to Millennials with such 

immediacy and consistency prior to the development of social media and contemporary 

technology.  

The network of relationships available through social media also allows the 

Millennial experiencer not to have to feel as if they were missing out on the experiences 

of their social media community. The opportunity to stay connected with whatever is 

occurring in the lives of their social media network (Ch. 4) while experiencing their own 

leisure travel experience alleviates the feeling of ‘missing out’ (Ch. 3), and this was 

confirmed by interview participants. This further demonstrates the psychological benefits 

of positive SME.  

 Based on the generosity of responses shared by the interview participants, I was 

able to collect valuable information through the interview process. In my opinion the 

experiences presented by these Millennials were authentic, which was also reflected in 

their shared posts. Through the interview experience, I had the pleasure of engaging with 

the Millennial participants and felt they shared their leisure experiences with me very 

openly and entertainingly, with the images submitted reflecting their varied personalities 

as portrayed to me in the interview process. While many disclosed bragging as a 

motivation to post, it was not bragging as a result of doing something extreme or showing 

off a better QoL. Here are some examples of bragging or boasting messages: “Wow! I 
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didn’t realize Canada had such a variety of mushrooms!” (Interview Participant #TO-9, 

2015) or, “This mountain top view is so much better than I could have imagined!” 

(Interview Participant #BC-12, 2015), or “While you’re suffering in the heat of Australia, 

I’m basking in the awe of the beauty of a Canadian snow covered landscape” (Interview 

Participant # BC-12, and TO-11, 2015). I suggest the content of the posts, in addition to 

the comments disclosed, lead to the conclusion that experiences were shared as a result of 

genuine passion and excitement regarding their experience versus authoring content to 

generate attention. I found through the interviews that the participants were not motivated 

by the ability to post. However, the participants were positively affected by both the 

power of advocacy (from what they had viewed on social media posts previously) and the 

psychological well-being of themselves as the experiencer. Figure 5.5 below depicts one 

social media posting that demonstrates the psychological connection of the Australian 

Millennials tourists with their home in Australia while they are experiencing the 

Canadian leisure landscape. 
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Figure 5.5 Feeling like Home in Canada – BC Image #13 

 
 

While feeling somewhat homesick and wanting to go back to Australia, the tourist was 

able to connect on social media and feel like she still belonged. SME allowed her the 

opportunity to catch up with her family and see the new baby her sister had just 

delivered, leaving her feeling like she didn’t miss a thing! (TO interview participant # 6) 

 The findings in this dissertation therefore indicate a positive psychological impact 

of SME for the participating Millennial tourists. My research suggests that Australian 

Millennials travelling to Canada always have a place of belongingness within the social 

media community, which develops and elevates positive feelings (Chapter 4).  

 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 200 

 

5.3 Industry Advantage - eWOM and Social Capital 

 Social Media holds much power in advocating for visitors to experience Canada; 

this is otherwise known as electronic word of mouth (eWOM). As noted in Chapter One, 

the scope of social media influence is continuously in a state of growth. Experiencers add 

to their social capital during their time in Canada on leisure travel. For this social media 

community, geographical, and therefore cultural boundaries, shrink. While it was noted 

that Australia has similar cultural norms to Canadians, there are linguistic and culinary 

differences; any boundaries however, are minimized in the social media community due 

to increasing familiarity of the Canadian destination via social media engagement.  

Tangible social interactions occasionally increase as a result of virtual social media 

connection.  

 I argue, based on participant accounts during the interview process and the 

examination of mobile self-ethnographic portrayals of the participants’ leisure 

experiences in Canada, that benefits of the immediacy of social media connection include 

the development of tangible interactions, for example the impromptu birthday celebration 

on the top of a mountain in BC as shared in Figure 4.7, or the pillow fight at Toronto’s 

Yonge/Dundas Square in Figure 4.9. These tangible social interactions are a result of 

social media. Spontaneous and mass communications among a community opens the 

discussion regarding sociological trends resulting from social media networks. This adds 

value psychologically, sociologically, and economically to the leisure tourist experience 

and the tourism stakeholders’ economy. There are psychological impacts as a result of 

personal validation due to human connections made.  At the same time, there are 

sociological impacts as a result of shrinking boundaries, as well as a networking etiquette 
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and rules of social media engagement that have developed for social media interactions. 

Economic influences are also a pending outcome of increased leisure visitors engaging in 

Canadian activities as a result of engaging in social media. Further research and 

exploration is necessary in each of these areas to determine the impact, outcomes and 

potential long term affects.     

Specific questions that would be useful to consider include: What are some of the 

negative effects of engaging in social media? (None were identified by the participants in 

this research). What privacy practices are practical and necessary? What does it mean 

and/or what is the risk of not being in the moment for those too busy sharing the moment 

with others that are not present, that they themselves may miss out on engaging more 

effectively with those that are present? While the last question presented here did not 

seem to be a concern for the participants I interviewed, I did not interview their 

companions nor did this question come up during the interview process. Perhaps this is 

not a concern of the Millennial generation, however it was commented by baby boomer 

aged multi-rater volunteers that they would prefer their kids when they travelled with 

them not be on their devices all the time. Further research with a multi-generational study 

or group travel may indicate concern with over-engagement in social media. This may 

not be considered an issue as there was only one comment among the group of multi-rater 

volunteers that noted this as an issue, however in a longitudinal study the results could 

differ.  Further research needs to be done to explore the mindfulness of the participants as 

they are engaging in their leisure activity while posting on social media. This would be 

useful in sociological studies to further understand the evolution of human interactions in 
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a digital world, how this digitalized society may impact face to face social interactions 

and protocol, etc.  

Psychological implications may also result due to social media engagement. For 

example: How aware are leisure tourists of those around them? Does the act of engaging 

in social media take away from the experience shared with those within physical contact? 

Similarly, what are some potential reactions by other tourists to Millennials incessantly 

engaging in social media while touring destination attractions or participating in 

activities?  How does this affect those travelling with them? How well are Millennials 

able to multi-task between a tourist activity, social media, and engaging with their travel 

companions? Longer term research and exploration into the thoughts and feelings of 

those around social media users can help to understand evolving social interactions. 

There is also a potential concern for possible negative comments and inappropriate posts, 

again not identified as an issue for the participants in this dissertation and would require 

further research earmarked to focus on negative responses specifically to gauge the 

impact of. Negative responses and impacts did not present itself among the participants 

that volunteered for this dissertation research, therefore it was not addressed. The method 

of choosing participants was completely random, and was not designed to filter 

responses, the responses identified among the participants in this case as indicated were 

all positive or neutral.  

 Some further questions that have resulted from the process of this dissertation are 

as follows: Is there congruency between the popularity of an individual sharing their 

experience and the influence of the shared social media images and text? How much does 

the influence of particular shared images vary, which shared images are more influential 
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than others and which ones do not generate any interest at all (within the community)? 

The English idiom “a picture is worth a thousand words” is applicable in explaining the 

value of eWOM through SME, the collection of images shared by the traveller formulates 

a story to their social media network community of their experience.    As the tourist 

travels on his/her journey their social media community continues to grow and therefore 

the reach of this message also expands. It would be helpful to be able to measure the level 

of influence one image has the day it is shared and how the level of influence for the 

same image changes over time. Do the trending shared experiences align with those that 

are formally marketed by the tourism stakeholders? What specific segments of tourists 

are posting these and who are these images appealing to? Are there images that resonate 

in popularity the attendance at the event or a place of activity that does not reflect the 

same popularity? 

Further attention to the experiences that are being shared on social media may be 

able to assist tourism stakeholders in gauging what experiences these specific segments 

of tourists are interested in. Use of the explorer quotient (EQ) tools and profiles as 

formulated on Destination Canada (DC) would be valuable in constructing EQ profile 

stories that resonate with the experiences they have expressed interest in. EQ is a 

marketing segmentation program that has been developed by the marketing team at DC to 

profile tourists and align to experiences in Canadian destinations with Canadian 

attractions, restaurants, accommodations that would appeal to the identified profiles. The 

DC website offers a tool for potential tourists to respond to a survey and determine their 

personal travel style. On the marketing side, research has been done with the markets DC 

focusses on to determine the EQ profiles that are attracted to travel to Canada based on 
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the travel experiences shared.  Advocating experiences on social media in alignment with 

EQ profiles would prove to be valuable. Tourism stakeholders would have access to the 

images and insight to the experiences tourists have shared that resonate with their 

interests, and these stakeholders may be able to utilized the information that is relevant to 

them to understand what interests their public (CTC, EQ 2016) 

 

5.4 Economic Impacts 

DC’s current menu of experiences may be revised with the inclusion of the 

authentic actualized experiences Millennial travellers desire. Targeting the current 

research to various specific cultural backgrounds (e.g. The cultures of current, desired, or 

potential visitors from geographically varied destinations can be examined through 

methodological process described in this dissertation). The steps I used in data generation 

may be utilized in order to determine the experiences valued in cultures other than 

Australian and other destinations than Canada. This dissertation provides a snapshot into 

measuring social media usage. A more comprehensive understanding of the patterns of 

social media usage for Millennials would prove to be valuable in gauging who and what 

may be considered influential and who/what is superfluous.  

 An understanding of the usage patterns of social media in general may assist in 

determining whether or not individuals engaging in social media more frequently are 

considered more credible within the social media community. Would this mean that 

individuals that engage less frequently would be less credible within the social media 

community? Perhaps the amount of engagement of the communicator is irrelevant and 

the only valuable component is the number of followers or the size of the immediate 
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community. Perhaps even more significant is the rate of growth of the individuals’ social 

media capital while engaging in the leisure experience that is being shared. The size and 

reach of one’s social media capital is directly linked to the power of eWOM (electronic 

word of mouth) advocacy for a destination experience. On the other hand, does the usage 

pattern of the receiver affect the power of influence offered to the message posted?  

Perhaps a receiver only logs on to seek and establish destination feedback when 

motivated to travel. This conclusion only the beginning in fully establishing value and 

harnessing the power of influence as a result of engagement in social media.   

 A comparison of social media use on vacation versus at home was evaluated 

through participant disclosed data collected through the interview process. As noted in 

Chapter Four, the frequency with which the participants accessed social media while on 

vacation differed from their regular social media use. Participants reported a reduction in 

accessing social media several times an hour, but reported an increase in accessing social 

media several times a day (AE Figure AE-6b-c). This would suggest that the participants 

are occupied in tourist activities throughout the course of the day, thus limiting their 

availability to connect via social media on an hourly basis. They have therefore moved 

from the category of engaging several times per hour to several times per day, 

demonstrating an existing need to connect with their social media community more 

regularly than once daily, but not several times an hour, as was popular prior to 

travelling. This would indicate that social media remains a valuable component of the 

daily experience of these Millennial leisure tourists visiting Canada (see Figures 4.8c-d). 

It appears that those only connecting once daily or once weekly increase their 

connectivity to several times a day (also refer to Figures 4.8c-d). This would suggest that 
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for those engaging in minimal connection previously, the desire to connect has increased 

(Ch. 5). With this in mind, it would be beneficial to further explore social media usage 

and any psychological outcomes that may result. I suggest that further exploration of 

social media communication and its outcomes can be assessed via usage patterns and 

content discourse. This information could be useful to understanding the value and 

influence of communication patterns that may evolve due to SME, which may assist in 

marketing to the target markets studied. Harnessing human communicative interactive 

patterns that can result from SME in order to relay information in a more effective and 

efficient manner may be a benefit to destination marketing and to the marketing industry 

as a whole.  

Gauging the growth of social media capital and the scope of an experiencers’ 

influence is key to determining a return on investment for the marketing industry in their 

strategies to increase destination visitation. I suggest the key to determining the monetary 

value of social media engagement appears to be the ability to determine a value per social 

media communication of experiences. Further research may reveal that some shared 

experiences have a higher value than others. The rate of return and the value of 

investment directed towards social media campaigns may be determined through an in-

depth longitudinal study.  

 

5.5 Evolution of the Features of Social Media Application  

Social media applications are evolving quickly. New features are constantly being 

developed and added in attempts to differentiate the application, match the popular 

features of the competitors and generate increasing user desirability. For example, in 
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July, 2016, Twitter added stickers and increased video length from 30s to 140s, Snapchat 

added filters, stickers and text, and Facebook added Canvas and Slide show capabilities 

to compete with Snapchat’s offerings (Marcyes, 2016). Anticipating what new features 

may be desired by users could be inspirational to tourism stakeholders. Stakeholders 

could embrace new features and determine the best fit for such features within the 

marketing or operations of their business. Some platforms have filters that highlight the 

name of a venue or city, negotiating for such an option prior to the trend passing would 

assist in the destination remaining top of mind for potential or returning tourists.  Perhaps 

an online dating type application to match tourists with destination offerings is in the near 

future. 

