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Abstract: The COVID-19 epidemic has broken the original business network structure and globally affected the tourism supply
chains. Online social networks (OSNs) have become a necessary component of ICT-enabled services, affecting every area of
human existence. The espousal of OSNs into tourism supply chain networks during a pandemic is crucial. However, scarce
studies have been conducted on the espousal of OSNs in tourism supply chain networks. The study developed a research model
based on the IS success model, uses and gratifications (U&G) theory, institutional theory, and transaction cost theory to analyze
the espousal of OSNs in the tourism supply chain network (TSCN) during COVID-19. The study employed structural
equation modeling (SEM) to examine 99 data acquired via online surveys from supply chain specialists in the travel and
hospitality sectors. The research model outperforms better and fulfills all model fitness requirements. The research found th at
tourism supply chain experts adopt online social networks to address supply and demand disruptions caused by COVID -19.
Utilitarian features (e.g., supply chain perceptibility), technological features (e.g., system quality), and cost -benefit aspects
substantially influence the espousal of OSNs in the tourism supply chain network. Espousals of OSNs improve tourism supply
chain performance during Covid-19. As a result of this research, tourism supply chain management, MIS, and social media
literature will be enriched by introducing OSNs in the tourism supply chain environment. The research will also provide adequate
implications to supply chain managers and OSNs service provider to adopt OSNs in the tourism supply chain during COVID-19.
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* * * * * *
INTRODUCTION
The tourism supply chain (TSC) is a linked chain of tourist firms that perform and/or support channel functions (Song,
2011). COVID-19 instills fear among the public, which adds to a drop in tourism demand (Bakar and Rosbi, 2020).
Tourism, as high yield financial sector, can contribute to economic growth and development through technological
advancement, industrial and infrastructural development (Bhuiyan et al., 2021). Tourism sector is the most sufferer due to
the COVID-19, though the pandemic affected the almost every sector of the world economy (Afroz et al., 2022). This
pandemic impacted the food, transportation, logistics, and tourist industries (Tellioglu, 2020). COVID-19 caused
worldwide distortions in the tourist sector and significant drops in hotel occupancy rates (Nicola et al., 2020). It
demonstrates that the disaster has the possible to have extensive and long-term consequences for tourism as an economic
enterprise (Razak, 2020). It has caused problems in the travel and tourism-related service industries (Abbas et al.,2021) and
created different global restrictions that influence the traveler’s behavior and habits (Refaat and Arafa, 2022).
COVID-19 influences global goods demand and supply. COVID-19, a novel strain of extremely infectious coronavirus
(Boccaletti et al., 2020), has recently caused havoc on supply chain worldwide (Choi, 2020; Ivanov, 2020). The COVID-19
outbreak is an example of how pandemics and epidemics may disrupt global supply chains (SC) (Queiroz et al., 2020).
During the March global outbreak, supply chain management (SCM) struggled to accommodate unanticipated demand for
specific commodities while restricting travel and manufacturing (Mazareanu, 2020). Unprecedented sickness epidemics
(Lin et al., 2020) have impacted society as a whole and business model in operations and supply chain management
(OSCM). These interruptions harm sales, earnings, stock returns, brand image, job security, buyer safety, and supply chain
performance (Paul and Chowdhury, 2021). Domestic consumer demand in most nations is likely to fall considerably (Bakar
and Rosbi, 2020). Demand would plummet as a result of overseas buyers delaying or canceling purchases, local and
international tourists canceling holidays, and the stock market collapsing (Khan and Yasmine, 2020). On the supply side,
there is also a chance of interruptions in emerging nations due to a lack of imported raw materials and spare components
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(Khan and Yasmine, 2020). COVID-19's uncertainty has disturbed the original stable hierarchical network structure as well
as the whole supply and demand system of the tourism supply chain (TSC), resulting in huge losses for the tourist sector
(Bai and Ran, 2022). The virus has infiltrated every aspect of the hospitality value chain (Hamid, 2021). The virus
impacted practically every aspect of the hospitality value chain within nations, including management, hotels, and tourists.
The immediate impact of the closure of these enterprises was felt in other sectors of the supply chain, such as food services,
catering, restaurants, laundry services, transportation, and so on (Business Insider, 2020). Lodging, transportation,
excursions, bars and restaurants, handicrafts, food manufacturing, waste disposal, and infrastructure that supports tourism
in locales are all part of tourism supply chains (Intojunyomg et al., 2016). Information sharing and ICT are frequently
identified as key facilitators for improving supply chain performance and preventing major supply chain concerns such as
the bullwhip effect (Hofmann, 2017). The importance of ICTs in improving TSC performance and case studies of ICT
development and its impact on TSC development in China are examined (Song, 2011). The implementation of information
technology, like that of other businesses in this tourist supply chain, has made a significant contribution to the long-term
success of the chain (Yuan et al., 2019). Tourism information technology provides the required information to supply chain
management in order to personalize and integrate diverse procedures and resources for the most recent visitors' needs.
Thus, information technology advantages may be realized if the supply chain's partner tourism enterprises adapt to novel
information technology and use IT to build their facilities and packages (Raman and Bharadwaj, 2017).
The ability to adopt information technology in the tourism industry improves the performance of the tourism supply
chain and facilitates the use of information technology for business uncertainty and planning in order to give consistent
services to visitors (Xiang, 2018). Tourist IT adoption is positively related to long-term supply chain performance (Xiang et
al., 2015). In recent years, social media has evolved as an innovative internet-enabled technology that has become a piece
of crucial information for clients about their products (Kaplan and Haenlein, 2010). It provides a whole new approach to
interact with existing and future consumers and suppliers (even on a global scale) and a development that is becoming
increasingly important to various enterprises. Social networking platforms are well-known among travel and hospitality supply
chain partners. Social media technology has the potential to improve supply chain management. It also enhances visibility,
improves communication, improves management, and lowers operational and staff costs. Aside from that, social media may
improve supply chain management and have a good ripple impact throughout the organization. Companies may freely
communicate with customers on social media, improving demand, customer service, and publicity. Online social networks
(OSNs) enable company to communicate in real time with entire supply chain, saving time, keeping everyone informed, and
increasing productivity. It improves partner collaboration and facilitates open group discussions. This program is capable of
tracking logistics, exchanging data and information, strengthening connections, and measuring success throughout the whole
supplier network. Access to a large amount of information in the supply chain may be problematic in practice. Social
networking will give organizations with a plethora of timely information about developing risks and events, allowing them
to take corrective action sooner and prevent (or lessen the impact of) a supply chain disruption (Gonzalez, 2015).
Several large corporations utilize social media in their supply chain management procedures. It increases visibility,
improves communication, increases management, and reduces operational and personnel costs (Sinha, 2019).
The preceding discussion emphasizes the need to incorporate OSNs into the tourism supply chain network during
COVID-19. Some recent researchers have previously investigated how social media usage improves customer relationship
management (Trainor et al., 2013) and organizational performance (Alarcon-del-Amo et al., 2013; Carmichael et al., 2011).
While some attempts have been made to include social media in the supply chain for new product development (Cheng and
Krumwiede, 2018); retail network operations (Ramanathan et al., 2017); improvement of the food industries network
(Singh et al., 2018); and customer involvement for sustainable supply chain (Sigala, 2014). To the best of our knowledge,
no studies have addressed the espousal of OSNs in the tourism supply chain network (TSCN) during COVID-19. Hence,
this study explores the espousal of OSNs in the TSCN during COVID-19. In order to meet the objective, the following
research question is developed: Does the espousal of OSNs into the tourism supply chain network boost supply chain
performance during COVID-19? To empirically assess the tourism supply chain performance due to the espousal of OSNs,
we developed an integrated model based on the IS success model, institutional theory, U&G theory, and transaction cost
theory. This research will enrich the future researcher by introducing OSNs to the tourism supply chain network. It will
give persuasive practical implications to the tourism industry regarding the espousal of OSNs in TSCN and OSNs service
providers. The remainder of the study is organized: The research plan and hypothesis are followed by research
methodologies. The analysis and findings section invites the discussion section. It then discusses the implications for
knowledge and policy. Finally, the paper ends with a discussion of future research and limitations.
RESEARCH PLANS AND HYPOTHESES
To achieve the research purpose, this study constructed a research model that included the IS success model,
institutional theory, U&G theory, and transaction cost theory. In order to describe the technical aspects of successful IS, a
body of scholars in IS studies has attempted to explain the numerous quality features such as data quality (Kaplan et al.,
1998), information quality (King and Epstein, 1983), system quality (Rai and Al-Hindi, 2000), and web quality (Aladwani
and Palvia, 2002). In the context of a tourism supply chain, the technical quality of OSNs between transaction partners is
just as crucial as agreement on the value of OSNs and the purpose for effective adoption (Sinha, 2019). Essentially, the
institutional theory is used to describe how diverse entities in an institutional context produce pressures and how
organizations are obligated to adhere to those standard norms and behaviors to make decisions over time (Scott, 2008). This
