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Abstract 
Technological advancement has led to the adoption and usage of social media 
among businesses including tourism sector to disseminate information and 
communicate with customers more effectively. Due to the limitless capabili-
ties that social media provides, it is gradually transforming diverse business 
ecosystems. This study seeks to assess at the impact of social media on tour-
ism destination decision-making from foreign students in China context. 
From the background of Uses and Gratification theory, a quantitative re-
search approach was used to achieve the sole of the present study. This study 
used an online questionnaire tool to obtain response, validated using a Partial 
Least Square and Structural Equation Modeling and SPSS statistical software 
to analyze 271 samples of foreign students in China. The findings of the study 
show that behavioral intentions have a positive and significant effect on tour-
ism destination decision-making, and social media significant direct influence 
on tourism destination decision making. Furthermore, tourists’ satisfaction 
can enhance tourism destination decisions when mediated by social media 
usage. The research findings would help tourism service providers to identify 
and select social media platforms as a marketing strategy for tourism compe-
titiveness. 
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1. Introduction 

Today, the increasing adoption and acceptance of social media has transformed 
business operations including the activities of the tourism sector. According to 
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[1], social media is a “group of applications which operates on the internet Web 
2.0 and allows for the exchange of information among the users”. Social media is 
regarded as an effective platform for the tourism industry, mainly to convey 
tourism information to both tourists and providers [2] [3]. Social media applica-
tions affect consumers’ decision-making and helped them to easily connect with 
tourism service provider’s products and services [4]. Extensive information 
available to tourists is crucial for making destination decisions and purchasing 
travel-related products. A tourist destination is defined as a location or a place 
with distinctive environments and tourism conditions and has values that are 
peculiar to other destinations [5]. [6] also described it as “a particular geographic 
region within which the visitor enjoys various types of travel experiences”. [7] 
pointed out travelers form a particular image regarding a tourism destination 
based on information gathered and previous experiences. The information pro-
vided aids travelers to choose a possible destination for vacation and business 
trips, to lower the risk and uncertainties [8]. According to [9], tourists gather 
information to compare prices, accommodations, transport, and services, par-
ticularly through posts on social media platforms. In this context, tourism ser-
vice providers can share more visual content (photos and videos) on destinations 
through social media platforms such as Facebook, Youtube, Instagram, and 
TripAdvisor [9] [10]. [11] indicated that content generated on social media 
platforms by service providers can influence final tourism destination decisions. 
Based on this, [12] stated that social media as an effective communication chan-
nel shapes tourist needs, information search and comparing products and ser-
vices, and choosing destinations. Consequently, social media affects choosing 
tourism destinations and helps in the growth of the tourism sector [13]. Interes-
tingly, [5] specified that inspiration from movies and videos about travelers has a 
strong effect on tourism destination choice.  

China as the third largest in the world country situated in eastern Asia has 
been one of the leading countries in Asia which continue to gain attention in 
terms of tourist destinations [14]. According to [15], foreign students in China 
form a significant segment of tourism, promising huge potential for develop-
ment. China’s tourist sector has seen growth in the past few decades due to its 
glorious ancient architecture, splendid landscapes, and the hospitality of Chinese 
people [16]. A report by [17] revealed that attracting foreign students create ad-
ditional value for the host countries; encouraging students to familiar with a 
particular country’s culture, and academics and exposing them to tourists’ des-
tinations. The tourism sector is benefiting from foreign students by creating op-
portunities called “tourist spaces” through student exchange programs [18]. The 
development of social media applications has helped students in both academics 
and searching for tourist destinations [19]. Students share visited destinations 
and experiences on social media platforms with friends [20]. It was also observed 
that destination information posted online by friends and relatives influences 
other tourism destination decision-making [21]. As a result, students can make 
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tourism destination decisions based on shared information or recommendations 
from friends. This implies that technology can play a central role in helping 
tourists make informed choices on the destinations they desire to visit. [22] sug-
gested that tourism service providers can focus on the social context mobile 
marketing approach (SoCoMo) to attract foreign students (tourists) since it has 
a significant influence on tourism destination choice.  

Despite the increasing role of social media in promoting tourism activities in 
different destinations across the globe, there is little research that has been con-
ducted with regards to social media usage and tourism destination-decision. In 
addition to that, the results from existing research in the in the context of for-
eign students have not been consistent. A study conducted by [23] witnessed 
that cultural background and social media usage affects international students’ 
decision on destinations. Besides, [24] findings indicated that that behavioral be-
liefs, social media usage, and political stability have significant influence on 
tourism destination decision-making. Based on this limited empirical evidence, 
this study aims to assess the impact of social media on tourism destination de-
cision-making among foreign students. Specifically, the study explores the roles 
that social media play in tourists’ choices regarding a broad range of travel 
components during the travel decision-making process among foreign students 
in China. This study would contribute to the existing knowledge on social media 
and tourism development. The paper is organized as follows: literature reviews, 
whiles methodology, and the results and discussions are detailed in content in 
other sections. The theoretical and practical implications of the findings are dis-
cussed in the last section including the study’s limitations and directions for fu-
ture research. 

