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Abstract: Advances in technological development, especially with regards to mobile technology
and applications, sees more and more tourists being prone to using social media to gather valuable
travel and destination information particularly in the travel planning phase. This is in line with the
theory of reasoned action, information reliability and enjoyment, which are some of the benefits that
are positively associated with the intention to use social media. Most people, especially teenagers,
are twice as likely to have profiles on social media and use it as a source to gather information on
travel and destinations they would like to visit. Thus, this study examines the factors that influence
the use of social media in travel information searches by students. The main objective of this study is
to examine students’ intentions to use social media in travel information searches. Specifically, this
study attempts to determine how perceived benefits (information reliability, enjoyment) influence
travel information searches on social media. Data for the study was gathered at public universities in
Malaysia using convenience sampling and questionnaires.

Keywords: Social media, travel information search, intention to use, pre-trip phase.

Introduction Finally, at the post-visit stage, many
people engage with social media to share and

Social media is widely used by tourists and  .ommunicate their experiences (Pan ef al.,
travellers at different stages of the tour or travel 51 8).

experience, including the pre-trip, during-the-
trip and post-trip stages (Leung et al., 2013).
At the pre-visit stage, which is associated with
travel planning, social media is considered a
reliable tool for tourists to obtain first-hand
accounts and benefit from the experiences of
other tourists or travellers that have visited the
destination before and this will assist them with
the creation of realistic expectations about the
destination in question (Sigala et al., 2012).

Social media not only plays a significant
role for tourists at each stage of the experience,
but also plays a crucial function as an effective
means of communication for the operations
and management of amenities and events at the
destinations in question. For instance, social
media allows tourism service providers to
actively communicate with end-users of their
tourism products, tourism companies are also
able to simultaneously respond to feedback from

At the during-the-trip stage, social media  the guests or tourists in real-time on the same
allows en-route travel information searches and  g4cial media platforms (Dinger & Alrawadieh,
enables tourist to simultaneously share their 2017). Thus, social media can help these
experiences in real-time (Gretzel e al., 2013).  pyginesses gather customer feedback and assist
This allows other tourists, or potential tourists, them in making reasonable improvements the

to be aware instantly of changes to the weather,  ( their services in the future (Jonassen et al.,
service levels, state of the amenities on location,  2003; Leung et al., 2013).

which may affect their travel plans.
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Social media has also been recognised as
a more effective promotional tool compared to
traditional advertising. This is due to the lower
costs involved and the quicker response times
between when the communication reaches
the targeted audience and receives a response
(Roult et al., 2016). Therefore, it is no surprise
why social media is the main choice for travel
companies to advertise their travel packages.

They trust and use social media as a major
medium to facilitate search for customers
looking for places to travel, hotels, delicious
eateries and so on.

Social media has also been acknowledged
as an effective go between for tourism service
providers and the tourists themselves. Social
media allows tourism service providers, such
as travel agents and destination markets to
connect and communicate among themselves
and build working relationships with potential
and actual tourists (Oz, 2015). Thus, social
media is considered an interactive platform for
information dissemination and consumption in
the tourism industry (Benckendorff et al., 2014;
Gretzel & Yoo, 2013; Law et al., 2014).

The notable wide wusage of social
media has transformed almost all tourism-
related industries. As a consequence, these
advancements have had a significant influence
on the tourism industry environment including
operational, management and marketing (Law
etal, 2014).

From a travel and tourism context, social
media apps on smart-devices are widely
recognised as a reliable and significant resource
and point of interaction for travel planning
purposes, with search engines providing direct
access to information.

Although their importance and value have
been acknowledged, studies conducted on the
usage of social media as a source and resource
for travel information searches is still limited.
Thus, this study will examine the factors that
influence social media use in travel information
Internet searches. Apart from that, there is
limited available literature on social media and

its influence on travel information research
(Rupak et al., 2014).

Moreover, there is a lack of understanding
regarding the factors that affect customer
engagement on social media sites and intention
to continue using it (Hussein & Hassan, 2017).
Therefore, this study will focus on the factors
that influence the use of social media in travel
information Internet searches among UMT
students.

More specifically, this study will investigate
the influence of perceived benefits (information
reliability, enjoyment), perceived sacrifice
(complexity, effort) and subjective norms on
students’ travel information search using social
media. This study attempts to answer these
research questions:

1) What are the factors influencing travel
information Internet searches using social
media?

2) What are the most significant factors that
influence travel information Internet
searches using social media?

Literature Review
Travel Information Internet Searches

The widespread use of Web applications and the
increasing number of social media applications
during the last decade have given a new shape
to the tourism destination promotion. Facebook,
the world’s largest social network who boast of a
massive 1.35 billion active users on its network
in the beginning of October 2014 (Facebook,
2014) really influence the travel planning process
which include travel information Internet
searches about everything at that destination.

