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Abstract: Consulting social networks has become a common practice for tourists when planning their trips. However, there is a
relative scarcity of scientific literature on this topic. The purpose of this study is to test the model of predictors of group
Facebook user-generated content on tourists' purchase intention. To accomplish this, online surveys were conducted, gathering
data from both tourists and individuals planning to travel. The theory of Planned Behavior and Information Acceptance Model
were adapted and empirically examined by using Confirmatory Factor Analysis and Structural Equation Modeling. Results and
findings reveal significant and meaningful relationships between various factors of Facebook user-generated content and tourists'
purchase intention. Additionally, the study offers practical suggestions for hospitality management, administrative teams, and
Facebook businesses to effectively leverage user-generated content for attracting online tourists.
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* * * * * *

INTRODUCTION

Online community has been increasingly receiving the trust of consumers when consulting for information to make
purchasing decisions or to experience hospitality services (Hajli, 2018). The online community allows user accounts to
share their own opinions, experiences, and practical experiences in many forms on the public forum. Once looking to book
a hotel or search for a restaurant, consumers tend to rely on opinions, reviews or information provided by relevant online
communities (Moliner-Velazquez et al., 2022). Besides, after the consequences of the global Covid-19 pandemic,
hospitality agencies tend to prompt tourists to share their reviews on online social media, fostering a secure atmosphere for
specific destinations (Wut et al., 2022). Launched in 2004, Facebook has been still proving its strong attraction to be one of
social networks with the highest number of users in the world with nearly 3 billion monthly users. According Statista
(2023), the number of Facebook users in Vietnam in 2023 is around 66 billion. User figures, shown here regarding the
platform Facebook, have been estimated by taking into account company filings or press material, secondary research, app
downloads and traffic data. Not only stopping at a simple application, Facebook is also ambitious in entering the e-
commerce market, with the launch of a series of new features through each development stage such as Fanpage, Facebook
Group, Marketplace, Facebook Shop and most recently the Metaverse virtual reality platform.

In fact, there are some previous studies have discussed the interdependent relationship between Facebook and factors
related to the hospitality industry (Van, 2017; Ngoc et al., 2019). Although these authors have focused on researching
individual business-owned Facebook Fan pages, they have not extensively explored the nature, function, and distinguishing
features of Facebook Groups - an online community that is considered superior to other Facebook features. Facebook
Groups are online communities designed to connect individuals who share similar interests, goals or issues. However, there
have been limited studies that have systematically examined Facebook Groups in-depth.

On the other hand, according to statistics by June 2021 of NapoleonCat (a tool to measure social network indicators),
the total number of Facebook users in Vietnam is nearly 76 million people, accounting for more than 70% of the national
population, Facebook, therefore, is a leading social network in Vietnam. Consequently, it is necessary to study the
motivation behind the process leading to behavioral intention through User-Generated Content (UGC) on Facebook groups
about tourism. This is the basis for proposing solutions to build, consolidate and develop Facebook communities about
tourism in order to properly meet the needs of searching, evaluating and choosing the right service of customers.
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The purposes of this investigation are: 1) finding factors of UGC in affecting customers’ purchase intention; 2)
identifying key drivers of UGC contributing towards enhancement of customers’ purchase intention in hospitality
sectors; 3) proposing some suggestions for enhancing online community about tourism on the Facebook Group platform
from the perspective of tourists based on the results and findings of this research.

LITERATURE REVIEW

Theoretical background

Information Acceptance Model (IAM): to explain how an individual is affected in the process of receiving/using
ideas or information, Sussman and Siegal (2003) considered UGC in a dual theoretical model dubbed the Information
Acceptance Model. The process of evaluating and accepting knowledge can be conceived as a form of information
influence, whereby individuals affected by information received from others would evaluate the practical usefulness of
the information at varying degrees. The IAM model consists of four variables: argument quality, source credibility,
information usefulness, and information adoption. IAM is highly appreciated by many scholars when applied in UGC
studies (Cheung et al., 2008; Shu and Scott, 2014).

Theory of Planned Behavior (TPB): developed from theory of reasoned action by Fishbein and Ajzen (1975), TPB by
Ajzen (1991) has been widely accepted and used in studies with the aim of predicting the intention to use and specific
behavior of individuals. Hansen et al. (2004) tested both TRA and TPB models, the results showed that the TPB model
explains customer behavior better than the TRA model. Furthermore, in the context of research in Vietnam, several studies
have demonstrated that TPB is more suitable in predicting consumer behavioral intentions. According to TPB, three factors
that affect the intention to perform a behavior are: (1) “Attitude towards behavior” is an individual's positive or negative
assessment of the performance of a behavior. Attitudes often form from an individual's beliefs about the consequences of
engaging in a behavior as well as the results of that behavior. (2) “Subjective norms™ are social pressures on individuals,
leading to behavior. Subjective norms come from the expectations of people around (relatives, colleagues, friends...) for an
individual in complying with certain standards as well as the individual's motivation in complying with the standards to meet
the expectations of those around. (3) “Perceived behavioral control” is an individual's perception of the ease or difficulty of
performing a particular behavior. This depends on the availability of resources and opportunities to perform the behavior

The combination of IAM and TPB: while IAM tents to focus on the characteristics of information, TPB is used to invoke
to explain other factors related to information behavior. Thereupon, combining IAM and TPB models made it more complete
when studied the impact of online word of mouth on the purchase intention of social network users (Chi and Nghiem, 2018).