study looked at the influence of several forms of institutional pressures (e.g., mimetic, normative, and coercive) on the
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adoption of OSNs in TSCN (DiMaggio and Powell, 1983). The transaction cost theory identifies the cost-benefit aspect of
information and its influence on organizations (Williamson, 1975). Each sort of social network necessitates some
investment, and the decision-maker must account for this cost while reaping the benefits of the network. According to TCE,
organizations tend to embrace OSNs platforms as information dissemination platforms in TSCN when the advantage
obtained from OSNs outweighs the expense incurred. The U&G theory is a theoretical framework that explains why people
deliberately pick certain media to meet their gratification requirements, emphasizing why people choose one medium over
others to meet a range of demands (Katz et al., 1974). A growing body of research has recently sought to adapt the U&G
theory to social media settings, with the goal of explaining motivations for utilizing various social media platforms such as
instant messaging (IM), Twitter, and Facebook (Alhabash et al., 2014; Han et al., 2015). This study includes the IS success
model, the institutional theory, the U&G theory, and the transaction cost theory to achieve the research goal. Figure 1
depicts the research framework. The following part presents the hypothesis development details of research framework.
1. Technical Setting
1.1. System Quality OSN Espousal
DeLone & McLean (1992; 2004)
described the system quality in terms of
usability,
availability,
reliability,
adaptability, and response time, which
motivates users to use online systems.
If OSNs platforms are unreliable,
difficult to use, and have slow
responses, users need to wait a long to
get
information.
OSNs
permit
transaction partners of the tourism
supply chain to observe supply chain
activities and dealings by providing upto-date information about current
Figure 1. Research Model (Source: the authors)
situations. A poor system quality cannot
make the OSNs visible and agile to their
partners. Moreover, reliable and user-friendly systems lead the user to adopt the systems. A body of research suggests that
system quality influences usage acceptance of technology in a different context (Yang et al.,2017 in MOOCs adoption; Lin
and Lu,2000 in internet learning; Oliveira et al., 2014 in mobile banking adoption; and Zhou, 2013 in e-government
espousal. Hwang and Rho (2016) explored system quality as a noteworthy feature of supply chain visibility and agility in
RFID adoption in supply chain networks. Based on these theoretical arguments, we also believe that the system quality of
OSNs will increase the chance of OSN espousal in the TSCN during COVID-19. Consequently, we propose:
H1: The quality of OSNs systems will positively contribute to OSN espousal in the tourism supply chain network
during COVID-19
1.2. Information Quality OSN Espousal
The trustworthiness of shared information across supply chain transaction parties is considered a predictor of supply
chain visibility and agility (Li and Lin, 2006). The lower level of information confuses users, increasing informationprocessing costs (Zheng et al., 2013). Supply chain visibility (Barratt and Oke, 2007) is interrupted and degraded when the
shared information is not accurate and timely. Gao and Bai (2014) identified information quality as essential for mobile
social networking adoption. Moreover, good quality of information advances the user to adopt the systems. Urbach and
Müller (2012) found the "information quality is often seen as a key antecedent of user satisfaction." Hwang and Rho (2016)
identified the information quality of RFID as a persuasive factor in supply chain visibility and agility. Based on such a
theoretical argument, the study also believes that the quality of shared information on OSNs platform will lead to the
espousal of OSNs in supply chain networks during COVID-19. Accordingly, we developed the following hypotheses.
H2: The quality of OSNs information will positively contribute to OSN espousal in the tourism supply chain network
during COVID-19.
2. Utilitarian Settings
Goal-setting and rationality are connected to utilitarianism (Stoel et al., 2004). This research defines utility as
information seeking and supply chain perceptibility.
2.1. Information Seeking OSN Espousal
The online social network is an increasingly popular medium for consumers to receive information and play an essential
part in information seeking and sharing (Ku et al., 2014). Social media users can meet their information needs, and it
influences user behavior (Ronda and Derek, 2014). Bunker et al. (2013) noted that Facebook users might get beneficial
information and spread the message. WeChat Users may learn anything fresh or beneficial from others' postings (Ku et al.,
2013). Gan (2017) investigated that users prefer Wechat based information sharing. This trait will inspire tourism supply
chain networks to adopt this technology into their supply chain networks. In this line, we forecast
H3: Information seeking will significantly impact OSN espousal in tourism supply chain networks during COVID-19
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2.2. Supply chain Perceptibility to OSN Espousal
This term describes the perceptibility of a supply chain network among transaction parties. The advent of online social
networks has increased exposure for the supply chain management. Supply chain perceptibility is a vital supply chain
network attribute, and an online social network facilitates this job. Individuals looking for a sense of social identity and a
favorable image are more inclined to share and exchange information online (Lee-Won et al., 2014). Chen and Marcus
(2012) discovered that to maintain a favorable image, Facebook users post more positive material and engage with others.
Similarly, organizations may develop a favorable, sociable, and stylish image among tourism supply chain partners by
using online social networks. Hwang and Rho (2016) uncovered that the visibility and agility of RFID positively contribute
to supply chain performance. As a result, supply chain perceptibility should lead to the tourism supply chain professionals
integrating OSNs into the supply chain network, forming a hypothesis
H4: Supply chain perceptibility impacts OSN espousal in tourism supply chain networks during COVID-19.
2.3. Intuitional Pressure to OSN Espousal
A company's mimetic forces urge it to alter and become more like others. These factors may also impact actors' desire
to join OVSN (Zhu and Chang, 2014). To accomplish goals or objectives, normative forces need a convergence of ideas,
beliefs, and aims (Hsu et al., 2014). These forces may restrain or facilitate social conduct, establishing roles and functions.
Regulations or coercion impose punishments, expand authority, or reward actors (Scott, 2014). These forces emphasize
technology, adoption, politics, and methods (Hsu et al., 2014). Mimetic, normative, and coercive factors influence ERP
adoption (Liang et al., 2007) and social media adoption (Bharati et al., 2013).We also believe institutional pressures such as
mimetic, normative, and coercive pressures favorably incentivize tourism supply chain professionals to integrate OSNs into
their supply chain networks. So we have
H5: Institutional pressures (mimetic, normative, and coercive) drive tourism supply chain professionals to use OSN in
tourist supply chain networks.
2.4. Cost-Benefit Aspect (CBA) to OSN espousal
Perceived fee parsimoniously reflects extrinsic sacrifice to the individual, whereas a higher cost hurts perceived value
(Kim et al., 2007). Both marketing and information systems studies show that perceived value directly impacts purchase
intention (Turel et al., 2010). Aside from the context of web-enabled cellular devices, research has found a substantial
positive relationship between perceived fee and cost (Kim et al., 2007; Turel et al., 2007). The variable 'perceived value'
assesses the utility of technology by balancing perceived values and costs (Setterstrom et al., 2013). It has been
demonstrated to predict intent to use (Cocosil and Igonor, 2015; Hong et al., 2017). We expect the cost-benefit aspect to be
a powerful predictor of OSN adoption in the tourism supply chain network. As a result, we suggest:
H6: The Cost-Benefit aspect (benefit after cost deduction) will positively boost OSN espousal in tourism supply
chain networks.
2.5. Online Social Network Impact on Tourism Supply Chain Network Performance
Ferrer et al. (2013) discovered that using social media technology improves an organization's social capital and
performance. Ahmad et al. (2018) explored that when SMEs adopt social media in operation that enhances SME
performance. Ahmad et al. (2018) also discovered that the espousal of social media in business has impact on business
performance. Parveen et al. (2016) identified that the adoption of social media in organizations increases the firm
performance by reducing cost, increasing information accessibility, and improving customer relations. Schlagwein and Hu
(2017) have investigated how social media usage types (for example, discussion) improve organizations' adoption ability
and contribute to organizational performance. Social media may help organizations in many ways, though research in this
area is limited. Considering these theoretical results, we predict that integrating OSNs will benefit tourism supply chain
networks by lowering communication costs, increasing access to competitor and market information, and speeding up
information distribution. So, we propose the following theory.
H7: Espousal of Online social networks improves tourism supply chain network performance.
METHODOLOGY
1. Research Settings
An exploratory study was advised due to a lack of research on online social networks in tourism supply chain networks
during the COVID-19 pandemic (Zikmund et al.,2010). We chose tourism supply chain professionals from the Indian subcontinent (e.g., Bangladesh, India, and Pakistan) to test our study model and hypothesis. OSNs are a newer technology in
those nations, and their usage has exploded. Moreover, in the Indian sub-continent, tourism supply chain specialists are
increasing their online engagement.
2. Measurement Scale Development
To operationalize the study model, most of the latent construct measures were changed to reflect the assessment of these
components for OSN users, notably tourism supply chain professionals from the Indian sub-continent. IQ (information
quality) and SQ (system quality) are measured using a scale of Hwang and Rho (2016) and Veeramootoo et al. (2018) with
four and three items, respectively. Measurement items for information seeking are adopted from Gan (2017); Ku et al.
(2013). Measures for supply chain perceptibility are taken from Gan (2017); Liu et al. (2010). The components for
institutional pressure are tailored from Bharati et al. (2013). Four factors from Setterstrom et al. (2013) and Kim et al.
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(2007) are used to quantify the cost-benefit of OSNs. Measures for the Espousal of OSN in TSCN are taken from Bharati et
al. (2013) and Davis et al. (1989). The tourism supply chain network performance (TSCN) is measured by four items
adapted from Parveen et al. (2016) and Molla and Heeks (2007).

