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Abstract: Currently, information technology plays an important role in the tourism industry. Tourists
like to use social media more widely for their travel planning, which affects the high competition
between entrepreneurs while facing the challenge of improving the quality of data services provided
through social media. This study developed a model of the relationships between structure factors
that affect intentions to use social media for travel planning. The said model integrates the technology
acceptance model (TAM) theory, the theory of planned behavior (TPB), and trust and satisfaction
factors. In reference to a survey of 1333 samples from domestic tourists who used social media
through their smartphone, it was found that satisfaction, attitudes, subjective norms, and perception
can be used to control behavior, with a positively direct effect on intentions of use. In addition,
we examined the indirect effect on intentions of use. Perceived ease of use, perceived usefulness,
and subjective norms had a positively significant indirect effect on intentions of use. These research
results allow tourism entrepreneurs to precisely understand the stimulating factors of tourists’
intentions to use social media for travel-planning decisions, which will help lead to the development
of tourism-marketing strategies and the support of sustainable competition.
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1. Introduction

The Internet and information technology are rapidly changing the tourism industry [1]. Tourism
technology is important as an infrastructure that combines hardware, software, and networking, in order
to provide real-time information to support tourists’ decision-making [2]. Therefore, the technology
used in tourism and hospitality needs improvement [3]. In addition, tourism technology is relevant
to social media because such media can collect information, opinions, and participation; it is also an
essential tool for promotion [4].

Currently, there is strong competition to offer increasing amounts of tourism data through
social media as a channel of public relations, as well as customer communication, which is an
economic cost in a highly competitive environment under the influence of information technology
development. Social media platforms are widely mentioned on the Internet and through the usage of
smartphone applications, particularly regarding their main point of data exchanges created by users,
consisting of videos, pictures, and messages, including specific or all of the mentioned activities [5,6].
Moreover, social media platforms influence the usage and intention to share useful data with customers.
By contrast, service providers can perform a survey to gather customer opinions or needs regarding
service selection [7]. The factors that we should consider are tourist perceptions, traveler participation,
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expressing opinions on social networks using photo or video uploads, and travel reviews [8]. Therefore,
tourism entrepreneurs can perceive the intention or acceptance of social media usage from tourist
usage, and can then use this knowledge as guidelines to design data content, interesting presentation
formats, and social media operations to increase the efficiency of website visits and operation.

A survey of Thailand’s population trends regarding information technology use found that
41 million smartphones were being used in 2012, and 51 million smartphones in 2018, which was
an 80.39% increase [9]. Such an expansion increased the popularity of social media use in tourism
businesses. A survey of Thai tourists’ travel behaviors in 2019 found that the most popular topics
searched through social media before departing on a trip were: (1) travel routes (57.5%); (2) tourist
attractions (49.4%); and (3) accommodation (33.3%) [10]. Such statistics indicate that Thai tourists
increasingly like to use smartphone technology, and they also use social media more to plan their
trip in advance. Thus, social media platforms are one of the fastest-growing channels of tourism
communication [11]. Therefore, social media platforms are important channels in the tourism industry
for marketing communication [12].

Currently, the intention to travel is driven by multiple components: the reliability of travel
information, satisfaction, social media information, attitudes in travel, information sharing between
tourists, etc. Social media content produced by entrepreneurs and consumers has a huge impact on the
tourism and hospitality industry. By assessing feedback, criticisms, suggestions, and assessment scores
through many channels, a previous study [7] found that sharing travel experiences influences the
decision to visit, where the accessibility and distribution of information are important aspects of social
media [13]. Tourism service providers use social media tools on websites or smartphone applications
to attract new tourists [14], improve service quality, and enhance information services, resulting in
increased income [15,16].

For the past few years, the theory of human behavior that researchers have applied for studying
and modeling is the technology acceptance model (TAM). TAM is a theory developed for explaining
the factors that affect the recognition of and intention to use technology [17]. It is a model for predicting
the attitudes and loyalty of tourists with regard to the benefits and uses of information [18]. Moreover,
there is a model of actual behavior of technology use in online travel; the theory of planned behavior
(TPB) [11,19]. This model has mostly been used to investigate self-tourism behavior and the personal
values of tourists in social behavior, in order to better understand the process of personal values and
the factors that influence travel behavior [20]. Most tourists tend to choose tourist attractions based
on recommendations and comments from close friends and relatives online [21]. In the technology
acceptance model (TAM) developed from the theory of rational action (TRA) [22], the integration
of these two theories can explain the intention to use social media. It is also a guideline to predict
the intention of using social media, which increases cognitive processes by integrating social identity
theory [23]. Previous studies about the intention to use online services for tourist travel confirmed
that the reliability of online services that affect intention in the behavior of tourists towards the final
destination [16,24] and tourist satisfaction when using online services are the important components
that influence purchase intention behavior, which produces good results and long-lasting relationships
with consumers [25,26]. The current study is a relationship assessment covering the factors above,
which were limited and overlooked in previous studies. Therefore, in this study, we seek to examine
how the use of social media affects tourist behavior in travel planning in developing countries that are
famous for tourism. The results of this study and evaluation of social media use will provide valuable
in-depth data for tourism marketers and other relevant parties.

Studies related to relationships and social media use intention discussed the factors that have a
significant direct impact [16]; for example, in a study of social media contexts using TPB theory to
demonstrate the direct effect of social factors that affect intention, the factors were enjoyment perception
that influences a positive attitude towards the social media pages of activities, information, and content
presented in a fun and easy-to-use way. However, surveys on the factors of knowledge and enjoyment
indirectly affecting intention to use social media are still lacking [11], which is a gap that should be
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addressed. An investigation of indirect effects is a study of informal relationships, which provides
important support when the causal model is examined [27,28].

