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Visual content has a significant role in attracting users’ attention. Platforms such
as Facebook, LinkedIn, Twitter, and others have made it possible to access infor-
mation at the click of a button. If a country, organisation or a company wants to
attract tourists or other target groups, social media has considerable influence. Peo-
ple search for information online and analyse the products they desire. Today, so-
cial media mainly drives customers’ buying behaviour (Manyika et al., 2011; Kumar,
Bezawada, Rishika, Janakiraman, & Kannan, 2016). When promoting content, it is
essential to know the target group and to have a visually attractive message. This
paper aims to determine the impact of parameters in visual messages that can in-
crease attractiveness and sharing possibilities. The research was aimed at finding the
parameters responsible for attracting the users’ attention and those responsible for
content sharing. To find them, two surveys were done, and quantitative research of
those parameters was conducted. After the research, guidelines were set in order to
create future content which could have a more significant impact on the target group
in creating campaigns on social media.
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Introduction: Online Purchasing Decisions
Influenced by Social Networks are Becoming
Common Practice

As Tussyadiah (2012) claims, we are merely at the fore-
front of understanding the value of sharing on mobile
network platforms and their impact on buying deci-
sions. It is for this reason that Tussyadiah, Park, and
Fesenmaier (2011) suggest the need for more studies
to understand better how the advancement of digital
media technology impacts these experiences. During
the previous two decades, the use of information tech-
nology has increased, which is characterised by ‘speed,
visual impression, ease of use, global availability and

maximum efficiency’ (Kuci§ 2010, p. 21). Social net-
works determine interactions and influence the spread
of ideas and behaviour (Tussyadiah, 2012). Leenders
(2002), De Bruyn and Lilien (2008) argues that people
are taking into account the opinions and behaviours
displayed by significant others, combined with the
considerations of other constraints and opportunities,
to establish their own opinions and take certain ac-
tions accordingly. He labelled this process ‘contagion’
(Leenders, 2002) or social influence. Wilton, Pdez, and
Scott (2011) identify that people refer to the experi-
ences of others to make their own decisions when pre-
sented with a choice. A social network allows imme-
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diate interactions, which enables the sharing of con-
sumption decisions to generate immediate social re-
actions and to gain social recognition. Therefore, a so-
cial network also represents interconnected conform-
ers seeking recognition from each other (Tussyadiah,
2012).

Today social media mainly drives customers’ buy-
ing behaviour (Manyika et al., 2011; Kumar et al., 2016).
Social network sites have greatly expanded the poten-
tial audience beyond traditional family and friends to
new, geographically dispersed networks of strangers
(Axup & Viller, 2005; Bamford, Coulton, & Edwards,
2007; Goodman, 2007; Schmallegger, Carson, & Ja-
cobsen, 2010). Facebook alone has over 1.5 billion
users. More importantly, 7o per cent of users log into
Facebook daily (Singh, 2018). As Goodman (2007)
noted, networked media has enabled an unlimited
number of individuals to potentially join virtual net-
works and gain valuable market intelligence about
places visited. Positive comments on social media in-
crease customers intentions regarding the purchase,
because of risk reduction (Mhlanga & Tichaawa, 2017).
Therefore, the best way to attract consumers’ attention
is to promote content online. It is necessary to know
the target group and tailor the visual message appro-
priately.

While there is research focusing on the social net-
works’ effect on sharing (Pfeil, Arjan, & Zaphiris,
2009; Strano, 2008; Trammell & Keshelashvili, 2005),
to date there has been little or no research that ad-
dresses the visual parameters that show the relation
between visual message’s attractiveness and the out-
come of sharing in the tourism industry. This paper
aims to research the parameters that will show what
attracts users’ attention the most when seeing a par-
ticular ad (visual message) on a social network. In this
paper, we further want to show which parameters on
an ad (visual message) influence users to share the
content that they have seen.

Theoretical Framework: Sharing Content

on Mobile Brings Promotional Potential in Tourism
Motivations behind Sharing on Social Networks
Visual content has a significant role in attracting users’
attention. According to Buscall (Mhlanga & Tichaawa
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2017), visual content gets 94 per cent more total views
and is 40 per cent more likely to be shared on social
networks then text content. Platforms such as Face-
book, LinkedIn, Twitter, and others have made it pos-
sible to access information at the click of a button.
Sharing is about getting people to see and respond to
content. Social media’s positive impact is in the dis-
tribution of information in the world in which we live.
Sixty-two per cent of people get their news from social
media, as stated in a study from Pew Research (Gaitho,
2018). As long as the content remains relevant and the
need for information still exists, it is always worth-
while for any organisation using social media to keep
publishing.