   

5.6 Limitations 

The impact of social media engagement has demonstrated positive impacts on the 

experiences of Millennial experiencers participating in this research. Limitations for this 

dissertation include the lack of a longitudinal time allowance that would allow further in-

depth investigation of feelings identified by tourism experiencers and the recipients of the 

shared social media messages. A comparison of shared images and experiences between 

a first visit and a return visit would have proven valuable. Time, resource and ethical 

limitations prohibited the option of accessing the actual recipients of the social media 

posts shared by participants. Funding and logistics limited the option of travelling to 

Australia. Travelling with tourist being observed to gauge immediate reactions of the 

social media communication recipients, arranging interviews with these recipients of my 

interview participants’ posts would garner their reactions first hand and may lead to 
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deeper, more descriptive responses. This would be an ideal method of associating the 

reactions of the intended audience to the messages of leisure travel in Canada that have 

been shared. This data of what was intended by the sender and what was received could 

then be discussed in the most precise manner. This rich qualitative information would 

prove to be advantageous to marketing organizations in gauging reactions to images 

posted. Logistics prevented the capture of the immediate reaction of the recipients as they 

first viewed the message received from a Canadian experiencer, which would likely 

garner the most accurate responses in my case (Ch.4). The multi-rater responses reliably 

consolidated and verified the motivation of tourists to share their experiences and 

reactions, despite the fact that their responses are not the actual responses of the actual 

recipients. These responses are considered valid due to demographic variance and 

similarity of responses disclosed.   

 I recommend a longitudinal study, along with participatory action research, in 

order to follow those motivated by shared social media experiences to explore leisure 

journeys in Canada. I recommended that experiencers’ first set of shared images be 

further coded to allow for a comparative analysis between their responses and the actual 

posts they originally received (and for return visitors, a comparison with the posts they 

shared during the first visit). I propose that the initial set of posts reveal similar 

experiences as the ones they received and subsequent ones reveal a variety of less popular 

experiences.  

Finally, research is needed to measure the growth and value of social capital as a 

result of Millennials engaging in social media while experiencing Canada as their leisure 

destination. This research would determine the benefits of social capital growth on both 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 209 

 

the lived experience and the effect of this social capital growth on future experiences and 

advocacy.  I also recommend studying the impact of social capital growth 

psychologically on the Millennial traveller and sociologically on the Millennial 

community. 

While it has been established that SME increases positive feelings and positive 

mood as a result of feeling connected and validated, a point of diminishing returns was 

also noted in the literary review in Chapter Two. The published work alluded to high 

frequency of social media use leading to depression (Vigil et al., 2015), but did not 

establish or mention a threshold before this occurs. This is a limitation of the current 

study as the self-perpetuating cycle may hit a wall at some point depending on the 

evolution of technology. It is difficult to predict the evolution of social media 

engagement, but for now focusing on the growth of social media communities is viable. 

 

5.7 Sociological Contribution and Industry Applications 

This dissertation contributes to an understanding of the effects of social media on 

Millennial behaviour. The information revealed from exploring these areas can assist in 

communicating effectively to this generation in order to assist them in education, careers, 

development of leadership skills, etc. It is possible that an understanding of what 

Millennials consider credible would garner the most influential message to the Millennial 

recipient. This could also prove as a medium to communicate the benefits of a 

postsecondary education program to Millennials and support the benefits of an existing 

program they are engaged in, in order to influence greater retention level for post-

secondary education and career path development. This methodology can be transferred 
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to reveal such information as detailed above for other segments of the population, (i.e. 

those from other parts of the world, the z-generation, x generation etc.) in order to 

achieve the outcomes such as career development, educational retention and marketing 

efficiency.  

This dissertation provides confirmation of the positive impact of social media on 

tourism advocacy, which is valuable to the marketing industry. Application of the 

findings from this impact study could assist in the development of a tool to monetize 

social media for tourism development and marketing. The ability to generate packaged 

Canadian tourist experiences that correspond with what Millennials have posted as 

representing their own positive experiences is supported by my findings. In its mandate to 

market Canada as a desirable tourist destination (Ch.1) innovative content marketing has 

been a focus of Destination Canada (DC, 2016a, p. 19). Throughout 2015, DC utilized 

social media campaigns in order to garner unpaid advertising. These campaigns represent 

inorganically developed social media communications. I suggest that findings from this 

dissertation supports further study of organically produced social media communication, 

which would create added value as an innovative content marketing tool.  

The methodology developed for this dissertation is applicable to study in other 

recommended areas of SME research. The PSME contributes knowledge in the following 

areas:  

a) Understanding the impact of constant connectivity among those in a social media 

community, moods, SME, T.E., and advocacy.  

b) Understanding the value of an increase in social capital as a key contributor to the 

sociology and the evolution of societal interactions as a result of the internet and 
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advances in technology leading to an increase in communication that is not face to 

face, but through devices.   

c) The PSME contributes to further work in any of the areas of SME, T.E., human 

connectedness, information sharing, to determine:  

(i) Influencers in a social media community,  

(ii) The rate of social media community growth (impacts and influence 

on cultural boundaries and cultural intelligence),  

(iii) The reach that social media offers to dissemination of information  

(iv)  What percentage of potential tourists convert to become actual 

tourists? Further sharing of the destination experiences and an 

understanding of this overall impact are again beneficial to the 

tourism, sociological and psychological industries.  

(v) It would also be beneficial to assess the threshold beyond which 

destination advertising and/or advocacy on social media ceases to 

be effective.  

Tourism stakeholders may be able to utilize this research to market their various 

products with a focus on what the tourists have identified to their social media 

community as experiences worthy of sharing to their community. Each stakeholder may 

be able to highlight this aspect of their organization in marketing campaigns that align 

with the authentic disclosures of the Millennials’ experiences identified in this 

dissertation.   

Tourism destination developers or other interested parties can create meet-ups 

through social media in order to enhance the tourism experiences of Millennials. Social 
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campaigns and experiences demanded by Millennial experiential tourists can be 

implemented to further enhance the tourist experience in Canada. Experiences can be 

aligned to the current prescribed segments outlined in Destination Canada’s Explorer 

Quotient (EQ). Tourist stakeholders across Canada may use the experiential campaign 

that utilizes Destination Canada’s Explorer Quotient (EQ) to create appropriate 

experiences for their desired consumers.  

Transcribing the methods used in this research offers application to study other 

destinations, target markets, and to identify desired experiences as shared on social media 

(Ch. 3). Through interviews, image ethnographic discourse and a multi rater survey, the 

influencers of brand perception and customer satisfaction may be captured. Similar 

methods can be applied to diverse disciplines to, for example, study employee 

satisfaction, user friendliness of new technology or even the outcome of a new recipe 

(Ch. 3). 

 

5.8 Next Steps/Future Research  

Upon completion of this dissertation, key steps may include developing focus 

groups to discuss options for further study and implementation of findings on current 

marketing strategies. Expansion of the website created for this research, 

www.mycanadianexperience.ca, would allow the facilitation of a campaign focused on 

Millennials travelling to and within Canada. The methods used in this dissertation can be 

applied appropriately to generate further social media intelligence with respect to 

Millennials and tourism. Finally, spearheading of one or more of the longitudinal 

participatory action research recommendations is proposed based on resources and 
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industry needs. Any and all of the recommendations could be initiated with sufficient 

enthusiasm and resources.   

The results of this research are unique to the specific marketing processes studied 

and result in an understanding of the visitor relationship to their destination. I am 

proposing to use this strategy to gauge the effectiveness of a variety of destinations’ 

marketing strategies as an option for further study. The current study may represent a 

baseline for future evaluations with a possibility of considering cultural differences as an 

added factor. Future work may further analyze the demographics to differentiate between 

tourist experience based on family structure (marriage, children, etc.) and sexual 

orientation. I consider this research to be transferable to other destinations, other tourists, 

and other experiences, and I see significant opportunities to transfer and use these 

methods for further analysis.  

My study was based on the consideration that a strong correlation exists between 

the use of social media and the development of pre-arrival perceptions. This correlation 

may allow for further study gauging the value, both quantitatively in tourism arrival 

numbers, and qualitatively in pre-arrival perceptions. I also suggest that with further 

study a formula can be developed to assess the monetary value of social media campaigns 

in relation to marketing planning and strategy.  

Meyricks’ states that, “breadth of application is key to testing the ‘true 

comprehensiveness’ of qualitative research” (Meyrick, 2006, p. 806). I suggest that the 

process of data generation as composed in this dissertation can also be utilized in further 

studies to capture the influencers/motivations of brand perception and actual customer 

satisfaction as communicated by the target market. Analysis of the shared posts, along 
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with anecdotal experiences shared and a multi-rater validation, may offer insights into the 

expectations and outcomes of a leisure journey to a destination. The findings from the 

research may inform marketing professionals and other stakeholders involved in the 

destination development for leisure travel areas of further development as well as 

strategies for promoting their product.  

The method and images used to convey an experience as it is being actualized can 

be applied to diverse disciplines to, for example, study employee satisfaction, user 

friendliness of new technology or even the outcome of a new recipe. The methods 

outlined in this paper can be used to reveal perceptions on any other experiential activity 

shared on social media, as well as to identify the benefits or drawbacks associated with 

social media engagement during participation. 

 

5.9 Dissertation Summary: This is Only the Beginning  

While this research focuses on a specific set of social media interactions, the 

findings are applicable to broader social media research. Such information may serve to 

initiate future study on this evolving form of communication. How individuals represent 

the perception of their experiences on social media, how this interaction reinforces, 

increases, or otherwise effects the perceived value of an experience, both to the 

individual and to other social media users, is valuable and widely applicable information. 

Destination Canada’s current marketing strategy applies experience creation to 

differentiate tourism in Canada through their Explorer Quotient (EQ) campaign. I 

conclude that an understanding of what tourists describe as desired experiences in their 

social media communications can be harmoniously integrated into the EQ creations.  
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Where will the research completed in this dissertation take us? What is next? The 

research methods in this dissertation are innovative and unprecedented. Analyzing shared 

social media images from both the perspective of the sharer and the potential recipient in 

order to gauge the impact has not been previously examined in a constructivist manner as 

found in this dissertation.  

 

Figure 5.6 Where Will This Take You? (Toronto Image #10) 

 

 

 This dissertation presented qualitative data and an understanding of the power of 

social media on travel advocacy. Further quantitative analysis of revenues based on the 

demands of experiences created and supplied by Canada’s tourism stakeholders to attract 

visitors would help to determine the monetary value of a social media post. If the actual 

activities and attractions that were experienced were aligned with the message of desired 

experiences as communicated by Millennial explorers, associated marketing 
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organizations would be able to strategically campaign in order to generate greater 

attendance or demand for the targeted experiences. If there is a misalignment, then the 

experiences offered will garner little interest.  I suggest that with further study a formula 

can be developed to assess the monetary value of social media campaigns in relation to 

marketing planning and strategy. Essentially, in applying the value and impact of social 

media to the leisure experience of the Millennial tourist, tourism destination developers 

must value what the experiencers desire, expect and communicate on social media.  

