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Abstract
For our research, we studied the influence Pinterest and Instagram have on individuals planning vacations. We specifically examined millennials and distributed a survey across difference social media networks. Through our research we compared the correlation between regular users of social media for travel influence and influence of Pinterest. After 315 people took our survey, 148 qualified for our research. By conducting our research, we found there was a significant difference in influence levels. As results showed that we were wrong in our hypothesis, the hypothesis was not supported. However, results also showed there is a moderate relationship between people who use social media for travel influence and individuals who use Pinterest for travel influence. 













Introduction:
Created in 2012, the social network of Instagram allows for individuals to express themselves through sharing photos and videos with others for free. Along with Instagram, the platform of Pinterest allows for individuals to share and network with each other through photos and shared boards.
For our research, we wanted to examine Millennials,’ individuals between the ages of 18-28, use on Instagram and Pinterest when planning a vacation. Millennials, are influenced on where they vacation by posts on both Pinterest and Instagram. Our question being, what is the relationship between individuals who use social media for travel influence and their use of Pinterest? We were able to gather information through distributing a survey on different social media platforms. Due to the increase of social media in our societies it is apparent that social media has been an influencer in many of our decisions, vacation planning being one. With this research, were able to tell what social media platform millennial use most when planning a vacation. This knowledge can help business know on what social media platforms to more effectively advertise. 
We used Electronic Word of Mouth Theory when testing whether or not social media influences people’s vacation choice. Electronic word of mouth advertising is a modern take on a 1950’s concept, otherwise known as word of mouth advertising. Word of mouth advertising is when consumers let other consumers know about what they liked or didn’t like in a product. This includes suggestions of whether or not another consumer should try it. In the digital era, electronic word of mouth advertising works very similarly. Instead of verbally telling another consumer about your experience, one is expressing their feelings through a social network. This leads to a greater interconnection of consumers, which can explain or reject the idea that social media influences millennials decision when choosing a vacation destination. 
Literature Review: 
Cultivation Theory originally looked at the effects of television on people’s thinking and behavior. We will use Cultivation Theory to explain why social media sites, specifically Pinterest and Instagram, influence people when planning a vacation. According to Suciati, Maulidiyanti, and Lusia, “Millennials are more close to the world of internet and social media, the greatest effect is believed indeed coming from the platform” (Lusia, 2018). With prolonged exposure to social media it has been proven that your decisions will begin to be based off of what you see (McQuail, 2010).  This is due to the fact that cultivation theory makes your mind believe it wants what it sees over and over again. By using this theory, we wanted to research how using Instagram and Pinterest may influence users determine where they hope to vacation. 
Alongside the Cultivation Theory, the use of Electronic Word of Mouth Theory helped us aim to prove that Instagram and Pinterest have significant long-term effects on users. We examined whether or not social networks are influencing individuals. In order to be considered influence, one must have something to be influenced by. Electronic Word of Mouth Theory will support our claim that individuals express their feelings through social media posts rather than verbally. 
Millennials are defined as a group of young adults, who were born after 1980 (Howe, 2000). This study focused on a group of newer millennials, specifically between the ages of 18-28. Millennials are known for their daily use of technology. With an increased use of digital media, we believe that millennials will be influenced when planning a dream vacation, whether they are actually traveling or not. Authors Howe and Strauss noted, “As a group, millennials are unlike any other you generation in living memory. They are more numerous, more affluent, better educated and more ethnically diverse” (Howe, 2000).
As one of the largest population segments currently in the United States, the travel industry is soon to be overwhelmed by the increase in millennial tourists (Garikapati, Pendyala, Morris, Mokhtarian & McDonald, 2016). One of the biggest questions of the tourist industry is how to cater to this new generation of tourist? Millennial tourists are more technologically savvy, creating a need for tourism companies to find new ways to reach them.
One way tourism companies can cater to millennials is by focusing on social media sites such as Instagram and Pinterest. By using these visual based social media platforms, tourism companies can catch the eye of the busy millennial that is always scrolling through their phone. 
When studying why millennials vacation, researchers found, “The most important motivational factors for both were relax, the need to escape from the ordinary, and the desire to experience different lifestyle. Similarly, both nationalities agreed that the most attractive destination activities were to try local food and to go sightseeing” (Dimova, Lyublena, 2015). This can also relate to the attractiveness of a specific location from usage of social media. If a tourism company was to use a platform like Pinterest or Instagram, they can promote the attractiveness. This will catch the eye of the millennial, making the company’s promotion more effective. With this new generation being more technologically advanced, tourism companies must modernize their marketing techniques to target this generation. 
Emotional influence is how individuals’ emotions play a role in their decision-making processes. Studies show it is inevitable for emotional influence to not play a role in decision making. “...emotions powerfully, predictably, and pervasively influence decision making” (Lerner, 2003).