A study by the New York Times Consumer Insight
Group shows different motivations that participants
have when sharing information on social media: 84
per cent of participants wants to support a cause or is-
sue about which they feel strongly; 94 per cent share to
pass valuable information; 49 per cent of these respon-
dents influence action about products by sharing; 68
per cent use social sharing to build image and demon-
strate who they are and what they stand for; 78 per
cent want to interact, grow, get a sense of fulfilment,
nurture relationships and stay in touch with others;
69 per cent want to participate and feel involved in
things happening in the world. Additionally, a num-
ber of studies (Pfeil et al., 2009; Strano, 2008; Tram-
mell & Keshelashvili, 2005) suggest that young people
use online media to present, manipulate, and/or man-
age a desired self-image. This is also connected with
the theory of self-concept (Grubb & Grathwohl, 1967),
which indicates that consumers value consumption
that results in recognition and reinforces reactions
from the social network so as to strengthen the con-
ception about themselves. Sharing photographs plays
avital role in image-building. Social networks are par-
ticularly effective in image self-presentation because
the user can display various types of their online ac-
tivities and open them to the public if desired (Bortree,
2005; Boyd & Ellison, 2007). It is, therefore, impera-
tive to know the motivations of the target group with
whom you are communicating (Gaitho, 2018). Shar-
ing content can have a significant impact on the real
world as well (Kietzmann, Hermkens, McCarthy, &
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Silvestre, 2011). A tweet by the famous Kylie Jenner
(‘sooo does anyone else not open Snapchat anymore?
Orisitjustme...ugh thisis so sad’) caused Snapchat’s
stocks to drop by 8 per cent, and the company lost
1.7 billion dollars (Vecernji list, 2018). When promot-
ing a brand, one should make an effort to understand
the target group, their habits, needs, and desires to be
able to create a visual message that they would want
to share.

Accepting Tourists as Online Users

Has a Promotional Potential

Whether to attract investors, clients, tourists or other
target groups, social media has considerable influence.
By analysing the travel industry, the following can be
observed. On Facebook, 42 per cent of users share the
information about where they travel, 60 per cent factor
online opinions into their travel decisions, while 83 per
cent trust the recommendations of their families and
friends (Alizadeh & Mat Isa, 2015). From this, it can
be seen that virtual communications are often about
coordinating physical travel but also enabling conver-
sation between visits and meetings, as have Larsen et
al. (2006) stated. Social media empowers customers
to actively contribute to content creation and freely
communicate in an international and intercultural en-
vironment (Alizadeh & Mat Isa, 2015). Each nation
wants to keep its independence and cultural identity,
even though globalization has contributed to intensive
international contact.

Globalization, however, has not resulted in a unique
culture or language. Therefore, professional and in-
ternational communication in the form of translating
promotional tourism messages is an important ele-
ment of visual communication. In that context, ac-
cording to Kuci$ (2016, 84), the ‘translator’s role is to
create new communication value through his work
and creativity and thus create a new translated inter-
cultural value.

Therefore, to attract tourists™ attention, it is neces-
sary to give them individualised approaches on social
networks. Understanding tourists’ background im-
proves the chance of attracting their attention; 75 per
cent of users who read social sharing comments have
clicked on the product link in their friends’ Facebook
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posts, taking them to the tourist service website, and
53 per cent of the users clicked the product website
have made a purchase (Bullas, 2012).

People who post images online tend to search for
travel information from others who engage in simi-
lar activities (Akehurst, 2009). This development has
had and will continue to have an impact on destination
image development, marketing, and promotion. It will
also extend the reach of the information search process
to other key informants who have visited the destina-
tion, but who do not have any obligation to promote
it (Pan, MacLaurin, & Crotts, 2007). It is important to
state that some tourists see consumer-generated con-
tent as being more reliable and trustworthy than the
content generated for the purpose of advertising (Ake-
hurst, 2009; Mack, Blose, & Pan, 2008; Zheng & Gret-
zel, 2010). Therefore, destination management orga-
nizations should consider using social networks in co-
operation with networks’ influencers or consider other
means of attracting on-line users’ attention (Akehurst,
2009). They must compete with non-commercial ma-
terials posted by online users to the extent that these
information providers are the ones with significant
influence on the tourist’s decision-making behaviour
(Akehurst, 2009). Therefore, it is not only necessary
to have ad space and to pay for an ad, but also to vi-
sually show what product is being sold and to whom.
Tourism is said to exist in the interplay between places
and stories (Goodman, 2007), with experiences that
contain a sense of ‘being a particular type of tourist’
(McCabe & Stokoe, 2004). By transforming an intan-
gible experience into something tangible (Osborne,
2000), photographs enable tourists to see the expe-
rience more clearly and choose that specific destina-
tion as their next one (Schroeder, 2002; Sontag, 1977).
Edensor (2000) argues that tourists use photography
as a ceremonial form of capturing relationships with
each other, places, and other cultures. Likewise, shar-
ing photographs with non-travel party members can
enhance the bond between the tourist and the audi-
ence. Social networks have transformed this ceremo-
nial form and brought it to the broad online commu-
nity (Boyd, 2008; Miller & Edwards, 2007; Qian &
Scott, 2007).

It is also necessary to know how the tourist prod-
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ucts and facilities are different from others who are
sending multilingual messages to potential customers.

Understanding Mobile as the Primary Platform

for Advertising

It is rarely possible to expect people to convert the first
time they see a visual message on a social network.
They need to see it at least seven times before they
consider the offer (Halevy, 2018). To achieve the de-
sired action of the banner, one needs to show the same
message across different channels (newsletter, differ-
ent social networks, and searched key words). By do-
ing so, the odds of getting people to respond will be
higher (Halevy, 2018).