Strategically, the measure of success may be determined by a monetary differentiation 

after the application of this knowledge. The motivation for Millennial leisure tourism to 

Canada is the opportunity to experience the Canadian landscape as communicated by 

their social media community. It is important to respect and value the opinions of 

Millennials’ regarding their experiences as they live it through the experience of tourism 

and share within the comfort of the social safety net of their social media community. It 

is the outlook, desires and values of this target group that will lead future research 

opportunities to contribute to furthering the understanding of modern sociological 

nuances, a social media communication culture and the influencers that underlie SME.  
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Appendices 

 

Appendix A: SWOT Analysis of Australian Leisure Travel To Canada 

 
(Summary of CTC 2007 draft report and Global Tourism Watch 2012 Australia Summary report)  

SWOT ANALYSIS FOR AUSTRALIAN LEISURE TRAVEL TO CANADA  

(Canada ranked 10th in aspirational destinations- (Insignia, 2007)  

 
 Strengths to visit Canada as identified by Australia 

• Breathtaking beauty 

• Majestic beauty 

• Mountains 

• Forests – lush oxygen rich parks, forests and lakes 

• Abundant Wildlife 

• Vast Wilderness – trails to trek and camp on 

• Clean and untouched landscapes 

• Abundant Recreational Opportunities 

• Fresh, moist dewey air 
• Same language 

• Same attitude 

• Same sense of humour 
• Similar way of living – living standards, economy, physical size and urbanization 

• Australians very aware of Western Canada – lots of product being offered 

• Australian Economic strength – dollar strong with respect to the Canadian dollar 
• Unemployment rate low 

• Consumer confidence high 

• Getting away from summer heat – Canada is cool 
 

 
Documented Weaknesses Australians have identified regarding  

             visiting Canada 

• Distance – more expensive air fare 
• Considered expensive – price prohibitive place to visit 
• Not that exciting 
• No cultural exploration opportunities 

Strengths to visit 

Canada as 

identified by 

Australians

Documented 

Weaknesses 

Australians have 

identified 

regarding visiting 

Canada

Opportunities for 

Canadian Tourism 

professionals to 

build awareness of 

to Australian  

Millennials

Threats that have 

been identified by 

Australians as 

concerns regarding 

visiting Canada
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• Fewer important historical sites than Europe or the U.S. 
• Things very far apart…need a longer time to see many things 
• Compared to going to South east Asia  - Canada is not considered to have opportunity to try new 

foods 
• Low awareness of Canada as a leisure travel destination 

 
Opportunities for Canadian Tourism professionals to build 

              awareness of to Australian Millennials 

• Opportunity to build awareness regarding diversity of cultures in Canada 
• Opportunity to build awareness regarding diversity of food choices in Canada 

• Opportunity to promote safety of Canadian holiday 
• Opportunity to promote dual country itineraries 
• Opportunity to convince re: value of holiday in Canada 

 
Threats that have been identified by Australians as concerns regarding  

             visiting Canada 

• 9/11 terrorism 

• Cost prohibitive 
 
Profile of the Australian Traveller   - (Insignia, 2007) 

• 31% aged 18-29 
o Ideal trip #1) spa visit (66%)   
o #2) skiing, camping, canoeing/kayaking (29%) 

• 28% 50+ 
• 34% of Australian visitors stay 10-20 nights, 23% stay 21-30 nights 
• (overall average = 30.2 nights)  
• Most likely time to visit Canada;  April –September 
• Ideal trip  = #1) Mountain resort #2) Lakeside resort 
• More than 50% travel with spouse or significant other 
• 91% travel FIT ( non-group)  
• 60% non group and no package 
• 49% in mid-price hotel/motel 
• 48% coming to Canada are doing a multi destination with the U.S, Mainland 
• trips planned 7 months in advance 
• trips booked 4 months in advance  
• 73% booked through travel agents or package providers 
• 27% booking direct with airline 
• In person interactions are primary source of information – sharing of pictures  (in person, via 

email or on social media)  
• 1/3 engaged in social media while on trip (less than other countries however this has been an older 

group)   
 

Ranking of destinations visited in Canada 

37% visited both Eastern and western Canada 
1. 68% visit B.C.  
2. 55% visit Ontario 
3. 38% visit Alberta 
4. 34% visit Quebec 
5. 13% visit Atlantic Canada 
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Canada considered Beautiful and Friendly 

Nature inspired 33% 

Mostly older and female 
Culture Seekers 27% 

All age groups 
• Enjoy getting involved with the people and their lifestyle when travelling 
• Enjoy seeing places and history of cultural significance 
• Interest in Canadian spas, aboriginal attractions and sporting events 
• There is also an interest in modern cities and theme parks. 

 
Recreational and Relaxation 23% 

Mostly family travellers 
Outdoor Sports Seekers 17% 

Dominated by males under 30 
 
 b. Nature inspired = 50+ 

* enjoy the freedom and flexibility of driving and touring 
* train and/or bus tours interest them 
* interest in the Canadian wilderness 
 a. Outdoor Sport Seekers = 19-29 years old 

72 % -  Canoeing/kayaking 
74%  -  Snowskiing/snowboarding 
58%  -  Horsebackriding 
57%  - Camping 
56%  - Attending a sporting event 
49%  - Eco Travel 
 
 
  

Segmentation Analysis - Australian Travellers to Canada

(2007) 

Recreation and Relaxation 23%

Culture Seekers 27%

Nature Inspired 33%

Outdoor sport Seekers 17%



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 261 

 

Appendix B: Recommendation and Advocacy - The Power of Referral 

 
(1) Advocacy is the most influential source of information to make travel decisions. 3 of the top 5 most 

influential sources of information are word of mouth - in person (most influential), via social media 

(3rd most influential), and peer reviews on travel websites (5th most influential).  

When it comes to potential sources of information about international destinations, travellers have many 
options. Consistently, research by Destination Canada indicates that peer advocacy (in person, via social 
media, and traveller reviews) are the most consulted and the most influential sources of information.  
Table 1: Source of Information Top-5 

Sources of Information2 

Top-5 Most Frequently Consulted for 

information  Top-5 Most Influential for decision making 

FRIENDS AND FAMILY IN PERSON FRIENDS AND FAMILY IN PERSON  

TV PROGRAM (E.G. TRAVEL SHOWS NEWS 
SHOWS OR ENTERTAINMENT SHOWS) 

TV PROGRAM (E.G. TRAVEL SHOWS NEWS 
SHOWS OR ENTERTAINMENT SHOWS) 

MAGAZINE OR NEWSPAPER ARTICLES TRAVEL GUIDE OR BOOKS 

TRAVEL GUIDE OR BOOKS 
FRIENDS AND FAMILY VIA SOCIAL 

MEDIA  

TV ADVERTISING TRAVELLER REVIEW WEBSITES  

 
(2) Past visitors are 175% more likely to advocate on behalf of Canada. More than that, past visitors are 

146% more likely to visit again.  

Recommendation and advocacy are powerful generators for international travel – but how do you get 
travellers to make positive recommendations? Year over year, research indicates that past visitors make 
great advocates. Across all surveyed markets, someone who has visited Canada is on average 1.75 times 
more likely to refer others to come to Canada than someone who has not.3 In some markets, this figure is 
higher still (Australia – 2.26x, United Kingdom – 2.22x, Japan – 2.82x).  
Furthermore, past visitors are also likely to become repeat visitors. Across all markets, someone who has 
visited Canada in the past is on average 146% more likely to visit again in the next 2 years.4 Markets in 
which this effect is strongest include Japan (161%), Germany (191%), South Korea (183%) and Australia 
(178% 
Notes 
 Surveyed markets include the United States (2014), Australia (2014), China (2014), Germany (2014), 
South Korea (2014), United Kingdom (2014), France (2013), India (2013), Mexico (2013), and Japan 
(2013).  

2 Based on data from the US 2014 Global Tourism Watch survey. After indicating which sources provided 
information about international travel, respondents were asked to rate the influence of each source on a ten-
point scale. Responses indicated a 9 or 10 rating for influence were scored as “Influential”.  

3 Calculated based on the difference between past visitors to Canada and non-visitors in Net Promoter 
shares. Average is calculated as a weighted average taking into account the differences in past-visitor 
sample sizes between markets.  

4 Calculated based on the difference between past visitors to Canada and no-visitors in the share of 
respondents indicating “Very Likely” or “Definitely” to the question about likelihood to visit Canada in the 
next two years. 
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Appendix C: Interview Guide 

 
Interview Guide  

Mapping Motivations for a Canadian Leisure Experience  

Appendix #A  

Section 11 

 This research examines the impact of social media on the leisure experience of the 
millennial tourist in Canada as it transpires.   

           Experience - Perception = Satisfaction 

       The goal of this research is to capture and understand the impact of social media on 
the leisure experience as it is occurring.  By examining social media relationships it is 
hypothesized that influencers and motivators to choose Canada as a leisure destination will 
also be revealed.  

       I will be conducting this research by examining Millennial Australian travellers 
arriving in Canada for leisure purposes.  

       Defining Millennials (19-35) has been illustrated through quantitative data as well as 
literary review.  What is this group seeking and identifying as a positive leisure 
experience?  What images and experiences are they seeking for their Canadian 
experience that initiates and reinforces motivation to choose Canada as a leisure 
destination? 

1. A component of this research is to understand how and what this group 
identifies as a ‘positive experience’ through their Canadian leisure journey.   
There is current research available from the Canadian Tourism Commission 
regarding the Australian travel profile (Appendix C). With this understood the 
focus will be on: 
 

* What is the impact of social media on the lived experience of a leisure 

tourist?   

 

Hypothesis:  The outcomes can either be positive, negative or no impact as a 
result of engaging in social media during the tourist experience.  I hypothesize 
that the outcome will be positive on the tourist experience as a result of 
engaging social media while experiencing a leisure tourist journey.   
 

2. Subquestions also addressed through the research as proposed. 
‘Why was Canada chosen as their leisure destination?  What are the motivations that led 
them to make the decision to travel to Canada?  What is being shared with their social 
media followers that this demographic considers relevant to their Canadian Leisure 
experience?  (these images are hypothesized to be motivators to increase the desire to 
choose Canada as a leisure destination) What is it about the Canadian leisure adventure 
that resonates positive experiences with the Australian travelers?  How much did they 
engage in social media?  
 
For the purpose of this assignment I will be conducting surveys in two case studies 
destinations.  At the site of each case study I plan to conduct 10-15 interviews.  
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Objective of Interviews: 

The objective of these interviews is to capture the tourist experience and engagement of 
social media as it is occurring.  The case study participants will hypothetically identify 
their expectations of the leisure travel as embarked on.  The interviews will examine the 
level of engagement and interaction with social media as well as the benefits or outcomes 
of using social media to share the experiences as it transpires.  In these face to face 
situations the interviewer will have the opportunity to further probe into areas that present 
itself as relevant (this depth will not be available through on line surveying).  The 
qualitative data collected from the interviews will be triangulated with the multi-rater 
opinions, image submissions and statistics from the Canadian Tourism Commission 
regarding visitor arrivals, the quantitative data collected from this research, Statistics 
Canada and the International travel survey quantitative reporting on the Australian travel 
patterns and the analysis of image submissions in order to inform an accurate direction 
and credible outcomes from this research.   

When this survey is administered, the researcher will check the consent form agreed box 
on the checklist after the interviewee has read and signed the consent form (see Appendix 
B, section 21 REB).  

 

The following appendix attachment is a copy of the consent form and information 

letter as presented to the interviewees to read and sign.  

      Royal Roads University 

                                                                                    2005 Sooke Road 

                                                                                         Victoria, B.C. 

                                                                       For further information: 
                                                  Primary Investigator: Donna Lee Rosen 

                                                                                Tel: 647-801-8860 

                                               Email:donna@myCanadianExperience.ca 

January, 2015 

                                            Mapping Motivations for a Canadian Leisure Experience 

Consent Form 

I, (please print)___________________________ have read and understood the 
information on the research project Mapping Motivations for a Canadian Leisure 
Experience which is to be conducted by Donna Lee Rosen and all questions have been 
answered to my satisfaction.  
I agree to voluntarily participate in this research and give my consent freely.  I understand 
that the project will be conducted in accordance with the Information Letter, a copy of 
which I have retained for my records.   
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I understand I can withdraw from the project at any time, without penalty, and do not 
have to give any reason for withdrawal.   
I consent to: 

- Complete an interview with a researcher 

- Respond to a series of questions regarding my leisure experience in Canada, my relationship with 

social media.  

- Submitting an image as posted on social media.   

- Submitting an images submitted that does not contain personal images, if a personal image is 

submitted, I understand that it may be identifiable. 

 
 Print Name: _____________________________________ 
Signature: _______________________________________ 
Date: ___________________________________________ 
This project has been approved by the George Brown College Research Ethics Board,  
Approval No. 6004067 and the Royal Roads Ethics Review Process.   

