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Introduction 

Communication technologies are crucial in the 

tourism industry, where competing tourist sites are most 

concerned with attracting visitors. The destination's 

visibility must be improved via a sufficient social media 

and internet presence (Tham et al., 2013). Furthermore, 

learning more than just the fundamentals of using social 

media to advertise pertinent locations is important. It has 

been observed that social media can influence people 

whenever they choose sustainable travel destinations. 

Content available to prospective travelers is the major 

element that can have a primary role in framing the 

perceptions in the minds of tourists. Additionally, social 

media information sources help to open up new avenues 

for travel agencies, enabling them to more effectively 

investigate and capitalize on the destination image (Lee et 

al., 2005; Li and Suh, 2015; Mak, 2017; Mehmood et al., 

2018). Numerous research studies have indicated that 

social media information sources positively impact the 

construction of online destination images and increase 

customer happiness, loyalty and intention toward a 

particular place. 

Furthermore, social media influences the choice of 

destination while making trip plans. Earlier, various 

conservative methods, such as friends, family, peers, 

advertising agents and travel agents, were used to gather 

information and plan individual trips. Social media is 

considered an outstanding and thoroughly studied form of 

gathering information. The information present on social 

media is also regularly updated.    

Travel agents, tour managers, and destination 

marketing organizations use social media platforms and 
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Abstract: Social media is widely used, particularly in the travel industry. With the 

rapid changes in technology, there has been a substantial escalation in the usage of 

various social media networking sites like Facebook, YouTube, and Instagram. On 

these platforms, users are encouraged to make blog entries, upload images of their 

adventures, and exchange information about their activities and hobbies with other 

users. Various researchers have examined how social media has the potential to 

influence the trip-planning process significantly, and it has been concluded that social 

media has a noteworthy influence on travel decisions. The current study aims to 

investigate the influence of social media on the travel decisions that are being taken 

up by the young generation. The present research aims to investigate the influence of 

social media in the generation of images of various destinations in the minds of 

prospective travelers. To fathom the influence of social media in the minds of the 

young generation while they are making travel decisions, a conceptual framework has 

been developed in the current study with the help of the Technology Acceptance 

Model. To achieve the objective of inspecting the influence of social media in 

generating sustainable destination images in travelers’ minds, a sample size of 420 has 

been taken. Perceived Costs, Perceived Ease of Use, and Perceived Enjoyment have 

been used to evolve the conceptual model. The findings of the study will play a vital 

role for online travel marketers as it will provide them insights regarding the way the 

young generation makes use of social networking sites and how these sites are helpful 

in the creation of destination images in the minds of these travelers and allow them to 

modify their online marketing tactics accordingly. 
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websites to provide valuable information to many people. 

The information may include things like the location, the 

goods on offer, and the range of services connected to 

tourism (Shuang, 2013; Buhalis, 2000). DMOs have 

benefited from the chances presented by using the many 

web platforms to personalize tourism information and 

improve communication with travelers. Using social 

media and websites with multimedia capabilities, DMOs 

may improve customer interactions and impact how 

travelers perceive their location (Ghazali and Cai, 2013; 

Hays et al., 2013; Huertas, 2018). Social media 

interaction can generate value and improve travelers' 

perceptions of a destination. To cultivate a favorable 

impression in passengers' eyes, DMOs should use social 

media consistently. The destination image can also be 

developed or coordinated by DMOs (de las Heras-

Pedrosa et al., 2020). To attract and stimulate interest in 

the general community, travel firms and tour operators 

use social media and share their content on these social 

networking sites (Chung et al., 2015). Marketers receive 

direct input from consumers who engage with and 

participate in social media content. As a result, tour 

operators may better comprehend their clients' wants and 

opinions, and clients can accept, comment on, alter, 

distribute, or reject this content. This happens mostly 

because travel marketers may use social media to contact 

travelers and directly influence their decision-making 

processes. Immensely interactive and engaging content 

can be made and shared on various social media 

networking sites as travelers can share their travel 

experiences on these social media. These social media 

interactions provide travelers a chance to create 

interactive information on social media in the form of 

videos, pictures, blogs, and music. Travelers on various 

social networking sites are sharing huge amounts of data 

and information. With the availability of a huge pool of 

information on social networking sites, it has become the 

most favored media via which people interact with each 

other and trust the information shared by people. 