Through the literature scanning process, the research direction on the Facebook Group online community and their
impact on issues related to service and tourism activities remains quite new. In predicting customers’ intention to use
UGC to plan their future travel program, Julian et al. (2012) proposed and tested variables related to the intention to use
UGC on online communities to plan their travel. The results are also consistent with the extant findings of the TAM
hypothesis (Davis et al., 1989) where perceived usefulness still has a significant impact on behavioral intention.
However, some other research results show that a large proportion of internet users still do not use UGC on online
communities for travel planning (Cox et al., 2009). This shows the need to better understand the impact factors of UGC
leading to the service choice intention of tourists in particular and consumers in general. The feasibility of the research
model has provided a theoretical basis for the author to prove the hypotheses about the impact of perceived usefulness
on the acceptance of information and its influence on the intention to plan travel program.

UGC and factors affecting customer behavior:According to Krumm et al. (2008), UGC “comes from regular people
who voluntarily contribute data, information, or media that then appears before others in a useful or entertaining way,
usually on the Web, for example, restaurant ratings, wikis, and videos’’. In a more understandable sense, UGC is any
form of content (images, video, text, audio) uploaded by users to the online platform through media to share information
about products, services or suppliers. In another research, UGC is material created by online users, posted to the Internet
through highly interactive (non-media) online exchange communities (Presi et al., 2014). With great influence on
consumers, UGC is shared mainly on social networking platforms such as: Facebook, Twitter, YouTube and Instagram.
This concept does not address the commonly shared topic of UGC, the author emphasizes that the main channel of
appearance of User Generated Content type is non-media sharing communities (i.e., many participants can receive
information from many sides, and can contribute, share and discuss on a public forum) is different from media (only one
message transmitter and many recipients, for example: magazines, television broadcasters, pictures, newspapers, etc.).
This concept clearly indicates that one of the popular means of non-media is social networking.

Factors related to information sender (source of information): UGC information sources play an important role in
consumer decision-making activities. The higher the sender's experiential knowledge, the more interesting the
information is to the receiver and the greater the impact on the receiver (Bansal and Voyer, 2000). Moreover, Brown et
al. (2007) found that in the online environment, trust lies closely to the hidden environment but bears some unique
attributes due to the nature of the environment and consumers seem to rate trustworthiness of UGC in relation to the
website, as well as the person providing information. Information posted by consumers is more reliable than information
given by marketers (Dellarocas, 2003). Furthermore, Sen and Lerman (2007) revealed that UGC review messages are
more influential and online consumers are always trying to find the messages which evaluate the product that best suits
their needs because consumers often trust their peers more than advertising or marketing. As a result, consumers
increasingly tend to make decisions based on reviews created by other consumers.

Factors related to message of UGC: Sweeney et al. (2008) suggested that a UGC message that includes cognitive and
affective elements is most effective when it is clear, informative, rich in content, and has strong dispersal power. The quality
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of the information is an important factor that people use to evaluate the information being transmitted. UGC quality directly
affects recipients' attitudes, especially in online communities. If the UGC is perceived as having strong argumentative power,
the recipient will develop a positive attitude towards the information and believe it to be trustworthy. Park et al. (2007)
explained that high-quality message, which includes specific, objective and reasonable information, increases purchase
intention. When consumers search for online reviews, the number of UGCs makes the reviews more visible to users. Reading
as many other people's reviews as possible about a certain brand can reduce consumer anxiety when making a purchasing
decision because consumers assume that more people choosing to buy a product with multiple reviews will help them feel
more secure when choosing products (Thao and Anh, 2020; Cheung et al., 2008). Besides that, properties of UGC should be
taken into consideration. UGC properties can be positive, neutral or negative. Many previous studies have shown that negative
UGC has a much stronger influence than positive UGC. Negative UGC has been reported to spread faster than positive UGC.

UGC about travel on Facebook groups: According to Simms (2012) X and Y Generation are very eager to share travel
experiences on Facebook. In a survey by Gretzel et al. (2007), 82% of users responded that they use Facebook in planning
their trips. Travel service experience cannot be assessed before consumption, so experience sharing is very influential on
tourists' travel consumption behavior (Buhalis, 1998; Litvin et al., 2008), social networks are effective means and reliable
source for consumers. Facebook's public mode allows everyone to receive UGC on the forum, but they also allow users to
share experiences, write reviews, post photos and videos of their travel with many built-in features (such as attaching location,
sharing photos on map, check-in) (Xiang and Gretzel, 2010). UGC about travel on Facebook is trusted by consumers
(Haralabopoulos et al., 2016). Moreover, tourists' trust rate will be higher for UGC if the published reviews provide the right
needs and interests of tourists (Ayeh et al., 2013). The free act of collecting UGC on the social network Facebook will lead to
the community of individuals in the perception and behavior of travel (Kim et al., 2014). On travel Facebook groups, UGC is
primarily related to hospitality service, travel, and users’ real experience. After actually experiencing a service or a certain
travel itinerary, members post various types of articles such as checking-in places, sharing feelings, reporting the journey,
drawing experiences, or giving reviews. UGC not only provides information related to a tourist destination, but also provides
an incentive for visitors, a basis for planning and organizing an entire trip in the future (Nezakati et al., 2015).

Intention to consume travel services: According to Ajzen (1991), behavioral intention is an indication of an individual's
willingness to perform a certain behavior and it motivates an individual to be willing to perform the behavior. Intention is a
measure of the ability to perform a behavior in the future. Behavioral intention is the willingness to perform a certain
behavior and this concept also asserts the direct influence of intention on behavior. Later on, to predict intention to use
online User-Generated Media (CGM) to plan future travel, Julian et al. (2012) proposed and tested variables related to
technology consumers' intention to do something, namely the intention to use user-generated content on online
community to plan their travel. This study shows the important role of perceived usefulness, ease of use, perceived
enjoyment in predicting tourists' attitude and intention to use CGM for planning. Pleasure and ease of use have a greater
impact in the context of using CGM for travel planning. At another aspect, Binder et al. (2017) studied on the influence
of UGC on Facebook on choosing travel destination, they compared two groups of tourism majors and amateurs in
Austria. Research results show that, when searching for information to make travel plans, the thing that people notice
the most on Facebook is images (51.7%), followed by videos (27.7%). The authors concluded that UGC on Facebook
influences the decision to choose a traveling destination. However, they also affirmed that tourism motivation and new
information sources definitely determine the intention to consume travel services of tourists.