An individual who feels thankful about being involved in a charity, may be more prone to donating more money, even if it means less spending money for themselves. This person could make this emotional decision knowing the positive outcome. 
As Instagram and Pinterest users make decisions regarding vacations, they use their emotional influence. A user who is worried about safety will use their emotional intelligence to choose a safer destination when traveling. The user may view posts by families rather than single individuals when making a decision like this to avoid a negative outcome. 
	Together Instagram and Pinterest are two social media sites are mostly visually based. Visual influence is how individuals take action after viewing images on social media. By using platforms that are rely on pictures, users of these two sites have known to not capture high engagement rates from their viewers. This has become a problem for many brands that rely on these social sites to attract audiences. 
	Users scroll through Instagram and Pinterest daily, viewing photos of places to eat, drink, and most important to this study, travel. When someone views a photo of food from a restaurant that looks appetizing, that individual is more likely to go to that restaurant. This is visual influencing. The more people view images on social media, the more they are influenced. 
	Visual influence plays a major role in this study. Users view photos of places around the world, influencing their decisions when it comes to traveling. If a user is deciding where to vacation and views beautiful beaches on Instagram, they are more influenced to choose a beach vacation. A study by Yantis and Hoffman proved that images with specific features, such as palm trees or a clear water beach, stand out to individuals. Thus, the individuals are more likely to choose a beach in their travel planning (Yantis 1998; Hoffman 1998). 
Vacations can be described as a period of time outside an individual’s home where they travel for reasons that are socio-psychological. Individuals take a break from their everyday lives to explore themselves and their relationships. They could use vacations as either a way to relax or even facilitate in social interaction they don’t usually do (Crompton, 2001).
Many people in the millennial generation do not individually travel often. This may be due to the fact that vacations are a major expense for travelers (Raaij,1984). Although millennials are more affluent than generations before them, they are still taking leisure vacations less than those in generation X (Dimova, 2015). With millennials not vacationing as often as the generations before them, there is more pressure for their vacation to be what they expect. There is only a small portion of people that travel for education purposes. Goodrich found, “tourist destinations are largely dependent on the favorableness of perceptions of those destinations. The more favorable the perception, the greater the likelihood of choice”. This lack of vacations has increased the popularity of all exclusive packages. These packages allow millennials to take a luxurious vacation at one fixed cost. 
One way we can see the popularity of more luxurious vacations is the increase of sites that help people find discount vacations. When these sites begin to pop up, they are helping people that are on a fixed budget experience thing that they may not have been able to before. 
“Life-style, as a broader concept, may serve as a good basis of explanation for vacation behavior. Equity and attribution are important concepts in understanding vacationer (dis)satisfaction and complaint behavior” (Raaij,1984). When a company has a better understanding of what their consumers are looking for, it can better cater to their consumers’ needs. In this situation, marketers can use visual sites like Pinterest and Instagram to provide their audience with vacations that better relate to their specific lifestyles. They do this by using visuals and hashtags that make their locations easy to gather information about as well as visualize. 
Hypothesis & Research Question:
Individuals between the ages of 18-28 are influenced on where they choose to vacation based off of Instagram posts more than Pinterest boards. Our independent variables are Instagram and Pinterest whereas our dependent variables are the levels of influence. The goal of our research was to accumulate information to prove this hypothesis. Within our research, we were aiming to find out what the relationship is between individuals who use social media for travel influence and their use of Pinterest. We compared the correlation between regular users of social media for travel influence and influence of Pinterest. Within the research question, our independent variable remained Pinterest while our dependent variable became the individuals using social media. By having a better understanding of the factors that influence different genders on each of the visual platforms, marketers will be better able to influence their target audience and share their media more effectively. 
H: Individuals between the ages of 18-28 are influenced on where they choose to vacation based off of Instagram posts more than Pinterest boards. 
RQ: What is the relationship between individuals who use social media for travel influence and their use of Pinterest?





Methods 
Our survey was shared and posted to social media platforms and through group chat messages. It was posted on Twitter six times, Instagram three times, Facebook 18 times, and shared in seven group chats that contained a total of 20 members. From the distribution, 315 individuals participated in the survey. Although 315 participated, only 148 qualified for our research. Our research focused on Instagram and Pinterest, therefore, we felt it was necessary to only include participants who use both platforms. We eliminated responses if the respondent did not fit into our age category. Answers were also taken out if the participants answered ‘NA’ for more than four questions, used the same response for more than 75% of the questions, or failed to answer every question. These responses would have skewed our data and results.
The variables we used were Instagram influence, Pinterest influence, gender, and platform. Instagram and Pinterest influence were determined by the questions regarding whether or not individuals use the platforms for planning vacation. These two variables were used to determine the results of our hypothesis and research question. Gender was also used to determine our research question, however, in the end, the question changed. 