Similarly, with the advancement of technology, a lot of 

learning is possible on social media. Various virtual 

learning platforms are created as the most convenient 

way to promote learning and disseminate knowledge. 

Additionally, travellers can use TripAdvisor, Facebook, 

Instagram, Twitter, and YouTube to publish their 

travelogues (Llodra-Riera et al., 2015). The image of a 

particular destination is frequently shaped by data and 

material produced by visitors, vendors, and advertisers. 

Destination image plays two main behavioral roles. It 

affects destination selection decision-making in the first 

place. Destination image also has a say in various 

decisions once travel is complete, which may include 

repeat travel, sharing of experiences, and post-travel 

satisfaction. 

Previous research has concluded that the decision 

regarding where to travel with tourists heavily relies upon 

the destination image. Similarly, destination image also 

impacts the intention among the travellers to revisit the 

destination, plus it also influences the duration of the stay 

and their return plans. A person will travel only to that 

destination for which they have a positive and pleasant 

image in their minds. Research has examined how social 

media material shapes people's perceptions of 

destinations. Various players like travel agents, tour 

operators, tourist managers, and local government 

agencies all have a substantial say in the database on 

social networking sites and the information available on 

social media aids in the generation of destination images. 

These players initiate the procedure of forming 

destination images to attract prospective travellers toward 

a particular destination. As a result, the traveller's overall 

perception of the place is molded by their evaluation of 

its various qualities and attributes. The decision of a 

traveller to travel to a particular destination is influenced 

by several factors like social media communities, 

bloggers, friends, relatives, and any travel documentaries 

by various experts. Tourism research suggests that social 

media can improve the efficacy of marketing techniques 

and decision-making related to travel (Seddighi and 

Theocharous, 2002; Gretzel et al., 2006; Pike and Page, 

2014; Dandapath et al., 2016) when it comes to 

sustainable travel options, a variety of content that is 

present on various platforms, like blogs, online forums, 

and social networks like Instagram, YouTube, and Flickr, 

have become extremely popular. 

Customers can disseminate various information in the 

form of posts, comments, opinions, and travel 

experiences on most of these social media networks, 

which further provides information for other users. Many 

scholarly investigations have catalogued the rapidly 

growing significance of search engines in the production 

of online traffic for travel information. Search engines 

have obtained another name as a "gateway" which has 

become the most powerful and reliable source of 

information that can significantly impact travelers' 

perception. Due to its practical significance for 

destination management and marketing, Stepchenkova 

and Mills have recognized that destination image is the 

most vital component in the travel industry.  

The current study aims to discover the various factors 

that impact social media usage for travel purposes. The 

current study also investigates the impact of social media 
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on the creation of a sustainable destination image in the 

minds of prospective travellers. The variables currently 

utilized for achieving the required objective are Perceived 

Ease of Use, Perceived Enjoyment, and Perceived Cost. 

The current research work aims to provide answers to the 

following queries:  

RQ1: What factors impact the intention to utilize 

social media for travel purposes? 

RQ2: How does social media impact the creation of 

destination images in the minds of users?  

The structure of this document is as follows. The 

literature that has already been written and all the 

research conducted so far have been enumerated in the 

paper's first section. The literature includes the aspects of 

fundamental ideas of social media content, images of 

destination (cognitive, affective, and overall images), and 

the final decision regarding the intention of traveling to 

sustainable locations. Subsequently, the article develops a 

theoretical correlation and structure of the principal 

factors. The specifics of the research methodology are 

provided beside this. The study's findings and any 

theoretical and practical ramifications are then examined. 

Lastly, the study's conclusion includes limitations and 

suggestions that can be applied shortly. 