Hypotheses development: In this study, if only the original IAM model is applied, the factors affecting the acceptance
of information are limited only by the characteristics of the information. However, the users’ intentions and behavior
towards the adoption of the information also need to be carefully considered. Therefore, the Theory of Intended Behavior -
TPB model should also be invoked to explain other factors related to behavioral intention. Combine 4 variables: Argument
quality, Source credibility, Information usefulness, and Information adoption (from IAM) and 3 variables: Attitude towards
behavior, Subjective norms, and Perceived behavioral control (from TPB) to help this study objectively determine in a
general way the influence of UGC on the tourists’ intention to choose services on the online community platform Facebook
Group. Moreover, based on the success of the research conducted by Chi and Nghiem (2018) when they combine 1AM and
TPB to a wider conceptual model on the study of the influence of electronic word of mouth on the purchase intention of
social network users, that create a stronger basis for us to apply the similar combination in this research. With the review of
above literature and significant conceptual frameworks above, it is concluded that this research should examine relationship
between Group Facebook UGC and tourists’ purchase intention with the following factors: Argument quality of UGC,
Source credibility of UGC, Information usefulness of UGC, Information adoption UGC, Attitude towards using UGC,
Subjective norms towards using UGC, Perceived behavioral control towards UGC, and Tourists’ purchase intention

Argument quality of UGC: previous studies have shown that the quality of online reviews has a positive impact on
consumers' purchase intention (Park et al., 2007). According to Petty and Cacioppo (1986), the quality of information is
considered to be the degree of persuasion of that information. When an individual is able and motivated to make a thorough
assessment of the content of information, the arguments and data conveyed in the information content would have the effect of
convincing the recipient of the information to believe in the information posted. Therefore, this study hypothesizes that:

H1: Argument quality of UGC positively affects Information usefulness of UGC

Source credibility of UGC: according to Wathen and Burkell (2002), UGC reliability is a prerequisite in the process of
persuading an individual. If consumers think that reviews posted by an individual are highly trustworthy, they would
perceive reviews to be more useful than reviews posted by one with lower trust. Therefore, this study hypothesizes that:

H2: Source credibility of UGC positively affects Information usefulness of UGC

Attitude towards using UGC: attitudes towards the use of UGC are formed from an individual's beliefs about his or her
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experience participating in receiving UGC from the online community such as the positive effects this content has,
responding to user needs. If travel consumers have a positive attitude towards UGC, they would perceive the usefulness of
the reviewers higher than those with a negative attitude (Hansen et al., 2004). Hence, this study hypothesizes that:

H3: Attitude towards using UGC positively affects information usefulness of UGC

Subjective norms towards using UGC: Subjective norms are social pressures on individuals that lead to behavior.
Subjective norms come from the expectations of people around (relatives, colleagues, friends...) for an individual in
complying with certain standards as well as the individual's motivation in complying with these standards to meet the
expectations of those around. When people around want social media users to use UGC about travel on the online
community to plan a trip, then the opinions of surrounding people positively influence the information usefulness of UGC
(Ajzen, 1991). Accordingly, this study hypothesizes that:

H4: Subjective norms towards using UGC positively affects information usefulness of UGC

Perceived behavioral control towards UGC: This refers to an individual's perception of how easy or difficult it is to
perform a behavior (Ajzen, 1991). It comes from the confidence of the individual who intends to perform the behavior and
the ease and favorable conditions for performing behavior. The ability that individual recipients of information find it easy
and convenient to approach UGC when needed would help users feel the usefulness of UGC (Ajzen, 1991; Jun, H., 2008).
Therefrom, this study hypothesizes that:

H5: Perceived behavioral control towards UGC positively affects information usefulness of UGC

According to Ajzen's TPB (Ajzen, 1991), behavioral intention is directly influenced by "attitude”, "subjective norm"
and "perceived behavioral control”. In the context of thriving online communities, consumers' attitudes towards UGC
adoption have been shown to have a positive influence on their purchase intention (Yoh et al., 2003). In addition, Lin
(2007) concluded that subjective norms reflect consumers' perceptions of the influence of reference groups on trust in using
UGC; Moreover, with a Southeast Asian country that upholds the community culture, the phenomenon of an individual's
behavioral intentions being influenced by surrounding people is possible. Also, for UGC on the Facebook Group
community, perceived behavioral control describes consumers' perceptions of the availability of necessary resources,
knowledge, and opportunities in order to get ready to choose products and services that suit their needs. Hence, perceived
behavioral control has been shown to have a positive impact on consumers' online purchase intention (Lin, 2007).
Accordingly, this study hypothesizes that:

H6: Attitude towards using UGC positively affects tourists’ purchase intention.

H7: Subjective norms towards using UGC positively affects tourists’ purchase intention.

H8: Perceived behavioral control towards UGC positively affects tourists” purchase intention.