2. Theoretical Background 
Uses and Gratification Theory (U & G) 

The foundation of the U & G theory is the belief that individuals actively use 
media for their own purposes and that their high interaction with the commu-
nication mediums, which they find satisfying [25]. Despite the importance of so-
cial media, theoretical knowledge regarding how and why tourists use social me-
dia is still lacking. There appears to be published material on U & G theory, es-
pecially in studies on the choices made by consumers (foreign students). The 
theory mainly focuses on the motivations behind people’s media use, the pur-
poses for which they use it, and the pleasures they derive from it. Individuals, 
according to the theory of usage and gratification (U & G), seek out specific me-
dia to meet their needs. Previous studies have applied Uses and gratification 
theory in the context of tourism destination choice. [26] adopted U & G theory 
in their study on business model adoption based on tourism innovation. Addi-
tionally, [27] investigated why Egyptian consumers actively engage in Facebook 
brand pages and discovered that among the gratifications were quick to access to 
information and the capacity to file complaints. Similar to this, [28] used the 
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theory to look into how customer gratification on social media affects their 
commitment to and trust in a brand. [29] investigation focused on how staff 
members of businesses interact with customers on social media. In this study, we 
examine how social media usage encourages the sustainability of SME firms us-
ing the U & G theory. Although the U & G theory has a great deal to do with so-
cial media, it has received little attention in research on marketing and social 
media. Because the author is interested in assessing the impact of social media 
on tourism destination decision making in China, the Uses and Gratifications 
theory is appropriate for this study. Further to this, travel vlogs on consumer 
behavior applied uses and gratification model and concluded that travel vlogs on 
YouTube positively influences travel intention behavior and travel decisions, 
from the perspective of tourism satisfaction. 

3. Literature Review 
3.1. Social Media 

According to [30], tourism firms have recently adopted social media strategies to 
improve business performance, leading to a new era in the tourism industry. 
[31] described social media as “a group of Internet based applications that build 
on the ideological and technological foundations of Web 2.0, and allow the crea-
tion and exchange of user-generated content”. Social media plat-forms have 
been considered an effective communication tool to engage larger communities 
[32]. Social media’s distinctive features of interactivity and innovativeness have 
motivated tourism service providers to use social media platforms to engage and 
communicate with customers. In this context, [33] proposed that the social me-
dia tourism sector with a higher level of social media adoption and usage has 
better performance. Several studies have established the relevant effect of social 
media on tourism destination decision-making. For instance, [34] found that so-
cial media has enabled tourism service providers to share in-formation, create 
value, and communicate with tourism stakeholders. The study further indicated 
that the tourism sector used social media platforms in promoting tour-ism des-
tinations. A study conducted by [35] revealed that tourists used social media 
platforms to obtain adequate trip information, destination selection, and trip 
planning. Additionally, [36] examined the role of social media in travelers’ deci-
sion-making and concluded that social media usage has a positive influence on 
travel information search and tourist destinations. Furthermore, [37] investi-
gated online information accessed by tourists on tourists’ destinations. The 
study identified the significant impact of social media on the different age group 
of international tourists and concluded that social media positively influence 
foreign tourists in accessing tourist destination information. Other previous stu-
dies have established the relationship between social media and tourism sus-
tainable performance [38] [39]. As indicated above, a study by [40] also found a 
positive correlation between social media us-age and tourism competitive sus-
tainability. Finally, recent evidence by [41] found a positive association between 
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social media platforms and tourist destination decision-making in the form of 
tourists’ information search, reaching target tourists, quality customer service, 
promoting tourist’s destination, and building customer loyalty.  

3.2. Behavioral Intentions 

Several studies have examined the behavioral intentions associated with tourism 
destination decision-making [42] [43]. Behavioral intention (BI) refers to the 
“stated likelihood to engage in a behavior” [44], “a person’s subjective probabili-
ty that he will perform some behavior”. The study added indicated individual’s 
intention positively influences his/her execution of behavior. In this context, 
[45] observed that customers’ intention to re-experience the same tourist desti-
nation or product is mostly affected by the behavioral intention factor. A study 
by [46] identified behavioral intentions (i.e. local culture, meaningfulness, he-
donism, refreshment, and involvement) as factors that affect tourist destination 
decision making. In effect, these factors influence tourist intentions to revisit the 
same destination.  