One important thing has to be considered when
creating visual messages for a certain brand: mobile
users must not be ignored. Mobile-only internet users
outnumber desktop-only users. Globally, mobile de-
vices dominate in terms of total minutes spent on-
line. For example, in the Us, 71 per cent of total dig-
ital minutes comes from mobile devices. In Indone-
sia, 91 per cent of time spent online comes from mo-
bile. The average time spent browsing on smartphones
per month is 87 hours in the us, compared to 34 hours
on desktops in the same country (De Silva, 2018). Fur-
thermore, 79 per cent of smartphone users have their
phone on or near them each hour of the waking day,
on which they spend an average of 195 minutes per
day (Newlands, 2018). According to Zenith's report, 73
per cent of time spent online in 2018 is predicted to
be through a mobile device. Moreover, in 2018, it is
expected that 60 per cent of global online advertising
spent will come from mobile ads. According to Gart-
ner, more than half of all consumers, by 2018, will be
using mobile devices first for anything they do online
(De Silva, 2018). What is more, engagement is higher
on mobile devices than on desktop devices. This is be-
cause consumers have personal, intimate connections
with their mobile devices (Heine, 2014).

The smartphone’s capability to link people to re-
mote information, exchanging location-based data
and social information has made it a powerful tool for
tourists and other users. Smartphones are an inevitable
partner for tourism, and the tourism context has be-
come a fertile ground for mobile computing (Chev-
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erst, Davies, Mitchell, Friday, & Efstratiou, 2000). The
emergence of mobile social networking, which has
shifted from desktop computers to mobile computing
platforms, offers new sharing capabilities beyond hubs
for chat and repositories for photographs. As people
are ever more mobile for work and leisure, they in-
creasingly share information and connect with their
social network using mobile devices. To make the user
experience as uninterrupted as possible, ads for desk-
top should not need to be recreated for mobile and
tablet experience. It is important to consider the best
way to showcase content on mobile devises to get a
maximum result (English, 2018). So by understanding
the target group, the technology they are using, when
they are using it and by creating an understandable
visual message that is in line with the group’s needs, it
is possible to make an effective communication cam-

paign.

Hypothesis Development

Introduction and development of online photo-sha-
ring media has democratized the image creation and
dissemination process (Lo, McKercher, Lo, Cheung,
& Law, 2011). Its increasing popularity can turn travel
into a stronger self-presentation management tool for
users. Web 2.0 will play an important role in tourism
marketing, destination image formation, and custom-
er-to-customer communications. Marketers are al-
ready applying electronic word-of-mouth (ewom), re-
lationship marketing, and viral marketing (De Bruyn
& Lilien, 2008) in their promotional activities. The ap-
proach of viral marketing suggests that marketers can
leverage the power of interpersonal networks to pro-
mote their products and services, transforming the
communication networks into influence networks. Ig-
noring Web 2.0 as a communication tool will be detri-
mental to destinations (Lo et al., 2011).

Experience shows that the attractiveness of a vi-
sual message increases the users’ decision to click on
it. If the visual message is more appealing, the user
will view it longer and better understand the mean-
ing of the message. The aim of this paper is to dis-
cover which parameters influence the attractiveness of
the visual message, as well as its possibility of sharing.
These results will be used for campaign creation, pub-
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lishing ads and attracting the target group’s attention
on social networks.

The first hypothesis of this paper is that photo-
graphs combined with illustrations are more appealing
to users than those which have no illustrations. This
hypothesis is derived from the fact that we are sur-
rounded with digital products that use illustrations to
better visualize abstract concepts to the user (install,
download, update, log in, tag, like, subscribe, etc.).
That is way in which we are familiar with the use of
illustrations and its extensive use for promotion pur-
poses. The second one is that understandable visual
messages are more attractive to the user and there-
fore have a greater chance to be shared. If this is true,
then the user will view the visual message longer. The
longer the user views the visual message, the more
likely it is for him to understand the content behind it
and which action he should take. However, initial at-
traction must be achieved quickly in order to get users’
attention. That sets the third and the final hypothesis:
the visual message made with a short message is more
attractive than that with the long one. If the visual
message is attractive and understandable to the user, it
could reach a higher number of people and will have
the highest chance to be successful, will be shared by
the users, and will have them make the necessary ac-
tion. Through results, it will be possible to see which
parameters contribute to the attractiveness of the re-
searched visual messages.

Research Methodology

Sample Description

The research was conducted via two separate online
questionnaires: the first from July to August 2017 and
the second in March 2018. The reason for this was the
different goals of each questionnaire. The first ques-
tionnaire was done to prove the first hypothesis and
the second questionnaire was done to prove the sec-
ond and third hypotheses. Both questionnaires used
a non-probabilistic sample, i.e. a sample that includes
a group of individuals available in a certain situation.
The respondents represent a target group, i.e. users
who use social networks the most. As Lo et al. (2011)
showed in their research, 79.5% of people aged 25 or
less and 63.5% of people aged 26 to 35 have posted pho-
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tographs online. These groups represent active social
network users and are more engaged personally in the
information search process. Therefore, the sample is
an optimal choice, and it is homogeneous. Each re-
spondent has independently determined the optimal
time to take the survey and chose the space in which to
take it. The survey started simultaneously, the groups
did not have different questions, and they were not
separated.