Constructs

Information
Quality (IQ)

System
Quality
(SQ)

Information
Seeking(IS)

Supply
Chain
Perceptibility (SCP)

Institutional
Pressure
(IP)

Cost-Benefit
Aspect
(CBA)
OSN
Espousal in
TSCN
(OSNE)

Tourism
Supply
Chain
Network
Performance
(TSCNP)

Table 1. Summary of Measurement Items
Corresponding Items
IQ1: OSNs delivers clear and understandable information in commonly usable format with transaction
partners in tourism supply chain network during Covid-19
IQ2: OSNs supports to access information among transaction partners at the desired time in tourism supply
chain network during Covid-19.
IQ3: Information contained on the OSNs is up-to-date for transaction partners in tourism supply chain
network during Covid-19.
IQ4: OSNs supports sharing of exact, valid and unquestionable information in tourism supply chain network
during Covid-19.
SQ1: OSNs are easy to use among transaction partners in tourism supply chain during Covid-19
SQ2 : OSNs flexibly supports information service with upgrade reflecting requirements of transaction
partners in tourism supply chain during Covid-19
SQ3 : OSNs help responds instantly to requests from transaction partners in tourism supply chain network
during Covid-19
IS1: Supply chain partners obtains useful information from online social network for tourism supply chain
networks during Covid-19
IS2 :Supply chain partners obtains helpful information from online social network for tourism supply chain
networks during Covid-19
IS3: Online social network presents interested information for tourism supply chain networks during Covid-19
SCP1: Online social network tell others about the organization’s tourism supply chain network during Covid-19.
SCP2: Online social network makes the organization’s tourism supply chain networks visible to others
during Covid-19.
SCP3: Online social network helps the organization to keep pace with recent trends in tourism supply chain
network during Covid-19.
IP1: Competitors who are important to us think that online social networks are useful for tourism supply
chain networks during Covid-19.
IP2: Competitors whose opinions we value think online social network are beneficial for tourism supply
chain networks during Covid-19.
IP3: The Government's promotion of Information Technology influences our firm to use online social
network for tourism supply chain networks during Covid-19.
IP4: The industry association requires our firm to use online social network technologies for tourism supply
chain networks during Covid-19.
IP5: The competitive conditions in industry require our firm to use online social network for tourism supply
chain networks during Covid-19.
CBA: The fee that organization has to pay for the use of online social network is reasonable.
CBA2: Compared to the fee organization need to pay, the use of online social network offers value for the money.
CBA3: Compared to the effort organization need to put in, the use of online social network is beneficial.
CBA4: Overall, the use of online social network delivers good value to organization during Covid-19.
OSNI1. Supply chain professionals have high intention to use online social network services for tourism
supply chain activities during Covid-19.
OSNI2. Supply chain professionals will always try to use online social network services for tourism supply
chain activities during Covid-19.
OSNI3. Supply chain professional is implementing the application of online social network tools for tourism
supply chain activities during Covid-19.
TSCNP 1: Online social network reduce the cost of communication with transaction partners in tourism
supply chain network even during Covid-19.
TSCNP 2: Online social network enable easier access to competitor information of tourism supply chain
network during Covid-19.
TSCNP 3: Online social network enable easier access to market information of tourism supply chain
network during Covid-19.
TSCNP 4: Online social network enable faster delivery of information to customers of tourism supply chain
network even during pandemic period during Covid-19.

Sources
Hwang and
Rho (2016);
Veeramooto
o et al.
(2018)
Hwang and
Rho (2016);
Veeramooto
o et al.
(2018)
Gan (2017);
Ku et al.
(2013)

Gan (2017);
Liu et al.,
(2010)

Bharati et al
(2014),
Liang et al.
(2007)

Setterstrom
et al (2013),
Kim et
al.,(2007)
Bharati et al.
(2013),
Davis et al.
(1989)

Parveen et
al.,
(2016);
Molla
& Heeks,
(2007)

3. Data Collection
A web-based cross-sectional survey was conducted among 99 tourism supply chain professionals in the Indian SubContinent (e.g., Bangladesh, India, and Pakistan). The research questionnaire included two parts (A and B). Part A asks
about OSNs and organization profiles. Part B included all questions relating to the proposed research model's constructs.
The 29 concept indicator responses range from (1) "strongly disagree" to (7) "strongly agree." Researchers adopted the
convenience sampling method as the survey instrument because of its cost-effectiveness and are widely used in information
systems research (Eze et al., 2011; Jha, 2017). A google form was used to create a simple questionnaire. An email
invitation included a URL link to the web-based survey questionnaire sent to tourism supply chain professionals. The
research goal is also informed to the respondents properly. An email was issued to 670 tourism supply chain professionals
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from the Indian Sub-Continent. The first round was distributed in early July 2021 and received roughly 70 responses. Then
six more rounds from 25 July to 31 August 2021. Finally, we received 120 replies, 21 of which were rejected owing to
missing data. Table 2 shows the participant's demographics.
4. Analytic Method
We used Structural Equation Modeling (SEM) to test and corroborate the suggested integrated model and its
relationships across theoretical components. SEM is commonly used to validate empirical data models (Götz et al., 2010).
SmartPLS is a well-known software for PLS-SEM measurement model assessment (Hair et al., 2013). First, the internet
data were exported to Excel. It was then transferred into SmartPLS 3.0 for statistical analysis.
ANALYSIS AND FINDINGS
1. Characteristics of the Sample's Demographics
The demographic analysis depicts the respondent's situation. The hospitality business has the most replies (52%), followed
by travel (48%). One of the study's notable findings is that most respondents (66%) are small businesses utilizing online social
networks to communicate in tourism supply chain networks. Respondents are from medium (25%) and large (9%).
Respondents from Bangladesh (45%) and India (35%) were followed by Pakistan (19%). This ensures the respondents'
distribution among the three nations. The majority of organizations (49%) have 1 to 10 full-time IT personnel in their
information system department, 20% of organizations have 11-15 personnel, 12% have 16-20, 13% have 21-25, and 5% of
companies have more than 25 IS employees. Most organizations (64%) have been in business for 1-10 years. 22 % of
companies have been in business for 11-15 years, while 13% have been in business for over 15 years. Newly established
organizations embrace online social networks to communicate in the tourism supply chain network. Notably, 35% of tourism
supply chain professionals use Facebook to communicate with their transaction partners. The remaining participants (25%) use
WhatsApp, (10%) use Twitter, and (21%) use all types of platforms for tourism supply chain communication. Most
respondents (48%) use smartphones to communicate with tourism supply chain partners. Conversely, 12% use a laptop, 6%
a desktop, 8% a tablet, and 25% utilize all devices for online social network engagement in the Indian sub-continent's
tourism supply chain partners (see Table 2). Data analysis included all demographic variables as control variables. We ran
two models, one with the control variables and one without. The existence of control variables has little influence on R
square values (Teo et al., 2003). Therefore, we did not consider the effects of demographic variables in the final model.
Indicators
Industry

Description
Hospitality
Travel

Frequency

Less than 1 year
1 to 5 year
Age of the
6 to 10
Firm
11 to 15
More than 15
Less than 5
5 to 10
11 to 15
Is Employee 16 to 20
21 to 25
26 to 30
More than 30
Small
Size of the
Medium
Firm
Large

51
48
5
27
32
22
13
23
26
20
12
13
2
3
65
25
9

Table 2. Demographic Analysis
Percentage
Indicators
Description
52%
Facebbok
48%
WhatsApp
Twitter
5%
YouTube
OSM
27%
Google+
Platform
32%
Wechat
22%
LinkedIn
13%
Others
23%
All
26%
Smartphone
20%
Desktop
12% Hardware Laptop
Used
13%
Tablet
2%
Other
3%
All
66%
Bangladesh
25%
Country
India
9%
Pakistan

Frequency

Percentage
35
25
10
5
1
2
0
0
21
48
6
12
8
0
25
45
35
19

35%
25%
10%
5%
1%
2%
0%
0%
21%
48%
6%
12%
8%
0%
25%
45%
35%
19%

2. Measurement Model
For the investigation of the measurement model, SmartPLS 3 was employed. We used Anderson and Gerbings' (1988)
two-step statistical analysis approach to achieve the objective in SEM. The two-step strategy builds measures validity and
reliability before studying structural links. Internal consistency and dependability are assured when Cronbach's alpha and
composite reliability are equal to or greater than 0.70 (Hair et al., 1995).
Construct
Cost Benefit Aspect
Information Quality
Institutional Pressure
Information Seeking
System Quality
OSN Espousal in TSCN
Supply chain Perceptibility
Tourism Supply Chain Network Performance

Table 3. Measurement Model
Cronbach's Alpha Composite Reliability
0.941
0.958
0.924
0.946
0.947
0.960
0.889
0.931
0.913
0.938
0.928
0.954
0.905
0.940
0.939
0.956
809