Results
Hypotheses:
We predicted that individuals between the ages of 18-28 are influenced on where they choose to vacation based off of Instagram posts more than Pinterest boards. The results of an independent samples t test showed that social media users use Pinterest for travel influence (M =2.9, SD = 0.96) more often than they use Instagram for travel influence (M = 2.63, SD = 0.81), t(147) = 3.03, p = 0.0014, one-tailed. While it was a significant difference in influence levels, results showed the opposite of what we predicted, thus, the hypothesis was not supported.
Research Question:
Our research question asked what the relationship is between individuals who use social media for travel influence and their use of Pinterest? We compared the correlation between regular users of social media for travel influence and influence of Pinterest. The Pearson correlation for the two variables was significant, r(145) = 0.25, p= 0.0021, two-tailed. The results showed there is a moderate relationship between people who use social media for travel influence and individuals who use Pinterest for travel influence. Thus, there is a significant moderate relationship with no strong slope. 
Discussion:
We originally conducted this study to understand whether or not individuals were using Instagram more than Pinterest for travel influence. We were also seeking to understand who was using the social media platforms more, men or women. After collecting our results, we questioned whether or not our sample was accurate. We had one male out of our entire 165-person sample answer our survey. Men use Instagram; therefore, we know we could have reached more men. We figured our particular sample was inaccurate due to the fact that we did not reach enough men. With the lack of male participants, we also questioned if maybe men just did not respond because they do not use the platforms for travel influence. Although we did not have many males, other research could have had a different sample. We surveyed Pinterest users and found that Pinterest is 81 percent female which may be why our gender data was skewed. This was a good conclusion we came to, as men may use the social media sites, just not for travel influence.
From our results, we found that people tend to use Pinterest more when looking for travel influence. This can mean the majority of their vacations are planned using influences from Pinterest primarily. By having a common understanding of the social site that people tend to use more when planning a vacation, marketing companies and brands can focus their promotion on that site. 
When analyzing our data, we could only make conclusions about females. This is also good knowledge because we can assume that not many males are using the social media site, Pinterest. This can be important information to marketers as it helps them to gain a better understanding of the audience that makes up Pinterest when it comes to vacation planning. �We figured that more individuals used Pinterest as it influences travel decision more. Instagram is not as in depth as Pinterest. Through Pinterest, you are able to click on boards and scroll through numerous related posts; it is a lot more in depth. 
	Our results showed two main themes. The first theme was that people choose the social media site, Pinterest, over the social media site, Instagram, when looking for travel influence. This can lead us to believe that visual sites work better from promotion of locations. By gaining a better understanding of what appeals to consumers when planning a vacation, brands can better appeal to their audiences. 
	The second theme proved to be that more females use the social media site, Pinterest, than males. By recognizing this difference, we can better conclude that the female audience using Pinterest is more influenced by aesthetically pleasing images, as well as the ability to click the image for further information. By providing the information in this manner, the social site is removing the overwhelming text. Recognizing this specific format can give us a more generalized idea when it comes to marketing and social media. We can use this information to better cater to the preferences of social media users.
	Our research showed that we failed to prove our hypothesis. We predicted that individuals used Instagram for travel influence over Pinterest, the opposite of what our research showed. Through our research, we found that individuals are using Pinterest instead of Instagram for travel influence. 
	We found the answer to our research question was there is a significant relationship between individuals who use social media for travel influence and their use of Pinterest. All of our participants were both active social media users and Pinterest users. The results showed a positive correlation between the two, allowing us to see a significant relationship. 
For our literature we chose to focus on electronic word of mouth theory, and cultivation theory. Electronic word of mouth theory is the idea that people are influenced by the opinions of people they value. The electronic aspect comes into play because this influence takes place on a digital platform. Cultivation theory originally looked at the effects of television on people’s thinking and behavior. We used Cultivation Theory to explain why social media sites, specifically Pinterest and Instagram, influence people when planning a vacation. We hypothesized that more people would use Instagram more than Pinterest because they would be more influenced by their friends reviews and what their friends were posting. However, this proved to be false when studying what social sites influenced millennials more when planning a vacation. It seems that people are more influenced by appealing images, more than their friends/family in this particular situation. This information was unlike previous research which found Instagram to have more influence over consumers than other social media sites. 
We chose to look at cultivation theory due to the fact that constant exposure would make someone be more influenced by it. We looked at this theory in relation to vacations in general. We felt that if a person was seeing their friends take a vacation to a certain place over, and over, that they too would want to travel to that destination. This may may be a reason for why Pinterest has proven to be more popular when it comes to people looking for travel influence. Pinterest tends to show images over and over. So, when a person is seeing a location numerous times it makes them take a mental note that they like that location, which urges them to want to look into it more. 
[bookmark: _GoBack]Although, our electronic word of mouth theory proved to not be accurate for this particular research it still gave us a better understanding of what influences our particular audience which was made up of predominantly females. From our research we gained a better understanding of what influenced consumers when planning a vacation. This theory may be better fitted for another topic than travel influence as it seems travel influence is fueled by visuals. 
Limitations:
	After conducting our research, we found that our hypothesis did not represent the sample we chose to study. We also had only one male participate in our research, therefore, if we were to examine our research question, the data would be severely skewed. By only having one male participant in our study, we cannot make any inferences about males and their social media travel influence, making this one of most important limitations to recognize. Due to this, we decided to change our research question. At first, we were asking whether female or males were using social media more. Now we are examining the relationship between social media users and their influence from Pinterest. 
From our original research we found that more people use Pinterest for travel influence instead of Instagram, which is why we chose to change our hypothesis to solely represent Pinterest. Another problem we ran into as we progressed through our study, was that it was hard to actually get people to actively participate in our survey by using a convenience sample to distribute our survey. We found that when people took the survey through a social media source they were either too old for the age group we were targeting, or they did not thoroughly complete the survey. 
Future Research:
If we were to do the study again we would change how we distributed our survey. If we were to a take an in person approach we could a better turn out with participants that are in our targeted age group. By adopting an in-person approach for data collection, we may also gain some control of the amount of genders we can get to take our survey. By having control over who we are asking to participate we will have better luck at achieving a more even population sample. 
Conclusion:
Overall, our study could be made in small ways to gain a better even sample. A sample that is made of equal number males and females will allow us to gain a better understanding of how different sexes are influenced when planning a vacation. By obtaining this information we would allow travel companies to better target their sought-after audience. 
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Appendix
SURVEY
How does Instagram impact millennial’s decision on where to vacation?