The questionnaires were completed online via the
SurveyGizmo service, and its URL links were distrib-
uted via the respondents’ email addresses. One hun-
dred respondents completed the first questionnaire, 8o
of which were in the age range of 26-35 and 20 in the
age range of 19—25. Fifty-seven respondents completed
the second questionnaire. Five of them were in the age
range of 45+, 30 in the age range of 30-44 and 22 in the
age range of 16—-29; 15 of them were male and 42 were
female.

Instrument

First Questionnaire and Attractiveness Research

The method used in this research is an online sur-
vey. The target group were people aged 19-35 who use
smartphones, frequently consume multimedia con-
tent, and are constantly online. The visual message
used in this research was designed with sea, vacation,
and relaxation in mind. As active vacations are impor-
tant to young people, displaying motifs for vacation
and relaxation can attract their attention.

In order to determine the results of whether the ad-
dition of an illustration in a photograph impacts the
attractiveness of a visual message, it was necessary to
determine the following parameters:

o How many people does the visual message con-
tain (from o to 3)?

« Does the visual message have an illustration or
not, does the visual message have a product or
not and does it have a simple or a complex back-
ground?

Each variable will be permuted with another vari-
able in order to determine which element would im-
pact the attractiveness of the message the most. In this
way, variables which contribute to the attractiveness of
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Figure1 Figures Used in the First Questionnaire

a visual message (illustration, number of people, back- message: (a) the illustration, (b) the people, (c)
ground, and element composition) were researched. the background, (d) the product, (e) the element
There were 19 figures for which the respondents had composition?

to answer the given questions (see Figure 1).

To get the most data from the answers, a 5-point
Likert scale was used in order to determine the inclina-
tion to one type of question or another. For each figure,

each user was asked the same question. The questions
for each figure were the following. 4. Would you forward the previous content to your

friends (1 - No, 5 — Yes).

3. Determine what is bothering you in the visual
message: (a) the illustration, (b) the people, (c)
the background, (d) the product, (e) the element
composition.

1. Grade the attractiveness of this visual message (1

- I don'tlike it, 5 - I like it a lot). 5. Would you like to research the content further on
2. What is the first thing you notice in the visual the internet (1 — No, 5 - Yes).
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Figure 2 Figures Used in the Second Questionnaire
Second Questionnaire and Sharing Research

The method used in this part of the research is also a
questionnaire. The target group is the same as for the

Nahranite vagu kofu najboljom zastitom za sunce, ™«
Fakter 20 pomodi ¢e Vam da nesmetano uZivate u — =
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What does it mean
to do things
#Like AGIrl?

Figure 7.
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Figlire 16.
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blagddatima suncana plagi. = ~ = .

Figure 17.

Najbolja zastita za sunce .

Figl.ire 20.

first one. The questionnaire consisted of two groups
of figures (most efficient campaign group and research
campaign group). The first group consisted of nine fig-
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Figure 3.

Figure 17.
Figure3 The Most Attractive Visual Message is the Figure

C, and the Least Attractive One is Figure R

ures from the top three most efficient marketing cam-
paigns in 2015, 2016. and 2017 according to WARC, a
marketing intelligence service, using their global in-
dex of effectiveness in advertising. The second group
consisted of a research campaign (11 ads) whose figures
are a refinement of the figures from the first question-
naire. The figures in the research campaign were pre-
pared after the results from the first questionnaire were
known. Variables that contributed to visual messages’
attractiveness in the first questionnaire were used to
set 11 figures in the research campaign. Those variables
(background, illustration), chosen from the first ques-
tionnaire based on the results from Table 1, were fur-
ther altered with the additional ones - length of a mes-
sage, complexity of illustration, product size. In this
way, 11 figures were formed. The goal of the research
was to get the answers for the second and third hy-
potheses set out in this paper. There were 20 different
ads (figures) in total (see Figure 2).

The variables that were researched are: ad attrac-
tiveness, willingness to share, campaign type (ques-
tions 1-59 refer to the most efficient campaigns, ques-
tions 60-125 refer to the research campaign), message
length, message comprehensibility, complexity of il-
lustration, product size, products role (primary or sec-
ondary). In this research, picture size as well as the
platform (desktop or mobile) was not taken into ac-
count because the goal was to research the variables
within the format.

There were 125 questions in total. The first five
questions had the goal of describing the respondent
(travel preferences and factors that help respondent
choose a travel destination, gender, age, the purpose
for which the respondent uses his smartphone). Each
respondent had to answer six questions for each figure:
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1. Do you find the visual message attractive (1 - No,

5 — Yes)?
2. Do you find its message understandable (1 - No,
5 — Yes)?