In experimental research and relationship investigations, we may specify a mediator variable
to explain the type and effect of the relationship between the independent and dependent variables
to accurately identify the function of the variable. A mediator variable is a variable that forms a
relationship between the outcome variable and the causal variable [29]. The main reason for testing
a mediator variable is for the researcher to understand the phenomena that arise from this complex
relationship. Few previous studies have used mediator variables to examine the factors that indirectly
affect technology acceptance in tourism [24,30]. Hence, there is a gap to drive this study. This study’s
aim is to test the factors indirectly affecting intention to use social media in travel planning by studying
indirect influences, so as to extend the explanation of those factors to the beginning or cause of the
intention to accept technology through mediator factors or mediator variables—where the indirect
influencing factors may or may not have a direct effect—in order to gain a more in-depth understanding.

Results explaining the intention to use social media effectively in travel planning, from an
entrepreneur’s perspective, can be used to develop marketing strategies to attract potential tourists
and, from an academician’s perspective, can be used as a guideline for the current state of research
into tourists’ social media use and for use in future further study. Thus, the aim of this study was to
develop a structural equation model that affects the intention to use social media for travel planning,
comprising the factors of perceived ease of use, perceived usefulness, attitudes, subjective norms,
perceived behavioral control, intention to continue use, trust, and satisfaction, and to study the factors
indirectly affecting intention to use social media for travel planning. The article is divided into five parts,
as follows: (1) Introduction; (2) Literature Review; (3) Methodology; (4) Results; and (5) Conclusions
and Discussion.

2. Literature Review

2.1. Technology Acceptance Model (TAM) Theory

Information and communication technology (ICT) plays an important role in every sector.
However, consumers accept newly created technologies to fulfill their needs [31]. The TAM theory,
which is an acknowledged theory regarding the acceptance of the use of technology, is a famous
theory that has recently been used by researchers to explain intentions to use technology. Its structure
consists of perceived usefulness, affecting thoughts that influence attitudes of technology usage [17].
In previous studies, the TAM theory was used to examine digital technology services provided
on tourism communication and distribution channels [32–35], data searches by tourists on travel
experiences [36,37], the acceptance in online opinions of travelers and how those opinions affect
travel-planning decisions [38,39], and application usage for traveling [40]. Thus, the TAM theory
is a determining factor of individual perceptions that information technology supports operation
efficiency development, and it is the factor that directly affects the intention to continuously engage
in technology usage. The TAM theory can help us understand the methods of accepting the use of
tourism information technology, and the subsequent benefits of such usage.

2.2. Theory of Planned Behavior (TPB)

Ajzen [41] explained that the theory of reasoned action (TRA) represents whichever behavior or
intention must come from such causes as (1) attitude toward behaviors, which is an attitude toward
behaviors affecting whichever good or bad result; (2) subjective norms, which is a belief that the majority
agrees with such behavior, creating the beliefs of individuals toward social needs; and (3) perceived
behavioral control, which is the intended behavioral control of individuals. TPB is appropriate for
constructing a structural equation model that focuses on the motivations of individuals that express
specific behaviors [42,43]. In empirical studies, TPB was used to assess consumers’ intentions to share
information effectively in purchase channels of goods and services [44]. In previous studies, the TPB
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was used to examine the intentions to use information technology, such as through an examination of
intentions based on social media data with regard to tourism and services [11,19,45].

2.3. Trust

Trust has been mentioned as a major factor in the context of information technology usage [46],
referring to complicated trust that is influenced by various aspects [47,48], or an intention to accept
mistakes in accordance with positive expectations of others’ behavior [49]. Trust is usually a medium
of the relations, concerns, and privacy of social media users [50]. Therefore, trust in social media is not
between individuals, but between groups of people who participate in the network, or people who
want to find interesting data that are accurate, useful, and similar to the knowledge received from
other users or data creators.

2.4. Satisfaction

Satisfaction is the perceived difference between an individual’s expectations before receiving a
service and their perception of the efficiency of said service after receiving it [51]. The satisfaction
factor was previously used to seek the influence behind the social media usage demands of a
company [52]. According to previous studies, satisfaction can be measured in various dimensions
related to social media usage, such as satisfaction of social media usage, correspondence, on-demand
content, and pleasure while using social media [53–55]. Thus, the expectations that tourists receive
from different satisfaction levels of data-searching activities while using tourism social media platforms
should be considered, rather than the overall image of satisfaction.

Tables 1 and 2 present the literature review of the examinations of the structural relationships
between the relevant factors for intentions to accept information technology in the tourism industry,
as well as that of other relevant studies, from 2011 to 2020. Most articles focused on the intention to use
information technology in the tourism industry. The results of related studies revealed the limitations of
these studies in terms of the sample size, as well as the study of influencing factors that affect intentions
using TAM theory (the study of relationships among the factors of perceived ease of use, perceived
usefulness, intention to continue use, which is often overlooked, and attitude), for example [39,56,57].
The integration of TAM and TPB theories in order to study the intention to use tourism technology uses
some factors to seek relationships; these include perceived usefulness, subjective norms, and intention
to continue use [58]. These factors can be found in other studies, such as, for example, a study of
intention among Chinese tourists to use a medical tourism application [59]. Among the limited
previous studies, none used the factors of these two mentioned theories for study in the full term.
Besides these factors, satisfaction and trust are factors that influence intention to use social media and
can provide a more comprehensive understanding in tourism research. Therefore, we reviewed the
literature for investigations of these factors’ relationship using a structural equation model that showed
a positive correlation consisting of perceived ease of use, perceived usefulness, attitude, subjective
norms, perceived behavioral control, intention to continue use, satisfaction, and trust.
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Table 1. Types of relationships found in studies of the technology acceptance model (TAM) theory, the
theory of planned behavior (TPB), and other related topics.