Average Variance Extracted (AVE)
0.849
0.814
0.826
0.819
0.792
0.875
0.840
0.846
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Table 3 illustrates the study's Cronbach's alpha and composite reliability. Cronbach's alpha ranged from 0.889 to 0.947, and
composite reliability from 0.931 to 0.960. The study's internal reliability is above the threshold value of 0.70. We utilized
Fornell and Larcker's (1981) criteria to assess convergent validity. Table 4 reveals that all item loadings (bold and italic)
were above 0.70, and Table 3 shows that AVE values were similarly over 0.50 (Fornell and Larcker, 1981; Hair et al.,
2013). So the investigation validated the suggested measuring model's convergent validity. Most researchers employed the
Fornell and Larcker (1981) criterion to measure discriminant validity. Henseler et al. (2015) argued that neither the FornellLarcker (1981) criterion nor the examination of cross-loadings adequately allowed researchers of variance-based SEM to
establish discriminant validity. Henseler et al. (2015) strongly advocated the heterotrait-monotrait ratio of correlations
(HTMT) as a unique method for measuring discriminant validity in variance-based SEM. It is also used other fields
(Kuppelwieser et al., 2019). According to Henseler et al. (2015), an HTMT value of 0.90 (Gold et al., 2001) is acceptable,
while an HTMT value of 0.85 (Kline, 2011) is regarded as the tightest requirement. Table 5 shows that all values are
smaller than Gold et al. (2001) requirements (<= 0.90), ensuring the discriminant validity of our data.
Table 4. Item Loading. Note: square root of AVE on diagonals in bold; CBA: Cost Benefit Aspect;
IQ: Information Quality; IP: Institutional Pressure; IS: Information Seeking; SQ: System Quality; OSNE: OSN
Espousal in TSCN; SCP: Supply Chain Perceptibility; TSCNP: OSN Tourism Supply Chain Network Performance
CBA
IQ
IP
IS
SQ
OSNI
SCP
OSNISN
CBA1
0.918
0.777
0.855
0.795
0.765
0.801
0.822
0.805
CBA2
0.936
0.766
0.819
0.763
0.729
0.831
0.803
0.838
CBA3
0.924
0.781
0.832
0.778
0.734
0.783
0.814
0.834
CBA4
0.907
0.788
0.849
0.776
0.776
0.814
0.810
0.834
IQ1
0.768
0.893
0.782
0.814
0.832
0.794
0.821
0.798
IQ2
0.730
0.894
0.759
0.737
0.738
0.740
0.743
0.731
IQ3
0.780
0.924
0.807
0.816
0.789
0.802
0.826
0.785
IQ4
0.767
0.898
0.806
0.830
0.765
0.747
0.831
0.765
IP1
0.783
0.796
0.893
0.773
0.763
0.774
0.781
0.786
IP2
0.819
0.795
0.910
0.751
0.749
0.786
0.781
0.786
IP3
0.837
0.776
0.908
0.812
0.742
0.791
0.801
0.801
IP4
0.848
0.826
0.926
0.826
0.788
0.796
0.812
0.837
IP5
0.846
0.781
0.906
0.789
0.758
0.797
0.799
0.793
IS1
0.728
0.812
0.761
0.892
0.737
0.729
0.764
0.731
IS2
0.787
0.810
0.811
0.923
0.806
0.762
0.824
0.788
IS3
0.776
0.786
0.787
0.899
0.740
0.723
0.798
0.761
SQ1
0.728
0.757
0.750
0.735
0.876
0.700
0.771
0.728
SQ2
0.697
0.760
0.715
0.723
0.888
0.696
0.719
0.714
SQ3
0.751
0.789
0.755
0.755
0.914
0.760
0.768
0.733
OSNE1
0.800
0.786
0.794
0.742
0.733
0.920
0.792
0.783
OSNE2
0.839
0.813
0.832
0.766
0.754
0.956
0.823
0.850
OSNE3
0.820
0.801
0.809
0.781
0.781
0.930
0.808
0.860
SCP1
0.787
0.804
0.777
0.805
0.763
0.743
0.890
0.768
SCP2
0.819
0.837
0.805
0.812
0.807
0.825
0.947
0.838
SCP3
0.818
0.816
0.823
0.801
0.762
0.804
0.913
0.800
TSCNP1
0.844
0.793
0.808
0.794
0.789
0.835
0.819
0.919
TSCNP 2
0.833
0.794
0.813
0.790
0.763
0.811
0.827
0.938
TSCNP 3
0.815
0.746
0.784
0.712
0.689
0.794
0.771
0.909
TSCNP 4
0.812
0.804
0.834
0.791
0.740
0.830
0.803
0.913
Table 5. Heterotrait-Monotrait Ratio (HTMT) Note: square root of AVE on diagonals in bold; CBA: Cost Benefit Aspect;
IQ: Information Quality; IP: Institutional Pressure; IS: Information Seeking; SQ: System Quality;
OSNE: OSN Espousal in TSCN; SCP: Supply Chain Perceptibility; TSCNP: OSN Tourism Supply Chain Network Performance
CBA
IQ
IP
IS
SQ
OSNE
SCP
TSCNP
CBD
IQ
0.805
IP
0.864
0.835
IS
0.823
0.878
0.847
SQ
0.879
0.843
0.899
0.833
OSNE
0.837
0.823
0.825
0.897
0.878
SCV
0.856
0.877
0.845
0.880
0.833
0.841
TSCNP
0.856
0.815
0.833
0.818
0.876
0.851
0.849

3. Common Method Bias Estimations
Since cross-sectional data come from one source, we investigated for common method bias (CMB) using a correlation matrix
(Bagozzi et al., 1991). There is a common method bias if the correlation table reveals strong correlations (above 0.90). The
correlations between constructs are 0.898 or less (Table 5). The tests indicate that our work is free of common method bias.
4. Estimation of Model Fitness
Because Smart-PLS was utilized in this work, we estimated the overall model fitness using several indices generated by
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Smart-PLS. We used the following model fitting parameters: 1. A satisfactory fit is defined as a Standardized Root
Mean Square Residual (SRMR) of less than 0.08 (Hu and Bentler, 1999). 2. The Normed Fit Index (NFI) computes the
proposed model's Chi-square value and compares it to a meaningful benchmark (NFI values greater than 0.9 usually
indicate a good fit) (Hu and Bentler, 1999). 3. d_ULS (Euclidean distance squared) 4. d_G (the geodesic distance). The
third and fourth fit values are exact model fits that investigate the statistical (bootstrap -based) inference of the gap
between the actual covariance matrix and the composite factor model's anticipated covariance matrix. According to
Henseler et al. (2016), a model is well fitted when d_ULS and d_G are greater than the 95 percent bootstrapped quantile
(HI 95 percent of d_ULS and HI 95 percent of d_G). Since the SRMR value is 0.032 (<0.08), the NFI is 0.923 (> 0.90),
the d ULS bootstrapped HI 95 percent of d_ULS, and the d_G bootstrapped HI 95 percent of d_G, the software
generated value implies our model is well fitted (Table 6). Our structural model considerably proves the link between
distinct constructs (Hair et al., 2013), and we may now investigate the structural model's path coefficient.
Parameters
SRMR
d_ULS
d_G
NFI

Saturated Model value
0.032
0.477
0.812
0.923

Table 6. Model fit Summary
Recommended value
≤ 0.08
< than the 95% bootstrapped quantile (HI 95% of d_ULS)
< than the 95% bootstrapped quantile (HI 95% of d_G)
≥ 0.9

Sources
Hu and Bentler (1999)
Henseler et al. (2016)
Henseler et al. (2016)
Hu and Bentler (1999)

5. Structural Model
SmartPLS software was used to test the relationships. Figure 3.2 illustrates the structural model's route coefficients.
Hypothesis (1) is supported by our hypothesis testing results (p <0.05, t = 2.143). As a result, the system quality of online
social networks impacts tourism supply chain professionals' use of OSNs for tourism supply chain communication.
Information quality has not a beneficial influence on OSN espousal (p >0.05, t = 0.437). Thus H2 is not supported. It shows
that OSNs' technical aspect influences tourism supply chain professionals to communicate with this platform. Hypothesis
(3) is unsupported because information seeking (p >0.05, t = 0.728) is statistically insignificant. So we cannot support
Hypothesis (3). On the other hand, the statistical value (at p 0.000, t = 3.701) of supply chain perceptibility is statistically
significant. So we can't reject hypotheses (4). As a result, the utilitarian component of online social networks encourages
tourism supply chain specialists to adopt this technology to increase communication among partners. Espousal of OSNs is
not positively impacted by institutional pressure (p >0.05, t=0.306). It suggests that institutional pressure does not drive
tourism supply chain experts to use OSNs for partner communication. We accepted Hypothesis (6) because the cost-benefit
aspect positively influences tourism supply chain professionals' desire to utilize OSNs for partner communication (p 0.000,
t = 3.632). Cost-benefit aspect seems to be one of the drivers for OSN espousal among tourism supply chain experts.
Hypothesis
H1
H2
H3
H4
H5
H6
H7