3. The shown message is: (1 - too short, 5 — too
long).

4. Do you understand which product is being pro-
moted (1 — No, 5 - Yes)?

5. The size of the product is: (1 - too small, 5 - too
big).

6. Would you share the content that you have seen
(1 - No, 5 — Yes)?

A 5-point Likert scale was used to determine the
inclination to one type of question or another. The re-
sponses from the respondents are shown in Table 1.

Based on the second part of the research, a statisti-
cal analysis was carried out and the answers between
the most efficient campaigns and the research cam-
paign were compared. With the analysis, the possibil-
ity for sharing the visual message is explored.

Results and Hypotheses Testing
The results from the conducted questionnaires are the
following.

First Questionnaire. For Figure C, most respondents
gave the highest grades for the following questions:
‘How attractive is the previous content?’ (10 respon-
dents, average grade 2.9), ‘Would you forward the pre-
vious content to your friends?’ (15 respondents, aver-
age grade 2.25). In total, 15 respondents gave the grade
of 4 out of 5 for Figure C.

In contrast, the least attractive visual message was
Figure R, for which 60 respondents gave the lowest
grade (average grade 1.7). The lowest grade for the
questions ‘How attractive is the previous content?;
‘Would you forward the previous content to your
friends’ (average grade 1.4) and “‘Would you like to re-
search the content more on the internet?” was given
to Figure R (70 respondents gave the grade 1 out of 5)
(see Figure 3). From this, it is clear that the most at-
tractive visual message has the greatest probability of
being shared. At the same time, the least attractive vi-
sual message has the lowest probability of being shard.
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Table1 Answers from the Respondents Table1 Continued
Figure Question Figure Question
Q1 Q2 Al Q3 Q4 A2 Q1 Q2 Al Q3 Q4 A2
A 30 45 1 20 20 a E 50 60 1 o 10 a
20 35 2 0 o b 30 10 2 100 80 b
50 15 3 30 20 c 10 25 3 0 0 c
o 5 4 o 10 d 10 5 4 o o) d
0 0 5 50 40 e 0 0 5 0 0 e
/ / / / 10 f / / / / 10 f
Average 2.2 1.8 / / Average 1.8 175 / /
B 20 40 1 30 20 a F 30 60 1 30 10 a
30 25 2 50 70 b 60 25 2 0 o b
20 25 3 20 o C 0 15 3 70 60 C
30 10 4 o o d 10 o 4 o o) d
0 0 5 0 0 e ) o 5 0 20 e
/ / / / 10 f / / / / 10 f
Average 2.6 2.05 / / Average 1.9 1.55 / /
C 10 35 1 40 10 a G 50 70 1 o o a
30 20 2 0 o b 30 25 2 80 60 b
30 30 3 20 20 c 20 5 3 0 0 c
20 15 4 o o d o o 4 o o) d
10 0 5 40 30 e ) 0 5 10 30 e
/ / / / 40 f / / / / 10 f
Average 2.9 2.25 / / Average 1.7 1.35 / /
D 40 50 1 (o] 20 a H 30 40 1 10 30 a
30 35 2 30 o b 20 35 2 70 50 b
30 15 3 60 50 c 50 25 3 10 c
0 o 4 o o d o o 4 o d
0 0 5 10 20 e 0 0 5 10 10 e
/ / / / 10 f / / / / 10 f
Average 1.9 1.65 / / Average 2.2 1.85 / /

Continued in the next column

It can further be seen that the most attractive visual
message is the one that has a combination of illustra-
tions and photographs. From the visual messages in
which an illustration of a woman’s back is shown, the
most attractive is the one in Figure C. As seen from
Table 1, the illustration of a woman’s back attracted re-
spondents’ attention the most (40 of them) in Figure

Continued in the next column

C. The parameters element composition (40 of them)
and background (20 of them) have also attracted re-
spondents’ attention the most in Figure C. Figure C is
also the figure for which most of the respondents (40
of them) said that nothing bothered them in that visual
message. Although the possibility of sharing content
on social media is 40 percent (Mhlanga & Tichaawa
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Table1 Continued Table1 Continued
Figure Question Figure Question
Q1 Q2 Al Q3 Q4 A2 Q1 Q2 Al Q3 Q4 A2
I 40 50 1 10 30 a M 30 40 1 40 20 a
10 30 2 70 50 b 20 30 2 20 o b
40 10 3 10 0 C 40 30 3 20 10 c
10 5 4 o o) d 10 o 4 o o) d
0 0 5 10 10 e 0 0 5 20 40 e
/ / / / 10 f / / / / 30 f
Average 2.2 1.6 / / Average 2.3 1.9 / /
] 30 50 1 o o a N 30 65 1 50 30 a
10 15 2 100 20 b 40 25 2 0 o b
40 20 3 0 10 c 30 10 3 0 10 C
20 15 4 o o d o o 4 10 o) d
0 0 5 0 30 e 0 0 5 40 20 e
/ / / / 40 f / / / / 40 f
Average 2.5 2 / / Average 2 1.45 / /
K 40 60 1 o o a O 50 60 1 10 20 a
20 20 2 60 20 b 30 20 2 40 o b
30 10 3 40 0 c 10 20 3 50 70 c
10 10 4 o o d 10 o 4 o o) d
0 0 5 0 30 e 0 0 5 0 10 e
/ / / / 50 f / / / / 0 f
Average 2.1 1.7 / / Average 1.8 1.6 / /
L 20 45 1 o] [¢) a P 30 60 1 60 30 a
10 25 2 80 40 b 30 20 2 0 o b
50 30 3 10 0 C 40 20 3 30 50 c
20 o 4 o o) d o o 4 o o d
0 0 5 10 40 e 0 0 5 10 10 e
/ / / / 20 f / / / / 10 f
Average 2.7 1.85 / / Average 2.1 1.6 / /