Information usefulness of UGC: Information usefulness refers to an individual's judgment that the use of UGC
information contributes to an effective decision (Cheung et al., 2008). Other researchers argued that information usefulness
can be seen as a major component in predicting information acceptability and even purchase intention (Sussman and Siegal,
2003) as people tend to incorporate information which they consider to be useful. Especially in the social network
environment, customers will be faced with a large amount of electronic word of mouth information (Chu and Kim, 2011),
so their ability to accept and apply when they find something useful is high. Subsequently, this study hypothesizes that:

H9: Information usefulness of UGC positively affects information adoption UGC

Information adoption UGC: Social media users, whether knowingly or unknowingly, leave a large amount of
information on the internet, and many previous studies have also shown that UGC has significant influence on consumers'
purchase intention (See-To and Ho, 2014). If consumers perceive a review/comment to be reliable and helpful, they would
accept the information and to be more confidence to use UGC before making a purchase decision (Sussman and Siegal,
2003; Cheung et al., 2008). Therefore, this study hypothesizes that:

H10: Information adoption UGC positively affects tourists’ purchase intention.

RESEARCH MODEL
Based on the literature and hypotheses adaptation, the conceptual model for this research is presented as Figure 1.
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Figurel. The adapted conceptual model
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RESEARCH METHODOLOGY Table 1: Summary of the variables
Questionnaire Design and Data Collection Given names | Number ofitems | Cronbach’s Alpha
This study is conducted following the quantitative approach with AQ 3* 877
the aim of analyzing numerical data to explore the effects of Group sC 4 .886
Facebook UGC on tourists’ purchase intention. Target population of AT 4i 888
this research is Facebook users who are interested in Facebook ig g* 'ggg
groups about tourism. They were random Facebook users who M o '890
interacted (viewed, posted, commented, shared, dropped emoticons, D 3* 978
etc. on the three big Facebook groups about tourism: Ghien Dalat, Pl 3* 878
Review Tat Tan Tat, and Ranh Dalat. Survey was by using online  [*jtems that have corrected item-total correlation > 0.3
questionnaires (Google Form) with 17 independent variables, 5
mediator variables, and 3 dependent variables. According to Trong Table 2. Rotated component matrix
and Ngoc (2008), the sample size for quantitative research to study Component
relationship should be at least 5 times of variables. Using their 1]2[|3]4]5]6]7]38
method, a sample of minimum 5x25=125 participants is sufficient. ATO3 |.907
Due to large population estimation, the researcher decided to survey ATOL | 858
. S ATO04 |.840
20% bigger than the minimum number of needed respondents to AT02 | 825
cover the significance of statistical analyses. Therefore, nearly 160 SCO1L 892
direct structured questionnaires are delivered to targeted respondents SC02 856
as mentioned above. After eliminating numbers of questionnaires SC03 856
which was uncompleted or not satisfied conditions of the research, SC04 811
153 fully done samples were accepted for the study. ID02 .949
Questionnaire design: the “questionnaire was designed through 1003 925
the following stages: the first step in the design of the questionnaire ID01 .908
is to establish the attributes that are relevant to the variables; next, [-AQ03 939
ask for the opinions of experts who have the deep expertise and ﬁQgi 'g%
experience to establish the trial questionnaire and to explore the P?OZ ' 931
issues around the research topic; then, edit the questionnaire and P103 864
conducted the trial survey with the sample size of 15 respondents P01 840
via direct interviews; last, finalize the questionnaire. The PB0O2 873
questionnaire was translated into Vietnamese before delivering. PB03 864
The questionnaire includes two sections: section 1 is aimed to PBO1 799
collect demographic information and section 2 is designed to SN02 .845
include factors of independent variables, mediator variables, and SNO1 -840
dependent variable. The structured questionnaire design is based on | SNO3 830
measured variables derived from the literature reviews for all 8 :Bgi -gég
Information usefuness. of UGG, Information adopiion’ UGC, | 2recion MetFd: Pincial Comprert Anafyors
- . o ! Rotation Method: Varimax with Kaiser Normalization.
Attitude towards using UGC, Subjective norms towards using a. Rotation converged in 6 iterations.
UGC, Perceived behavioral control towards UGC, and Tourists’ KMO index = .807 and Sig. of Bartlett’s test = .000

purchase intention. Most of the questions are set as statements with
five-point Likert scale which was equivalent” to “1 = strongly disagree”, “2 = disagree”, “3 = neutral”, “4 = agree”, and 5
= strongly agree”. Coding and analyzing: data collected from the population were analyzed by SPSS version 22.0.0.0 and
AMOS version 20 to generate the descriptive and inferential statistics. For the purpose of running statistical software, the
variables Argument quality of UGC, Source credibility of UGC, Attitude towards using UGC, Subjective norms towards using
UGC, Perceived behavioral control towards UGC, Information usefulness of UGC, Information adoption UGC, and Tourists’
purchase intention are coded as followings: AQ, SC, AT, SN, PB, IU, ID, and PI, respectively.

Reliability and Factor Analysis

As demonstrated in Table 1, all factors have Cronbach’s Alpha indexes in the interval [0.75; 0.95], meaning that these
factors experience relative high reliable measurement (Trong and Ngoc, 2008). In addition, the KMO equals to 0.739 > 0.5
proved that factor analysis is appropriate with the data (Kaiser, 1974). As the Sig. of Balett’s test equaled to 0.0, so the null
hypothesis that the observation items are not correlated within the factor is rejected. On the other word, this claimed that
the data used into analysis were totally suitable, the test was statistically significant. All items (observation variables) in
those factors have corrected item-total correlation higher than 0.3 meaning that those factors have high internal
consistency”. Thus, all of the observation variables can be then used for exploratory factor analysis (EFA).