Should you have any concerns about your rights as a participant in this research, or you have a complaint about the manner in 

which the research is conducted please get in touch with the Royal Roads Ethics Reviewer Gina Armellino  
Tel: (250) 391-2600 ext. 4425 
Approved: GBC REB 2014                                    Page 264 of 340 
Publication 2014-12-08 

       
Royal Roads University 

2005 Sooke Road 
Victoria B.C. 

For further information: 
Primary Investigator: Donna Lee Rosen 

Email:donna@myCanadianExperience.ca 
January 19, 2015 
                                             Mapping Motivations for a Canadian Leisure Experience 

Information Letter 
Dear Potential Participant, 
You are invited to take part in the research project identified above which is being conducted by Donna Lee 
Rosen from Royal Roads University.   
This research project examines the engagement of the millennial generation with social media.   
Specifically, this research project will develop robust qualitative data that will expand upon our knowledge 

of how social-media sharing of Canada as a leisure destination impacts the experiences of millennial 

leisure tourists in Canada and their image of Canada as a leisure destination. The purpose of the research 
project is aimed at analyzing Research data to gain understanding of:  What perceptions about the relevance 
and desirability of Canadian leisure experiences are visitors communicating via social media? Secondly, 
findings will be examined to generate data on the impact of social media: How does the act of instant 
sharing contribute to the participants’ enjoyment and perceived value of the experience, the likelihood of 
return visits, and overall spending during the visit? Finally, the research also seeks to answer specific 
questions about social media options: Do visitors expect or benefit from continual access to social media, 
or is there a desire for specific Wi-Fi, or Wi-Fi free, zones in some settings (e.g. wilderness areas, 
museums, camping destinations, etc.)? 
Who can participate in the research? 

We are seeking travellers from Australia aged 18-35 and engage in social media communication to 

participate in this research.   

What choice do I have? 
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Participation is entirely voluntary.  If you decide to participate, you may withdraw from the project at any 
time without giving a reason.  The researcher(s) may also withdraw a participant if it is considered in the 
participant’s best interest or it is appropriate to do so for another reason.  If this happens, the researcher will 
explain why and advise you about any follow-up procedures or alternative arrangements as appropriate.   
All information collected will be confidential.  All information collected will be stored securely with the 
researchers and kept for a period of five years in the School of Tourism and Hospitality Management in 
Toronto.  At no time will any individual be identified in any reports resulting from this study.   
What will I be asked to do? 

Approved: GBC REB 11/14                                   Page 265 of 2 
Publication 2014-12-08 

- Complete an interview with a researcher..  Interviews will be conducted either in Toronto or 

Whistler,specific times and locations will be identified on the website 

www.myCanadianExperience.ca.   

- Participants will be asked a series of questions regarding their leisure experience in Canada, their 

relationship to social media.  As well an image as posted on social media will be requested for 

submission.  No personal or contact information will be required to complete the process.    

- - The interview may take 20-30  minutes  These interviews will take place in Whistler and Toronto, 

further details will be communicated on the website.  Whistler in February and Toronto in April. 

- Data will be randomized in order that the results not be matched to the participant after 

completion.  Images submitted should not contain personal images if you do not wish to be 

identified.   

What are the risks and benefits of participating? 
There are no risks to participation.  The benefits will be a contribution to the broader understanding 

overall of the millennial generation with social media engagement.   

Participants have the right to refuse to answer any interview question once the screening is complete.  This 

will not affect their participation in the study in any way. 

How will the information collected be used? 

The findings will be summarized and posted on the website provided.  The complete report will also be 

available upon request.   

What do I need to do to participate? 
Please read this Information Letter and be sure you understand its contents before you consent to 
participate.  If there is anything you do not understand, or you have any questions, please contact the 
Principal Investigator.   
If you would like to participate, please log onto www.myCanadianExperience.ca for further information 
and/or contact Donna Lee Rosen at Donna@myCanadianExperience.ca regarding your interest in 
participating in the interview process either in Whistler or Toronto – dates to be confirmed.  Your interest  
in participating in the interview will be confirmed by completing the consent form and emailing to 
Donna@myCanadianExperience.ca.   
Thank you for considering this invitation,  
Signature of researcher. 

 
 
 
 
 
This project has been approved by the George Brown College Research Ethics Board, Approval No.6004067  and the Royal Roads 
Ethics Review Process.  
Should you have any concerns about your rights as a participant in this research, or you have a complaint about the manner in 

which the research is conducted please get in touch with the Royal Roads Ethics Reviewer Gina Armellino Tel: (250) 391-2600 

ext. 4425  
Approved: GBC REB 11/14                                   Page 265 of 2 
Publication 2014-12-08 
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Guide of Face-to-Face Interview in Whistler/Toronto with Millennials 

 

Mapping Motivations  

For a  

Canadian Leisure Experience 
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1. Screening 

 

A. Australian Passport 

 

B. Millennial 

 

C. Leisure 

 

D. Social Media  

Engagement 

E. Year of Birth  

2. Profiling  

Gender M F 

3. Expectation 

A. Top 3 things HOPE to DO in Canada 

 

1 

 

2 

 

3 

B. Top 3 Things HOPE to SEE in Canada 

 

1 

 

2 

 

3 

4. Perception 

A. Top 3 IMAGES that come to mind when think of CANADA 

 

1 

 

2 

 

3 

B 3 Reasons you chose to come to Canada – (may be same as expectations and images.) 

 

1 

 

2 

3
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5. Research on Social Media 

A Which of the following influenced your choice of Canada for your trip? 

 Word of Mouth  

 Websites  

 Social Media Postings  

 Local Australian Newspaper  

 National Australian Newspaper  

 International Paper  

 Magazine  

 TV Show  

 TV News  

 International Film  

 Documentary Film   

 Other/Specify  

B. How often do you access social media at home? 

 Several times/hour  

 Several times/ day  

 Daily  

 Every other day  

 Every 3-5 days  

 Weekly  

 Less often  

 Other - specify  

6. Social Media 

A  Do you own or have access to a device – tablet, smart phone etc that allows you to access social 

media while in Canada? 

                                      Y            N 
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B.  What are your reasons for posting 

 Share Experience  

 Keep Record of Experience  

 Keep in Touch  

 Brag  

 All of above  

 None of Above  

 Other  -

specify 

 

7. Representation 

A. Describe 3 images that you posted 

  

1 

 

Image 

Location 

Activity 

 

2 

 

Image 

Location 

Activity 

 

3 

 

Image 

Location 

Activity 

B Social Media Platform used 

 Facebook  

Instagram  

Pinterest  

Snap Chat  

Twitter  

All of Above  
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Other  - Specify  

8. Social Media Relationship 

A. List 3 Reasons for Posting 

 1  

2  

3  

B. How often are you checking social media? 

 Several times an hour  

Several times a day  

Daily  

Every other day  

Every 3-5 days  

Weekly  

Less often  

Other - specify  

No answer  

C.  Who do you hope to see post? 

 Peers  

Parents  

Work Colleagues  

Friends and Relatives  

General Audience/Public  

Clients  

Other - Specify  

D.  What encourages posting? 

 Likes  
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*Media Submissions available upon request 
 

  

To Share  

Receive Positive Comments  

Journal/Record Trip  

Show off/Brag  

Keep in Touch  

Other Specify  

 

E Do you expect a response 

y N 
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Appendix D: Multi-Rater Questionnaire 

 
Part A 

MM-Inter-rater Questionnaire  
 (Please complete only once per participant) 
Qualifying questions:   
Q1 -What year were you born? 
Q2 – Gender?  F /  M 
1. What are the top three motivations that encourage you to respond to a social media post? 

a) _______________________________________________________________________________
_______ 

b) _______________________________________________________________________________
______ 

c) _______________________________________________________________________________
______ 

2. List three feelings that are generated when you see others post their vacation images on social media 
a) _______________________________________________________________________________ 
b) _______________________________________________________________________________ 
c) _______________________________________________________________________________ 

 
3.How important are the following to you?  Please state your opinion on the on a scale of 1-5 (5 being very 
important and 1 being not important at all) 
 
a) Receiving Social Media Communication from your social media community when they are on leisure 
vacations 
b) Connecting with your social media contacts when they are on a leisure journey? 
Part B 

My Canadian Experience – Inter-rater Questionnaire 

Please complete one questionnaire per image 

Image #________ (Identify the images as per the image number represented on each image)   

Based on the image and text content please answer the following:   

You receive an alert to this post,  

1. How likely would you do the following with the post? 

 Very 

Likely 

                Not at all 

                    Likely 

“Like” the post      

Retweet      

Mention the post      

Snap Back      

Comment      

Report      

Do nothing at all      

other – please elaborate _____________________________________________________________ 

2. Which of the following do you feel are possible reasons for the post?  

 Very 

Likely 

                Not at all 

                    Likely 

Showing off/bragging      

Sharing/informing      

Journaling      

Wanting to connect      

other – please elaborate ______________________________________________________________ 

 

3. How would you rate the mood of the content generator? 

  Very    some -       neither        some-        very 
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  much      what       what  much 

   

a) happy/ ☐☐☐☐       ☐☐☐☐  ☐☐☐☐      ☐☐☐☐         ☐☐☐☐  sad/ 

   elated                      depressed  

       

b) connected ☐☐☐☐      ☐☐☐☐  ☐☐☐☐      ☐☐☐☐    ☐☐☐☐  lonely/   

                      disconnected 

 

c) in awe of ☐☐☐☐     ☐☐☐☐  ☐☐☐☐      ☐☐☐☐    ☐☐☐☐  bored of            

     destination        destination 

 

d) satisfied w        ☐☐☐☐      ☐☐☐☐  ☐☐☐☐      ☐☐☐☐          ☐☐☐☐             dissatisfied w 

       destination choice                    destination choice 

e) enjoying             ☐☐☐☐     ☐☐☐☐  ☐☐☐☐      ☐☐☐☐     ☐☐☐☐  disliking 

     the moment        the moment  

  

4. What are the key messages you get from the post (remember to consider the text)? 

a)________________________________________________________________________________ 

b)________________________________________________________________________________ 

c)________________________________________________________________________________ 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 274 

 

Appendix E: Findings 

 
The data itemized here will appear in the order it was collected through the interview 

process, which I structured to achieve the most informative responses to the questions. 

Some participant responses were quantified and presented in a chart/graph format, to 

show the varying percentages of the responses.  Other categories are depicted as a 

Wordle5  image of the key words used by the participants to describe and detail their 

responses.  Wordle is a technological application that generates a pictorial image of 

words and expressions that have been used in response to qualitative research questions 

in this case.  This requires the entry of all text of qualitative responses into an application 

that then generates an image to illustrate the expressions that have been most prevalent in 

the responses by the participants.  All other words and expressions that have been input 

are also depicted in this diagram, however the font size and concentration of colour (I 

used grades of gray to black) indicate the prominence of each response.  The images and 

text shared representing their Canadian leisure experience submitted by participants are 

shared throughout this paper are also available upon request. Viewing of the responses in 

Wordle format offers viewers an opportunity to envision qualitative results in a pictorial 

format and potentially experience the impact of the overall participant responses.   

The top four social media applications, identified by participants as having 

engaged in the use of during their leisure journey have also been included in this chapter. 

This summary will allow for a comparison of services, functions, and capabilities offered 

by each application, as well as a summary of the needs and characteristics of the users of 

                                                 
5 Wordle is a software program that creates a visual image of a pool of words to highlight those words that 
appear most often in the source text. 
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these apps. Finally, the results from the multi-rater survey are consolidated to present 

relevant results that either support or oppose the impressions associated with the analysis 

of interview responses. 

 Based on the theoretical understanding of the social constructivist approach 

outlined in the previous chapter, it is expected that all experiences identified in this paper, 

as components of the path to purchase, will logically function in cooperation to develop a 

complete picture of a leisure traveller’s actual experience. With this in mind, this 

dissertation sets out to demonstrate the effects of modern technology and social media 

along the path to purchase, specifically during stage 9 - Exploring Canada and stage one- 

advocacy.  A study of the impact on the path to purchase combined with the effects of 

further engagement in social media while on a leisure journey, is designed to formulate 

and illustrate the impact of social media on the live experience of the leisure tourist. The 

data analysis as outlined in the next two chapters expresses the impact identified by the 

participants in this research. This data is a result of a composition of research methods 

developed through this dissertation process, which combines interviews, submitted social 

media images, and a multi-rater survey. The application of semiotic content analysis and 

mobile image ethnography breaks down the data allowing for expression of impact as the 

wordle image is expected to accomplish.  

The path to purchase as discussed in the literature review for this dissertation is 

initiated from the marketing perspective with generation of consumer awareness stage 

leading to brand consideration, the prioritizing of objectives (in order to make the 

decision to purchase), the actual purchase, the actualized experience of having purchased 

the product – in this case a Canadian leisure experience.  Finally the evaluation and 
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loyalty to the product determined and represented in advocacy, in the case of this 

dissertation advocacy through sharing of experiences through SME and projected rate of 

return visits.  