Study (Year) Method Perceived
Ease of Use

Perceived
Usefulness Attitude Subjective

Norms

Perceived
Behavioral

Control

Intention to
Continue

Use
Satisfaction Trust

Kaushik,
Agrawal [60] SEM

√ √ √ √
-

√
-

√

Sun, Law [30]
SEM,

testing for
mediator

- -
√ √ √ √ √

-

Agag and
El-Masry [24]

SEM,
testing for
mediator

√ √ √
- -

√
-

√

Ayeh [61] SEM
√ √ √

- -
√

-
√

Bilgihan,
Barreda [58] SEM -

√
-

√
-

√
- -

Chang, Chou
[59] SEM

√ √ √
-

√ √
- -

Hew, Leong
[56]

SEM, ANN
analysis

√ √
- - -

√
- -

Boley, Jordan
[57] SEM - -

√ √ √
- - -

Mariani, Ek
Styven [62]

SEM,
multigroup

analysis

√ √ √
- -

√
-

√

Balouchi,
Aziz Yuhanis

[38]
SEM

√ √
- - -

√
-

Chong Alain
Yee, Khong

Kok [39]
SEM

√ √
- - -

√
- -

Sarmah,
Kamboj [63] SEM - -

√ √ √ √
- -

Hua,
Ramayah [64]

SEM,
moderator

effect

√ √ √
- -

√
- -

Xia, Zhang
[65] SEM

√ √
- - - - - -

This research
SEM,

testing for
mediator

√ √ √ √ √ √ √ √

ANN, artificial neural network; SEM, structural equation modeling.
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Table 2. Hypothesis summaries and supporting research.

Hypothesis Relationship Previous Studies

H1 Perceived ease of use→ perceived usefulness
Casaló, Flavián [23], Kaushik, Agrawal [60],
Ayeh [61], Xia, Zhang [65], Ayeh, Au [66],

Gao and Huang [67].

H2 Perceived ease of use→ attitude toward use
Casaló, Flavián [23], Chang, Chou [59],

Kaushik, Agrawal [60], Ayeh [61], Ayeh, Au
[66], Gao and Huang [67].

H3 Perceived usefulness→ satisfaction Hsiao, Chang [68], tom Dieck, Jung Timothy
[69], Kaewkitipong, Chen [70].

H4 Perceived usefulness→ attitude toward using

Casaló, Flavián [23], Chang, Chou [59],
Kaushik, Agrawal [60], Ayeh [61], Gao and
Huang [67], Jan and Contreras [71], Cheung

and To [72].

H5 Attitude toward using→ intention to
continue use

Agag and El-Masry [24], Kaushik, Agrawal
[60], Ayeh, Au [66], Kim, Lee [73].

H6 Attitude toward using→ satisfaction French, Luo [74]
H7 Subjective norm→ attitude toward using Jan and Contreras [71], Giannakis [75].

H8 Subjective norm→ intention to continue use
Casaló, Flavián [23], Boley, Jordan [57],

Kaushik, Agrawal [60], Cheung and To [72],
Kim, Lee [73].

H9 Perceived behavioral control→ intention to
continue use

Amaro and Duarte [16], Casaló, Flavián [23],
Cheung and To [72], Kim, Lee [73].

H10 Trust→ perceived usefulness Ayeh [61], Mariani, Ek Styven [62], Ayeh, Au
[66], Dutot [76], Wu [77].

H11 Trust→ satisfaction Kaewkitipong, Chen [70], Wu [77].

H12 Satisfaction→ intention to continue use Alalwan [55], Hsiao, Chang [68], tom Dieck,
Jung Timothy [69], Kaewkitipong, Chen [70].

2.5. Hypothesis Formulation

First, the relationship between the TAM theory and the TPB has been widely accepted and used
to study intentions to accept information technology in the tourism industry [23]. Moreover, the TPB
has a similar meaning to that of attitude toward use in the TAM theory, which is about the meaning of
individual expectations regarding behavior and perception, reflecting that the behavior of an individual
can result in either positive or negative outcomes [78]. It originated from the TRA, which explains
the intentions of tourists to accept information technology. In addition, a study of the relationship
between perceived usefulness and satisfaction in the TAM theory found that application developers
have to focus on useful characteristics to improve the operation efficiency of social media platforms
with regard to user needs, which positively affects user satisfaction [18,68]. Furthermore, attitude and
satisfaction factors affect the intention to use tourism social media [74].

In reference to the literature reviews, most relationships have a positive effect. Our proposed
hypotheses are below.

Hypothesis 1 (H1). Perceived ease of use significantly influences perceived usefulness of social media usage for
travel planning.

Hypothesis 2 (H2). Perceived ease of use significantly influences attitude toward using social media for
travel planning.

Hypothesis 3 (H3). Perceived usefulness significantly influences satisfaction of social media usage for
travel planning.

Hypothesis 4 (H4). Perceived usefulness significantly influences attitude toward using social media for
travel planning.
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Hypothesis 5 (H5). Attitude toward using significantly influences intention to continue use of social media for
travel planning.

Hypothesis 6 (H6). Attitude toward using significantly influences satisfaction of social media usage for
travel planning.

Hypothesis 7 (H7). Subjective norms significantly influence attitude toward using social media for
travel planning.

Hypothesis 8 (H8). Subjective norms significantly influence intention to continue use of social media for
travel planning.

Hypothesis 9 (H9). Perceived behavioral control significantly influences intention to continue use of social
media for travel planning. The research aims of this study were to determine the following: (1) which

indicator has the greatest effect in the structural equation model of intention to use social media
for travel planning; (2) which factors, directly and indirectly, affect intention to use social media for
travel planning; and (3) which factors are mediator variables of intention to use social media for
travel planning.