Review of Literature  

Social Media  

Increasingly, social media, Facebook and Instagram, 

have emerged as vital networking and marketing tools for 

e-commerce businesses, partly because they satisfy a 

fundamental human desire for social connection. It offers 

a forum for like-minded individuals to interact, exchange 

ideas, and develop shared ideals (Mariani et al., 2018). A 

key component of behavioral motivation is social 

engagement. According to social interaction theory, the 

seller gains the greatest advantage not from their 

centrality inside the network but rather from having 

access to a wide number of users within the social 

commerce network, as Stephen et al. (2010) have 

indicated. It has been noted that the nature of the retail 

platform itself can also have an impact on these changes 

in consumer behavior. The phenomenon of clustering, in 

which community members are influenced by the 

proximity of their friends and the behavior and character 

of those friends, causes changes in the participants' 

consumer behavior. In the field of psychology, factors 

like risk and trust have been given the first place, which 

can influence customer purchasing intentions in e-

commerce contexts. This has not been as well-

documented in the field of social interaction, where 

customer perceptions and how they influence buying 

intentions are still poorly understood. 

In social commerce contexts, where users produce a 

significant portion of the content, word-of-mouth 

advertising has shown to be a very successful marketing 

strategy. In these settings, users accept generated content 

through their affinity for one another and for interactive 

information exchange, which includes recommendations 

and feedback from other users.  

Destination Image 

A destination image is a collection of beliefs, ideas, 

and opinions that people have about a particular location 

or destination (Baloglu and McCleary, 1999). It is an 

intricate combination of features and products that come 

together to form a whole impression, making it a 

subjective idea. It has always been assumed that the 

concept of the destination image is a subjective concept 

influenced by feelings and beliefs, which has been 

reinforced by numerous research that has examined the 

processes involved in creating a goal picture.  

It is well-established that traveler attitudes and 

decision-making are influenced by their perceptions of 

their location (Hsu et al., 2004). As per the research 

conducted by Pike, numerous factors are being influenced 

by destination image. These factors are the duration of 

stay, visit frequency, intention to revisit a destination and 

awareness. Hence, it has been concluded that destination 

image plays an indispensable role in deciding how 

popular it is with tourists, making it essential to the 

success of destination information marketing. For years, 

it has been observed that social media and Internet-based 

websites have complemented traditional tourism 

information sources. Social networking sites not only aid 

in getting relevant information but also aid them in 

sharing their feelings and experiences with many other 

people searching for relevant information. According to 

preliminary research, a destination image that is more 

objective and cognitive is preferred. The perceived 

characteristics that matched the destination with the 

emotional construct were used to evaluate this 

component.  

The effective image represents emotional responses 

that mirror the traveler's own sentiments regarding a 

particular location. According to recent studies, 

photographs must depict travelers' suggestions for a place 

and their actual trips or intentions to return. Therefore, 

depending on the information source, perceptions of 

destinations might be cognitive, emotive, or conative, 

which is why it is now so important to the authorities.  

Social media and destination image are two topics that 

are currently gaining attention in the literature on 
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tourism. Recent research has investigated the relationship 

between these two topics. For example, the research 

conducted by Kim et al. portrayed that the "cognitive-

affective-conative" technique of destination image 

building depends on the type of information and content 

on social media. The content and information on social 

media contains two types of qualities, namely affective 

and cognitive qualities, that are strongly related to the 

affective and cognitive images and are used in creating a 

destination picture.  

Cognitive Destination Image  

As per the findings of cognitive destination, images 

can be regarded as components like various scenic views, 

weather, sanitation, hygiene and other experiences that 

travelers can remember every time (Berry et al., 1988). 

The cognitive destination image talks about the beliefs 

and knowledge about the location.  

The person's knowledge and opinions about the 

object, which influence their affective assessments, can 

be assessed as the cognitive picture. Social media video 

footage, for instance, broadens users' awareness of the 

location, which will affect how they feel about their 

activities going forward (Zeithaml and Berry, 1985). 

Lastly, cognitive and affective destination images may 

influence users' real conduct, which may manifest during 

their stay.  

Affective Destination Image  

An emotive image expresses a visitor's thoughts and 

feelings regarding different aspects of their chosen 

location (Wang, 2012; Woosnam et al., 2020; Sultan et 

al., 2021). Numerous studies have pointed out that 

destination image must be evaluated by using both 

affective, which portrays feeling associated with the 

destination and cognitive, which inculcates the concept 

and knowledge associated with the specific destination. 