Figure AE-0 The Path to Purchase 
 

 
 
 
Figure 4.0 (also figure 1.1) Canadian Tourism Commission – path to purchase (Canadian 
Tourism Commission) 
http://en.destinationcanada.com/sites/default/files/pdf/Corporate_reports/2013-
2017_corporate_plan_summary_-_june_14-13_e.pdf (pg 6)  
 
 The impacts along the path to purchase as a result of SME will be discussed later  
 
in this chapter.   
 

AE-1 Data Collected 

 
 
In total 24 leisure tourists in BC and 15 leisure tourists in Toronto were interviewed for 

this research completing a total of 39 participant interviews to be transcribed and 

examined. Supplementing the interviews, is a collection of 37 (19 from Toronto and 18 

from Vancouver/Whistler) photos and accompanying text as shared on social media, 
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submitted by participants in this research process. Each photo is accompanied by a brief 

narrative provided by the participant summarizing what the photo represented and why it 

was chosen for sharing. This was done in order to complement the interviews and provide 

a visual presentation of the phenomenological component of this dissertation.  

 Once the interview responses were transcribed and summarized for analysis, the 

submitted social media images and comments were examined, the multi-rater survey was 

created in order to evaluate these findings.  A questionnaire was developed in order to 

garner the reactions of potential recipients of such shared social media posts.  Each multi-

rater participant was required to fill out the same questionnaire for each image (37 in 

total).  Responding quantitatively on a likert scale to questions such as how does seeing 

this image make you feel?  Do you desire to travel to the destination of focus?  Why do 

you think this image was shared etc. The final question on the survey is open-ended and 

allows for collection of qualitative responses.   The multi-rater opinions authenticate the 

dissertation’s conclusions by either collaborating or contradicting my research findings 

and the conclusions derived from the literature review 
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Figure AE-1 Sequence of Data Analysis - Phase One 

 
 
Phase One Testing and Generalizing Validity of Primary Research Data 

 

 

 
  
 Figure AE-1 Phase one of research - primary and secondary 

structured open 
and closed-ended 

Interviews

• Transcription and coding

• Semiotic and content analysis

Imiages submitted

• Images grouped and coded

• Ethnographic Semiotic analysis of images and messages shared

Confluence of Data

• Impact of social media on the Canadian Leisure experience as occurs

• Cofirming and generalization of validity of primary research data

continue to phase 
two of research 

(Figure 4.1a)

• Conclusions as identified by researcher
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Figure AE-1a Sequence of Data Analysis - Phase Two 

 
 

 
 
            
Figure AE-1a Phase two of research – primary research

Subjected to test of rigour

• ***Conclusions summarized by Researcher supported and 
inspired by literary publications

Results testing primary 
research in comparison to 

theories indentified in 
current literation

• Multi-rater opinions of the primary data as collected through 
the interview process + the submission of images and 
accompanying text as shared on social media inlcuding the 
participant comments

Summarized in       
Conclusions 

• Association of SME to the TE and impact on the live leisure 
experience of a tourist
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AE-2 Generational Profile of Sample Set  

 

The Millennial age range was divided between those born between 1980 and 1989 

considered to be the older Millennials and those born between 1990 and 1997 considered as the 

younger Millennials.  Categorically, among the participants visiting Toronto there were more 

male than female participants.  The data also features an older Millennial participant group 

among those visiting Toronto versus a younger participant group among those arriving in BC. 

There was in fact male dominant older Millennial sample arriving in Toronto and a sample set of  

younger female dominant participants among the arrival to BC.   

  
One might generalize that the respondents choosing BC tend to be younger and female 

versus those choosing Toronto as their destination who tend to be older and male at least among 

the volunteers agreeing to engage in my interview process. According to the interviews, those 

visiting Toronto were considering Canada or Toronto as an option for future immigration. Those 

visiting BC expressed some interest in future immigration, however immigration was not 

communicated as a reason to explore Canada. The overall demeanor of the BC participants was 

that of being in the moment, while those visiting Toronto appeared to be very focused on a 

purpose that visiting Canada would function in support of their future career or life plans.  

Participants more often expressed reasons to visit BC were to snowboard and party, whereas a 

few participants cited learning and understanding business and networking opportunities as a 

reason to visit Toronto.  This last reason was revealed at the end of the interview process when 

asked if there was anything else they wanted to share, therefore it was not documented as an 

initial response.  Based on the responses of the interviewed participants from each destination it 
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seemed that the focus of those in BC again favoured participation in the winter sports and 

socializing (partying). Visitors to Toronto seemed to communicate outcome based career and 

future related experiences.  This was expressed both through the responses to questions and  

images submitted (e.g., a desire to connect with the big city and its architecture). These results 

may reflect the fact that BC participants were younger on average than those in Toronto.  

 The sampling of Millennials in this study were quantified by value of age, I separated the 

participants into an older Millennial category versus younger Millennial category.  The variation 

between the two categories and who participated in the two location is illustrated in graph form 

in figure 4.2.  This was done just to get an overview of the participants that were interviewed for 

this research.  Further exploration would have to be done in order to determine if there is any 

significance to the differences in age and gender.  As this dissertation was focused specifically 

on the impact of SME on the TE no further analysis of this data was pursued.  This delineation 

may assist with future work.   
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Figure AE-2 Year of Birth - Interview Participants 

 

 
 
Figure 4.2 Year of birth comparison of Interview participants travelling in B.C. versus those 
visiting Toronto.  
 
 As noted figure 4.2 illustrates more females and a younger percentage of the participants 

arrived in BC as opposed to more males and older population arrived in Toronto.  This may have 

impact on the purpose of their travel and their use of social media, however once again that was 

not a focus of this dissertation and therefore not further analyzed at this time.   The reader may 

consider this relevant and draw personal conclusions accordingly from this data.  

 
AE-3 Geographical Influencers 

 
Noting where the interview participants reside in Australia may offer some insight with respect 

to the responses given. The population density of the place of origin for these tourists may 

influence feelings of familiarity or novelty related to the population density of the Canadian 

Born

between

1980-1989

Born
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Toronto 12 3 13 2
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areas visited. It may also be valuable to consider the climate of the areas in which the 

participants reside. Degree of dissimilarity to what is found in Canada may generate interest and 

determine experiences that are notable and shared on social media. For example, travellers from 

destinations where there is no snow may show considerably more excitement over snow than 

someone that resides in a location where snowfall is a regular occurrence.  

 In order to attempt to get a better understanding of my participants, I explored the 

geographical location of the home residence as identified by each participant in the interview 

process.  Figure 4.3 and 4.3a illustrate the concentrated area the participants said was home.  A 

population map is shown (Figure 4.3) as well as a temperature map (Figure 4.3a) in order to 

demonstrate the regions of Australia that are most heavily populated and what climate zones the 

tourists to Canada in this participant group communicated they come from.   

Australia Maps 2014 – Summary of Sample Set Origin 

Figure AE-3 Population Map - Australia 
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Figure AE-3a Average Temperature Map - Australia 

 
 
 

 The majority of participants are from the coastal areas of South Eastern quadrant of 

Australia. These areas have the most access and proximity to air travel, the largest population 

densities in Australia (see Figure AE-3), and have hot and humid climates. Subjects that 

participated in my research are primarily from the more urban areas of Australia; many are from 

areas that experience cooler climates than the rest of Australia (see Figure 4.3a), yet not 

significant enough that the winter climate of Canada wouldn't be novel to them.  

Throughout the course of the interview process there was an overwhelming expression by 

the participants identifying a feeling of connectedness no matter the place of origin. It appears 

that this connection via social media channels acts as a safety net allowing Millennials to travel 

further distances and for longer periods of time away from their friends and family without 
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feeling homesick. ‘Mom’ was clearly identified as one of the main reasons for posting and 

keeping abreast of what is going on back home. These participant tourists also expressed a level 

of pride in garnering social capital (increasing their social media community while on their 

leisure journey via the ability to add others they meet during their journeys). With access to 

social media, there is an immediate ability to stay connected and become ‘friends’ with new 

acquaintances.  

AE-4 Expectations 

 
The top four expectations for sightseeing and activities in each destination as disclosed by the 
tourists interviewed, were: 
 
BC – activities:     Toronto – activities: 
 a) Snowboard     a) Travel 
 b) Travel     b) Work 
 c) Learn to Snowboard   c) Camp 
 d) Go to Vancouver    d) Canoe 
 
BC – sightseeing:    Toronto – sightseeing: 
 a) Wildlife     a) Wildlife 
 b) Squirrels     b) Niagara Falls 
 c) Bear     c) Northern Lights 
 d) Mountains     d) Hockey Game 
 
Snowboarding and wildlife experiences are clearly the main experiences expected in BC, while it 
appears that visitors to Toronto identify more towards further travel and iconic attractions.  
 
 
  The following figures (AE-4-AE-5c) illustrate the data collected from the interview to 

generate responses as follows.  In figure AE-4, the desired activities of the tourists arriving in BC 

first were input into the wordle program to generate a pictorial image to present the desired 

activities as communicated.  
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Figure AE-4 Leisure Tourist Desired Activities - B.C. 

 
 

 
Figure AE-4 – Identified Desired Activities B.C. 
 

 Figure AE-4 clearly expresses snowboarding as the most desired activity among the 

participants arriving in Vancouver among other recreational activities including travelling and 

learning.   

 The following figure AE-4a echoes the desired activities as noted by the participants 

arriving in Toronto.  As identified in Chapter AE-4 travel, work and camping are the most 

significant activities articulated see figure AE-4a.   
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Figure AE-4a Leisure Tourists Desired Activities - Toronto 

 

 

 
Figure AE-4a Identified Desired activities Toronto 
 
  

Figure 4.4b and c are wordle reflections of what the participant tourist expected to see as 

articulated first by tourists in BC (Figure AE-4b) and then tourist in Toronto (Figure AE-4c).  It 

would appear that for those arriving in BC, wildlife is a prominent sight expected to be seen 

(Figure AE-4b).  Figure AE-4c unmistakably identifies Niagara Falls as a desired expectation 

and wildlife subsequently to that.   
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Figure AE-4b Leisure Tourists Expected Sights - B.C.  

 

 
Figure AE-4b Identified Sightseeing as expected in by tourists arriving n B.C. 
 

Figure AE-4c Leisure Tourists Expected Sights - Toronto 

 
Figure AE-4c – Identified Sightseeing as expected in by tourists arriving in Toronto 
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AE-5 Perceptions – Images Associated with Canada  

 
The top 5 images associated with Canada prior to arrival in Canada:  
 
BC       Toronto 
a) Snow      a) Snow 
b) Rocky Mountains     b) Ice 
c) Wildlife      c) Snow banks 
d) Lakes      d) Maple Trees 
e) Bears      e) Rocky Mountains 
 
Prior to arrival in Canada images of snow resonated strongly with all visitors, with the Rocky 
Mountains coming a close second. Many referred to pictures of Lake Louise and Banff from 
travel magazines that appealed to them.  
 

 

 Figure AE-5 and Figure AE-5a illustrate the images that the BC tourists and the Toronto 

tourists have of Canada prior to their arrival.  This was an effort to gauge the prior images of 

Canada in relation to the expectations and desired activities in comparison to the actual activities 

that were actually engaged in as well as the images that represent their leisure experiences.  The 

reasons for choosing Canada as the leisure destination was also examined in order to determine if 

the perceptions (Figure AE-5 and AE-5a) align with the expectations (Figure AE-4b and AE-4c) 

and the image of Canada prior to arrival (Figure AE-5 and AE-5a).  Data that was being mined 

for was also a check of whether the desired activities end up being the same as the actual 

activities that were engaged in and represented in images shared (Figure AE-10 and AE-10a).   
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Figure AE-5 Images of Canada - B.C. 

 
 

 
 
Figure AE-5 Images of Canada as identified by leisure Tourists in B.C.  
 

Figure AE-5a Images of Canada - Toronto 

 

 
Figure AE-5a Images of Canada as identified by leisure Tourists in Toronto 
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Figure AE-5b Reasons to Choose Canada for Leisure - B.C. 

 
 

 
 
Figure AE-5b Reasons to Choose Canada for Leisure as identified by leisure tourists in B.C.  