Second, the relationship between trust and the intention to accept tourism information technology
has been studied using the TAM theory [24]. Trust is a key variable affecting the perception of
benefits, which is a result of the trust and ease of use in tourism technology [60]. A further study
was conducted on the relationship between trust and satisfaction of trading business technology
perceptions. The results highlighted that trust can engage customer satisfaction, affecting intentions to
purchase a product through online services [77]. Furthermore, an effect of the intention to use social
media for education was found, where there was no relationship between trust and satisfaction in a
study of the intention to use social media for travel planning. Therefore, according to these reasons,
we present the following research hypotheses.

Hypothesis 10 (H10). Trust significantly influences perceived usefulness of social media usage for
travel planning.

Hypothesis 11 (H11). Trust significantly influences satisfaction of social media usage for travel planning.

Lastly, when examining the relationship between satisfaction and intention to accept tourism
information technology, it was found that satisfaction directly affects the intention to repeatedly
purchase through Airbnb [79]. Furthermore, a study on the examination of technology acceptance
where there were changes in tourism social media found that satisfaction continuously affects usage [69].
The above-mentioned studies have positive relationship characteristics; however, satisfaction
and intention to use social media for travel planning were overlooked in said previous studies.
Thus, we determined the following hypothesis.

Hypothesis 12 (H12). Satisfaction influences the intention to continue use of social media for travel planning.

According to hypotheses H1–H12, we built a conceptual framework of the related study on factors
that affect intention to use social media for travel planning, as shown in Figure 1.
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3. Methodology

3.1. Measures and Data Collection

The questionnaire used in this research was designed to assess intentions to use social media for
tourist travel planning. The questions were selected from previous studies that had passed accuracy
and trust testing through the IOC method. Each indicator represents its source in Table 3. There were
two parts to the questionnaire: Part 1 included the general data of responders, such as gender, age,
career, education level, and travel data source; and Part 2 included the influential factors of intentions
to use social media for travel planning. The eight factors (the number of indicators presented in
parentheses) were perceived usefulness (3), perceived ease of use (3), attitude toward use (3), intention
to continue use (4), subjective norms (3), perceived behavioral control (3), trust (3), and satisfaction (3).
The assessment type used was a 5-point Likert scale, with five levels for all measurement lists, ranging
from 1 (lowest) to 5 (highest). An acceptable sample size is 1:10 relative to the number of question
items based on the suggestion in a previous report [80]. The participants in this survey were 20 years
old. Screening questions were used to ensure that participants’ answers met the target requirements,
such as “How old are you?”, “Where do you go to find information about a trip?”, and “Can you use
an application to find travel information?”. Before this survey, the questionnaire was used in a pilot
study with 60 tourists who came to visit Bangkok, and the questionnaire was then revised.
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Table 3. Questionnaire items.

Constructs Code Questionnaire Items Adapted
From

Perceived ease of use

PE1 It is easy to learn how to use social media for
tourism. [81]

PE2 It is easy to use social media websites to search for
tourism data. [81]

PE3 It is easy and convenient to correspond through
social media for tourism. [56]

Perceived usefulness

PU1 Using social media to search for tourism data aids
in travel planning. [66]

PU2 Using social media for tourism data searches helps
to discover tourism products and services faster. [66]

PU3
Using social media for tourism is useful and

supports your decisions in travel planning more
easily and efficiently.

[66]

Attitude

ATT1 Social media usage for tourism is a good idea. [23]

ATT2 Social media usage for tourism benefits you. [23]

ATT3 Overall, you have a good attitude toward social
media usage for tourism. [23]

Subjective norms

SN1 Your family think that you should use social media
for travel planning. [23]

SN2 Your close friends or co-workers suggest that you
use social media for travel planning. [82]

SN3 You use social media for travel planning because of
your lover or partner. [83]

Perceived behavioral control

PB1 Social media usage for travel planning based on
your own demands. [23]

PB2 You can join social media groups. [23]

PB3 You use social media to post pictures of different
travel attractions. [23]

Intention to continue use

IC1 You regularly use social media to search for trips
and travel activities. [81]

IC2 You use social media to search for tourism product
and service data (before traveling). [81]

IC3
You regularly add new travel activity data to social

media, e.g., sharing travel experiences, tourism
photos, and activity schedules with others.

[8,84]

IC4 You present traveling, i.e., travel activities, through
social media. [59]
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Table 3. Cont.

Constructs Code Questionnaire Items Adapted
From

Satisfaction

SA1 The experience of social media usage to search for
trips and travel activities is satisfying. [68]

SA2 You find it enjoyable to use social media to search
for trips and travel activities. [55]

SA3 You are satisfied with your social media usage to
search for tourism data and activities. [55]

Trust

TR1 Opinions about tourism on social media are true. [16]

TR2 Photographs about tourism on social media are
matched up to real situations. [60]

TR3 You feel assured that the data quality of the
tourism data on social media is reliable. [16]

Responders to the questionnaire were domestic tourists who were on a trip, aged ≥ 20 years and
could access social media applications on smartphones for travel planning. At the beginning of the
survey, before the responders answered the questionnaire, there were suggestions and explanations of
the research objectives. The survey was conducted from December 2019 to February 2020 in the tourist
attractions of five regions of Thailand, namely the northern, central, northeastern, eastern, and southern
regions. The total sample size was 1400, which was divided among the five regions; in each region, we
collected 280 responses. Only the fully completed questionnaires were used in this study. The total
number of complete questionnaires was 1333 sets that could be used for further analysis.

3.2. Data Analysis

In reference to the data analysis used in the study of structural equation modeling (SEM) in
M-plus 7 software, we used the maximum likelihood estimating method. We examined the reliability
of the indicator structure of each factor by examining the reliability coefficient value (Cronbach’s α),
which had to be higher than 0.60, in accordance with [85,86]. Then, this was confirmed by the construct
reliability (CR) and average variance extracted (AVE) values.