The affective component stimulates Comparable and 

conative components (Kim et al., 2017). Baloglu and 

McCleary contend that affect and cognition are one and 

that their combined influence is heavily reliant on 

cognition.  

Sustainable Destination Image  

The concept of sustainability means the ability to 

fulfil the current generation's needs without hampering 

the future generation's needs. Sustainability points out 

that limited resources need to be used efficiently so that 

they are left to fulfil the needs of the future generation. 

Considering how important a problem is for the tourism 

industry, this subject has received much attention. The 

World Health Organisation has stated that sustainable 

tourism and sustainable development move hand in hand. 

Three key elements—financial, ecological, and 

sociocultural—must be considered to build sustainable 

tourism. This idea protects and develops prospects while 

also meeting the needs of travelers and other 

stakeholders.  

Numerous studies have made contributions to the 

concept of sustainable tourism. Various studies have 

contributed to the literature regarding the decision-

making process in sustainable tourism. According to 

studies, social networking sites (SNS) significantly 

impact tourists' behavior. Still, a lot of research is 

required on the topic, such as the impact of social media 

on sustainable tourism. Thus, this study aims to look into 

how social media use by travelers may influence their 

decisions, particularly when choosing sustainable travel 

destinations. This study fills this gap by utilizing social 

media as a source of information to comprehend how 

tourists build their perceptions of destinations and help 

them choose sustainable ones. 

Theoretical Underpinnings: Technology Acceptance 

Model  

TAM is well regarded in terms of technology uptake 

(Venkatesh and Davis, 1996). A study was conducted 

claiming that TAM is the research model with the 

greatest influence. Based on the various findings, the 

TAM Model is considered an appropriate model to 

demonstrate the usage and adoption of new technologies 

among people, including the adoption of big data tools, 

the use of artificial Intelligence in medical education, and 

data sharing in the virtual market. Technology 

Acceptance Model has been extensively utilized to 

forecast and analyze the behavior and intention of 

customers to use online services. Davis (1992) provided 

the Technology Acceptance Model concept based on two 

integral factors. One is the perceived usefulness of the 

technology, and the other is the perceived ease of use of 

the technology. These factors are considered to have a 

great influence and effect on the intention to use and 

adopt a new technology or not.  

Perceived Ease of Use (PEU) 

The possibility that using a technology will be 

effortless is known as Perceived Ease of Use. 
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PEU is the term used to describe how simple it is for a 

user to use social media for tourism. It establishes 

whether using social media requires the user to exert 

additional effort.  Users of social media may be split into 

two groups based on their PEU: the first group consists of 

people who are accustomed to using technology and 

easily adjust to new features. It is not necessary for them 

to actively acquire virtual reality skills. The second type 

requires labor to use social media. The plethora of 

options that social media offers intimidates them. They 

wouldn't use social media at all if they thought it was too 

complex and had too many features. 

 

H1: Usage of social media is positively influenced 

by Perceived Ease of Use.  

Perceived Enjoyment (PE) 

Many Authors have stated that the level of enjoyment 

people have when utilizing new technologies is known as 

perceived enjoyment. The flow theory, which was put 

forth by (Csikzentmihalyi, 1977), focuses on 

distinguishing between the cognitive and emotional a part 

of people's behaviour. Perceived Enjoyment as elaborated 

by (Davis et al. 1992), provides information regarding the 

level of happiness experienced by the user of new 

technology. 

 

Figure 1. Conceptual Model. 

Figure 2. The graphic displays the findings of confirmatory factor analysis. 



Int. J. Exp. Res. Rev., Vol. 41: 239-249 (2024) 

DOI: https://doi.org/10.52756/ijerr.2024.v41spl.020 
244 

 H2: Perceived Enjoyment can influence the usage of 

social media for travel purposes positively. 

Perceived Cost (PC) 

Perceived cost, as defined by Machogu and Okiko 

(2012), is the expense associated with adopting 

technology and is viewed as a roadblock to the adoption 

of innovation. Perceived costs significantly influence the 

adoption of information systems (Mathieson et al., 2001). 