A study conducted by [47] revealed that behavioral intentions have a signifi-
cant effect on tourist destination decisions. Additionally, [48] study on beha-
vioral intention on tourist experiences shows a positive relationship between 
behavioral intentions and tourist site selection. Similarly, [49] examined beha-
vioral intentions on tourism experiences in a heritage tourism context. The 
study collected data from domestic cultural tourists in Kashan, Iran, and con-
cluded that domestic culture and tourists’ site knowledge positively influences 
tourists’ behavioral intention toward a tourist destination. However, [50] re-
vealed an insignificant relationship between behavioral intention and tourists’ 
destinations. Furthermore, [42] stated that tour leader attachment has a both di-
rect and indirect relationship with behavioral intention. [51] findings revealed 
that the availability of in-trip information searches provided by the tourist ser-
vice providers has a significant influence on the behavioral intentions of tourists, 
hence affecting their destination decision-making. Moreover, the findings of 
[52] confirmed that quality, perceived value, and tourists’ satisfaction have a 
positive influence on tourists’ behavioral intentions. Considering the above, we 
proposed that:  

H1: Behavioral intentions will positively affect tourism destination decision 
making.  

H2: Social media will positively mediate the relationship between behavioral 
intentions and tourism destination decision making. 

3.3. Tourist Satisfaction 

According to [53], tourist satisfaction is one of the criteria factors for tourists’ 
destination selection. Tourist satisfaction influences tourists’ intention to visit 
the same site or recommend it to friends and families. [54] advocated that quali-
ty service provision, destination image, and perceives value also influence tour-
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ists’ destination decision making. A recent study was conducted by [55] on tour-
ists’ destination choice and satisfaction through emotional involvement; the 
study collected data from 382 domestic tourists and concluded that destination 
attributes such as site attraction, accommodation, and transportation have a sig-
nificant influence on tourist satisfaction. The studies by [56] argued that tourist 
satisfaction and tourist delight lead to sustainable performance. The study added 
that food and beverages have a positive effect on tourist satisfaction. [57] argued 
that tourist satisfaction and tourist delight lead to sustainable performance. Si-
milarly, [58] added that tourist satisfaction is crucial in achieving long-term 
performance. The study further revealed that tourist satisfaction revisits inten-
tion and income generation for the tourist service provider.  

Furthermore, [59] suggested that tourist service providers should emphasize 
tourist satisfaction to attract tourists’ hence influencing their destination choice. 
A study by [60] on tourist satisfaction and quality among hotel choice deci-
sion-making revealed that tourist satisfaction has a significant influence on 
tourist behavioral intention toward a tourism destination. In a related study by 
[61], it was found that service tangible, reliability, assurance, and responsiveness 
positively influence tourist satisfaction and tourist destination decision-making. 
In achieving tourism competitiveness, [62] suggest that tourist service providers 
should strategically position and promote the cities, and local communities to 
vitalize tourists to revisit a particular site which has a long-term effect on tourist 
destination decision-making. Previous studies by [63] also evidenced the positive 
correlation between tourist satisfaction and tourism destination decision-making. 
However, in the context of social media and tourist destination choices in de-
veloping countries, scanty studies exist empirically. Therefore, we hypothesize 
the following: 

H3: Tourist satisfaction will positively affect tourism destination decision- 
making.  

H4: Social media will positively mediate the relationship between tourist sa-
tisfaction and Tourism destination decision making. 

3.4. Destination Image 

Destination image is pivotal in tourism destination decision making [64]. Desti-
nation image stimulates and affects travel decision-making, and influences satis-
faction and loyalty. [65] described destination image as “an interactive system of 
thoughts, ideas, feelings, imagery, and goals toward a destination”. [66] admo-
nished that tourist service providers’ marketing and managerial strategies en-
hance destination image that influences tourist destination choice in the context 
of Chinese outbound tourists. The authors found destination image as a signifi-
cant determining factor for tourist destination decision making. Extant studies 
have established destination image association with tourism destination deci-
sion-making [67] [68]. [69], for instance, studied influential factors of the desti-
nation image. The study sampled tourists from Taiwan and revealed that the 
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climate, political stability, safety, relaxation, and scenery influenced destination 
image, positively affecting tourist destination decision-making. Additionally, 
travel safety and security have a significant influence on tour-ism destination 
image [70]. Furthermore, [71] evidenced that destination image positively affects 
tourist satisfaction, hence leading to multiple return visits.  

[72] investigated the transformation of tourist destinations in the context of 
china, it was found that website design, application of new technology, and so-
cial media applications have positively influenced tourist destination image. A 
study conducted by [73] investigated the influence of destination image and des-
tination in tourists’ decision-making and established that cultural manifestation 
and natural attractions can positively contribute to tourist satisfaction and hence 
affect destination image. Preliminary work by [74] explored a sample of 385 Sa-
rab Meymeh tourists in Dehloran City and found a positive correlation between 
cultural events and mental conflicts and destination image. Finally, a study by 
[75] found a significant link between individuals’ knowledge, feelings, and gen-
eral perception of a particular destination and tourist destination choice, thus a 
positive influence on destination image. Therefore, based on the previous dis-
cussion, we hypothesize the following: 

H5: Destination image will positively affect Tourism destination decision- 
making. 