Confirmatory factor analysis was used to examine the accuracy of the structure in relation to the
indicators in the model. We examined the structural model and tested its offered hypotheses. Statistical
values were used to test the goodness-of-fit index, consisting of the chi-squared statistic (χ2) per
degrees of freedom (df ), which had to be less than 5 [87]; the root mean square error of approximation
(RMSEA), which had to be less than 0.07 [88]; the standardized root mean square residual (SRMR),
which had to be ≤ 0.08; the Tucker–Lewis coefficient (TLI), which had to be > 0.90; and the comparative
fit index (CFI), which had to be > 0.90 [89].

Analysis of the mediating effects is a variable acting as a mediator of independent variables to
dependent variables. It allows researchers to understand more about the effects that occur through
complex relationships between the independent and dependent variables, both directly and indirectly.
The calculation criteria included bootstrap sample values at 10,000 with a 95% reliability level and
p-values less than 0.05 [90,91]. In cases where the mediating effect resulted in only direct influence,
p-values represented no significance in the result.

4. Results

4.1. Sample Characteristics

An analysis of the respondents’ results is presented in Table 4. The distribution of responders was
as follows: 651 males (48.8%) and 682 females (51.2%); age: most responders were 31–40 years old (470;
35.3%) followed by 20–30 years old (396; 29.7%); career: most responders were supporting staff (912;
68.4%), followed by business owners (181; 13.6%); education level: most responders had a Bachelor’s
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degree (949; 71.3%), followed by those with a vocational certificate (125; 9.4%). In terms of social media
usage for travel planning, the primary platform used was Facebook (553; 41.5%), followed by YouTube
(380; 28.5%). The most frequent travel objective was travel for tourism (1008, 75.6%), followed by
worship/meditation (158, 11.9%).

Table 4. Sample characteristics (N = 1333).

Demographics Personal Data Quantity (Percentage)

Gender Male 651 (48.8)
Female 682 (51.2)

Age (years) 20–30 396 (29.7)
31–40 470 (35.3)
41–50 293 (22.1)
≥51 174 (13.1)

Occupation Officialdom 122 (9.2)
Business owners 181 (13.6)

Student 62 (4.7)
Supporting staff 912 (68.4)

Other 56 (4.2)
Education Primary school 13 (1.0)

Junior high school 53 (4.0)
High school 117 (8.8)
Vocational 125 (9.4)

Bachelor’s degree 949 (71.3)
Master’s degree/PhD 76 (5.7)

Social Media Platform Facebook 553 (41.5)
YouTube 380 (28.5)

Instagram 119 (8.9)
Twitter 170 (12.8)
Other 111 (8.3)

Travel purpose Visit family/relatives/friends 3 (0.2)
Tourism 1008 (75.6)
Business 9 (0.7)
Shopping 65 (4.9)

Culinary tourism 90 (6.8)
Worship/meditation 158 (11.9)

4.2. Reliability and Validity

Examination of the reliability and accuracy of the measurement model found that the coefficient
values (Cronbach’s α) of each factor were in the range of 0.710–0.818, which was higher than 0.60,
identifying that they met the internal consistency criteria. The statistical testing results of the indicators
highlighted that the average (X) was 3.60–3.84, and the standard deviation (SD) was between 0.97
and 1.15. Analysis of the measurement model for the Kaiser-Meyer-Olkin (KMO) statistic was equal
to 0.861, identifying that there was a parameter pattern that could be used to create reliable factors.
Convergent validity examination of the measurement model was assured by CR, where all factor values
were in the range of 0.710–0.820, which was higher than 0.70 [80]. The AVE value had to be higher
than 0.5 [92], and we found its value to be in the range of 0.670–0.750, which was thus in accordance
with all criteria for construct reliability. We concluded that the data were accurate and proper enough.

4.3. Measurement Model

The CFA estimation results show that the structural equation model of the intention to use social
media for tourist travel planning produced consistently measured index values: χ2 = 809.517, df = 257,
p < 0.001, χ2/df = 3.14, RMSEA = 0.040, CFI = 0.951, TLI = 0.943, and SRMR = 0.039. Such values
were in accordance with the empirical data, overall consisting of eight latent factors and 25 indicators.
While considering standardized loading, we found that its value was in the range of 0.629–0.812,
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which met the criterion of being more than 0.4, in accordance with [93]. Thus, it can be concluded that
this model was composited in a statistically significant way (p < 0.001), and the standardized loading
values of each list are as follows.

• Perceived ease of use: From three indicators, the highest statistical standardized factor loading
was PE3 (γ = 0.793, t = 54.227), the second was PE2 (γ = 0.712, t = 41.827), and the lowest was PE1
(γ = 0.695, t = 39.554).

• Perceived usefulness: There were three indicators; the highest statistical standardized factor
loading was PU3 (γ = 0.744, t = 44.594), the second was PU2 (γ = 0.691, t = 37.455), and the lowest
was PU1 (γ = 0.642, t = 32.386).

• Attitude toward use: There were three measured indicators; the highest standardized factor
loading was ATT1 (γ = 0.755, t = 44.844), the second was ATT2 (γ = 0.745, t = 43.628), and the
lowest was ATT3 (γ = 0.682, t = 36.231).

• Subjective norms: There were three measured indicators; the highest standardized factor loading
was SN1 (γ = 0.772, t = 45.778), the second was SN2 (γ = 0.746, t = 42.907), and the lowest was
SN3 (γ = 0.731, t = 40.693).

• Perceived behavioral control: There were three measured indicators; the highest standardized
factor loading was PB1 (γ = 0.694, t = 29.962), the second was PB2 (γ = 0.686, t = 29.086), and the
lowest was PB3 (γ = 0.629, t = 26.773).

• Intention to continue use: From four indicators, the highest standardized factor loading was IC2
(γ = 0.784, t = 53.744), the second was IC1 (γ = 0.741, t = 46.514), the third was IC4 (γ = 0.711,
t = 41.794), and the lowest was IC 3 (γ = 0.680, t = 38.119).