As per the research conducted by (Kim et al., 2016, 

2017), new technology usage is immensely influenced by 

perceived cost. 

Perceived cost in this study refers to the financial 

outlay that users of social media must incur. When 

adopting social media technology to explore tourist 

places, travelers must pay for the subscription costs they 

need to access mobile Internet services. Research has 

shown that any technology's perceived worth is inversely 

correlated with its perceived cost of use. 

H3: Perceived Costs inversely impact the intention 

to adopt social media for travel purposes. 

Social media and its Contribution to the Formation of 

Sustainable Destination Image 

The main objective of this study is to measure social 

media's impact in forming sustainable destination images 

in the minds of prospective tourists and the minds of the 

people using social media. Nowadays, the concept of 

sustainability is a recent topic and people prefer peaceful 

destinations. The study aims to find whether the content 

available on social media is accurate and effective 

towards a sustainable destination.  

H4: Content available on social media has a 

positive impact on the formation of a sustainable 

destination image.  

Research Model 

Questionnaire and Measurements  

Here, Figure 1 depicts the proposed conceptual model 

that needs to be tested and proved. A questionnaire was 

created based on the literature research to gather pertinent 

data. The questionnaire had an introduction to provide  

Table 1. Confirmatory Analysis. 

Constructs Items AVE CR 

Perceived Ease 

of Use (PEOU) 

PEOU 1: Getting to learn social media will be extremely 

convenient for a layman. 
PEOU 2: In my opinion, social media is a very easy 

technology. 

PEOU 3: In my opinion, any person with basic or no 

knowledge of technology can use social media. 

0.722 0.855 

Perceived 

Enjoyment 

(PENJ) 

PENJ 1: Social media for experiencing a destination will 

be very enjoyable.  

PENJ 2: Social media for experiencing a destination will 
be extremely fun.  

PENJ 3: It will be extremely pleasant to experience a 

destination via social media. 

PENJ 4: It will be very interesting and exciting to 
experience a destination by using social media. 

0.724 0.913 

Perceived Cost 

(PC) 

PC 1: Social media is an expensive technology. 

PC 2: The application and usage of social media comes 

with financial constructs.  

0.875 0.933 

Intention to 

use social 

media for 
sustainable 

destination 

(SM) 

SM 1: Is the content present on the social networking 

sites relevant? 

SM 2: Is the content available on social networking sites 
continuously updated from time to time? 

SM 3: Social media is effective towards a sustainable 

destination.  

SM 4: Social media content is accurate. 

0.686 0.897 

Sustainable 

Destination 

Image (SDM) 

When does a destination can be termed as sustainable? 

SDM 1: What does a sustainable destination mean when 

it's environmentally friendly?  
SDM 2: The destination is considered sustainable when it 

is positive towards travellers. 

SDM 3: If a destination is satisfactory to the community, 

then will it be considered sustainable? 
SDM 4: Will you choose a site that is a sustainable 

destination?  

0.51 0.789 
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participants with a summary of the study's goal and 

guarantee their responses' privacy. In addition, 

respondents received an estimate of how long the 

questionnaire would take to complete and an email 

address in case they had any questions or concerns. The 

Delhi NCR region was used to select the responders. 

Screening questions were asked to guarantee that only 

those who had taken leisure trips at least once in the 

previous year were selected. People who were aware of 

this and were regular users of social media were 

contacted for this study. Data collected from 420 

respondents was used to analyze and make conclusions 

for the current study.  

The proposed model contains five constructs, namely 

Perceived Ease of Use (PEOU), Perceived Enjoyment 

(PENJ), Perceived Cost (PC), Intention to use social 

media for sustainable destination (SM), and Sustainable 

Destination Image (SDM). A 7-point Likert scale, 

ranging from “1 = strongly disagree” to “7 = strongly 

agree” was used as a measurement scale. Measurement 

items or variables were taken from previously researched 

to ensure a better validity of the content and to fit the 

research context. Considering the study's background, the 

Table 2. Reliability and Validity Testing. 