H6: Social media will positively mediate the relationship between destination 
image and Tourism destination decision making. 

3.5. Information Provided by Other Travelers 

Trust is built based on a successful relationship between consumers and service 
providers [76]. In the context of tourism, [77] observed that building trust be-
tween travelers and destinations is crucial in providing quality service to tourists. 
According to [78], the information provided by other travelers influences new 
travelers’ destination decision-making. Tourists’ are more abound and interested 
in shared experience information online by other travelers. Study of [79] on 
traveler decision making determinants revealed that information shared by other 
travelers positively influences tourism destination decision making. A study by 
[80] findings revealed that online information source significantly influences 
foreign students’ trip planning in the context of China.  

Similar works by [81] [82] confirmed that the internet (social media) is most 
used by travelers to obtain adequate information about a tourist destination. 
Additionally, [83] admonished that a memorable tour-ism experience is likely to 
be shared by the tourists and has a significant effect on behavioral intentions. 
[84] conducted a study on the role of travel information search in tourist desti-
nations. The study data from 625 tourists in Tanzania concluded that informa-
tion search behaviors have a positive association with destination decision mak-
ing. The study further advocated that travelers’ information shared can be used 
by tourism service providers to measure the satisfaction level, which in turn af-
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fects other travelers (tourists’) destination decision-making. Consequently, in 
line with several previous studies [85] [86] [87] [88], we proposed that informa-
tion provided by other travelers (past travel experience) can positively contribute 
to tourism destination decision making among foreign students in china. Based 
on the above literature and arguments, we hypothesize the following: 

H7: Information provided by other travelers will positively affect Tourism 
destination decision making. 

H8: Social media will positively mediate the relationship between information 
provided by other travelers and Tourism destination decision making. 

3.6. Tourism Destination Decision Making 

According to [89], tourism destination decision-making is influenced by the 
quality services provided by tourism service suppliers. The promotion of tour-
ism destinations and consumers’ knowledge of tourist destinations affect tour-
ism destination decision-making [90]. Literature has demonstrated the deter-
mining factors of tourism destination decision-making [66] [91]. For instance, 
[92] studied key factors influencing international tourists’ decision-making and 
concluded that tourism infrastructure, environmental safety, price, and human 
resources positively influences tourism destination decision making. [93] argued 
that tourist risk perception significantly influences tourism decision-making. 
Hesitation but tourist knowledge can moderate this relationship. Similarly, [94] 
examined tourist perception towards tourist decision-making and found that the 
perception of safety and security positively influences tourist decision making. 
Furthermore, [95] also revealed that destination attributes have a positive rela-
tionship with tourism destination decision-making. Recently, innovation and 
internet applications, particularly social media have had a significant influence 
on tourism destination choices. In this context, [96] explored the role of social 
media in tourism destination decision making and found that information pro-
vided by tourism service providers online has helped foreigners to get valuable 
information needed for trip planning and decision on tourism destinations. 
Thus, tourists who always seek online information via social media platforms 
will be more interested and opt for the destination that provides valuable infor-
mation and photos online (Țuclea, et al., 2020); [97] [98] also maintained that 
social media have a significant link with the travel decision-making process and 
destination choice. In addition to the above, [99] recently observed that active 
engagement on social media platforms with tourists positively affects tourism 
destination decision-making. 

4. Methodology 
4.1. Sample, Data Collection, and Analytic Techniques  

The researcher was able to achieve the stated purpose of the study by employing 
a quantitative technique [100]. The advantage of a quantitative approach plan 
over others is that it can yield reliable and validated findings [101]. The study 
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focused on foreign university students in the Province in the Southern part of 
China who are using social media for tourist purposes which guided the study in 
the quest to select the appropriate respondents. To fully achieve the purpose of 
the study, a structured questionnaire was developed in English in two sections: 
section A contains the demographics of the respondents and section B contains 
the questionnaires relating to the constructs of the entire study. To select partic-
ipants/respondents for the research questionnaire, a type of non-probability 
sampling technique, specifically convenience sampling, was used. The researcher 
used convenience sampling because it was required to assist with data collection 
and to save time [102]. Once more, the sampling strategy was chosen based on 
the respondents’ availability, involvement, and desire to provide the data neces-
sary for the data analysis and processing [103] [104] [105]. Formal permission 
was obtained from the foreign university students who were part of the selected 
respondents before beginning the data collection processes through their emails, 
text messages, WeChat, etc. The structured questionnaire which was framed in 
English was then administered online (Google forms) and offline to the respon-
dents in the Province Universities. The essence of using foreign university stu-
dents was a result of regular usage of social media and again, the high level of 
their regular travels to various tourist destinations. A total of 312 questionnaires 
were administered to the selected respondents in the various universities of the 
Province. Out of the 312 questionnaires administered, 302 were returned of 
which 272 representing 87.18 percent were very good for data processing and 
analysis after eliminating 30 of the questionnaires which contain anomalies 
making them unfit for the intended purpose. The data was collected between 
June-September, 2022. Each respondent took an average of five minutes to com-
plete the structured questionnaire. To ensure the study’s ethical standard, the 
respondents’ names were not included in the questionnaire due to confidentiali-
ty. In summary, for processing and analyzing the data, the researcher was able to 
employ 272 (87.18%) responses that were fully genuine. The data was evaluated 
through SPSS and PLS-SEM, (ADANCO 2.1) software versions. The profile 
summary for respondents is shown in Table 1 below. 