• Trust: There were three measured indicators; and the highest standardized factor loading was
TR3 (γ = 0.812, t = 47.188), the second was TR1 (γ = 0.794, t = 45.611), and the lowest was TR2
(γ = 0.642, t = 31.963).

• Satisfaction: There were three measured indicators; the highest standardized factor loading was
SA1 (γ = 0.715, t = 32.567), the second was SA3 (γ = 0.698, t = 31.925), and the lowest was SA2
(γ = 0.650, t = 28.642).

According to the above data, TR3 had the highest standardized loading (γ = 0.812, t = 47.188);
the second was TR1 (γ = 0.794, t = 45.611), and the lowest was PB3 (PB3 (γ = 0.629, t = 26.773).
As represented in Table 5, all indicators can ensure the composition in each factor structure.

4.4. Structural Model and Hypothesis Testing

The structural equation model was estimated by using the maximum likelihood value. The research
results show that the levels of the measured consistency index values were: χ2 = 809.517, df = 257,
p < 0.001, χ2/df = 3.14, RMSEA = 0.040, CFI = 0.951, TLI = 0.943, and SRMR = 0.039. Such consistency
index values indicate that they were proper enough. Thus, it can be concluded that the structural
equation model was in accordance with the empirical data. In addition, when we examined it with the
12 offered hypotheses, presented in Table 6, we found that they affected social media usage for travel
planning in the following ways.

First, perceived ease of use influenced perceived usefulness, with a statistically significant
standardized path coefficient: γ = 0.874, t = 49.043. Thus, H1 is supported. Similarly, perceived ease
of use influenced attitude toward use, with a statistically significant standardized path coefficient:
γ = 0.263, t = 2.563. Thus, H2 is supported.

Second, perceived usefulness influenced satisfaction, with a statistically significant standardized
path coefficient: γ = 0.335, t = 8.209. Thus, H3 is supported. Moreover, perceived usefulness influenced
attitude toward use, with a statistically significant standardized path coefficient: γ = 0.065, t = 2.358.
Thus, H4 is supported.
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Table 5. Measurement model results.

Construct Variables ¯
x SD Standardized

Loadings t-Value R2 CR AVE Cronbach’s
Alpha

Perceived
ease of use

PE1 3.81 1.05 0.695 39.554 ** 0.483
0.778 0.733 0.778PE2 3.74 1.09 0.712 41.827 ** 0.506

PE3 3.77 1.05 0.793 54.227 ** 0.629

Perceived
usefulness

PU1 3.74 1.02 0.645 32.572 ** 0.416
0.736 0.693 0.743PU2 3.71 1.06 0.691 37.455 ** 0.478

PU3 3.83 1.01 0.744 44.594 ** 0.553

Attitude
ATT1 3.74 0.98 0.755 44.844 ** 0.570

0.772 0.727 0.773ATT2 3.67 1.01 0.745 43.628 ** 0.555
ATT3 3.77 1.01 0.682 36.231 ** 0.463

Subjective
norms

SN1 3.81 1.01 0.772 45.778 ** 0.596
0.794 0.750 0.793SN2 3.82 0.99 0.746 42.907 ** 0.557

SN3 3.79 1.03 0.731 40.693 ** 0.535

Perceived
behavioral

control

PB1 3.68 1.00 0.694 29.962 ** 0.482
0.710 0.670 0.710PB2 3.74 0.97 0.686 29.086 ** 0.470

PB3 3.62 1.00 0.629 26.773 ** 0.396

Intention to
continue

use

IC1 3.69 1.01 0.741 46.514 ** 0.550

0.820 0.729 0.818
IC2 3.60 1.03 0.784 53.744 ** 0.615
IC3 3.64 1.06 0.680 38.119 ** 0.463
IC4 3.77 1.04 0.711 41.794 ** 0.506

Trust
TR1 3.73 1.14 0.794 45.611 ** 0.630

0.796 0.749 0.722TR2 3.84 1.06 0.642 31.963 ** 0.412
TR3 3.73 1.15 0.812 47.188 ** 0.660

Satisfaction
SA1 3.61 1.06 0.715 32.567 ** 0.512

0.729 0.688 0.793SA2 3.66 1.02 0.650 28.642 ** 0.423
SA3 3.67 1.04 0.698 31.925 ** 0.487

Note: Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy = 0.861, Bartlett’s test of sphericity = 11,594.863,
degrees of freedom (df ) = 300, p < 0.001, ** significant at α = 0.001; χ2= 809.517, df = 257, p < 0.001, χ2/df = 3.15, root
mean square error of approximation (RMSEA) = 0.040, comparative fit index (CFI) = 0.951, Tucker–Lewis coefficient
(TLI) = 0.943, standardized root mean square residual (SRMR) = 0.039. SD, standard deviation; x, mean.

Third, attitude toward use influenced intention to continue use, with a statistically significant
standardized path coefficient: γ= 0.599, t = 21.645. Thus, H5 is supported. Furthermore, attitude toward
use influenced satisfaction, with a statistically significant standardized path coefficient: γ = 0.118,
t = 2.742. Thus, H6 is supported.

Fourth, subjective norms influenced attitude toward use, with a statistically significant
standardized path coefficient: γ = 0.173, t = 5.302. Thus, H7 is supported. Similarly, subjective
norms influenced intention to continue use, with a statistically significant standardized path coefficient:
γ = 0.087, t = 2.461. So, H8 is supported.

Fifth, perceived behavioral control influenced intention to continue use, with a statistically
significant standardized path coefficient: γ = 0.129, t = 3.674. Thus, H9 is supported.

Sixth, trust influenced perceived usefulness, with a statistically significant standardized path
coefficient: γ = 0.065, t = 2.358. Thus, H10 is supported. In addition, trust influenced satisfaction, with a
statistically significant standardized path coefficient: γ = 0.077, t = 2.273. Thus, H11 is supported.