Figure AE-5c Reasons to Choose Canada for Leisure - Toronto 

 

 
Figure AE-5c Reasons to Choose Canada for Leisure as identified by leisure tourists in Toronto. 
(responses from all participants included)  
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AE-6 Research on Social Media 

 

Media Influencers to Destination 
 
The top 3 sources influencing Australians in their destination choice are: 
 
BC     Toronto 
a) *Social Media Posting  a) Word of Mouth 
b) Word of Mouth   b) *Social Media Posting 
c) Websites    c) Websites 
 
(*Social Media postings of Canadian pictures)  
 

It appears that the younger set of interviewees’ expectations and perceptions of Canada as a 

leisure destination was heavily influenced by social media postings. While word of mouth is the 

most influential source for the visitors to Toronto, it is second to social media postings for those 

visiting BC. Social media postings come second to word of mouth for the visitors arriving in 

Toronto for their leisure experience. In this case social media seems to play a more important 

role for the younger interviewees, social media appears to have a valuable role throughout their 

path to purchase (as outlined in Chapters One and Two) in relation to their Canadian leisure 

experience. Finally, visitors to both locations have identified online research as the 3rd most 

important influencer for destination selection. 
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Figure AE-6 Influencers of Destination Choice 

 

 
Figure AE-6 Summary of Identified Influencers of Destination Choice – Comparison in 
percentages of influence to each group. I.e. there was 100% social media engagement identified 
as influencer to destination choice versus 80% of Toronto participants identified social media as 
an influencer 
 

Figure AE-6a Wordle of Social Media Postings:  

 

 
 
Figure AE-6a Pictorial representation of response to what is posted on social media regarding 
Canada. (responses from all participants included)  
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AE-7 Social Media Relationship – Amalgamated B.C. and Toronto 

a) Frequency of Access 
Both tourists visiting BC and Toronto expressed an overall decrease in social media 

access in the “Several Times an Hour” category, however they communicated an increase in the 

“Several Times a Day” category. This demonstrates more time that is inactive on social media 

hourly while connected to their social media devices they are connecting more times a day 

demonstrating a continued high level of desire to engage.  This suggests that instead of being 

constantly focused on social media communication there is time expended involved in other 

activities.  This change did not change the desire to engage nor the frequency, this change only 

demonstrates a change in pattern that suggests engagement in other activity in between 

communications.  Visitors to Toronto show almost double the quantity of participants accessing 

social media several times a day when in Toronto versus when in Australia.  

 

b) Social Media Applications Used  
Facebook is by far the most popular social media application participants reported using. 

Instagram is second, at 30% less, for those visiting BC. Toronto tourists also favoured Facebook 

with Instagram as a marked second although the difference is not as significant. Snapchat is third 

for BC tourists. Twitter is a significant platform for Toronto tourists, but is the least popular 

platform for tourists in BC. This may be significant in further analysis when combined with the 

reasons for posting in each category, as Twitter’s features categorize it as mostly a one-way 

communication platform. Twitter seems also to be less popular with younger social media users 

(Dreyer, K, 2011; Miller, C, 2009).  
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Figure AE-7 How Often is Social Media Accessed by Tourists in B.C.? 

 

 
 
Figure AE-7 Comparative representation of Frequency of Access to Social Media 
Users in Australia versus on leisure travel in B.C. (in percentages)  
 

Figure AE-7a How Often is Social Media Accessed by Tourists in Toronto? 

 

 
 
Figure AE-7a Comparative representation of Frequency of Access to Social Media 
Users in Australia versus on leisure travel in Toronto. (In percentages)  
 
 
 
 
 

0

5

10

15

20

25

30

35

several

times

and

hour

Several

times a

day

Daily weekly

In Australia

In BC

0

10

20

30

40

50

60

70

80

90

Several Times an

Hour

Several Times a

Day

Daily Weekly

In Australia

In Toronto



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 296 

 

Figure AE-7c Social Media Platform Used 

 

 
 
Other category in chart* to include: Google plus, tinder, tumbler, 96, reddit, what’s ap, forum, 

YouTube, linked in, flicker, stumbleupon, yahoo mail, and yahoo mail. 

Diagram 4.6d Comparative representation of Social Media Applications identified as engaged in 
during leisure experience in Canada. (By percentage)  
 

Figure AE-7d Frequency of Social Media Applications Used 

 

 
Figure AE-7d Pictorial representation of frequency of social media applications identified as 
being engaged in during leisure experience in Canada. (responses from all participants included)  
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AE-8 Reasons Stated for Posting 

 

Keeping in touch with family and friends, with ‘mom’ identified as a main driver of this 

need to keep in touch, has been communicated by the interviewees as a major benefit of being 

able to use social media while on vacation.  

The number one purpose of sharing on social media as identified by BC participants was 

to keep in touch, while sharing their experiences was a close second. For Toronto participants 

keeping in touch and sharing were both indicated as primary reasons for using social media. 

 

Figure AE-8 Reasons for Posting 

 

 
 

Figure AE-8 Reasons identified for posting on social media by leisure tourists in Canada 
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Figure AE-8a Reasons identified for Posting on Social Media 

 
Figure AE-8a Pictorial representation of Reasons identified for posting by leisure tourists in 
Canada (responses from all participants included) 
 
 

Figure AE-8b Targets of Posts 

 

 
 
Figure AE-8b Comparative representation of intended audience for social media postings as 
identified by leisure tourists in Canada. (By percentage)  
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Figure AE-8c Targets of Posts – Pictorial Representation 

 
 
Figure AE-8c Pictorial Representation of intended audience for social media postings as 
identified by leisure tourists in Canada. (responses from all participants included)  
 
 
AE-9 Reasons Stated That Encourage Posting 

 
Findings summarized from the interviews indicate that the top three reasons for posting 

identified by the Australian Millennial leisure tourists participating in this study are as follows: 

(i) desire to share a unique experience, (ii) getting “likes” from their social media audience, and 

(iii) sharing their experience and journey with their social media audience. 

 The participants interviewed in this study identified “bragging” as a reason to post as a 

distant fourth for BC, and fifth for those visiting Toronto. This aligns with the Facebook 

demographic as described in an article published by the College of Communication, Boston 

University and another study from that article citing findings from a collaborative study at the 

Universities of Buffalo, Texas and Hawaii, (Protalisnki, E., 2011) both studies from this article 

identify distinct gender differences in frequency of Facebook use, and in images posted. It is also 

noted that females assert their self-worth through posting in Facebook based on physical 
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appearances; self-esteem is then gauged through the responses of their audience (Protalinski, E, 

2011). These findings have also been supported by a 2015 study by Vigil which demonstrates a 

positive correlation between increased friends/social capital and increased self-worth (Vigil, T., 

2015) There is also a negative impact and increased feelings of disconnectedness and 

unhappiness associated with increased use of Facebook (Vigil, T, 2015), based on this there 

seems to be point of diminishing returns when it comes to the use and length of time one engages 

in social media. – there seems to be a point where the positive correlation becomes negative. 

These publications also suggest that females post for reasons to assert self-worth as opposed to 

males, there also seems to be a decreased need to do so as the individuals mature. More female 

interviewees reported the need for response and validation than the male participants among the 

respondents interviewed for this dissertation      

 The demographics of my study seem to corroborate these findings. The participants in 

BC are composed of a greater number of females born between 1990-1997. The participants 

visiting Toronto in contrast seem to be mostly born between 1980-1989, and comprised more 

male than in BC. Overwhelmingly, the majority of participants visiting BC indicated they always 

expect a response to their social media posts. This further supports their desire to connect and 

need for validation of their posts. It appears that something as simple as a “like” in response will 

satisfy this desire, even among the two thirds fewer participants visiting Toronto that identified 

themselves to be seeking connection.  

Participants responding that it is “somewhat important” to “not important” to receive a 

positive response seems to contradict the above finding that responses were overwhelmingly 

expected.  Over 50% of the participants identified that a response was not necessary, although 

almost 70% identified that they always expected a response. This leads me to consider that any 
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response may be viewed as a positive response whether it is viewed as “somewhat important” or 

“not important at all.” Perhaps the public representation of not seeking a response versus an 

actual desire to receive a response is being demonstrated by this contradiction. This would 

suggest that despite an inner desire to receive a response there is no actual significant value 

associated to receiving that response.    

Having said that, it seems, not surprisingly, that receiving a positive response elicits 

positive feelings. The Toronto participants are fairly consistent with slightly less than 50% 

desiring responses all of the time and similarly slightly more than 50% expressing that receiving 

a positive response fares somewhere between “somewhat important” and “not important at all.” 

Both BC and Toronto participants overwhelming indicated that they would not be discouraged 

about what they posted if there was no response to their social media post. Only one respondent 

from BC and none from Toronto indicated they would have been discouraged.  

It appears from published information gathered and the younger female demographic 

interviewed in BC in that the characteristics identified through previous studies and identified in 

Chapter Two, which report that younger female social media users are more attached to their 

social media community than their male counterparts or older users is valid. Despite the 

overwhelming response that social media users would not be discouraged if no response was 

given, the desire for a response was phenomenal. Based on the interviews it would appear 

apparent that the longer participants had been in Canada the less important it was to receive a 

response. This need fades as the journey length increases.    

Finally, I will consider the original question of exploring the impact of social media on 

the tourists’ leisure experience as it occurs. Visitors to BC nearly unanimously indicated that 

receiving a response to their posts influences their mood positively. The participants from 
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Toronto seem to be neutral in regards to their mood being positively influenced, indicating that 

receiving responses did not affect their mood. In both cases these responses seem to support the 

findings in the previous category indicating little disappointment garnered through no response 

being received.  

Although receiving a response is not necessarily a mood altering function for the older 

male leisure tourists, it is an overwhelmingly positive mood altering catalyst for the younger 

female visitors to BC. Both groups recognize and confirm that the ability/opportunity/availability 

of using social media during their leisure experience had a significantly positive impact. Their 

reasons may vary from keeping a journal, to keeping in touch, from staying connected with 

friends and family, to bragging or increasing social capital while on the road, but no matter the 

reason behind the engagement, the participants visiting both Eastern and Western regions of 

Canada value their access to social media.  

In an article titled, “Exploring Tourist Satisfaction with Mobile Experience Technology,” 

the International Management Review, the authors concluded that social media not only provides 

large amounts of conveniently accessible information to tourists, but also that satisfaction with 

the mobile technology increased the overall satisfaction with what was experienced (Lee, J., 

Mills J. 2010). This demonstrates that access to mobile information, enhances the actual 

experience. It is the confluence of intended use with perceived actual usefulness of the social 

media platforms that seems to create a positive impact as a result of social media engagement 

during the leisure experience.  

It has been indicated that overuse use of social media leads to decreased overall 

happiness and satisfaction with self, while use of social media in general can boost self-worth 

and increase levels of happiness via positive responses and social capital (Vigil, T, Wu, D., 2015, 
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pg 14).  There are many negative outcomes of relying to Facebook for personal happiness, in fact 

it is noted that increased Facebook use may lead to decreased self-satisfaction (Vigil, et al, 

2015). The participants of my study have indicated a decrease in social media engagement 

(checking of sites etc.) and an increase in posting and sharing information while on vacation. 

This suggests that participants interviewed for this study have an overall positive sense of self 

while on vacation at least in relation to social media use.   

Findings in my study suggest that social media is used as a networking platform and 

gathering place while travelling. The ability to connect online allows travellers the opportunity to 

reconnect with individuals they met during their journey while still on the journey. Social media 

also connects them to the community they are visiting as indicated in the images submitted and 

vocalized by the interviewees during the open-ended discussions. (i.e. pillow fight) during their 

visit, allowing them to be part of the social network of that destination. Tourists are now capable 

of engaging with locals in local social experiences with greater convenience.  

Approximately 90% of all tourists participating in this study stated they would return or 

be likely to return for another visit to Canada. It would be interesting to learn if the social media 

posts shared during subsequent visits to Canada would be similar to the first set and/or what the 

progression might be. It may also be valuable to examine what growth in social media capital 

was generated during their journey and how that may enhance the overall experience. Does one 

look at the social capital like a bank account and feel gratified as it grows or does that not take 

place till they return to their regular lives and look back on the Canadian experience? Does an 

increase in the new acquaintances/friends on social media bring about a positive sense of 

accomplishment and greater self-worth to the Millennial travellers? These outcomes may or may 

not influence the overall impact of social media engagement during the leisure journey.   
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Figure AE-9 Reasons Stated That Encourage Posting 

 

 
Figure AE-9 Comparative representation of identified motives to engage in social media as 
expressed by Millennial leisure tourists in Canada (based on percentage of participants 
interviewed for each region)  
 
 

Figure AE-9a Reasons Stated That Encourage Posting - Pictorial Representation 

 
 

 
Figure AE-9a Pictorial representation of identified motives to engage in social media as 
expressed by Millennial leisure tourists in Canada.  (responses from all participants included)  
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Figure AE-9b Is a Response Expected? 