4.2. Data Analysis Technique 

To test the research model, the study used partial least square and structural 
modeling (PLS-SEM), especially ADANCO 2.1. Instead of using Co-Variance- 
Based Structural Equation Modeling, (CB-SEM), PLS-SEM was used. While 
PLS-SEM makes no assumptions regarding data distributions, CB-SEM de-
mands that the data be normally distributed. As a result, the use of PLS-SEM is 
justified because non-normal data do not contradict a statistical test’s overall 
findings [106]. The study adopted the Partial Least Square (PLS) approach for 
the data analysis since it clarified the variance of the specific variables [107] 
[108]. It is permissible for the study to employ PLS-SEM because it is an explo-
ratory study [109]. The research hypotheses were put to the test using Smart PLS 
3.2.9. 
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Table 1. Background information of respondents. 

Details Groups 
Frequency 
(N = 272) 

Percentage  
(%) 

Age 

18 - 27 118 43.3 

28 - 37 142 52.2 

38 - 47 above 12 4.5 

Gender 
Male 190 69.9 

Female 82 30.1 

Nationality 

Ghana 72 26.48 

Nigeria 80 29.41 

Pakistan 75 27.57 

Others 45 16.54 

Selected Provinces 

Hunan 45 16.53 

Hebei 68 25.01 

Liaoning 59 21.69 

Sichuan 48 17.65 

Others 52 19.12 

Level of Study 

First Year 62 22.79 

Second Year 54 19.85 

Third Year 56 20.59 

Fourth Year 30 11.03 

Fifth Year 40 14.71 

Sixth Year 30 11.03 

Academic Qualifications 

Undergraduates 182 66.69 

Masters 68 25 

PhD 13 4.8 

Others 9 3.4 

Social Media Platforms 

Facebook 71 26.10 

WeChat 65 23.90 

YouTube 54 19.85 

Twitter 42 15.44 

Others 40 14.71 

Do you feel motivated by 
social media usage 

Yes 225 82.72 

No 47 17.28 

Source: Field data (June 2022-September 2022), retrieved from Google form. 
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4.3. Measurement of the Constructs  

The research constructs were measured using existing literature. The structures’ 
scale and measurements also underwent a minor adjustment. The current theme 
was assessed using new scales on a five-point Likert scale (1 = strongly disagree, 
2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree). This was used to as-
certain the respondent’s level of agreement or disagreement with the constructs’ 
measurement. A five-point Likert scale was used since it is easier for respondents 
to complete and takes less time than open-ended questions [110]. By translating 
qualitative characteristics into numerical measurements, a Likert scale is a psy-
chometric tool used to measure personality, character, and attitude qualities. To 
match the requirements of the current research, every item was altered. 

4.4. Common Method Bias 

First, the study evaluated whether or not CMB (common method bias) was 
present during the analysis. On the front page of the questionnaire, the study 
cited [110], in which the construct items were carefully crafted and respondents 
were guaranteed strict confidentiality. Simply said, the survey was designed to 
ensure that participants maintained their anonymity and had the freedom to 
discontinue participation at any time. Again, to substantiate our claim, the re-
searcher conducted a detailed multicollinearity test, specifically on the variance 
inflation factor (VIF), to assess the strength of the Common Method’s evidence 
for variance (CMV). Because the computed VIFs are less than the cut-off of ten 
(10) in these calculations, CMV is not a problem [111] (see Table 3). 

5. Empirical Findings and Results 
5.1. Assessment of Model Appropriateness  

The evaluation was based on scholarly works that used PLS-SEM in the pio-
neering literature (see [107] [108], such as the use of Dijkstra-rho Henseler’s 
with Cronbach alpha coefficients to evaluate the constructs’ reliability and valid-
ity [112]. The constructs with the highest coefficients are displayed in Table 2 
below since all of the coefficient values are greater than 0.5 [108] [110]. The un-
derlying elements of the research constructs’ psychometric properties were as-
sessed. The test met the minimum levels for Jöreskog’s rho (pc) and Dijkstra-rho 
Henseler’s (pA) 0.7, which satisfied the conditions for the composite reliability 
of constructs as stated in (Table 2). The average variance extracted (AVE), also 
known as convergent validity, was finally recorded with a minimum threshold of 
0.5, as demonstrated below.  