Table 7. Hypothesis Result. Legend: p: significance: *p<0.05 ; ** p<0.01 ; ***p<0.001
Relationship
Std.Beta
T Statistics
P Values
SQ-> OSNE
0.206
2.143*
0.033
IQ -> OSNE
0.067
0.437
0.662
IS-> OSNE
-0.067
0.728
0.467
SCP -> OSNE
0.444
3.701***
0.000
IP -> OSNE
-0.010
0.306
0.760
CBA-> OSNE
0.318
3.632***
0.000
OSNE -> TSCNP
0.878
32.689***
0.000

Decision
Supported
Not Supported
Not Supported
Supported
Not Supported
Supported
Supported

Overall, the use of OSNs by tourism
supply chain specialists to connect with
their partners has a considerable
beneficial influence on the functioning
of the tourism supply chain network.
We accept H7 because it is statistically
significant (p 0.000, t = 32.689) (Table
7 for details). The prediction power
(R2) of online social network espousal
(OSNE)
is
0.821,
while
the
performance of the tourist supply chain
network (TSCNP) is 0.771. Chin
(1998), Höck, and Ringle (2006)
consider findings over the threshold
level of "0.67", "0.33", and "0.19" to be
"substantial", "moderate", and "weak".
Figure 2. Validated Model
All of the numbers are more than the
criteria cutoff of 67 percent. The model
is responsible for 82.1 percent of online social network endorsement and 77.1 percent of tourist supply chain network
performance. The study also looked at effect size (f2) to assess the research model's significance. Cohen (1988) recommended
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0.02 for “small”, 0.15 for “medium” and 0.35 for “high” effect sizes. The influence of tourism supply chain network
performance (f2 = 0.168) is medium, whereas online social network espousal (f2 = 3.368) is a substantial effect size
DISCUSSIONS
This work examined the espousal of online social networks (OSNs) in tourism supply chain communication during a
pandemic induced by COVID-19 by constructing a unified research model. To determine the espousal of OSNs as a
communication platform among tourism supply chain partners during COVID -19, we combined IS success model, U&G
theory, institutional theory, and transaction cost theory. Eight variables were included in the study model: SQ (System
Quality), IQ (Information Quality), IS (information seeking), SCP(supply chain perceptibility), IP (institutional pressure),
CBA (cost-benefit aspects), OSNE (Online social network espousal), and TSCMP (Tourism supply chain network
performance). This study model's overall explanatory power is strong, with an R2 of 82.1 per cent for online social network
espousal and 77.1% for tourism supply chain network performance, whereas previous studies on IS acceptance show an R
square 45.6 per cent (Haque et al., 2020), R square 45.8 per cent (Bhuiyan et al., 2020), R square 47.8 per cent (Haque and
Khan, 2020) and R square 38.7 per cent (Haque et al., 2020). The hypothesis test results showed significant links between
the eight constructs, with four hypotheses being highly supported. Different route coefficients such as SQ, SCP, and CBA
influence the espousal of online social networks in tourism supply chain networks. Several obvious conclusions might be
drawn from this unified research model: First, the technical elements of the online social network have a good impact on
the espousal of OSN in the tourism supply chain network. The system quality of the online social network dramatically
influences the tourism supply chain network espousal. It shows that the online social network system is user-friendly for
supply chain partners to communicate. It validates the usefulness of online social networks for tourism supply chain
partners to interact with their partners in the Indian sub-continent during a pandemic induced by COVID-19. It is similar to
other IS/IT research, such as Oliveira et al. (2014) in the mobile banking context. It is also consistent with Hwang and Rho
(2016), where they found system quality of RFID an influential predictor of supply chain performance.
Another technical aspect of online social networks (Information quality) has not statistically significant influence on
tourism supply chain network espousal. This result implies that the online social network's information quality does not
significantly induce tourism supply chain professionals to communicate with their partners in the Indian sub-Continent
during pandemic disorder. This result is similar to other research in different contexts, such as online banking assimilation
in Malaysia (Ndubisi and Sinti, 2006). This result contradicts the findings of Hwang and Rho (2016), where they explored
the information quality of RFID as a prominent indicator of supply chain performance.
This study also unveils that the utilitarian component of online social networks is necessary for the espousal of OSNs in
tourism supply chain networks during pandemic situations. Supply chain perceptibility significantly influences the espousal
of online social networks for tourism supply chain professionals' communication. According to the findings of this study,
online social networks greatly improve supply chain perceptibility among tourism supply chain partners. This finding is
comparable to that of Lee-Won et al. (2014), who discovered the relevance of OSNs in increasing user perceptibility. This
outcome is also unfailing with Hwang and Rho (2016), where they explored supply chain visibility as a persuasive
antecedent for the espousal of RFD in the supply chain network. Intriguingly, another valuable feature of the online social
network, Information seeking, is non-statistically influential, though online social network is supposed to let users
disseminate information faster than conventional media. This result is incompatible with (Kim et al., 2014) and Gan (2017),
where they discovered social media an essential platform for seeking and sharing information in a different context.
Then, Institutional pressure does not seem to be the most crucial predictor of OSNs espousal in tourism supply chain
network during pandemic disorder. This finding contradicts Haque et al. (2019), where exploring environmental and
organizational aspects is vital in adopting social networking sites among the institutional investors in Bangladesh. It is also
failing with Bharati et al. (2013) finding, where they found institutional pressure an essential element in the adoption of
social media. The cost-benefit component was identified in this study as a direct driver of online social network adoption in
tourism supply chain networks for communication during the pandemic. It was discovered that CBA had a beneficial
influence on OSN espousal in tourism supply chain networks. It affirms the concept of perceived cost and benefit of new
technology adoption. This study supports the findings of Setterstrom et al. (2013), who discovered that perceived cost and
benefit influence user acceptance of web-enabled wireless technology. This conclusion is consistent with the findings of
Kim et al. (2007), who discovered that increasing perceived value is essential for technological adoption. In a different
study environment, this discovery is analogous to Cocosi and Igonor (2015) and Hong et al. (2017).
Finally, online social network espousal substantially impacts the tourism supply chain network performance. This study is
in line with Ahmad et al. (2018), who discovered that the adoption of social media technology improves an organization's
performance. This result further supports Parveen et al.'s (2016) findings that social media helps firms improve performance
by lowering marketing and customer service costs. It is also consistent with Schlagwein and Hu (2017), who explored that
espousal of social media improves firm performance. The research examined the importance of online social networks
espousal in the tourism supply chain network during the COVID-19. The statistical outcome supports every hypothesis except
information seeking, institutional pressure, and information quality. It shows that online social network espousal in tourism
supply chain networks during the pandemic is pragmatic and adds value to tourism supply network performance.
Implications
Since there is little study regarding the espousal of online social networks in supply chain networks during COVID-19,
this study is the first to integrate IS success model, institutional theory, U& G theory, and transaction cost theory to
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investigate online social network espousal in tourism supply chain networks. This will add a new dimension to the tourism
supply chain and MIS research. There is widespread usage of online social networks, but studies on OSN espousal in
tourism supply chain networks during COVID-19 are rare. It will add a new dimension to tourism supply chain and
information technology adoption research. This research highlighted how technical and utilitarian factors influence online
social networks espousal in tourism supply chain networks. Originally institutional theory was developed to forecast
people's behaviour in organizational settings. However, this study stemmed from questioning its applicability in tourism
supply chain settings. It also added the cost-benefit aspect in the tourism supply chain context though this aspect is mainly
used in financial research. These will enrich the tourism supply chain and social media literature.
It will assist all organizations in defining their plan for integrating online social networks into tourism supply chain
networks to improve partner communication. Also, firms that do not utilize OSNs will plan to use them in their tourism
supply chain networks. It will assist various supply chain experts maintain one-to-one conversations with their supply chain
partners and TSCN regulators to formalize their standards on using OSNs for communication purposes. This research will
help OSN service providers understand the factors influencing the tourism supply chain, allowing them to include OSNs
and build more innovative platforms to deliver better services.
Research Limitations and future direction
Despite developing and justifying the research model using empirical data for OSN espousal during the pandemic,
this study has certain limitations. Primarily, the study used cross-sectional data acquired from tourism supply chain
specialists from three countries in the Indian sub-continent. Longitudinal data can be used to verify the research model
in the future from more countries. The suggested integrated model revealed that the well -known constructs such as
information quality, information seeking, and Institutional pressure have statistically insignificant influence on online
social network espousal. Developing and validating suitable scales for these constructs would revalidate the study's
model. Finally, although the research model's variance (82.1%) of online social network es pousal and (77.1%) tourism
supply chain network performance are more than other IS/IT espousal models, further research might find and check
other borderline conditions of the research model.
CONCLUSION
This study responds to a need for the espousal of online social networks (OSNs) for tourism supply chain network
communication during COVID-19. Studying IS success model, institutional theory, U&G theory, and transaction cost
theory helped build a research model. Thus, the research used technical and utilit arian constructs from several theories
to develop a model that would explain OSN espousal in the tourism supply chain network. The suggested research
model included seven key hypotheses. The empirical findings show that system quality, supply chain percept ibility, and
cost-benefit aspects directly predict OSNs and influence online social networks espousal in TSCN.
However, information quality, institutional pressure, and information-seeking do not significantly influence on the
espousal of OSNs networks espousal in TSCN during COVID-19. The study also found that supply chain espousal has a
favorable impact on the tourism supply chain network. A pandemic induced by COVID-19 in the Indian sub-continent
demonstrates the importance of this research in adopting OSNs among tourism supply chain specialists. A final benefit
of this research is that it adds a body of knowledge in tourism supply chain management, MIS, and social media
literature. It also provides practical guidance to tourism supply chain professional s regarding the espousal of OSN in
tourism supply chain networks during pandemic disorder.
REFERENCES
Abbas, J., Mubeen, R., Iorember, P.T., Raza, S., & Mamirkulova, G. (2021). Exploring the impact of COVID-19 on tourism:
transformational potential and implications for a sustainable recovery of the travel and leisure industry. Current Research in
Behavioral Sciences, 2, 100033. https://doi.org/10.1016/J.CRBEHA.2021.100033
Afroz, F., Hassan, K., & Ferdaus, J. (2022). Impacts of Covid-19 on Travel Behavior of The People in Bangladesh. GeoJournal of
Tourism and Geosites, 40(1), 56–63. https://doi.org/10.30892/gtg.40106-802
Ahmad, S.Z, Bakar, A.R.A., & Ahmad, N. (2018). Social media adoption and its impact on firm performance: the case of the UAE,
International Journal of Entrepreneurial Behavior & Research, https://doi.org/10.1108/IJEBR-08-2017-0299
Ahmad, S.Z., Ahmad, N., & Abu-Bakar, A.R. (2018). Reflections of entrepreneurs of small and medium-sized enterprises concerning the
adoption of social media and its impact on performance outcomes: evidence from the UAE”, Telematics and Informatics, 35(1), 6-17..
Aladwani, A.M., & Palvia, P.C. (2002). Developing and validating an instrument for measuring user-perceived web quality. Information
& Management 39 (6), 467–476.
Alarcon-del-Amo, M.C., Lorenzo-Romero, C., & Constantinides, E. (2013). Application of social media tools by retailers. In E. Y. Li, S. Loh, C.
Evans, & F. Lorenzi (Eds.), Organizations and social networking: Utilizing social media to engage consumers. Hershey, PA: IGI Global.
Alhabash, S., Chiang, Y.H., & Huang, K. (2014). MAM & U&G in Taiwan: Differences in the uses and gratifications of Facebook as a
function of motivational reactivity. Computers in Human Behavior, 35, 423-430, http://dx.doi.org/10.1016/ j.chb.2014.03.033
Anderson, J.C., and Gerbing, D.W. (1988). Structural Equation Modeling In Practice: A Review and Recommended Two-Step
Approach. Psychol. Bull. 103, 11–23.
Bai, H., & Ran, W. (2022). Analysis of the Vulnerability and Resilience of the Tourism Supply Chain under the Uncertain Environment
of COVID-19: Case Study Based on Lijiang. Sustainability, 14(5), 2571. https://doi.org/10.3390/su14052571
Bagozzi, R.P., Yi, Y., & Singh, S. (1991). On the use of structural equation models in experimental designs: Two extensions.
International Journal of Research in Marketing, 8(2), 125-140.
Bakar, N.A., & Rosbi, S. (2020). Effect of Coronavirus disease (COVID-19) to tourism industry. International Journal of Advanced
Engineering Research and Science, 7(4), 189–193. https://doi.org/10.22161/ijaers.74.23
813