 

 
 
Figure AE-9b Comparative representation of differentiated expectations for response to postings 
on social media as identified by Millennial leisure tourists in Canada. (This is also based on 
percentage of regional responses)  
 
 

Figure AE-9c What is Considered a Positive Response? 

 

 
Figure AE-9c Comparative representation of differentiated responses identified as positive to 
postings on social media as expressed by Millennial leisure tourists in Canada 
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Figure AE-9d Importance of Receiving a Positive Response 

 

 
Figure AE-9d Comparative representation of cited values regarding responses to postings on 
social media as indicated by Millennial leisure tourists in Canada (Based on percentage of 
respondents for each region)  
 
 

 

Figure AE-9e How Does Receiving a Positive Response Make You Feel? 

 
Figure AE-9e Pictorial representation of identified feelings associated with receipt of positive 
responses to social media postings by Millennial leisure tourists in Canada. (responses from all 
participants included)  
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Figure AE-9f Feelings Elicited by No Response 

 

 
Figure AE-9f Comparative representation of identified feelings associated with no response to 
postings published on social media as indicated by leisure Millennial tourists in Canada. (Based 
on percentage of participant responses) 
 

Figure AE-9g How Does One Feel if There is No Response? 

 
Figure AE-9g Pictorial representation of identified feelings associated with no response to 
postings published on social media as indicated by leisure Millennial tourists in Canada. 
(responses from all participants included) 
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Figure AE-9h Response Influencing Mood? 

 

 
Figure 4.9h Comparative representation of identified mood associated with response to postings 
published on social media as indicated by leisure Millennial tourists in Canada. (Based on 
percentage of participant responses) 
 

Figure AE-9i Impact of Social Media on Experience 

 

 
(AE-9i) Comparative representation of the Impact of Social Media on the lived experience of the 
leisure tourist as expressed in a Likert question by the leisure Millennial tourists in Canada. 
(Based on percentage of participant responses)  
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Figure AE-9j Impact of Social Media on Experience 

 
Figure AE-9j Pictorial representation of words expressed to indicate the Impact of Social Media 
on the lived experience of the leisure tourist as indicated by leisure Millennial tourist in Canada.  
(responses from all participants included)  
 
AE-10 Images that Represented the Millennial Canadian Experience 

 

Figure AE-10 Images Posted by Visitors to B.C. 

 
Figure AE-10 Pictorial representation of images selected to post of social media by Millennial 
leisure tourists in B.C.  



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 310 

 

Figure AE-10a Images Posted by Visitors to Toronto 

 
Figure AE-10a Pictorial representation of images selected to post of social media by Millennial 
leisure tourists in Toronto. 
 

At this point I can refer back to the path to purchase Figure AE-0, to note that this data 

confirms findings as outlined in the previous sections of this dissertation the value of SME along 

the path to purchase.  Research conducted in this study supports an escalation in consumer 

awareness as created by social media and through various media channels. Based on the data 

collected from the interviews it is evident that consumer research on leisure destination is 

overwhelmingly assembled as a result of SME to include viewing of postings on ones’ social 

media network of shared leisure experiences at a destination while travelling (Figure AE-6). 

Recognition and knowledge of a leisure destination is imparted by postings and information 

networks available through this technology. This communication works well in brand 

development for a destination, allowing the potential leisure tourist to establish his /her 

perceptions and expectations of a destination based on this information shared and therefore 

affecting his/her prioritization of a destination to be experienced (Figure AE-6a).  
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This social media technological science has demonstrated its impact on the experiences 

of leisure travellers. Documented testimonials and media reports of the value of Internet access 

to the overall tourist experience are abundant. Specific impacts of social media on actualized 

experiences will be determined from data mined through the research process (the images 

submitted in correlation with data from AE -4;AE-5;AE-6;AE-8;AE-9;AE-10).  

Proposed theories about the impact of social media are supported by an understanding of 

the millennial tourists’ social media relationship (Figure AE-6,AE-6b, AE-6c, AE-6d, AE-6e) in 

conjunction with a mobile pictorial semiotic analysis of images as submitted by millennial 

leisure tourists from Australia. The theories outlined in this dissertation are further supported by 

interview responses of Australian Millennial leisure tourists in Canada, which were then 

subjected to the rigor of a multi-rater survey.   This process follows the theoretical framework as 

outlined in Chapter Three.  

AE-11 Return Visit 

 

Figure AE-11 Destination Loyalty 

 

 

Figure AE-11 Comparative presentation of destination loyalty as indicated by Millennial leisure 
tourists in Canada. (Based on percentage of participant responses) 
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Tourists visiting BC stated they would be interested in returning to Canada in order to 

visit the East Coast, while those visiting Toronto expressed a strong desire to see the West Coast. 

I suggest that their overall experience in Canada will prove to be positive and that the journaling 

of their experience will prove to be a positive memory/historical databank to encourage return 

visits. Based on the images submitted by the interview participants it is clear that the mountains 

and winter activities resonated largely with those in BC while cityscapes and snow resonate 

among those visiting Toronto.  

 

 

Figure AE-11a Main Reason to Return to Canada as Reported by Those Visiting B.C. 

 

 
Figure AE-11a Pictorial representation of reasons indicated by Millennial leisure tourists as 
reasons to return to B.C.  
 
 
 
 
 
 
 
 



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 313 

 

Figure AE-11b Main Reason to Return to Canada as Reported by Those Visiting Toronto 

 
 

 

Figure AE-11b Pictorial representation of reasons indicated by Millennial leisure tourists as 
reasons to return to Canada as responded by those visiting Toronto. 
 

 

AE-12 Unstructured Sharing of Experiences and Comments by Millennial Australians 

Traveling to Canada for Leisure. 

   

As an informal part of the interview each subject had the opportunity to express anything they 

wished regarding the topic of social media and their experience in Canada. Those visiting either 

destination expressed somewhat equally the following as positive forces encouraging these 

tourists to choose Canada as their leisure destination both initially and as a destination to re-visit: 

(i) the friendliness of Canadians, (ii) differences to things back home, (iii) an affinity towards 

visiting Canada, (iv) the ease of travelling in Canada as a major factor in sightseeing and desire 

for return visits, (v) the familiarity and cultural proximity theory suggests that tourists often 

travel to places for vacation based on a level of comfort found in a destination that is common to 

what they know (Kastenholtz, 2010) as outlined in the introduction, and (vi) the fact that there is 

no language barrier. 
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Figure AE-12 Comments – B.C. 

 

 
Figure AE-12 Pictorial representation of comments regarding Canadian leisure experience as 
expressed by Millennial tourists in B.C.  
 
 

Figure AE-12a Comments – Toronto 

 
 

 
Figure AE-12a Pictorial representation of comments regarding Canadian leisure experience as 
expressed by Millennial tourists in Toronto 
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AE-13 Multi-Rater Test of Validity 

 

A second survey was conducted through a random sampling of social media users. Each of the 

participants completed 4 questions formatted in semantic differential and Likert scale styles for 

each of the 37 images submitted. There was also the opportunity for open-ended responses for 

those who wished to expand on their responses. The years of birth of these participants ranged 

from 1952-1994, thus covering a wide age range in line with the family and friends of the 

interviewed group as noted in interviews regarding their intended audience. (13 volunteers 

competed the entire questionnaire). 

 The purpose of the multi-rater survey is to gather data representing possible responses 

generated as a result of receiving the social media communications shared by the tourists 

participating in the image and text submissions used in this dissertation. Each of the image and 

text submissions reflect the top images and comments shared to the social media audience that 

the sender felt most representative of their Canadian leisure experience. This communication 

alone defines the fundamental description of the leisure experience valued by the sender. The 

purpose of sharing these posts was communicated during the interviews, with journaling, sharing 

(most frequently sharing with mom), connecting, garnering positive attention and bragging as the 

most prevalent reasons. With these as the cited reasons, one purpose of the multi-rater survey 

was to ascertain the responses from potential recipients. A limitation of this study is that we were 

not able to access the actual recipients of the messages, however individuals that engage in social 

media while not on vacation were selected to complete the multi-rater survey in order to generate 

the most accurate feeling possible regarding seeing messages from others in one’s social media 

audience while they are on vacation. 
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 The participants in the multi-rater survey communicated that jealousy and happiness were 

the main feelings elicited when viewing vacation postings by members of their social media 

community. While studying the responses from the multi-rater survey (found in the Appendix) I 

chose to focus on the frequency of the same or similar answers as they were documented. This 

allowed me to gauge the popular feelings and opinions generated in response to each image. 

Charting the mode (see multi-rater responses available upon request) for each set of images as 

collected, it is apparent that the images submitted by the BC tourists elicited a positive mood 

based on content and generated a great level of interest for social media responses. The feelings 

in response to the images posted by tourists to Toronto were less distinct. While overall a 

positive mood seems to be communicated through the images as identified by myself and them 

multi-raters there seems to be a more reflective and contemplative feeling generated from the 

images shared by the tourists visiting Toronto.  There is apparently less of a ‘wow’ feeling 

generated by these images and therefore less of an inclination to respond on social media to these 

images as confirmed by the multi-rater volunteers.    

 Simultaneously, it seems that the multi-rater opinion strongly communicated that the 

receiver considers showing off and bragging as prominent reasons to post for those visiting BC 

travellers and using social media, while it seems that the receiver of the social media message 

may feel that sharing and journaling is the goal for the senders visiting to Toronto. Connecting, 

as a reason to post, was described in both cases as a suggested reason for communicating the 

messages. The findings in this second survey reflect the multi-raters’ opinions and interpretations 

of the original senders’ motives for posting. I have compared these opinions about motive to the 

reasons for posting that were indicated by the participants themselves.    
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 The variance in showing off/bragging versus journaling and sharing can be attributed to 

gender and age differences as highlighted in an article titled, “Facebook Users’ Engagement and 

Perceived Life Satisfaction,” by Tammy Vigil and Denis Wu. There is an observed 

understanding of “notable sex- and gender-based differences” in social media use (Vigil, 2015 pg 

8). Women are recognized to be focused on relationship maintenance, development and building, 

while men tend to use social media more for the purposes of “self-promotion, self-development 

and self-expression” (Vigil, 2015 pg8; Lee, 2010). This research seems to indicate a strong 

correlation between social media use and the desire to connect, whether it is for relationship 

maintenance or self-promotion. The females purpose for showing off varies from the male reason 

for showing off (Vigil, 2015). Females are hoping others will be jealous of her being at that 

destination (relationship oriented), whereas males are communicating that they have 

accomplished a task or achievement in that scenic location (self-promotion oriented).  This is 

evident in the responses to the interview questions.  When females described their posts they 

commented on images with comments like, “I looked so good here I had to post it to make others 

jealous,” and the males commented with, “I wanted to show the steepness of the mountain I 

snowboarded” (B.C. Interview #8 and #12). The difference in mood generated by the postings 

shared from BC and those shared from Toronto may be attributed to the content of the posts, 

which can be specifically due to the difference between the two landscapes. This may influence 

the receiver responses as the B.C. generated content is significantly less familiar to the 

Australian resident than images from Toronto.    

 

In Chapter Four, these findings are explored and supported by the literature review from 

Chapter Two in order to respond to the research questions as listed in Ch. 1.3.  The responses are 
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further rationalized as supported by the results of the multi-rater survey and the contribution this 

dissertation has to industry and the fields of sociology, psychology and economics are discussed.  

Finally, the submitted images, which were shared on social media and submitted for the purpose 

of reinforcing the findings resulting from the examination of the interview responses, have been 

used throughout this paper to enrich and clarify points being made. 

The interview responses were transcribed and categorized.  Open ended responses were 

recorded as many times as they occurred in order to create a Wordle to visualize the prevalent 

messages and highlight popular & similar responses to the corresponding question.  The charts 

and graphs are formatted based on percentages of responses from each region (BC and Toronto).  

This enables the findings to be comparable and consistent.   