1. I am at least 18 years of age, have read and understand the explanation provided to me and voluntarily agree to participate in this study. 
· Yes
· No
2. Age
	



3. Do you have an Instagram Account?
· Yes
· No
4. Do you have a Pinterest Account?
· Yes
· No
5. I am a regular user of social media for travel influence
Strongly Disagree    Disagree             Neutral             Agree          Strongly Agree          N/A
	
	
	
	
	
	



6. I turn to Pinterest before Instagram when I start to plan vacations
Strongly Disagree    Disagree             Neutral             Agree            Strongly Agree       N/A
	
	
	
	
	
	



7.  To narrow down my destination choice, I turn to Pinterest
Strongly Disagree   Disagree             Neutral              Agree         Strongly Agree          N/A
	
	
	
	
	
	



8. To narrow down my destination choice I turn to Instagram
Strongly Disagree   Disagree            Neutral              Agree          Strongly Agree          N/A
	
	
	
	
	
	





9. When seeking ideas for travel, I head to Instagram before Pinterest
Strongly Disagree   Disagree            Neutral             Agree            Strongly Agree          N/A
	
	
	
	
	
	




10. When I look for ideas on places to eat on vacation, I look at Pinterest Boards
Strongly Disagree    Disagree           Neutral              Agree           Strongly Agree           N/A
	
	
	
	
	
	



11.When I look for ideas on places to eat on vacation, I look at Instagram
Strongly Disagree   Disagree           Neutral               Agree          Strongly Agree         N/A
	
	
	
	
	
	



12. When I plan activities on vacation, I look to Pinterest for recommendations
Strongly Disagree   Disagree              Neutral          Agree              Strongly Agree         N/A
	
	
	
	
	
	



13. When I plan activities on vacation, I look to Instagram for recommendations
  Strongly Disagree   Disagree              Neutral          Agree              Strongly Agree         N/A
	
	
	
	
	
	




14. Instagram influences my decision on where to stay on vacation
Strongly Disagree   Disagree              Neutral          Agree              Strongly Agree         N/A
	
	
	
	
	
	



15. Pinterest influences my decision on where to stay on vacation
  Strongly Disagree   Disagree              Neutral          Agree              Strongly Agree         N/A
	
	
	
	
	
	






 