Constructs Items SFL 
Cronbach’s 

Alpha (α) 

Perceived 

Ease of Use 

(PEOU) 

PEOU 1: Getting to learn social media will be extremely 

convenient for a layman. 

PEOU 2: In my opinion, social media is a very easy 

technology. 

PEOU 3: In my opinion, any person with basic or no 

knowledge of technology can use social media. 

0.808 

 

0.776 

 

0.954 

 

0.852 

Perceived 

Enjoyment 

(PENJ) 

PENJ 1: Social media for experiencing a destination will 

be very enjoyable.  

PENJ 2: Social media for experiencing a destination will 

be extremely fun.  

PENJ 3: It will be extremely pleasant to experience a 

destination via social media. 

PENJ 4: It will be very interesting and exciting to 

experience a destination by using social media. 

 

0.845 

 

0.895 

 

0.832 

 

0.829 

 

 

 

0.876 

Perceived 

Cost (PC) 

PC 1: Social media is an expensive technology. 

PC 2: The application and usage of social media comes 

with financial constructs.  

0.932 

0.939 

0.935 

Intention to 

use social 

media for 

sustainable 

destination 

(SM) 

SM 1: Is the content present on the social networking sites 

relevant? 

SM 2: Is the content available on social networking sites 

continuously updated from time to time? 

SM 3: Social media is effective towards a sustainable 

destination.  

SM 4: Social media content is accurate. 

0.792 

 

0.894 

 

0.857 

 

0.764 

0.846 

Sustainable 

Destination 

Image (SDM) 

 When does a destination can be termed as sustainable? 

SDM 1: What does a sustainable destination mean when 

it's environmentally friendly?  

SDM 2: The destination is considered sustainable when it 

is positive towards travellers. 

SDM 3: If a destination is satisfactory to the community, 

then will it be considered sustainable? 

SDM 4: Will you choose a site that is a sustainable 

destination? 

 

 

0.725 

 

0.615 

 

0.743 

 

0.827 

 

0.801 

(SFL: Standardized Factor Loading) 
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following items were used: three from Venkatesh and 

Davis (1996) on perceived ease of use, four from Ghani 

et al. (1991) on perceived enjoyment, two from Luarn 

and Lin (2005) on perceived cost, four from Kim et al. 

(2017) on Intention to use social media; and four was 

adapted from Joo and Mohaidin on Sustainable 

Destination Image.  

Results 

Confirmatory factor analysis (CFA) is a statistical 

technique used to establish relationships among various 

variables and utilized as a measurement model. The 

factor loadings were determined to be more than 0.50 for 

every item. As a result, each item included in the research 

was important (Hair et al., 2014). Average Variance 

Extracted (AVE) and Composite Reliability (CR) are 

utilized to measure correlation among the variables. 

Figure 2 showcases the results that were obtained. It 

portrays the path coefficients of each dependent and 

independent variable. 

The measurement model was assessed using two-step 

data analysis, and the hypotheses were then tested by 

fitting the structural model. Confirmatory Factor Analysis 

(CFA) has been utilized to develop the component's 

validity and reliability. CFA has also been used to assess 

the fitness of the overall measurement model. Structural 

Equation Modelling has been employed to establish the 

causal link between various constructs or variables.  

The measurement model was empirically investigated 

using Confirmatory Factor Analysis (CFA). Table 1 and 

2 portray the Cronbach's alpha (α) coefficient values, 

varying from 0.801 to 0.935 for each construct, indicating 

internal consistency. With the help of these tables, it has 

been concluded that all the variables have a high degree 

of dependability as the value is greater than the advised 

cut-off value of 0.7. Composite construct reliability was 

measured to measure the multi-item scales. The outcomes 

for the same have been seen to be varied between 0.789 

and 0.933, meeting the minimum threshold of 0.60. The 

factor loadings exceeded the recommended value of 0.60 

for the established items, reaching a range of 0.615 to 

0.939. Additionally, all the average variance extracted 

(AVE) values were higher than the recommended cut-off 

points of 0.50, ranging from 0.51 to 0.875. 