Seventh, satisfaction influenced intention to continue use, with a statistically significant
standardized path coefficient: γ = 0.085, t = 2.683. Thus, H12 is supported.

Lastly, the mediator variable effect was used to seek the standardized path coefficient, standard
errors, and t-values in relation to the indirect influence of the mediator variables. This analysis
identified bootstrapping at 10,000 resamples, with 95% reliability. The results of the affecting factors
toward intention to use social media for travel planning are presented in Table 7.
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Table 6. Standardized path coefficients and t-values for the structural model.

Hypotheses Parameter Estimate
Structural Paths

Standardized Path
Coefficient t-Value Result

H1 Perceived ease of use→
perceived usefulness 0.874 49.043 ** Supported

H2 Perceived ease of use→
attitude toward use 0.263 2.563 * Supported

H3 Perceived usefulness→
satisfaction 0.335 8.209 * Supported

H4 Perceived usefulness→
attitude toward use 0.065 2.358 * Supported

H5 Attitude toward use→
intention to continue use 0.599 21.645 * Supported

H6 Attitude toward use→
satisfaction 0.118 2.742 * Supported

H7 Subjective norms→ attitude
toward use 0.173 5.302 ** Supported

H8 Subjective norms→ intention
to continue use 0.087 2.461 * Supported

H9 Perceived behavioral control
→ intention to continue use 0.129 3.674 ** Supported

H10 Trust→ perceived usefulness 0.065 2.358 * Supported
H11 Trust→ satisfaction 0.077 2.273 * Supported

H12 Satisfaction→ intention to
continue use 0.085 2.683 * Supported

Note: → regression on; * significant at α = 0.05; ** significant at α = 0.001.

Table 7. Results of the mediating effect analysis.

Indirect-Effect Path Indirect-Effect Value SE t-Value p-Value 95% CI Result

PE→ ATT→ IC 0.158 0.076 2.070 0.038 [0.032 to 0.283] Supported
PE→ PU→ ATT→ IC 0.115 0.068 1.676 0.094 [0.002 to 0.227] Not supported
PE→ PU→SA→ IC 0.025 0.011 2.196 0.028 [0.006 to 0.044] Supported

PE→ ATT→ SA→ IC 0.003 0.002 1.195 0.232 [−0.001 to 0.006] Not supported
PE→ PU→ ATT→ SA→ IC 0.002 0.001 1.297 0.195 [−0.001 to 0.004] Not supported

PU→ ATT→ IC 0.131 0.077 1.701 0.089 [0.004 to 0.258] Not supported
PU→ SA→ IC 0.028 0.013 2.213 0.027 [0.007 to 0.050] Supported

PU→ ATT→ SA→ IC 0.002 0.002 1.307 0.191 [−0.001 to 0.005] Not supported
ATT→ SA→ IC 0.010 0.006 1.806 0.071 [0.001 to 0.019] Not supported
SN→ ATT→ IC 0.104 0.021 5.014 0.000 [0.070 to 0.138] Supported

SN→ ATT→ SA→ IC 0.002 0.001 1.640 0.101 [0.000 to 0.002] Not supported
TR→ SA→ IC 0.007 0.004 1.655 0.098 [0.000 to 0.013] Not supported

TR→ PU→ ATT→ IC 0.009 0.008 1.126 0.260 [−0.004 to 0.021] Not supported
TR→ PU→ SA→ IC 0.002 0.001 1.394 0.163 [0.000 to 0.0002] Not supported

TR→ PU→ ATT→ SA→ IC 0.000 0.000 0.919 0.358 [0.000 to 0.000] Not supported

Note: → regression on; bootstrap resample = 10,000. PE, perceived ease of use; ATT, attitude toward use; IC, intention
to continue use; PU, perceived usefulness; SA, satisfaction; SN, subjective norms; TR, trust; CI, confidence interval.

• Perceived ease of use (PE) indirectly influenced intention to continue use (IC) in a significantly
positive way, with indirect-effect values of PE → attitude toward use (ATT) → IC (γ = 0.158,
t = 2.070, confidence interval (CI) = 0.032 to 0.2.83, p < 0.05) and PE→ perceived usefulness (PU)
→ satisfaction (SA)→ IC (γ = 0.025, t = 2.196, CI = 0.06 to 0.044, p < 0.05).

• PU indirectly influenced IC in a significantly positive way, with indirect-effect values of PU→ SA
→ IC (γ = 0.028, t = 2.213, CI = 0.007 to 0.0050, p < 0.05).

• Subjective norms (SN) indirectly influenced IC in a significantly positive way, with SN→ ATT
→ IC (γ = 0.104, t = 5.014, CI = 0.070 to 0.138, p < 0.05).

A summarized examination in accordance with the offered research hypotheses (H1–H12) found
that the hypotheses significantly affected relationships, as identified and presented in Figure 2.
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Moreover, the results of the mediator variable analysis found that the perceived ease of use, perceived
usefulness, and subjective norm factors indirectly influenced intention to continue use of social media
for travel planning in a significantly positive way.Sustainability 2020, 12, x FOR PEER REVIEW 15 of 22 
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5. Conclusions and Discussion

The main objective of this research was to develop a structural equation model to examine the
structural relationships of social media usage for travel planning. The studied factors in the TAM theory
consisted of perceived ease of use, perceived usefulness, attitude toward use, and intention to continue
use. For the TPB, factors included subjective norms and perceived behavioral control. Furthermore,
this study offered two more factors, namely, trust and satisfaction. The study method used was the
confirmatory factor analysis index. There were 12 hypotheses for the structural equation analysis,
which examined the relationships between the factors and the mediator variable analysis to determine
the indirect influence affecting the intention to use social media for travel planning. The CFA estimation
results found that we could ensure the composition of such a model in a statistically significant way.
In addition, while analyzing the equation model, we found that the model’s consistency index was
well-harmonized. All of the studied factors were significantly relevant to the hypotheses, which can be
explained as follows.

