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Abstract

Social networking sites have a significant influence on the user’s behaviors. Previous
researches related to social media and tourism focused on social media’s role that it plays in
the whole process of travel. Social media usually plays an influential part in the whole
process of deciding the pre-trip phase. The information associated with the tourism
destinations has a substantial impact on satisfaction of the customers having access to social
media. This topic is emerging, so the literature is limited in investigating the existing
relationship that is between tourism and social media. This study aims to figure out how
user-generated content (UGC) influence the tourist’s satisfaction in the pre-trip period in
Pakistan. The quantitative survey method used and through online surveys data collected
from social media (Facebook) users who were the members of the Facebook tourism groups
in Pakistan. The results showed that UGC has a strong influence on tourist’s satisfaction in
the pre-purchase period. People get satisfied with the user-generated content in pre-trip
phase. The satisfaction of the consumers in the pre-purchase period of tourism plays a
significant role in the tourism market. This research will help the tourism market and Users
who generate content for social media in better understanding the user’s behaviors in the
pre-purchase period of tourism.

Keywords: Social Media, Influence on Customers, Tourism, Pre-Purchase Period, User-
Generated Content, Satisfaction, Pakistan.

Introduction

Social media’s use is gradually increasing throughout the world (Kim et al., 2017). Online
media is well known in exchanging the information and knowledge (Agnihotri et al., 2016).
According to Lachlan, Spence, Edwards, Reno, and Edwards (2014), social media
applications for example Facebook, Twitter, Instagram are used by several people to get
information and share it on daily basis (Kwak, Lee, Park, & Moon, 2010). Customers also use
social media to connect with people and also organisations.
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Furthermore, people share their information, experiences, advice, reviews, tips and
warnings with their friends they connected with (Sema, 2013). Other than exchange of
information people uses social media to clear their doubts and also share their interests with
others (Luo et al.,, 2011). This exchange of information and knowledge about others
experiences help in pre-purchase period of tourism. Zeng and Gerritsen (2014) also figure
out that it influences the decision making of customers (Sema, 2013).
The phenomena of online communities of travel are rapidly increasing, which encourages
the travelling behaviour of consumers (Casalo et al., 2011). In general, social media apps and
content produced on it is considered as an important tool for users in pre-purchase period
of travelling (Leung, Law, van Hoof, & Buhalis, 2013). It plays a prominent role in changing
the decisions of the users regarding tourism services (Giglio, Bertacchini, Bilotta, & Pantano,
2019). For that the content produced by others can help in making a sincere decision (Utz,
2010). Usually this content is created by consumer’s family, friends and organisations related
to tourism or sometimes this information come from the strangers (Casalé et al., 2011).
User-generated content (UGC) has various forms of information like images, videos and also
texts (Di Minin et al., 2015). They post the data or knowledge they have regarding the place
customers are interested in visiting. The image of place which shared on social media has a
substantial impact on costumers because this image will give complete information about
how this place looks like (Giglio et al., 2019). UGC not only provide information regarding
the destination but also helps in planning and organising the whole trip (Nezakati et al., 2015;
Zeng & Gerritsen, 2014). Focusing on the role of social media, it strongly influences the users
in the pre-visit period of tourism, and it also generates loyalty with the destination (Fowler,
2019).
In the pre-purchase period of tourism, the prior element is the trustworthiness of
information taken provided by social media sites (Leung et al., 2013). It is considered to be
the most trustworthy source from where they can get relevant information regarding
tourism (Yoo & Gretzel, 2011). The recommendations that come from close people or real-
life friends can increase the trust level (Turcotte et al., 2015). Travellers trust the information
available online for planning trips in pre-purchase period of tourism (Yoo & Gretzel, 2011).
Trip planning has a significant influence on social media (Xiang & Gretzel, 2010). Access to
right amount of information provided on social media motivates trigger travellers for trip
planning (Kim et al., 2017). There is a bridge created between the real and imaginary world
for tourism customers, which allows them to plan the trip (Giglio et al., 2019). Social media
can influence the expectations regarding the visiting place and also influence the satisfaction
level. Before visiting the place, User-generated content increases the satisfaction level of
travellers (Fowler, 2019)
Based on the current reviewed literature, this study focused on the following objectives:
e To examine the relationship between information sharing intention and tourist
satisfaction.
e To identify the relationship between information seeking motive and tourist
satisfaction.
e To investigate the relationship between user-generated content and tourist
satisfaction.

Literature Review
With technology development, the trend of social media is increasing worldwide. Utilising

technology became a routine for social media users. Thus, highlight number of applications
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that are internet-based which creates an ideology and technological foundations of Web 2.0,
also creates an information exchange platform for individuals where user-generated content
is available (Kaplan & Haenlein, 2010). The individuals exchange and share the conventional
ideas, videos, texts, images and other kind of information with other people (Altinay et al.,
2016). It plays a vital role in creating a platform through which people can connect with their
family and friends, and also share their personal experiences and statuses (Fowler, 2019).
Researchers investigated the prominent role of social networking sites in exchanging and
sharing tourism related information. This information also helps in deciding on the trip (Zeng
& Gerritsen, 2014). Like Munar and Jacobsen (2014) found that social media is the
appropriate platform for sharing of experiences related to tourism. Several types of research
find out that users use social media to get the relevant guidelines for their future tour trips
(Sema, 2013). So these platform plays a vital role in phase of decision making regarding
tourism (Fotis et al., 2012). So social media and tourism connected in this way that there is
a strong impact of UGC on the pre-trip phase of tourism (Fowler, 2019).