Continued in the next column

2017), this does not guarantee that anybody who looks
at the ad will share it with his friends. It is essential to
know your target groups needs, wishes and to know
when to offer them the product or service. Not only
is this information and the message being communi-
cated to the users important, but it is also important
to know how to show the message visually. It must be
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Continued in the next column

meaningful to them and it must be something they
want, something they search for, something they need.
If this is done correctly, the target group will be able
to instantly and unequivocally understand the visual
message.

It can be seen in Figure 4 (p. 14) the majority of
the respondents would not want to forward the visual
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Table1 Continued Table 2 Average Grade Values from all 57 Respondents
Figure Question from Questions Q6 to Q125
Q1 Q2 Al Q3 Q4 A2 Figure Question
R 60 70 1 20 40 a 1 2 3 4 5 6
10 20 2 80 20 b 1A Q6 Q7 Q8 Q9 Q1o Qu
30 10 3 0 o} [ 2 2 4 2 2 1
0 0 4 0 0 d 2A Q12 Q13 Q14 Q15 Q16 Q17
0 o] 5 o) 40 e 4 4 3 4 3 3
/ / / / o f 34 Q18 Q19 Q20 Q21 Q22 Q23
Average 1.7 1.4 / / 3 3 4 3 3 2
S 50 70 1 o 10 a 4A Q24 Q25 Q26 Q27 Q28 Q29
20 20 2 60 o b 3 4 3 4 3 3
20 10 3 40 40 [¢ 5A Q30 Q31 Q32 Q33 Q34 Q35
10 o 4 o o) d 4 3 3 2 2 3
o 0 5 0 50 e 6A Q36 Q37 Q38 Q39 Q40 Q41
/ / / / o f 3 4 3 4 3 3
Average 1.9 1.4 / / 7A Q42 Q43 Q44 Q45 Q46 Q47
T 50 60 1 o 10 a 4 4 3 4 3 3
10 10 2 100 30 b 8A Q48 Q49 Q50 Q51 Q52 Q53
30 30 3 0 20 c 2 1 2 1 2 2
10 0 4 0 0 d o9a Q54 Q55 Q56 Q57 Q58 Q59
0 0 5 0 40 e 3 3 3 3 2 3
/ / / / 0 f 10A Q60 Q61 Q62 Q63 Q64 Q65
Average 2 1.7 / / 3 4 3 5 3 2
Notes Questions: Q1 — Grade the attractiveness of the pre- 11A Q66 Q67 Q68 Q69 Q70 Q71
vious visual message (1 - I dont like it, 5 — I like it a lot). Q2 3 4 4 5 3 N
- Would you forward the previous content to your friends (1
- No, 5 - Yes)? Q3 — What was the first thing you noticed on 124 Q72 Q73 Q74 Q75 Q76 Q77
a visual message? Q4 - Determine what’s bothering you on 3 5 3 4 3 3
a visual message. A2 — (a) the illustration, (b) the people, (c) 13A Q78 Q79 Q8 Q81 Q82 Q83
the background, (d) the product, (e) the element composi- 3 4 3 s 3 )
tion, (f) nothing is bothering me.
14A Q84 Q85 Q86 Q87 Q88 Q89
3 4 2 4 2 2

message (of the displayed figures) to their friends. For
the most attractive figure, the number of those who
would want to share the visual message was the high-
est (with an average grade of 2.25). For the respon-
dents who found the content visually attractive, which
also implies that they understand the visual message,
in 62.5 percent of the cases they would want to share
the same content with friends. It can be concluded that
attractive content increases the possibility of its be-

Continued in the next column

ing shared on social networks. Therefore, it is possi-
ble to make a relation to Buscall’s research (Mhlanga &
Tichaawa 2017); 31.6 percent of the respondents from
the research in this paper thought that the content was
attractive. From the users who considered the visual
message attractive, 62.5 percent would share the con-
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Table 2 Continued
Figure Question
1 2 3 4 5 6
15A Q90 Q91 Q92 Q93 Q94 Q95
3 4 4 5 4 2
16A Q96 Q97 Q98 Q99 Qlo0 Q1lo1
3 4 3 5 4 2
17A Q102 Q103 Q104 Q105 Q106 Q107
2 4 4 5 4 2
18A Q108 Q109 Q110 Q111 Q112 Q113
3 4 4 4 4 2
19A Q114 Q115 Q116 Q117 Q118 Q119
3 4 3 5 4 2
20A Q120 Q121 Q122 Q123 Q124 Q125
3 4 3 4 4 2
Notes Each image had the same questions in the fol-