Md. Ziaul HAQUE, Md. Shariful ISLAM, Suraiea Akter LUCKY
Bhuiyan, M.B., Islam, M.A., Haque, M.Z., & Hassan, M.K. (2021). Dynamics and Causality among Economic Growth, Financial
Development and Budgetary Allocation to the Tourism Sector Of Bangladesh. GeoJournal of Tourism and Geosites, 35(2), 419–427.
https://doi.org/10.30892/gtg.35221-668
Bhuiyan, M.B., Islam, M.A., Haque, M.Z., & Biswas, C. (2020). Moderating effect of Technology Readiness on Adoption of Geotagging
Technology among Social Networking Sites (Snss) Users for Smart Tourism. GeoJournal of Tourism and Geosites, 34(1), 47–55.
https://doi.org/10.30892/gtg.34107-618
Bharati, P., Zhang, C., & Chaudhury, A. (2013). Social Media Assimilation in Firms: Investigating the Roles of Absorptive Capacity and Institutional
Pressures. Management Science an Information Systems Faculty Publication Series.11. http://scholarworks.umb.edu/ msis_faculty_pubs/11
Barratt, M., & Oke, A. (2007). Antecedents of supply chain visibility in retail supply chains: A resource-based theory perspective.
Journal of Operations Management 25(6), 1217–1233.
Boccaletti, S., Ditto, W., Mindlin, G., & Atangana, A. (2020). Modeling and forecasting of epidemic spreading: The case of Covid-19
and beyond. Chaos, Solitons & Fractals, 135, 109794. https ://doi.org/10.1016/j.chaos .2020.10979 4
Bunker, M.P., Rajendran, K.N., & Corbin, S.B. (2013). The antecedents of satisfaction for facebook "likers" and their effect on word-ofmouth. Marketing Management Journal, 23(2), 21-34.
Business Insider. (2020). UK airline Fly be declares bankruptcy as coronavirus dooms the already struggling carrier. Retrieved from
https://www.businessinsider.de/international/uk-airline-flybe-declaresbankruptcy-flights-grounded-2022-3/?r=US&IR=T [Google Scholar]
Carmichael, F., Palacios-Marques, D., & Gil-Pechuan, I. (2011). How to create information management capabilities through Web 2.0.
The Service Industries Journal, 31(10), 1613-1625.
Cheng, C.C.J., & Krumwiede, D. (2018). Enhancing the performance of supplier involvement in new product development: the enabling roles of
social media and firm capabilities. Supply Chain Management: An International Journal, 23, 171–187. https://doi.org/10.1108/SCM-07-2017-0230
Chen, B., & Marcus, J. (2012). Students' self-presentation on Facebook: An examination of personality and self-construal factors.
Computers in Human Behavior, 28(6), 2091-2099. http://dx.doi.org/10.1016/j.chb.2012.06.013
Chin, W.W. (1998). The partial least squares approach for structural equation modeling. Mahwah, NJ: Lawrence Erlbaum.
Choi, T.Y., Rogers, D., & Vakil, B. (2020). Coronavirus is a wake-up call for supply chain management. Retrieved March 30, 2022,
from https ://hbr.org/2020/03/coron aviru s-is-a-wake-up-call-for-suppl y-chain -manag ement
Cocosila, M., & Igonor, A. (2015). How important is the “social” in social networking? A perceived value empirical investigation.
Information Technology & People, 28(2), 366-382. https://doi.org/10.1108/ITP-03-2014-0055
Cohen, J. (1988). Statistical power analysis for the behavioral sciences. Mahwah, NJ: Lawrence Erlbaum.
Davis, F.D., Bagozzi, R.P., & Warshaw, P.R. (1989). User acceptance of computer technology: A comparison of two theoretical models.
Journal of Management Science. 35(8), 982–1003. https://doi.org/10.1287/mnsc.35.8.982
DeLone, W.H., & McLean, E.R., (2004). Measuring e-Commerce Success: Applying the DeLone &McLean Information Systems
Success Model. International Journal of Electronic Commerce ,9, 31–47.
DeLone, W.H., & McLean, E.R., (1992). Information Systems Success: The Quest for the Dependent Variable. Information Systems
Research 3, 60–95. https://doi.org/10.1287/isre.3.1.60
DiMaggio, P., & Powell, W.W. (1983). The Iron Cage Revisited: Institutional Isomorphism and Collective Rationality in Organizational
Fields. American Sociological Review, 8(2), 147-160.
Eze, U.C., Goh, M.H., Ling, H.Y., & Lee, C.H. (2011). Intention to use e-government services in Malaysia: Perspective of individual
users. In: Informatics engineering and information science. Berlin Heidelberg: Springer, 512–26.
Ferrer, E., Bousoño, C., Jorge, J., Lora, L., Miranda, E., & Natalizio, N. (2013). Enriching social capital and improving organizational
performance in the age of social networking, International Journal of Information, Business and Management, 5 (2), 95-109.
Fornell, C., & Larcker, D.F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal
of Marketing Research,18(1), 39–50. https://doi.org/10.1177/002224378101800104
Gan, C. (2017). Understanding WeChat users' liking behavior: An empirical study in China. Computers in Human Behavior. 68, 30-39.
Gao, L., & Bai, X. (2014). An empirical study on continuance intention of mobile social networking services: Integrating the IS success
model, network externalities and flow theory. Asia Pacific Journal of Marketing and Logistics, 26(2), 168–189.
https://doi.org/10.1108/APJML-07-2013-0086
Gold, A.H., Malhotra, A., & Segars, A.H. (2001). Knowledge management: an organizational capabilities perspective. Journal of
Management Information Systems, 18(1), 185–214.
Götz, O., Liehr-Gobbers, K., & Krafft, M. (2010). Evaluation of structural equation models using the partial least squares (PLS)
approach, in: Handbook of Partial LeastSquares, Springer, Berlin Heidelberg, 691–711.
Gonzalez, A. (2015). The Social Side of Supply Chain Management, Accessed on 2/04/2022. https://www.supplychain247.com/article
/the_social_side_of_supply_chain_management_all_pages.
Han, S., Min, J., & Lee, H. (2015). Antecedents of social presence and gratification of social connection needs in SNS: A study of
Twitter users and their mobile and non-mobile usage. International Journal of Information Management, 35(4), 459-471.
http://dx.doi.org/10.1016/j.ijinfomgt.2015.04.004
Hair, Jr., J.F., Anderson, R.E., Tatham, R.L., & William, C. (1995). Multivariate data analysis with readings. New Jersy: Prentice Hal.l
Hair, Jr., J.F., Hult, G.T.M., Ringle, C., & Sarstedt, M. (2013). A Primer on Partial LeastSquares Structural Equation Modeling (PLSSEM), SAGE Publications, Incorporated.
Haque, M.Z, Qian, A., Islam, M.S., & Lucky, S.A. (2020). Hedonic vs. Utilitarian Value: Influencing on Social Networking Sites (SNSs)
Adoption of Institutional Investors, Int. J. Business Information Systems, In press, https://doi.org/10.1504/IJBIS.2020.10035974
Haque, M.Z., Qian, A., Amin, M., & Islam, T. (2020). An Empirical Study on Geotagging Technology Adoption among the Social
Networking Sites (SNSs) Users: the moderating effect of geotagg’s use frequency, Journal of Information and Knowledge
Management, 19 (3), 2050018, 33. https://doi.org/10.1142/S0219649220500185
Haque, M.Z., & Khan, R.H. (2020). Adoption of Geotagging Technology for Tourism Experience: A Study on Social Networking Sites’
Users. Journal of Business Administration, 41 (1), 53-73.
Haque, M.Z., Qian, A., & Akther, T. (2019). Investigating the Impact of Environmental and Organizational Factors on the Adoption of
Social Networking Sites (SNSs), Journal of Business, 4(1), 17-28. http://dx.doi.org/10.18533/job.v4i1.118
Hamid, R., Hashim, N.H.M., Shukur, S.A.M., & Marmaya, N.H. (2021). The Impact of Covid-19 on Malaysia Tourism Industry Supply Chain.
International Journal of Academic Research in Business and Social Scie nces, 11(16), 27-41. https://doi.org/10.6007/IJARBSS/v11-i16/11213
814