Items with a factor loading of 0.50 or higher can measure the linked construct, 
demonstrating convergent and discriminant validity [101]. As a result, as can be 
seen in the table below (Table 3), all of the loadings for the different constructs 
were higher than the 0.5 cutoff value. To take into consideration the possibility 
of collinearity (variations) among the items used to measure the concept, the  
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Table 2. Test of validity and reliability of research construct. 

Constructs 
Dijkstra-Henseler’s 

r (ρA) 
Jöreskog’s 
rho (ρc) 

Cronbach’s 
alpha (α) 

The Average 
Variance 

Extracted (AVE) 

Information Provided 
by other Travelers 

0.877 0.940 0.826 0.592 

Destination Image 0.874 0.906 0.785 0.582 

Behavioral Intentions 0.902 0.934 0.784 0.570 

Social Media 0897 0.936 0.874 0.636 

Tourism Satisfaction 0.821 0.937 0.845 0.619 

Tourism Destination 
Decision Making 

0.792 0.984 0.830 0.725 

Source: Field data from China (June-September 2022), retrieved from Google form and 
offline. 
 
Table 3. Construct items, loading, and variance inflation factor (VIF). 

Construct Indicator Loading VIF 

Information 
Provided by 

other Travelers 

IP1: Information provided by other travelers 
drives me to visit new places. 

0.702 2.300 

IP2: Information provided by other travelers 
seems more credible as compared to the 
information shared by traveling companies on 
their websites. 

0.783 3.459 

IP3: I always ask to experience individuals 
before selecting a destination for tourism. 

0.860 4.539 

IP4: I believed it is important to ask others 
before selecting a destination for tourism. 

0.849 3.596 

IP5: I highly recommend getting information 
from different sources before making any 
decision regarding the destination. 

0.627 3.600 

Destination 
Image 

DI1: Destination image is having a strong 
impact on one’s decision making. 

0.773 2.437 

DI2: Destination with a good reputation is 
visited extensively. 

0.787 3.014 

DI3: Images of tourism spots shared on social 
media attract me to visit that place. 

0.747 2.889 

DI4: Videos shared on social media influence 
me to select any destination. 

0.775 3.160 

DI5: Social media provides information about 
new tourism destinations. 

0.731 3.253 
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Continued 

Behavioral 
Intentions 

BI1: Information shared on social media is 
having a strong impact on my intentions to 
make a decision. 

0.816 3.353 

BI2: I do trust brands advertised by social 
media influencers I follow. 

0.793 3.131 

BI3: I have favorable opinions about the tourism 
industry advertised by social media influencers. 

0.699 2.276 

BI4: My personal experience is having a strong 
impact on deciding destinations for tourism. 

0.716 3.236 

BI5: The way tourism companies treat 
complaints impacts my decision making. 

0.743 4.127 

BI6: Attitude of tourism companies toward 
providing services impact the decision making. 

0.731 4.211 

BI7: Positive behavior towards a brand impacts 
the decision making. 

0.779 2.779 

Social Media 

SM1: Social media have led to a major change in 
consumer patterns, distribution mechanisms, 
and the creative processes of travel information. 

0.560 2.864 

SM2: Social media have changed the way 
tourism material is generated, not just by 
destinations but also by tourists. 

0.745 3.089 

SM3: Social media has created a platform to 
create a perspective of tourist destinations from 
the consumers’ perspective. 

0.792 3.960 

SM4: The usage of various kinds of media to 
communicate travel experiences in diverse 
destinations enhances the target audience’s trip 
experience. 

0.860 3.665 

SM5: Social media provides enhanced customer 
service. 

0.852 2.873 

SM6: Social media provides information about 
new tourism destinations. 

0.729 4.211 

SM7: Social media provides transportation 
information. 

0.548 2.779 

Tourism 
Satisfaction 

I am satisfied with the services provided by the 
tourism industry. 

0.785 2.645 

My satisfaction is the priority to reuse services 
from a tourist company. 

0.850 3.415 

Tourism satisfaction is critical for me to take 
purchasing decisions. 

0.797 4.487 

Credible information shared by tourism 
company increase my satisfaction level. 

0.654 3.259 

The service quality provided by the company 
increases satisfaction. 

0.627 3.195 

https://doi.org/10.4236/ojapps.2022.1212143


E. Agyapong, J. Q. Yuan 
 

 

DOI: 10.4236/ojapps.2022.1212143 2068 Open Journal of Applied Sciences 
 

Continued 

Tourism 
Destination 

If I were going to select a tourism company, 
I would consider buying this company 
recommended by social media celebrities. 

0.792 4.269 

If I were going to visit a place, the likelihood I 
would likely check its visuals first. 

0.821 4.311 

My willingness to visit a place depends on the 
reputation of that place. 