lowing order: 1. Do you find the visual message attrac-
tive? (1 - No, 5 - Yes) - Q6, Q12, Q18, Q24, Q30, Q36,
Q42, Q48, Q54, Q60, Q66, Q72, Q78, Q84, Q90, Q96, Q102,
Q108, Q114, Q120, 2. Do you find its message understand-
able? (1 - No, 5 - Yes) - Q7, Q13, Q19, Q25, Q31, Q37 Q43,
Q49, Q55, Q61, Q67 Q73, Q79, Q85, Q91, Q97 Q103, Q109,
Q115, Q121, 3. The shown message is: (1 - too short, 5 - too
long) - @8, Q14, Q20, Q26, Q32, @38, Q44, Q50, Q56, Q62,
Q68, Q74, Q80, Q86, Q92, Q98, Q104, Q110, Q116, Q122, 4.
Do you understand which product is being promoted? (1 -
No, 5 - Yes) - Q9, Q15, Q21, Q27 Q33, Q39, Q45, Q51, Q5%
Q63, Q69, Q75, Q81, Q87 Q93, Q99, Q105, Q111, Q117 Q123,
5. The size of the product is: (1 - too small, 5 - too
big) - Q10, Q16, Q22, Q28, Q34, Q40, Q46, Q52, Q58, Q64,
Q70, Q76, Q82, Q88, Q94, Q100, Q106, Q112, Q118, Q124, 6.
Would you share the content that you have seen? (1 - No, 5
- Yes) - Q11, Q17 Q23, Q29, Q35, Q41, Q47 Q53, Q59, Q65,
Q71, Q77 @83, @89, Q95, Q101, Q107, Q113, Q119, Q125. A 5-
point Likert scale was used in order to determine the incli-
nation to one type of question or another.

tent with friends. That means that 19.75 percent of so-
cial media users who saw the content, and fond it vi-
sually attractive, would want to share it with others.
Because visual messages are viewed 94 percent more
than plain text messages on social networks, it can be
expected that 18.57 percent of users will share the con-
tent.
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Figure 4 Displaying Figures Which the Respondents
Would Want to Share with Friends

When observing figures in total, the following can
be seen. From all the variables from all the figures that
attracted the respondents’ attention, element compo-
sition attracted their attention the least. In response
to the task ‘Determine what bothers you on the vi-
sual message’ most of the respondents wrote that the
people those who bothered them on the shown visual
messages. Interestingly enough, the illustration was
the variable that bothered the respondents the least.

Because people are those who bothered the respon-
dents in the visual message and decreased the overall
attractiveness, as seen from the results in Table 1, they
were left out in the second research.

Second Questionnaire. Several statistical analyses were
conducted to research the relation between the attrac-
tiveness of a visual message and its possibility of being
shared.

The first analysis researched the relation between
the attractiveness and the possibility of being shared.
More precisely, the relation between the questions ‘Do
you find the visual message attractive?” and “Would
you share the content that you have seen?” was re-
searched. This research was done with both groups
(the most efficient campaigns and the research cam-
paign). It has shown there is a statistically significant
correlation between ad attractiveness and willingness
to share it.

The second analysis was similar to the first one.
The research was about checking the relation of the at-
tractiveness and the possibility of sharing between two
groups (the most efficient campaigns and the research
campaign).
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The second analysis has shown that the correlation
is statistically significant no matter which campaign
type was analysed. The respondents did not make
any difference between the two researched groups (1st
group - the most efficient campaigns and 2nd group
- research campaign). This means that visual style is
not the only thing that affects the overall effectiveness
of a campaign.

The third analysis researched the relation of the at-
tractiveness of a visual message and the length of a
message. This analysis explored the relation between
the following questions: ‘Do you find the visual mes-
sage attractive?” and ‘The shown message is: (1 - too
short, 5 - too long). It has shown that there is no sta-
tistically significant correlation between ad attractive-
ness and message length.

The fourth analysis researched the relation be-
tween the understanding of a visual message and the
sharing of that message. The aim of this research was
to determine whether an understandable visual mes-
sage would be shared more than the one that was not
understandable. The fourth analysis explored the re-
lation between two questions: ‘Do you find its mes-
sage understandable?” and “Would you share the con-
tent that you have seen?’ This analysis has shown that
there is a statistically significant correlation between
message comprehensibility and willingness to share.
Regardless of whether the group was the first one (the
most efficient campaigns) or the second one (the re-
search campaign), the respondents wanted to share
the visual messages which they understood.

Kolmogorov-Smirnov tests showed that ratings on
each item were not normally distributed (all p < 0.001),
and therefore nonparametric statistical analyses were
used. The degree of association between dependent
variables was calculated using Spearman’s correlation
analyses and a partial correlation analysis. There was a
positive relationship between the ad attractiveness and
willingness to share, rs = 0.616, p < 0.001. This corre-
lation remained significant even when campaign type
was partially out, r = 0.629, p < 0.001. However, there
was no significant relationship between the ad attrac-
tiveness and message length, rs = 0.059, p = 0.046.
Willingness to share was also correlated with message
comprehensibility, rs = 0.264, p < 0.001, indicating

ATTRACTING USER’S ATTENTION FOR TRAVELLING PURPOSES

that understandable ads are more likely to be shared.