Espousal of Online Social Networks (OSNs) in Tourism Supply Chain Network (TSCN) During COVID-19
Henseler, J., Ringle, C.M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based structural
equation modeling. Journal of the Academy of Marketing Science, 43(1), 115–135. https://doi.org/10.1007/s11747-014-0403-8
Henseler, J., Hubona, G., & Ray, P.A. (2016). Using PLS path modeling in new technology research: updated guidelines. Industrial
Management and Data Systems, 116 (1), 2-20.
Henseler, J., Ringle, C.M., & Sinkovics, R.R. (2009). The Use of Partial Least Squares Path Modeling in International Marketing,
Advances in International Marketing, 20, 277-320.
Höck, M., & Ringle, C. (2006). Strategic networks in the software industry: An empirical analysis of the value continuum. IFSAM VIIIth
World Congress, Berlin 2006. Retrieved 2/22/2020 from http://www.ibl-unihh.de/IFSAM06.pdf.
Hofmann, E. (2017). Big data and supply chain decisions: the impact of volume, variety and velocity properties on the bullwhip effect.
International Journal of Production Research, 55(17), 5108-5126. doi: 10.1080/00207543.2015.1061222
Hong, J.C., Lin, P.H., & Hsieh, P.C. (2017). The effect of consumer innovativeness on perceived value and continuance intention to use
smartwatch. Computers in Human Behavior, 67, 264-272. https://doi.org/10.1016/j.chb.2016.11.001.
Hsu, C., Lin, Y.T., & Wang, T. (2014). A legitimacy challenge of a cross-cultural interorganizational information system. European
Journal of Information Systems, 1-17.
Hu, L.T., & Bentler, P.M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: conventional criteria versus new
alternatives. Struct. Equ. Model.: Multidiscip. J., 6, 1–55.
Hwang, Y.M., & Rho, J.J., (2016). Strategic value of RFID for inter-firm supply chain networks: An empirical study from a resource and
social capital perspective. Information Development, 32,509–526. https://doi.org/10.1177/0266666914556910
Intojunyomg, S., Kaewkitipong, L., & Ractham, P. (2016). Thailand’s tourism industry: Demystifying the supply chain. Accessed 01
February 2022. https://cmp.smu.edu.sg/amb/article
Ivanov, D. (2020). Predicting the impacts of epidemic outbreaks on global supply chains: A simulationbased analysis on the coronavirus
outbreak. Transportation Research Part E, 136(March), 101922. https ://doi.org/10.1016/j.tre.2020.10192 2
Jha, G. (2017). 6 Sampling Techniques: How to Choose a Representative Subset of the Population. Accessed on 16/05/2019.
https://blog.socialcops.com/academy/resources/6-sampling-techniques-choose-representative-subset/
Jones, P., & Comfort, D. (2020). The COVID-19 Crisis, Tourism and Sustainable Development. Athens Journal of Tourism, 7(2), 75–86.
https://doi.org/10.30958/ajt.7-2-1
Kaplan, D, Krishnan, R., Padman, R., & Peters, J. (1998). Assessing data quality in accounting information systems, Communications of
the ACM 41 (2), 72–78.
Kaplan, A.M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social media. Business Horizons,
53(1), 5968.
Katz, E., Blumler, J.G., & Gurevitch, M. (1974). Utilization of mass communication by the individual. In J. G. Blumler, & E. Katz (Eds.),
The uses of mass communications: Current perspectives on gratifications research, 19e32. Thousand Oaks, London, New Delhi:
SAGE Publications.
Kim, K.S., Sin, S.C.J., & Yoo-Lee, E.Y. (2014). Undergraduates' use of social media as information sources. College & Research
Libraries, 75(4), 442-457.
Kim, H.W., Chan, H.C., & Gupta, S. (2007). Value-based Adoption of Mobile Internet: An empirical investigation. Decision Support
Systems, 43, 111–126. https://doi.org/10.1016/j.dss.2005.05.009
King, W.R., & Epstein, B. (1983). Assessing information system value, Decision Sciences. 14 (1), 34–45.
Khan, D., & Yasmine K.L. (2020). The Economic Impact of COVID-19 on Developing Countries. http://www.ipsnews.net/2020/04/theeconomic-impact-ofcovid- 19-on-developing-countries
Kline, R.B. (2011). Principles and practice of structural equation modeling (3rd ed.). Guilford.
Ku, Y.C., Chu, T.H., & Tseng, C.H. (2013). Gratifications for using CMC technologies: A comparison among SNS, IM, and e-mail.
Computers in Human Behavior, 29(1), 226-234. http://dx.doi.org/10.1016/j.chb.2012.08.009
Kuppelwieser, V.G., Putinas, A.C., & Bastounis, M. (2019). Toward application and testing of measurement scales and an example.
Sociological Methods and Research, 48(2), 326-349. https://doi.org/10.1177/ 0049124117701486
Lee-Won, R.J., Shim, M., Joo, Y.K., & Park, S.G. (2014). Who puts the best “face” forward on Facebook?: Positive self-presentation in
online social networking and the role of self-consciousness, actual-to-total Friends ratio, and culture. Computers in Human Behavior,
39, 413-423. http://dx.doi.org/10.1016/ bj.chb.2014.08.007
Liang, Saraf, H., & Xue. (2007). Assimilation of Enterprise Systems: The Effect of Institutional Pressures and the Mediating Role of Top
Management. MIS Quarterly, 31(1), 59. https://doi.org/10.2307/25148781
Li, S., & Lin, B. (2006). Accessing information sharing and information quality in supply chain management. Decision Support Systems,
42(3), 1641–1656.
Lin, J.C.C., & Lu, H. (2000). Towards an understanding of the behavioural intention to use a web site. International Journal of
Information Management, 20,197–208.
Lin, Q., Zhao, S., Gao, D., Lou, Y., Yang, S., & Musa, S.S. (2020). A conceptual model for the coronavirus disease 2019 (COVID-19)
outbreak in Wuhan, China with individual reaction and governmental action. International Journal of Infectious Diseases, 93, 211–
216. https ://doi.org/10.1016/j. ijid.2020.02.058
Liu, I.L.B., Cheung, C.M.K., & Lee, M.K.O. (2010). Understanding Twitter usage: what drive people continue to tweet”, PACIS 2010
Proceedings Paper No. 92, accessed November 15, 2021. http://aisel. aisnet.org/pacis2010/92
Mazareanu, E. (2020). Coronavirus: impact on the transportation and logistics industry worldwide. Statista. accessed September 25, 2021.
https ://www.statista.com/topics /6350/ coronavirus- impact-on-the-transportation-and-logistics-industry-worldwide/
Molla, A., & Heeks, R. (2007). Exploring e-commerce benefits for businesses in a developing country, The Information Society, 23(2), 95-108.
Ndubisi, O.N. & Sinti, Q. (2006) Consumer attitudes, system’s characteristics and internet banking adoption in Malaysia’, Management
Research News, 29(1–2), 16–27.
Nicola, M., Alsafi, Z., Sohrabi, C., Kerwan, A., Al-Jabir, A., Iosifidis, C., Agha, M., & Agha, R. (2020). The socio-economic implications of the
coronavirus pandemic (COVID-19): A review. International Journal of Surgery, 78 (2020), 185–193. https://doi.org/10.1016/j.ijsu.2020.04.018
Oliveira, T., Faria, M., Thomas, M.A., & Popovič, A. (2014). Extending the understanding of mobile banking adoption: When UTAUT meets
TTF and ITM. International Journal of Information Management, 34, 689–703. https://doi.org/10.1016/j.ijinfomgt.2014.06.004