Output from EFA analysis was presented on Table 2. Principal component analysis and varimax with Kaiser
normalization were applied to verify the scale value and determine the Pattern Matrix. According to Nunnally (1978), the
KMO index = 0.807 (> .5) and Bartlett’s test = 0.00, hence the EFA analysis was consistent with the collected data. No
item (factor) was loaded lower than 0.5. This totally meet conditions of convergent validity and discriminant validity.
Eventually, eight factors were extracted out of eight input factors and still remained the similar order. For this reason, these
eight new extracted factors were then remained based on meaning of observations items (observation questions in
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questionnaires). They were then grouped into factors and recodes as followings, respectively: Argument quality of UGC
(AQO3, AQ02, AQO1) — AQ; Source credibility of UGC (SC01, SC02, SC03, SC04) — SC; Attitude towards using UGC
(ATO03, ATO1, AT04, AT02) - AT, Subjective norms towards using UGC (SN02; SNO1; SNO3) — SN; Perceived behavioral
control towards UGC (PB02, PB03, PB01) — PB; Information usefulness of UGC (1U02; 1U01) — IU; Information adoption
UGC (ID02, 1D03, ID01) — ID; and Tourists’ purchase intention (P102, PI103, PIO1) - PI.

RESEARCH FINDINGS AND DISCUSSIONS Table 3. Output of CFA
Confirmatory Factor Analysis (CFA) Relationship Regression coefficients
CFA is a factor analysis technique. CFA analysis aims to confirm ATO3 |[1] AT 845
whether a scale is accurate and satisfactory. CFA test is used to prove the fit ATOL || AT 825
of the model; at the same time, when the observing variables were included ATO04 | (1] AT 193
in the CFA analysis, it is also assumed that the observing variables had | AT02 | [ | AT 7199
belonged to which factor in the EFA analysis. The function of the CFA at this SC01 0} SC 932
time is to assess whether the observing variables within that scale are SC02 |11 SC 846
appropriate and meet the standards. The results of the CFA analysis (Figure 2) :ggi : : gg 'gég
show that the Chi-square/df = 1.439 (< 3), GFI =0.855 (> 0.8), TLI = 0.944 (> D02 1T 1D '924
0.9), CFI = 0.954 (> 0.95) and RMSEA = 0.054 (< 0.08); therefore, it can be 003 1 1o 920
said that the model fits the research data. At the same time, the normalized Dol |1 1D :860
weights are all greater than 0.5 (Table 3). It is statistically significant that the AQ03 || AQ 894
items achieve convergent values. As for, with the results of CFA analysis, the AQ02 | 1| AQ 783
main factors are included in the analysis, which are: AQ, SC, AT, SN, PB, 1U, AQOL || AQ 844
ID, and PI. PIO2 || PI 874
. . . PIO3 || PI .818
Test hypotheses by Structural Equation Modeling (SEM) analysis PloL 11 PI 832
SEM is a statistical analysis technique developed to analyze PBO2 | 1| PB 751
multidimensional relationships between multiple variables in a model PBO3 |11 PB 866
(Haenlein and Kaplan, 2004). Multiple relationships between variables can PBOL | /| PB 735
be represented in a variety of simple and multiple regression equations. SNO2 |1/ SN 802
Thus, the authors perform SEM analysis to study the influence of SNOL | /| SN 787
independent factors on the factors Information usefulness of UGC and SNO3 [11] SN 691
Tourists’ purchase intention, and the influence of factor Information o2 || IV .899
usefulness of UGC on the factor Information adoption UGC, and then, the luol || IV 892

influence of factor Information adoption UGC on factor Tourists’ purchase

intention. The authors transformed the model had been obtained from the

results of CFA to the SEM. Inheriting from the results of CFA, it can be easily seen the results of the SEM linear
structure model are consistent with the research data. That is illustrated through indicators such as: Chi-square value/df
= 1.515 (<3), GFI = 0.846 (>0.8), TLI = 0.935 (>0.9), CFI = 0.944 (>0.9) and RMSEA = 0.058 (<0.08). The results
show that the model has a good fit index, meeting the criteria according to statistical regulations (Figure 3).

oy i = ~df=! ‘P= Chi- =386.217;df=255;P=.000
®), 5 Chizsquare 35?;':?.:"’:3,2:,2}:1:223 - =1 - ireqaare Chi-square/df=1.515
@ : q LoGos s : GFI=.846;TLI=.935;CFI=.944
8 @, e s b > TR
@

87
© [Scoth - e
©@ - Dl 2@ 2 @ 5
@ 6 Sch2 -‘9- 20 50 74 24 &8 88 es §y .78
© 7 scloz = o= SC o1 | [1Uoz [Cooi][ooz][woz] [eior ]l ‘]03 [ pioz]
@ &5 @) sScha 21 £000 sm2| o3 231| .8

{ 1D02 } 2 . ’ o

g { 1002 32 - 5 & o = Pl

20 23
€2 {AQ03 } 89 :‘é e iy >
@ [AQ02 J= — & ATO
€3 (S: To4 A% o; .

78 e4) ATRQ2 48
€3 {Picz} & : 8 20
@ [Fio e e
ﬁ m 2 NO2

55 Syo1 e - SN
€3 5 X
@3 -
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64 1 FBO2 }m R A B i
& [Snoz) 0 & {Feos s FB Figure 3. Structural Equation Modeling
& T E Eor
2 [5503]
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UGC with weights of regression coefficient are 0.223, 0.247, 0.202, and 0.246, respectively, with P-value <0.05. This
means that hypotheses H3, H5, H2, and H1 are accepted. However, there is not enough statistical evidence to show the
relationship between Subjective norms towards using UGC and Information usefulness of UGC due to P-value = 0.787 (>
0.05), hypothesis H4 therefore is rejected. It is also affirms that Attitude towards using UGC, Perceived behavioral control
towards UGC with weights of regression coefficient are 0.225 and 0.228 (P-value <0.05). Nevertheless, once again, there is
no relationship between factor Subjective norms towards using UGC and Tourists’ purchase intention with P-value = 0.441
(> 0.05), meaning that the hypotheses H6 and H8 are accepted, and hypothesis H7 is rejected. Consequently, in short, factor