According to the structural equation model, there were directly influenced factors of intention
to use social media for travel planning, namely, attitude toward using, subjective norms, perceived
behavioral control, and satisfaction. While examining the standardized path coefficient, we found
that attitude toward use influenced intention to continue use the most, with γ = 0.610 meaning that
tourists have a good attitude toward social-media usage and tend to use social media to search for
tourism data and products for their next trip such results are in accordance with [16,23,81]. attitude
toward use of for social media being driven by the perceived ease of use and perceived usefulness
factors with a positive effect, in accordance with the research of [61,62,64]; and perceived behavioral
control, which influenced intention to continue use, with γ = 0.140, meaning that tourists themselves
intend to use social media for travel planning such study results are in accordance with [16,23]. Third
was satisfaction, which influenced intention to continue use, with γ = 0.112, meaning that tourists’
satisfaction of using social media to search for traveling and activities affects their intention to use
them again in the future, in accordance with [94]. Moreover, the effect of the perceived usefulness
factor of social media for tourism is beneficial for easier travel decisions, and it increases efficiency,
as it is a mechanism of satisfaction of social media usage, in accordance with [66,95].
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The study results of the mediator variable analysis, used to examine the indirect influence of the
intention to use social media, showed that perceived ease of use and perceived usefulness are often the
initial factors of social media usage toward the mechanism that indirectly influences the intention to
use social media in a positive way, in accordance with [23,24,36,66,68].

In addition, the study results highlighted the mediator variables that are transferred to the
intention to continue use, consisting of two factors: satisfaction, driven by the perceived ease of use
and perceived usefulness factors, in accordance with [6,18]. Attitude toward use is a mediator variable
with two transferred factors, namely, subjective norms, in accordance with [96], and perceived ease of
use, in accordance with [60]. However, trust has no direct effect, which corresponds to the work of [61],
and no indirect effect, in accordance with [24], toward intention to continue use.

In summary, the results identified that all factors affected the intention to use social media, except
for trust. Furthermore, attitude toward use and satisfaction play a key role, acting as a mediator
between factors that affect intention to use social media for travel planning.

5.1. Theoretical Implications

Another part of the value of this study is in explaining the acceptance and intention of using
social media and including individual motivational factors, which express specific behaviors, and other
related factors. The findings can provide an overview of the tourists that use Thailand’s social media.
This study allows the government, entrepreneurs, and system and data developers to understand
tourists’ behavior from the questionnaire that was constructed based on a literature review, and which
can be used in the Thai context. Hypotheses H1–H12 were significantly supported and could also
build confidence in integrating TAM and TPB with the satisfaction factors that affect intention to use
social media [23,30,66]. The results of this study showed that using social media can improve the
accessibility of tourism information, and that the accessibility of information affects the use of social
media for travel planning. Hence, the benefits of using social media in travel planning can be applied
to other countries, similarly to previous research results [97].

Moreover, among the findings of this study on the intention to use social media for travel planning,
indirect factors, such as perceived ease of use and perceived usefulness, were proven to have an
indirect influence on intention to use social media. This evidence shows that intention to use social
media does not only arise from direct factors, such as attitude, subjective norms, perceived behavioral
control, or satisfaction. When we acknowledge the initial factors, which were perceived ease of use
and perceived usefulness, we should give them priority, since they are a cause of intention. The study
of tourism technology, especially social media, is becoming more complex [98]. Therefore, further
studies of indirect factors should be considered in the future.

5.2. Managerial Implications

Social media usage rapidly grows [6] alongside communication tools for large numbers of people.
Social media platforms can also be more useful in fields where traditional communication cannot
do what social media can. The results of this study demonstrate the effects of using social media,
as follows:

(1) Effects can be observed on social media users by increasing information accessibility, for example,
via convenient communicative interactions and ease of use to search for information. Social
media is useful and allows a tourist to make a decision on travel planning in a simple and easy
way. The result of our analysis also showed that users understand and perceive the benefits of
using social media when planning their trips, so the number of users is increased. However, it
also revealed that people and individuals, such as self, family, and close friends, influence
decision-making on the use of social media for travel planning; for example, when a friend or
close relative shares a post related to a tourist attraction and travel experiences through social
media, it draws the attention and interest of a group of fellow social media members to the
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said tourist attraction. What follows is searching for information, communicating interactively,
and using the information they gain to make a travel plan in the future.

(2) Effects observed on government showed that the government should pay attention to improving
communication infrastructure and wireless Internet network systems, in terms of signal coverage,
signal strength, and speed, supervising and controlling reasonable service fees, in order to allow
tourists accessibility to social media for travel planning, similar to the results of a previous
study [99].

(3) Effects were observed on tourism entrepreneurs and operators in the designing and building of a
social media platform: the entrepreneurs and operators acknowledged the factors that should
be improved. The use of social media platforms or presentation patterns, publishing tourism
information and tourism activities on social media, should be easier in order to make users
perceive the benefits of using social media—that it is easier to use and more convenient than other
search engines. This will directly affect the satisfaction and positive attitudes of tourists [100] and
indirectly affect the intention to use social media.

Therefore, social media is an ideal tool to search for information for travel planning. The variety
of factors studied allows the relevant people to see and understand the complex factors that affect
intention to use social media, leading to an increasing number of users. Government, entrepreneurs,
and system developers should work together to develop social media for travel planning as a channel
to promote domestic tourism.

5.3. Limitations and Future Research

A limitation of this research is that the intention to use social media for travel planning was only
studied from the perspective of domestic tourists in Thailand. There should be a comparative study
of male and female groups, or comparative social media groups on travel planning that are created
by tourist and entrepreneur groups, to allow government sectors, entrepreneurs, or stakeholders to
develop their presentation of tourism data to better suit their target groups.
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