815

Md. Ziaul HAQUE, Md. Shariful ISLAM, Suraiea Akter LUCKY
Parveen, F., Ismawati, N., & Ainin, J.S. (2016). Social media's impact on organizational performance and entrepreneurial orientation in
organizations, Management Decision, 54(9). http://dx.doi.org/10.1108/MD-08-2015-0336
Paul, S.K., & Chowdhury, P. (2021). A production recovery plan in manufacturing supply chains for a high-demand item during COVID-19.
International Journal of Physical Distribution & Logistics Management, 51(2), 104–125. https://doi.org/10.1108/IJPDLM-04-2020-0127
Queiroz, M.M., Ivanov, D., Dolgui, A., & Fosso Wamba, S. (2020). Impacts of epidemic outbreaks on supply chains: Mapping a
research agenda amid the COVID-19 pandemic through a structured literature review. Annals of Operations Research.
https://doi.org/10.1007/s10479-020-03685-7
Rai, A., & Al-Hindi, H. (2000). The effects of development process modeling and task uncertainty on development quality performance,
Information and Management, 37 (6), 335–346.
Raman, A., & Bharadwaj, S.S. (2017). Dynamic service capabilities enabling agile services. Journal of Enterprise Information
Management, 30(1), 166-187.
Ramanathan, U., Subramanian, N., & Parrott, G. (2017). Role of social media in retail network operations and marketing to enhance customer
satisfaction. International Journal of Operations & Production Management 37, 105–123. https://doi.org/10.1108/IJOPM-03-2015-0153
Razak, N.A. (2020). Health and tourism: Implications of COVID-19 pandemic to the Malaysian travel and hospitality industry.
International Journal of Supply Chain Management, 9(4).
Refaat, S.A., & Arafa, H.F. (2022). Investigating the Effect of Covid-19 Global Travel Restrictions on Tourists’ Travel Behavior, Habits and
Intentions “Applied StudyoOn Saudi Tourists”. GeoJournal of Tourism and Geosites, 40(1), 49–55. https://doi.org/10.30892/gtg.40105-801
Ronda, M., & Derek, M. (2014). Like" a global endorsement: How clicking "Like" influences Facebook users brand recall and future
purchasing intentions. Journal of Management Policy and Practice, 15(4), 51-63.
Scott, W.R. (2008). Institutions and Organizations: Ideas and Interests, Los Angeles, CA: Sage Publications.
Scott, W.R. (2014). Institutions and Organizations: Ideas, Interests and Identities, 4th edition, Sage Pub.
Schlagwein, D., & Hu, M. (2017). How and why Organisations Use Social Media: Five Use Types and their Relation to Absorptive
Capacity. Journal of Information Technology, 32(2), 194–209. https://doi.org/10.1057/jit.2016.7
Setterstrom, A.J., Pearson, J.M., & Orwig, R.A. (2013). Web-enabled wireless technology: an exploratory study of adoption and
continued use intentions. Behaviour & Information Technology, 32(11), 1139–1154. https://doi.org/10.1080/0144929X.2012.708785
Sigala, M., (2014). Customer Involvement in Sustainable Supply Chain Management: A Research Framework and Implications in
Tourism. Cornell Hospitality Quarterly 55, 76–88. https://doi.org/10.1177/1938965513504030
Sinha, R. (2019). Role of Social Media in Supply Chain Management. Accessed on 04/12/2022. https://medium.com/boardinfinity/roleof-social-media-in-supply-chai management-f4ebc92099ea
Singh, A., Shukla, N., & Mishra, N. (2018). Social media data analytics to improve supply chain management in food industries.
Transportation Research Part E: Logistics and Transportation Review 114, 398–415. https://doi.org/10.1016/j.tre.2017.05.008
Stoel, L., Wickliffe, V., & Lee, K.H. (2004). Attribute beliefs and spending as antecedents to shopping value. Journal of Business
Research, 57(10), 1067-1073. http://dx.doi.org/10.1016/S0148-2963(03)00016-X
Song, H. (2011). Tourism Supply Chain Management, 1st Edition, Routledge.
Teo, H.H., Wan, W., Wang, X., & Wei, K.K. (2003). Effects of Absorptive Capacity on Organization Predisposition Towards
Information Systems. In Proceedings of the 24th International Conference on Information Systems, 121-133.
Trainor, K.J., Andzulis, J.M., Rapp, A., & Agnihotri, R. (2013). Social media technology usage and customer relationship performance:
A capabilities-based examination of social CRM. Journal of Business Research, 67(6), 12011208. Retrieved from http://dx.
doi.org/10.1016/j.jbusres.2013.05.002
Tellioglu, S. (2021). The Impact of Covid-19 on Supply Chains of All-Inclusive Hotels. GeoJournal of Tourism and Geosites, 35(2),
464–470. https://doi.org/10.30892/gtg.35226-673
Turel, O., Serenko, A., & Bontis, N. (2007). User acceptance of wireless short messaging services: deconstructing perceived value.
Information & Management, 44 (1), 63–73. https://doi.org/10.1016/j.im.2006.10.005
Turel, O., Serenko, A., & Bontis, N. (2010). User acceptance of hedonic digital artifacts: a theory of consumption values perspective.
Information & Management, 47 (1), 53–5.
Urbach, N., & Müller, B. (2012). The updated DeLone and McLean model of information systems success. In Information Systems
Theory: Explaining and Predicting, 1-18, Springer, Germany..
Veeramootoo, N., Nunkoo, R., & Dwivedi, Y.K. (2018). What determines success of an e-government service? Validation of an integrative
model of e-filing continuance usage. Government Information Quarterly, 35, 161–174. https://doi.org/10.1016/j.giq.2018.03.004
Williamson, O.E. (1975). Markets and Hierarchies: Analysis and Antitrust Implications, The Free Press, New York, NY.
Xiang, Z., Magnini, V.P., & Fesenmaier, D.R. (2015). Information technology and consumer behavior in travel and tourism: Insights from travel
planning using the internet. Journal of retailing and consumer services, 22, 244-249. https://doi.org/10.1016/j.jretconser.2014.08.005
Xiang, Z. (2018). From digitization to the age of acceleration: On information technology and tourism. Tourism management
perspectives, 25, 147-150. https://doi.org/10.1016/j.tmp.2017.11.023
Yang, M., Shao, Z., Liu, Q., & Liu, C. (2017). Understanding the quality factors that influence the continuance intention of students
toward participation in MOOCs. Educational Technology Research and Development, 65(5), 1195–1214
Yuan, Y., Tseng, Y.H., & Ho, C.I. (2019). Tourism information technology research trends: 1990-2016. Tourism review, 74(1), 5-19.
https://doi.org/10.1108/TR-08-2017-0128
Zikmund, W.G., Babin, B.J., Carr, J.C., & Griffin, M. (2010). Business research methods. 8th ed. South-Western Cangage learning. New Delhi, India.
Zheng, Y., Zhao, K., & Stylianou, A. (2013). The impacts of information quality and system quality on users' continuance intention in informationexchange virtual communities: An empirical investigation. Decision Support Systems, 56, 513–524. http://dx.doi.org/10.1016/j.dss.2012.11.008
Zhou, T. (2013). An empirical examination of continuance intention of mobile payment service. Decision Support Systems, 54, 1085–
1091. https://doi.org/10.1016/j.dss.2012.10.034
Zhu, D.H., & Chang, Y.P. (2014). Understanding motivations for continuance intention of online communities in China: a comparison of active users
of social networking sites and virtual communities. Information Development, 30(2), 172-180. https://doi.org/10.1177/0266666913482597
Article history:

Received: 09.04.2022

Revised: 14.05.2022

816

Accepted: 17.06.2022

Available online: 30.06.2022