Table 4. Synthesized output of SEM

. . Unstandardized . Standardized Rounded
Relationship - L P-value |Hypothesis| Result - . ) .-
regression coefficients regression coefficient | regression coefficient

U <--- AT .223 .030 H3 Accept 196 .20
U <--- SN .031 .787 H4 Reject

U <--- PB 247 .004 H5 Accept .269 .27
U <--- SC .202 .021 H2 Accept .206 21
U <--- AQ 246 .013 H1 Accept 218 .22
ID <--- U .268 .001 H9 Accept .282 .28
Pl <--- AT .225 .018 H6 Accept 232 .23
PI <--- SN .082 441 H7 Reject

Pl <--- PB .228 .002 H8 Accept 293 .29
Pl <--- ID 179 .012 H10 Accept 201 .20

Subijective norms towards using UGC must be removed from the proposed model.

Similarly, Table 4 also shows that Information usefulness of UGC has a direct and positive impact on Information
adoption UGC, then, Information adoption UGC has a direct and positive impact on Tourists’ purchase intention. Thus
hypotheses H9, H10 are accepted. Following is the confirmation of conceptual model and degree of influence (Figure 4):

Argument quality
of UGC

Tourists’
purchase
intention

Information
adoption
UuGcC

Information
usefulness of
uGcC

+0.20

Source credibility
of UGC

Attitude towards
using UGC

Perceived behavioral
control towards UGC

Figure 4. The confirmed conceptual model

DISCUSSIONS AND RECOMMENDATIONS

Discussions

In this study, the proposed model is a combination of IAM (Sussman and Siegal, 2003) and the TPB model (Ajzen, 1991).
The IAM explains the characteristics of the UGC, while the related components of the TPB represent consumers’/tourists’
behavior towards the UGC. Thus, influencing factors are determined with good theoretical and systematic characters. This helps
to build a more basic empirical model. The results of the thesis have illustrated facts related to influences of UGC to tourists’
purchase intention. While the elements of UGC have an indirect positive influence on tourists’ purchase intention through 2
factors Argument quality of UGC, Source credibility of UGC, behavioral factors of UGC directly and indirectly affect tourists’
purchase intention through 2 factors Attitude towards using UGC and Perceived behavioral control towards UGC.

Implications

Argument quality of UGC indirectly affects Tourists’ purchase intention and directly affect Information usefulness of
UGC. This proves that UGC on Facebook groups about travel provides intending tourists many useful information, then
this helps them satisfy their needs and intentions for their future trips. Thus, in order to improve quality of UGC, Facebook
group admins should not only encourage members to post purely written reviews, images, and videos to the Facebook
group but also enhance the use of Facebook Group tools such as creating sub-groups, creating chat groups right in the
group (Chats), hosting a Q&A/ Poll, livestream, etc. Besides, in order to get quality "reviews", administrators should have
high quality reviewers like Tikokers, travel experts, or travel bloggers, etc. posting on their Facebook group.

Source credibility of UGC indirectly affects Tourists’ purchase intention and directly affect Information usefulness of
UGC. Accordingly, the thing tourists consider important besides the quality of information is the reliability of the UGC.
Therefore, to enhance the credibility of UGC on travel Facebook groups, the admin team can review and collaborate with
frequent travelers, encourages them to objectively self-assess their experiences on Facebook group. Besides, sources of
information from local/indigenous people will provide interesting and deeper perspectives on local values, objective
experiences, and constantly updated information about new places or products or services that worth experiencing.
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Attitude towards using UGC directly affect Information usefulness of UGC and Tourists’ purchase intention. So, when
travel consumers have a positive attitude towards the use of UGC, they will perceive the usefulness of reviews higher.
Moreover, the positive attitude of travelers towards the reference of UGC for their travel plan also helps urge them make
final travel decision. Therefore, administrators need to classify content groups through sub-groups, topics by hashtag so
that members can easily access UGC in an overview and systematic way. This helps intending travelers feel comfortable
referencing, comparing between different service groups. Having the opportunity to compare and contrast, users have more
diverse options, confidently make the right decision for their travel intentions.

Perceived behavioral control towards UGC directly affect Information usefulness of UGC and Tourists’ purchase
intention. When consumers feel fully self-sufficient opportunities, available to be able to use UGC online, they will
perceive the usefulness of reviews higher. Moreover, the easy perception of personal behavior control for UGC also easily
helps them make the right, reliable and fast decisions for their travel intentions. So, Facebook admin team should, in order
to enhance level of perceived behavioral control towards UGC, have articles pinned in the remarkable section of the
Facebook group to guide the operation of using the functions, thoroughly deploying the tools through simple, easy-to-
understand instructions. As well, the admin team also needs to have plans to exchange benefits so that members are
motivated to participate on Facebook groups. Since then, the recipients themselves will feel that accessing UGC content on
Facebook groups is very interesting, diverse and useful; then they can confidently decide with their own intentions through
UGC information about DVDL products. The probability that tourists choose tourism products and services through UGC
on Facebook groups is very high, but almost for the next time. That means they need more time to search for more options
to get the most general view of interested service. Admin team of Facebook group should: focus on developing group
content according to a specific direction and purpose; if the Facebook group is built for business purpose like Ghien Dalat
and Dalat Review Tat Tan Tat, the admin team needs to balance the types of content and produce really quality, trustworthy
and accurate reviews; and, enhance the ability of admin team in orienting, controlling, spreading and connecting people.