0.828 4.314 

The probability I would consider visiting a 
place depends on the visuals provided on social 
media or any other platforms. 

0.822 3.909 

Source: Author’s processing from ADANCO 2.2.1 software. 
 
variance inflation factor (VIF) was calculated. Therefore, a VIF lower than ten is 
a better value. 

Furthermore, the researchers chose Fornell-Larcker’s assess the discriminant 
validity of the latent variables as a result of inspiration [108]. All the values in 
the diagonal form (bold) meet the minimal threshold of greater than 0.5, which 
reflects the average variance extracted (AVE) of the studied constructs, accord-
ing to experts [107] [108] (see Table 3). The essential and strict presumptions of 
the study constructs were established after each AVE was required to have high-
er coefficients (both column and row position) than the other constructs, by 
Fornell-Larcker’s discriminant validity [109] (see Table 4 below).  

5.2. Hypothesis Testing-PLS-SEM 

After analyzing the model to look at potential connections between constructs, 
the researchers then moved on to structural modeling at this point in the project 
[107]. The research constructs’ significant values, t-values > 1.96 (or p-values 
0.05), and regression coefficients (β) were used to compute the statistical esti-
mates. According to Table 5 below, only three of the offered hypotheses (direct 
hypotheses) exhibited a significant correlation with the outcome variable (tour-
ism destination decision making) whiles the remaining hypotheses were signifi-
cant with the dependent variable. The coefficient calculation of R2 of the re-
search model is also established to provide further clarification on (Table 5) be-
low. The coefficients show how much of the variation in the dependent variable 
can be explained by the independent variable. Figure 1 below shows that 18% of 
the outcome variable (tourism destination decision making) may be attributed 
to the predictive variables (See Table 5 and Figure 1 respectively). 

6. Discussion, Conclusion and Implications  

Social media as a technology in the 21st century has shaped organizations and 
companies in diverse ways. Since the advent of social media, academics and re-
searchers have placed a high value on the technology’s contributions [101]. This 
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is explained by the fact that consumers are increasingly evaluating businesses’ 
goods and services using social media platforms or applications. It is evident 
from the above hypothesis that social media and behavioral intention have a 
positive relationship with a p-value of (0.003) indicating the findings supported 
the proposed hypothesis formulated against the literature reviewed. Again, the 
results showed that social media positively mediate the relationship between be-
havioral intention and tourism destination decision-making by foreign students. 
The results collaborated with that of [42] [43]. Behavioral intentions have a sig-
nificant effect on tourist destination decisions through social media applications 
[47] and again signify that the availability of social media helps in-trip informa-
tion searches provided by the tourist service providers has a significant influence 
on the behavioral intentions of tourists, hence affecting their destination deci-
sion-making [42] [49]. 

 
Table 4. Discriminant validity. 

Constructs 
Behavioral 
Intentions 

Destination 
Image 

Information 
provided 

Social 
Media 

Tourism 
Destination 

Decision Making 

Tourism 
Satisfaction 

Behavioral Intentions 0.827 
     

Destination Image 0.880 0.852 
    

Information provided 0.844 0.903 0.887 
   

Social Media 0.804 0.822 0.824 0.890 
  

Tourism Destination Decision Making 0.039 0.059 0.098 0.043 0.793 
 

Tourism Satisfaction 0.873 0.840 0.844 0.784 0.061 0.893 

Source: processing from ADANCO 2.2.1 software. 
 
Table 5. Hypothetical path coefficient—PLS-SEM. 

Constructs 
Original 
Sample 

Sample 
Mean 

Standard 
Deviation 

T 
Statistics 

P 
Values 

Decision 

Behavioral Intentions → Social Media 0.212 0.214 0.072 2.937 0.003 Supported 

Behavioral Intentions → Tourism Destination 
Decision Making 

−0.095 −0.005 0.155 0.613 0.040 Supported 

Destination Image → Social Media 0.232 0.228 0.089 2.604 0.000 Supported 

Destination Image → Tourism Destination 
Decision Making 

−0.073 0.056 0.197 0.371 0.021 Supported 

Information Provided → Social Media 0.327 0.326 0.091 3.589 0.000 Supported 

Information Provided → Tourism Destination 
Decision Making 

0.298 0.054 0.260 1.146 0.052 Supported 

Social Media → Tourism Destination Decision 
Making 

−0.066 −0.083 0.129 0.512 0.009 Supported 

Tourism Satisfaction → Social Media 0.128 0.134 0.068 1.875 0.001 Supported 
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Figure 1. Empirically tested research model. 