Social Media is assuming an inexorably
vital part as information sources for travellers.
Social media is getting progressively more
relevant as part of tourism practices affecting
destinations and businesses. For experience
sharing, social media is predominantly used
after holidays. Research also shows that there
is a strong correlation between perceived level
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of influence from social media and changes
made in holiday plans prior to final decisions.
Moreover, it is revealed that user-generated
content is perceived to be more trustworthy
than official tourist websites, travel agents and
other forms of mass media advertising (Fortis,
Buhalis & Rossides, 2012).

Theory of Reasoned Action (TRA)

Theory of reasoned action (TRA) provides a
model that has potential benefits for predicting
the intention to perform a behaviour based on
an individual’s attitudinal and normative beliefs
(Azjen & Fishbein, 1969,1980).

Social Media

Social media is described as a platform for people
with common interest to share and communicate
their opinions and activities (Miguens et al.,
2008; Del Chiappa, 2013). In tourism context,
people usually share their experiences after
the trip is completed which covers a broad
area, including cost and budget, transportation,
accommodation, food and many more (Pan et al.,
2018). The two-way communication provided
by the social media platforms allows people to
keep connected and create relationship with the
people that shared the same interest (Piihringer
& Taylor, 2008).

Information Reliability

Reliability is described as trust, trustworthiness,
accuracy among others (Hilligoss & Rich, 2008;
Metzger et al., 2003). Information reliabilities
allow tourists to identify, search, gather,
communicate and understand information
regarding a specific destination. According to
Sigala (2012), information reliability is a crucial
factor which tourists appreciate when engaging
in Internet searches on social media.

Enjoyment

Enjoyment is defined as the extent to which a
person perceives that engaging in social media
offers enjoyment and the perceived enjoyment

is related to the engagement (Wang, 2012).
According to Van der Heijen (2004), social
media offers entertainment and assists people
to use their imagination as a form of escapism
from a stressful life. Perceived enjoyment has
been found to positively influence technology
acceptance (Teo ef al., 1999; Venkatesh, 2000;
van der Heijden, 2004; Lin & Lu, 2011).
Muntinga et al. (2011) further explain that
enjoyment, relaxation and passing time are
the main reasons for people engaging in social
media.

Thus, the research hypotheses for this study
are as follows:

HIl: There is a positive effect between
information reliability and travel information
Internet searches using social media.

H2: There is a positive effect between enjoyment
and travel information Internet searches using
social media.

Method
Approach and Data Collection

This study adopts quantitative research approach.
Quantitative research was completed through a
survey using an online questionnaire. An online
survey was done at one of the public universities
in Malaysia, namely Universiti Malaysia
Terengganu (UMT). Only one university was
selected due to the time constraints that the
researchers faced in completing the study as part
of their final year thesis project.

Convenience sampling was used as this
method is the easiest because respondents were
selected based on their ready availability and
willingness to take part in the survey. A link
was sent to the student’s email, and a follow
up reminder will be sent a week after the initial
email to encourage a response. The population
of this study included all UMT the students’
regardless course of their study, which was
8861 students. The population of the study was
obtained from Student and Alumni Affairs,
Universiti Malaysia Terengganu.
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The final sample population of this study
was 400 students from UMT. Researchers used
Raosoft to calculate the ideal sample size from
total student population of 8861 students and
obtained 369 respondents.

Data analysis. This study used Statistical
Package for the Social Sciences (SPSS)
technique to analyse data. Multiple Regression
Analysis (MRA), Descriptive and Frequency
was used to identify the relationship between the
dependent and independent variables.

Measures

The measures used in this study are based
on research and data gathered from available
literature relating to the three constructs of
information reliability, enjoyment and social
media use for travel information Internet
searches. Four information reliability items
were adapted from a study done by Ha and Ahn
(2011), seven enjoyment items were adapted
from a study conducted by Wu and Chang (2005)
and Van der Heijden (2003) and three social
media usages for travel information Internet
search items were adapted from the research
of Vogt and Fesenmaier (1998). Likert 5-point
scale was used to measure each item varying
from strongly disagree (1) to strongly agree (5).

Conclusion

The findings are expected to provide an
understanding of the factors that influence the use
of social media in travel information searching.
The attributes of information in social media and
hedonic aspects of social media are expected to
have a positive influence on the reason of why
tourists and potential tourists use social media
in the travel planning phase. Some practical
implications are expected from this study. For
instance, destination marketers can improve their
attributes of social media information shared in
social media in order to meet the tourists and
potential tourists’ preferences in referring to
social media during the travel planning phase.
Furthermore, travel agents may improve their
usage of social media by maximising the value
of information shared on social media based on
the tourists’ preferences.
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