Limitations

Conducting this research, besides the contributions to the empirical field, it is inevitable to cope with the limitations and
difficulties. Initially, research results may be limited by location because the analysis data is only in some big cities.
Secondly, the data collection method was purposive sampling. This is a non-probability sampling method, so there are
natural limitations when it comes to generalization. Thirdly, the role of subjective norms in this study has not been verified
because the scale is not reliable. Even so, this may be an important factor when it is considered in the cultural
characteristics of the Asian market. Future studies, therefore, should take this factor in to consideration.

Author Contributions: Conceptualization, A.N.V. and T.N.T.; methodology, T.N.T. and B.N.Q.; software, A.N.V.
and T.N.T.P.; validation, T.N.T. and B.N.Q.; formal analysis, A.N.V. and T.N.T.P.; investigation, B.N.Q. and T.N.T.;
data curation, T.N.T.P. and B.N.Q.; writing - original draft preparation, T.N.T.P. and T.N.T.; writing - review and
editing, A.N.V. and T.N.T; visualization, B.N.Q.; supervision, A.N.V.; project administration, A.N.V. All authors have
read and agreed to the published version of the manuscript.

Funding: Not applicable.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author.

Acknowledgments: The research undertaken was made possible by the equal scientific involvement of all the authors
concerned.

Conflicts of Interest: The authors declare no conflict of interest.

REFERENCES

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(1), 179-211.
https://doi.org/10.1016/0749-5978(91)90020-T

Ayeh, J., Au, N., & Law, R. (2013). Predicting the intention to use consumer- generated media for travel planning. Tourism
Management, 35, 132-143. https://doi.org/10.1016/j.tourman.2012.06.010

Bansal, H., & Voyer, P. (2000). Word-of mouth processes within a services purchase decision context. Journal of service research, 3(2),
166-177. https://doi.org/10.1177/109467050032005

Brown, J., Broderick, A., & Lee, N. (2007). Word of Mouth Communication within Online Communities: Conceptualizing the Online
Social Network. Journal of Interactive Marketing, 21, 2-20. https://doi.org/10.1002/dir.20082

Buhalis, D. (1998). Strategic uses of information technologies in the tourismindustry. Tourism Management, 19(5), 409-421.
https://doi.org/10.1016/S0261-5177(98)00038-7

Cheung, C., Lee, M., & Rabjohn, N. (2008). The impact of electronic word-of-mouth: The adoption of online opinions in online
customer communities. Internet Research, 18(3), 229-247. https://doi.org/10.1108/10662240810883290

Chi, L.M., & Nghiem, L.T. (2018). Tac d¢ng cua truyén mi¢ng truc tuyén dén y dinh mua hang cia nguoi ding mang xa hgi [The impact
of online word-of-mouth on the purchase intention of social media users]. Can Tho University Journal of Science, 54(1D), 133-143.
https://doi.org/10.22144/ctu.jvn.2018.018

Chu, S.-C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-mouth (eWOM) in social networking sites.
International Journal of Advertising, 30(1), 47—75. https://doi.org/10.2501/1JA-30-1-047-075

1183


https://doi.org/
https://doi.org/10.22144/ctu.jvn.2018.018

Nguyen Thanh TUNG, Nguyen Quoc BAO, Nguyen Thi Phuong THAO, Nguyen Van ANH

Cox, C., Burgess, S., Sellitto, C., & Buultjens, J. (2009). The role of user-generated content in tourists’ travel planning behavior. Journal
of Hospitality Marketing & Management, 18, 743-764. https://doi.org/10.1080/19368620903235753

Davis, F., Bagozzi, R., & Warshaw, P. (1989). User acceptance of computer technology: a comparison of two theoretical models.
Management Science, 35(8), 982-1003. https://doi.org/10.1287/mnsc.35.8.982

Dellarocas, C. (2003). The digitization of word of mouth: promise and challenges of online feedback mechanisms. Management Science,
49(10), 1407-1424. https://doi.org/10.2139/ssrn.393042

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction to theory and research. Addison-Wesley.

Gretzel, U., & Purifoy, M. (2007). Online Travel Review Study. Role and Impact of Online Travel Reviews. Retrieved from
www.tripadvisor.com/pdfs/Online Travel ReviewReport.pdf

Haenlein, M., & Kaplan, AM. (2004). A beginner’s guide to partial least squares analysis. Understanding Statistics, 3, 283-297.
https://doi.org/10.1207/s15328031us0304_4

Hansen, T., Maller Jensen, J., & Stubbe Solgaard, H. (2004). Predicting online grocery buying intention: A comparison of the theory of
reasoned action and the theory of planned behavior. International Journal of Information Management, 24(2004), 539-550.
https://doi.org/10.1016/j.ijinfomgt.2004.08.004

Haralabopoulos, G., Anagnostopoulos, I., & Zeadally, S. (2016). The Challenge of Improving Credibility of User-Generated Content in
Online Social Networks. Journal of Data and Information Quality, 7(3), 1-4. https://doi.org/10.1145/2899003

Julian, K.A., Norman, A., & Rob, L. (2012). Predicting the intention to use consumer- generated media for travel planning. Tourism
Management, 35(C), 132-143. https://doi.org/10.1016/j.tourman.2012.06.010

Jun, H.W.R. (2008). The Role of User Participation in Information Systems Development: Implications from a Meta-Analysis. Journal
of Management Information Systems, 25(1), 301-331. https://doi.org/10.2753/M1S0742-1222250111

Kaiser, H. (1974). An index of factor simplicity. Psychometrika, 39, 31-36. https://doi.org/10.1007/BF02291575

Kim, S., Kim, D., & Wise, K. (2014). The effect of searching and surfing on recognition of destination images on Facebook pages.
Computers in Human Behavior, 30, 813-823. https://doi.org/10.1016/j.chb.2013.07.010