Based on the results from the second question-
naire the following conclusions can be made for the
researched variables:

o Complexity of illustration: by adding up the av-
erage values from all the respondents regarding
the question about attractiveness, one can con-
clude that a more complex/a more detailed illus-
tration was graded better (60 percent of respon-
dents graded it attractive) than a simple one (55
percent of respondents graded it attractive).

o Product size: by adding up the average values
from all the respondents regarding the question
about attractiveness, one can conclude that the
small product size is more attractive (60 per-
cent of respondents graded it attractive) than
the bigger product size (57 percent of respon-
dents graded it attractive) as shown in Figure 2. It
also shows that respondents tend to like ads that
have products with secondary roles more than
products with primary roles (which take a lot of
ad space). The ads from the most efficient cam-
paigns do not give the product a primary role.
The message is more connected with people’s
lives, their habits, and their struggles than with
the product itself. In this way, people can con-
nect with the product (brand) more easily and
can find a common ground between the product
and themselves.

Discussion

Based on the research, it can be concluded that the
combination of illustration and photographs is the
combination that attracts the user’s attention the most.
The same combination has the highest possibility of
being shared. Furthermore, this combination has the
highest probability that the user will view the visual
message longer than other variations. This in turn
makes it easier for the user to comprehend the visual
message and take the necessary action that is asked
of him. With this, the first hypothesis of this paper is
confirmed. If the visual message is understandable to
the user, he/she will find it more attractive. Moreover,
respondents would want to share the visual messages
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which they understood. With this, the second hypoth-
esis is confirmed. It was thought that the length of the
message affects the attractiveness of the visual mes-
sage. Based on the research, the hypothesis that length
affects a visual message’s attractiveness is rejected.

As stated in the introduction section of this paper,
to date there has been little or no research that address
the visual parameters that show the relation between
visual message’s attractiveness and sharing outcome in
the tourism industry. Mack et al. (2008), Zheng and
Gretzel (2010), and Akehurst (2009) have stated that it
is important to attract online user’s attention but have
not yet given quantitative research on attraction and its
influence on sharing. In comparison to other research
(Gaitho, 2018; Pfeil et al., 2009; Strano, 2008; Tram-
mell & Keshelashvili, 2005; Tussyadiah, 2012; Tussya-
diah et al,, 2011), which have provided valuable infor-
mation regarding sharing, this paper has provided in-
sight into parameters that attract online user’s atten-
tion when shown visual messages for promotion pur-
poses. As 42 per cent of Facebook users share the infor-
mation about where they travel (Alizadeh & Mat Isa,
2015), the knowledge from this paper will help compa-
nies in creating more efficient visual messages on so-
cial networks.

Conclusion

Ilustrations enable additional manipulation with the
visual message, which cannot be easily achieved just
with photographs. In this way, the content of the mes-
sage becomes more flexible and personal for the user.

Based on the research in this paper the following
can be said for visual message’s attractiveness.

A visual message is attractive if it has a complex/a
detailed illustration besides a photograph, and if it has
a small product size that does not interfere with other
elements in the visual message. It is also noteworthy
that respondents find the ad more attractive if the role
of the product is secondary. In other words, content
that takes a great part of the ad should be connected
to the product and show something other than just a
plain product picture. The most effective campaigns
used in this research have also given their products
a secondary role. The study has also shown that the
length of the text inside the visual message does not af-
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fect the overall attractiveness for the user. Visual mes-
sages that were understandable for the user are more
likely to be shared.

Based on this research, a visual message done in
such a way will be shared by 18.57 per cent of users
who have seen it.

By following these guidelines, marketers can im-
prove the attractiveness of their visual messages for
promotional activities. As marketers are already using
different online tools for promotional activities (De
Bruyn & Lilien, 2008), the study of this paper can help
them further increase the possibility for sharing con-
tent by making visual messages attractive. We are liv-
ing in an age of intensive image sharing especially by
young audiences whose income is higher than other
groups, so knowing how to make visual messages at-
tractive for them is crucial for promotional success in
the travel industry.

Although this study has given insight into parame-
ters of attraction for visual messages and its influence
on online sharing, the study did not take specific plat-
forms into consideration because of high burden for
respondents.

In future research, we want to find a deeper under-
standing of the parameters that influence user’s attrac-
tiveness, which were presented in this paper. By com-
paring visual messages on different platforms (desk-
top and mobile), we could further improve the study
as today smartphones are a primary medium for on-
line engagement. Furthermore, by researching differ-
ent colour palettes it can be determined which domi-
nant combinations and how many colours in a single
visual message influence attractiveness. With this ad-
ditional research, it can be found which colour con-
trast between more and less important information
has the greatest impact on user’s attention. This can
give further insight into visual message effectiveness
for promotional purposes.
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