 
Similarly, hypothesis two which states that H3: Tourist satisfaction will posi-

tively affect tourism destination decision-making and H4: Social media will po-
sitively mediate the relationship between tourist satisfaction and Tourism desti-
nation decision making are supported by the study’s findings with p-values of 
(0.009 and 0.001) respectively. Studies by [53] established that tourist satisfac-
tion forms a greater decision in embarking on tourism. The results of the current 
tourist’s satisfaction and tourism destination decision-making are also affirmed 
by [46] [55] [56]. This means that there is a significant relationship between so-
cial media, tourist satisfaction, and tourism destination decision-making. To add 
more, the satisfaction of tourists informs their decisions for revisits which give 
firms and companies in the tourism businesses to increase their income genera-
tion. Again, tourist service providers should emphasize tourist satisfaction to at-
tract tourists’ hence influencing their destination choice [59]. Tourist service 
providers should strategically position and promote the cities, and local com-
munities to vitalize tourists to revisit a particular site which has a long-term ef-
fect on tourist destination decision-making [62].  

Moreover, the findings also confirmed the proposed hypotheses: H5: Destina-
tion image will positively affect Tourism destination decision-making and H6: 
Social media will positively mediate the relationship between destination image 
and Tourism destination decision-making. These emphasize that a positive cor-
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relation exists between the formulated hypotheses. In deciding where to go on 
vacation, the destination’s image is crucial. The perception of a destination in-
fluences satisfaction and loyalty as well as stimulating and influencing travel de-
cisions [64] [65]. In the context of Chinese outbound tourists, [66] cautioned 
that tourist service providers’ marketing and managerial strategies enhance des-
tination image that influences tourist destination choice. Destination image po-
sitively affects tourist satisfaction, hence leading to multiple return visits [70]. 
[72] looked into how tourist destinations were changing in the context of China 
and discovered that social media applications, website design, and the use of new 
technology had a positive impact on the perception of travel destinations.  

Lastly, hypotheses: H7: Information provided by other travelers will positively 
affect Tourism destination decision making and H8: Social media will positively 
mediate the relationship between information provided by other travelers and 
Tourism destination decision making were also strongly supported as per the 
results obtained. The findings of the current study confirm similar studies by 
[80] [82]. The advice given by experienced travelers affects where new travelers 
choose to go. Travelers primarily use the internet (social media) to find out 
enough information about a tourist destination as revealed by [82]. According to 
research by [80], online information sources have a big impact on how foreign 
students plan their trips to China. Information from other travelers (past travel 
experience) helps foreign students in China make wise decisions about where to 
visit [85] [86]. To reveal more, experiences by past travelers inform the tourist 
destination decision-making of current tourists in embarking on trips either 
within the country or outside a particular country.  

The current study centered on assessing the impact of social media on tourism 
destination decision-making among foreign students in China. Hence, the study 
explores the roles that social media play in tourists’ choices regarding a broad 
range of travel components during the travel decision-making process among 
foreign students in China. By creating a structured questionnaire, the study used 
a quantitative research methodology to collect data from university international 
students in some provinces of the People’s Republic of China. Convenience 
sampling, a non-probability sampling approach, was utilized to choose the res-
pondents or participants for the data gathering procedure. Furthermore, utiliz-
ing SPSS and Partial Least Square and Structural Equation Modeling (PLS-SEM) 
and statistical software called ADANCO 2.1, 272 valid responses from university 
students in China were thoroughly evaluated. 

6.1. Implications 

Despite the study’s constrained scope, its conclusions are quite helpful. Due to 
the relevance of the information or data collected in the study area, where less 
research or publications have been made about the use of social media for as-
sessing the impact of social media on the decision-making process related to 
travel destinations among international students in China, this addition fills the 
gap in the literature and helps close the long-standing missing gap. According to 
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the conclusions, the current study would also provide fresh perspectives and sig-
nificant contributions to social media marketing or operations. Therefore, addi-
tional study is encouraged to reevaluate the validity and reliability of the re-
search constructs and research model in other developed nation contexts. Again, 
the empirical results showed that social media is used in travel decisions. 

6.2. Practical Relevance  

The results of this study’s assessment of the influence of social media on foreign 
students in China’s choice of travel destinations will serve as inspiration for 
managers and owners of tourism businesses. The study also offers a clear road 
map for international students, tourism managers/owners, and government in-
stitutions to create a framework that incorporates the research constructs to 
achieve the main goal of demonstrating how they can effectively and profitably 
use social media for customer attractions as well as for various purposes. Above 
all, practitioners will also enjoy the usefulness of the research constructs (social 
media, tourists’ satisfaction, information provided by other travelers, destination 
image, behavioral intentions, and tourism destination decision-making among 
foreign students) in China in their marketing, information sharing, and com-
munication activities. The findings will help practitioners and industry partici-
pants make strategic decisions about how to apply the findings to accomplish 
desired goals and value the existence of social media. 

6.3. Limitations 

The conclusions of the current study, however, cannot be extrapolated to other 
nearby nations because it is restricted to international university students in 
China. Adding interviews through qualitative research could improve the find-
ings since the current study was only able to use quantitative research methods. 
In addition, the study was limited to students in China, future studies could in-
vestigate other international students in developed countries.  
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