Krumm, J., Davies, N., & Narayanaswami, C. (2008). User-Generated Content. IEEE Pervasive Computing, 7(4), 10-11.
https://doi.org/10-11. 10.1109/MPRV.2008.85

Lin, H.F. (2007). Predicting consumer intentions to shop online: An empirical test of competing theories. Electronic Commerce Research
and Applications, 6(4), 433-442. https://doi.org/10.1016/j.elerap.2007.02.002

Litvin, S., Goldsmith, R., & Pan, B. (2008). Electronic word-of-mouth in hospitality and tourism management. Tourism Management,
29, 458-468. https://doi.org/10.1016/j.tourman.2007.05.011

Nezakati, H., Amidi, A., Jusoh, Y., Moghadas, S., Aziz, Y., & Sohrabinezhadtalemi, R. (2015). Review of social media potential on knowledge sharing
and collaboration in tourism industry. Procedia-social and behavioral sciences, 172, 120-125. https://doi.org/10.1016/j.sbspro.2015.01.344

Ngoc, C.T., Nghia, N.T., & Anh, .L. (2019). Téc déng ciia C&c yéu 16 loi ich dén s tham gia ciia khéch hang vao céng dong truc tuyén: Truong
hop Fan page Facebook cuia cac nha hang tzi Hué [The impact of beneficial factors on customer engagement in online communities, case of
Facebook Fan pages]. Hue University Journal of Science, 128(6), 145-163. https://doi.org/10.26459/hueuni-jssh.v128i6D.5244

Nunnally, J. (1978). Psychometric Theory. New York: McGraw-Hill.

Moliner-Velazquez, B., Fuentes-Blasco, M., & Gil-Saura, I. (2022). Antecedents of online word-of-mouth reviews on hotels. Journal of
Hospitality and Tourism Insights, 5(2), 377-393. https://doi.org/10.1108/JHTI-10-2020-0184

Park, D.H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on consumer purchasing intention: The moderating role of
involvement. International journal of electronic commerce, 11(4), 125-148. https://doi.org/10.2753/JEC1086-4415110405

Petty, R.E., & Cacioppo, J. (1986). The Elaboration Likelihood Model of Persuasion. In Communication and Persuasion, 19, 1-24, New
York: Springer. https://doi.org/10.1007/978-1-4612-4964-1_1

Presi, C., Saridakis, C., & Hartmans, S. (2014). User-Generated Content Behaviour of the Dissatisfied Service Customer. European
Journal of Marketing, 48(9), 1600-1625. https://doi.org/10.1108/EJM-07-2012-0400

See-To, W., & Ho, K. (2014). Value co-creation and purchase intention in social network sites: The role of electronic Word-of-Mouth
and trust — A theoretical analysis. Computers in Human Behavior, 31, 182-189. https://doi.org/10.1016/j.chb.2013.10.013

Sen, S., & Lerman, D. (2007). Why Are You Telling Me This? An Examination into Negative Consumer Reviews on the Weh. Journal
of Interactive Marketing, 21, 76-94. https://doi.org/10.1002/dir.20090

Shu, M., & Scott, N. (2014). Influence of social media on Chinese students’ choice of an overseas study destination: An information adoption model
perspective. Journal of Travel and Tourism Marketing, 31(2), 286-302. https://doi.org/10.1080/10548408.2014.873318

Simms, A. (2012). Online user-generated content for travel planning — different for different kinds of trips. e-Review of Tourism Research, 10(3), 76-85.

Sussman, S., & Siegal, W. (2003). Informational Influence in Organizations: An Integrated Approach to Knowledge Adoption.
Information Systems Research, 14(1), 47— 65. https://doi.org/10.1287/isre.14.1.47.14767

Sweeney, J.C. (2008). Factors influencing word of mouth effectiveness: receiver perspectives. European Journal of Marketing, 42(3/4),
344-364. https://doi.org/10.1108/03090560810852977

Trong, H., & Ngoc, C.N. (2008). Phan tich diz liéu nghién cizu véi SPSS tdp 1 & 2 [Data analysis in research using SPSS Part 1 & 2]. Hong Brc.

Thao, N.T.P., & Anh, N.V. (2020). Behavioral intention of young consumers towards the acceptance of social media marketing in
emerging markets. Management, 24(2), 69-93. https://doi.org/10.2478/manment-2019-0047

Van, N.T. (2017). Tinh hinh itng dung Facebook vao mét s¢ hogat déng marketing cua cac khach san trén dia ban thanh phd Hué - Tir
quan diém doanh nghiép [The application of Facebook in marketing activities of hotels in Hue city - From industry perspective]. Hue
University Journal of Science, 126(5), 107-203. https://doi.org/10.26459/hueuni-jed.v126i5D.4488

Wathen, C., & Burkell, J. (2002). Believe it or not: Factors influencing credibility on the Web. Journal of the Association for Information
Science and Technology, 53(2), 134-144. https://doi.org/10.1002/asi.10016

Wut, T.M., Ng, M.L.P., Lee, SW., & Xu, J.B. (2022). Tourists'travel behaviour after Covid-19. GeoJournal of Tourism and Geosites,
41(2), 387-392. https://doi.org/10.30892/gtg.41207-841

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism Management, 31(2), 179-188.
https://doi.org/10.1016/j.tourman.2009.02.016

Yoh, E., Damhorst, M., Sapp, S., & Laczniak, R. (2003). Consumer adoption of the internet: The case of apparel shopping. Psychology &
Marketing, 20(102), 1095-1118. https://doi.org/10.1002/mar.10110

Article history:  Received: 24.06.2023 Revised: 22.08.2023 Accepted: 14.09.2023 Auvailable online: 29.09.2023

1184


https://doi.org/10.26459/hueuni-jssh.v128i6D.5244