  



MAPPING MOTIVATIONS FOR A CANADIAN LEISURE EXPERIENCE 319 

 

Appendix F: Multi-Rater Comments Summarized 

 
BC Image #1 

 

Clawing for attention 
Fun 
Adventure 
Friendship *** 
Memories ***** 
Share moments ****** 
Showcasing beautiful  
         scenery * 
Amazing experience* 
Natural beauty ** 
Want to visit ** 
Humbleness * 
Happy ** 
Great time * 
Happy** 
Great time * 
Enjoying self 
Don’t need validation 
Unforgettable moment* 
Great place 
Not showing off 
 
 

BC Image #2 

 

Friendship*** 
Fun** 
Joy 
Care Free***** 
Good Company 
Pride 
Brag**** 
Happy*** 
Likes Destination**** 
Nice Scenery* 
Likes snowboarding* 
Share 

BC Image #3 

 

Proximity to green 
Showing off* 
Happy 
Great place ** 
Beauty of nature******* 
Sports 
Awe-inspiring 
Calming* 
Biking* 
Happy with destination*** 
Amazing experience* 
Sharing* 
Intriguing 
Adventure 
Tourism 
Cycling 
 

BC Image #4 

 

First Snow experience** 
Nice opportunity at doorstep 
Winter 
Outdoors 
Bragging 
Connect with family/friends 
Cool to walk in snow 
Wintertime 
 

BC Image #5 

 

Adventure* 
No fear 
Fun* 
Excitement 
Share unique first 
experience** 
Share 
Amazing experience* 
Brag**** 
Nice Scenery 
Bungee Jumping 
I did something incredible 
Loves the place 
Sport action shot 
 
 
 

BC Image #6 

 

Snow Selfie*** 
Blogging 
Bragging***** 
Proud 
Scenery** 
Unique** 
Cool photo***** 
Enjoying 
Snowy out 
Mirror effect 
Euphoria* 
Love of experience** 
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BC Image #7 

 

Friendship ********* 
Drinks 
Nightlife* 
Share*** 
Experience***** 
Feelings* 
Happiness**** 
Friendly* 
Good restaurant 
Dining* 
Brag* 
 

 

BC Image #8 

 

Sports**** 
Canada**** 
Excitement*** 
First Experience******** 
Connecting** 
Showcasing event and 
location** 
Enjoying* 
Hockey* 
Show friends** 
Large hockey arena* 
Crowd* 
Amazing* 
Brag* 
Happy* 
Joy* 

BC Image #9 

 

Winter 
Adventure 
New camera? 
Brag****** 
Location of job** 
Share special 
day/experience***** 
Connecting** 
Awe of natural beauty*** 
Excited* 
nice vice*** 
I am cool * 
Like job** 

BC Image #10 

 

Christmas*** 
Cozy/snug fireplace*** 
Belonging 
Differences ** 
Share first Christmas with 
snow = extraordinary 
experience******** 
Holiday bliss** 
Missing family and friends 
Winter* 
Night time 
Living dream 
Happy with décor 

BC Image #11 

 

Fear* 
Nature**** 
Adventure 
Don’t cuddle with wildlife 
Appealing 
Share 
experience/moment****** 
Nature lover 
Enjoying scenery*** 
Enjoying Canadian wildlife 
Surprised to see bear*** 
Thinks bears are friendly 
Feels special 
Cold 
Danger of wildlife 
happy 

BC Image #12 

 

Skiing 
Nature* 
C.C.  
Is the picture real? 
Watned to share the 
experience ****** 
Impressed by Canadian 
nature/climate*** 
Loved the scenery they 
saw*** 
New views** 
Excited to have snow 
Amazing time 
Connect with friends and 
family back home 
Snow looks inviting 
Beautiful snowy 
mountains*** 
Sky and air the same 
Amazing pic 
Exciting 
Bragging- more beautiful 
than where you are 
Cold 
Winter scene 
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BC Image #13 

 

Cold** 
Isolation* 
Homesick********* 
Disconnected 
Home and 
country/patriotism** 
Winter sports 
Sorrow 
Sadness* 
Not enjoying experience 
enough to forget about home 
Nice view* 
Cloudy 
Harsh environment* 
Unpleasant feeling 
 

BC Image #14 

 

Balancing act 
outdoors***(wilderness) 
adventure** 
enjoyment/accomplishment*** 
watersports 
fishing 
hiking 
showcasing love for warm 
weather ********* 
summer loving 
beautiful scenery *** 
loving unique setting (leg)*** 
nature 
happy** 
 

BC Image #15 

 

Outdoors 
Nature***** 
Environment/hiking** 
Cottage 
Transition 
Beauty of scenery******** 
Love of nature/breathtaking 
view*** 
Amazing experience 
Observant 
Artful 
Great destination  
Happy 
 

BC Image #16 

 

Food ******* 
Photography 
Savoury 
Cold 
Proud***** 
Marketing product**** 
Enjoying experience* 
Share with friends** 
Sushi?? 
Involved in worthy pursuits 
Association with excellence 

BC Image #17 

 

Hiking** 
Beautiful BC******** 
Adventure 
Seafood 
Proud of food presentation 
Sharing with friends and 
family 
Pride of place 
Canadian hospitality *** 
I want to visit 
Happy*** 
Mountains 
Paradise 
Extraordinary esperience* 
Extraordinary place 
So lucky 
Nice weather 
Happy with destination choice 

BC Image #18 

 

Selfie 
Skiing* 
Snowboarding 
Fun** 
Openness/outgoing** 
Clean bright place 
Photography skills* 
Showing off 
Adventure** 
Happy** 
Enjoying scenery*** 
Enjoying Canadina 
experience ***** 
Good company 
Edgy 
Cool* 
Bragging 
Greatsports 
Enjoying time with gf*** 

BC Image #19 

 

Friendship good 
company******** 
Travel 
Snowboarding 
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Share awesome 
experience**** 
Birthday sharing 
Great view** 
Great group ** 
Very happy 
Treasuring moment 
Friendly Canadians 
Natural beauty of 
Canada**** 
I am popular 
I have amazing life* 
Good sport** 

 

 

 
Toronto Image #1 

 

Trip to Deerhurst 
Expressing wonder at 
something 
Elation 
Travel/vacation 
On a trip 
Walking on frozen water 
It’s Christmas 
Sharing first experience with 
friends and family***** 
Encouraging others to visit 
Deerhurst** 
Canadian winter 
Peaceful bliss 
Precious moment* 
Eagerness 
Like the place 
Happy with destination 
Enjoys scenery* 
New experience* 
alone 
Dull and cold 
Awestruck 
Need to leave behind piece of 
selves 
Appreciation of nature 
 

 

Toronto Image #2 

 

Cottage life** 
Tranquility** 
Relaxation*** 
Bliss 
Tide is out 
Enjoying ** 
Bragging** 
Wanting to connect 
Serenity 
Summer memories 
Peaceful** 
Natural beauty**** 
Happy** 
Watching sunsets 
Experience* 
Great holiday 
Mention to Georgian Bay 
 

Toronto Image #3 

 

Loves view 
Does not enjoy 
shoveling****** 
Winter** 
Isolation** 
Tranquility 
Cold 
Chore 
Disappointed 
Lonely 
Want to connect 
Peaceful 
Changing seasons 
Awe of natural beauty** 
Experience all** 
Love cottage 
Love winter 
Lots of snow** 
beauty and work 
Not great holiday 
Canadian winter 
Hard work 
Beauty of snow 
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Toronto Image #4 

 

Australian***** 
lots of info 
Party*** 
Happy** 
Fun** 
Physical 
Away from home 
Don’t know 
Want to be in Australia 
No interest in Canada 
Unique space 
Relaxation 
Peaceful 
Enjoying Canadian 
experience ***** 
Homesick 
Somewhere good to visit 
Canada Day 
Enjoying view 
Fun set up 
World traveller* 
Proud 
Young and hip 
Meeting of 2 cultures ** 
Lots of work 
Not a great holiday 
Eating=important 
 

Toronto Image #5 

 

Not Canadian ** 
A first** 
Cold and dark 
Connected to Canadian 
lifestyle 
Proud to share in 
Canada****** 
In awe over snow**** 
Beauty 
National pride 
Enjoying Canadian 
winter**** 
Eager to experience 
Not much snow on ground 
Nature and urban 
Lucky experience 

Toronto Image #6 

 

Cares for friend******* 
New experience 
Diversity** 
Cooking*** 
Caution re: mushrooms 
Cheer up a friend 
Showing off**** 
Proud of being in 
Toronto******** 
National pride 
Amazed **** 
Satisfied to visit 
 = good person 

Toronto Image #7 

 

Terrible angle 
I’m in Canada/Proud****** 
Contrast urban is nature** 
Photography –trying too hard 
Canadian symbols 
Beauty****** 
Precious moment** 
Experience**** 
Perfect lighting * 
Calming* 
Peaceful 
Nuptial 
Loves Canada* 
Share 

Toronto Image #8 

 

Urban wonder 
Cosmopolitan*** 
Awe 
Like the 
architecture********* 
Happy to be in the big 
city***** 
Unique 
Cold 
Toronto overpopulated 
Concrete 
Busy 
Brag re: sophistication 

Toronto Image #9 

 

Unique view*** 
Showcase umbrellas** 
Sunset****** 
Beautiful scene* 
Cool evening 
Toronto=neat place 
Something interesting 
Lucky to be in Toronto 
No people 
Happy with destination 
At beach *** 
Loneliness 
Enjoying 
Art* 
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patriotism 
 

Peace* 
Satisfaction 

Toronto Image #10 

 

Not used to that much snow 
Cool** 
Enjoyment** 
Visual interest* 
Start of new day 
Straight (direction) 
Fascinated by Toronto 
streetcars***** 
Cityview 
Citylife* 
Winterscene** 
Coldness** 
Lonely 
Nice scenery 
Christmas 
Gloomy 
Modern and vintage 
Beauty 
No pedestrians 
Seasonal image 
Promote social media in 
winter 
 

Toronto Image #11 

 

Nature** 
Appreciation 
Peace 
Enjoys running in the cold 
weather ** 
Impressed with sights and 
nature of snow** 
Likes city views 
Exercise*** 
Beautiful place 
Health and wellness* 
Winter season** 
Coolness** 
Loneliness* 
Sunny afternoon walk in park 
Christmas 
Undate of their day 
Bright and airy 
Athletic* 
Achiever* 
Snow and ice 
Memory of trip* 
Variety of scenery 
 

Toronto Image #12 

 

Mesmerizing 
Photography** 
Architecture********* 
Interesting 
Key structures of city** 
Likes views** 
Eye catching image 
Spark interst of others 
Beautiful views** 
City life 
Old building** 
Calm water = mirror 
Lucky to be there* 
New versus old** 
Share* 
 

Toronto Image #13 

 

Cold***** 
Beautiful structure 
Bleak 
Solitude 
Canada/US border 
Winterviews** 
Attract attention of social 
media viewers 
Breathtaking view 
City view 
Sharing 
Loneliness 
dreary 
bridge 
beautiful pic 
gloomy 

Toronto Image #14 

 

Spectacular shot 
Photography 
Excitement 
Interest 
Cold night life*** 
Cold weather 
Impressed with view of 
Toronto ******* 
Likes downtown city life 
atmosphere**** 
Photo to spark interest of 
others** 
Size of city = impressive *** 
Cosmopolitan city 
Developed 
Toronto is sophisticated 

Toronto Image #15 

 

Winter** 
Urban* 
Cold** 
Enjoys view** 
Impressed with 
buildings/cityscape**** 
Variety – city lake city** 
Loneliness 
Not attractive** 
Clear day 
Beautiful place 
Having extraordinary 
experience 
My life 
Busy city 
Big buildings 
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art 
I am privileged 
I see something interesting 
I am interesting 
Nice river 
journaling 

I am sophisticated because –
part of this environment 
Busy city  
Architecture showcase 
City showcase 
Height highlighting 
 

Unique view 
Documenting trip 

Toronto Image #16 

 

Fun*** 
Sporting*** 
Outdoors 
Winter*** 
Enjoys skating***** 
Likes location 
Likes winter activities 
Peaceful activity 
Skyview 
Cold lonely feeling* 
Sunset** 
Family event 
Having a full life 
I do interesting things 
Cold 
Beauty of ski 
Journaling experience* 

Toronto Image #17 

 

Spur of moment shot 
Humour 
Fun********* 
Diversity 
Unusual**** 
Unique* 
Spontaneous 
Engaging 
Enjoys Canadian attitude** 
Canadians inviting ** 
In awe of Canadian 
lifestyle**** 
Community ** 
Fun destination for young 
people 
Happy* 
Big crowd 
Crazy** 
Public event 
 

Toronto Image #18 

 

Funny *** 
Humour 
Fun****** 
Unique**** 
Want to show involvement 
Journal *** 
Happy with destination 
choice** 
Spark interest 
People watching behaviour** 
public event 
Societal fascination with 
selfies**** 
Amazing people 

 

 