Here, Table 3 shows the p-value. It is considered that 

if the value of p is less than 0.05 then it is statistically 

significant. It has been concluded that perceived ease of 

use and the Intention to use social media for sustainable 

destinations are positively related to each other and the p-

value for the same is less than 0.05. Hence H1 is 

accepted. Along similar lines, PENJ and the intention to 

adopt social media for sustainable destinations move in 

the same direction, making us accept H2. Perceived Costs 

and intention to use social media are inversely related to 

each other as per the current study's findings. As a result, 

H3 has been accepted. As per the analyses of the data, 

social media has a positive impact on sustainable 

destinations, and as a result, H4 is accepted.  

Table 4. Discriminant Validity (HTMT). 

 PC PENJ PEOU SDM SM 

PC      

PENJ 0.679     

PEOU 0.127 0.85    

SDM 0.110 0.131 0.82   

SM 0.373 0.651 0.069 0.83  

Table 4 shows the Discriminant Validity of each 

variable. The discriminant Validity is established 

between two reflective constructs only when the HTMT 

value is below 0.90.  

Conclusion 

Social media has developed into a valuable knowledge 

resource for comprehending the idea of a sustainable 

process. Social networking sites are often good at 

addressing sustainability issues since they are primarily 

connected to the purpose of choosing sustainable 

destinations. Sustainable destination choice behaviour 

was thought to be the best method for effectively 

managing travel destinations for over ten years.  

This study offers a fresh viewpoint on social media's 

impact on creating destination images and choosing 

sustainable travel destinations. The current research has 

concluded that the information and content on various 

social networking sites are considered the most vital 

source of information when people create perceptions 

regarding a destination for a particular place. The 

proposed study approach has the potential to enhance and 

Table 3. Summary Results of Hypothesized Model Testing. 

Hypothesis Path P-Value Result 

H1 PEOU   SM 0.01 Supported 

H2 PENJ  SM 0.00 Supported 

H3 PC  SM 0.03 Supported 

H4 SM  SDM 0.00 Supported 
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broaden our understanding and research on tourism. The 

results will pique interest in further research, which will 

help scientists identify additional elements that might 

influence the choice of sustainable travel destinations. 

Moreover, these findings will result in more effective 

social media marketing campaigns. In addition, the 

conceptual framework may be modified in several ways 

to assess visitors’ intentions more accurately regarding 

their destination choice. 

Practical Implications 

Social media material is becoming increasingly 

important, which has big consequences for how travel 

plans are made, including lodging, meals, and 

transportation. The practical applicability of the current 

study will be considered very useful for business 

organizations as well as for tourism organizations at the 

national level. Travel industry marketers should seriously 

consider social media content when creating advertising 

campaigns and updating official websites.  

Promoters of destinations must carefully handle their 

location as a "product" to make it stand out from the 

competition and attract potential customers. They must 

identify the elements affecting prospective passengers' 

perceptions of the places. This study will promote a habit 

among destination marketers to make use of destination 

information as a vital source to attract and make up the 

minds of prospective travelers. A travel location can be 

considered a brand made up of tangible and intangible 

elements. Therefore, destination branding management 

requires marketers to evaluate and improve the location's 

cognitive and affective image through information 

sources. 

Limitations and Future Work  

This study had certain restrictions, which should be 

considered for future investigations. First, we neglected 

to consider users' views regarding image formation on 

certain social media platforms (Facebook, Instagram, 

WeChat, etc.). Secondly, we neglected to highlight the 

important social media posts (pictures, videos, 

storyboards, live streaming, graphic presentations, etc.) 

that encourage tourists to choose environmentally 

friendly travel destinations. Third, the survey among the 

respondents was conducted only at one point in time. In 

future studies, it can be made sure that studies can be 

conducted before and after travel to evaluate the level of 

satisfaction among travelers and to judge the reliability of 

information available on social networking sites. Fourth, 

moderators like Gender and Age can be utilized to know 

the effect of these variables on social media and the 

formation of the destination image. In the end, shortly 

apart from one-to-one questionnaires, researchers can use 

focus group discussions to recognize various factors 

impacting the choice of sustainable destinations. 
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