Online media has an influence on consumers purchase intentions while making decision for
tourism. Hence, it is not necessary that purchasing influence the complete behaviour of the
consumer, but it has a mediating effect on the whole process of decision making (Li et al.,
2010). Individuals search for information related to the places where they want to visit. It
becomes easy for users to collect the latest and most relevant information related to their
interest (Luo et al., 2011). There is also another essential factor that is the credibility of the
source. The reviews of the products and experiences play a role in decision making (Yogesh
& Yesha, 2014). It believed by the people that the recommendations of their friend, family
and close people would have more authenticity. Therefore, these recommendations help
tourists to make a proper decision regarding tourism (Kim et al., 2017). However, it is also
found out by the researchers that the trust level on the reviews on social media is almost
the same for the close people and strangers (Yogesh & Yesha, 2014). Tourism information
provided on social media sites also enhances the tourism market, as with the dissemination
of this tourism-related knowledge, it benefits the market of tourism (Kim et al., 2017). There
is number of options to explore and focus on, as tourism and social media are still emerging
(Zeng & Gerritsen, 2014).

In the current literature, the rapid growth of user-generated content on various social media
platforms (Sigala & Marinidis, 2009). As the User-generated content (UGC) is growing, it
directly affects the whole process of travelling positively both in pre-travelling phase but also
post-travelling phase (Nezakati et al., 2015). Information related to tourism on social media
is considered to be an informative and helpful material for tourists. It helps them in the
planning process for the trip by providing the guidelines (Xiang & Gretzel, 2010). UGC on
social media provides information by tourism-tie sources, strong-tie sources and weak-tie
sources. These sources also related to the satisfaction level of the consumers. This UGC also
creates expectations for the tour places (Kaosiri et al., 2019). Understanding the UGC is
essential because it up rises the market of tourism (Mkono & Tribe, 2017).

Methodology

The quantitative survey method used for data (Zeng & Gerritsen, 2014). An online survey
conducted to find out the UGC's influence on the satisfaction of tourists in the pre-purchase
period (Ayeh, Au, & Law, 2013; Kang & Schuett, 2013; Senders, Govers, & Neuts, 2013). The
data collected from the members added in tourism groups on Facebook, aged 18-35 in
Pakistan (Yoo & Gretzel, 2011).
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Data Collection

The data collected in two weeks and four hundred sixty-seven responses collected
out of which 450 responses analysed as 17 were half-filled and not appropriate for analysis.
The target population was the youth of Pakistan aged 18-35 interested in tourism (Yoo &
Gretzel, 2011). The data was collected from all over Pakistan, as in the questionnaire the
researcher asked the respondents to mention their hometown; this helped the researcher
to know from where the respondents belonged. Five categories made by the researcher
Punjab, Sindh, Baluchistan, KPK and Islamabad. The data analysed by using descriptive
statistics. For further analysis of data regression test run by using SPSS software.

Measures

The questionnaire designed based on literature. Introductory paragraph contained the
information related to the researcher and the purpose of the research. The time required to
fill out the questionnaire also mentioned there. This information increases the credibility of
the research (Martilla & James, 1977). Five-point Likert-type scale from Strongly disagree (1)
to Strongly agree (5) was adapted from (Ayeh et al., 2013) for five items. Three items
adopted from Bhattacherjee (2001) for social media using intentions. Rest of four items for
information sharing intentions was adapted by Kim et al. (2017) by using five-point scale
starting from strongly disagree (1) to strongly agree (5). Five items were adapted to measure
the tourist’s satisfaction by using (Kaosiri et al., 2019) five-point Likert scale from strongly
disagree (1) to strongly agree (5). For the influence of online User-Generated content five-
point scale rated from strongly disagree (1) to strongly agree (5) was adapted for three items
(Casal6 et al., 2011).

Findings

Table 1.1 shows the description of the sample collected in this research. Most of the
participants who filled the questionnaire were youth. The value of lower mean (mean =
0.504) of the variable “age” and its Standard Deviation (SD = 0.501) shows that a more
significant number of the participants were young people. Forty-one per cent of the
respondents were females. This percentage is itself good while keeping in mind that the
usage of social media is so much higher in males as compared to females. Most respondents
belonged from Punjab (Mean = 0.37) this is because Punjab has the highest population. This
number skewed because of federal area, where the research originated is over-represented
(mean =0.1067). The second most represented province in Sindh (mean = 0.2044). The third
most represented province in Khyber Pakhtunkhwa (KPK) (mean = 0.1933). The province
with the lowest amount of representation in the sample is Baluchistan (mean =0.127). These
results are in-line with the demographic distribution of Pakistan, excluding Federal area.
More precisely it is a representative of digital Pakistan.
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Table 1.1: Descriptive Statistics (N = 450)

N Minimum Maximum Mean Std. Deviation
Age 450 .00 1.00 .5035 .50057
Gender (Female =1) 450 .00 1.00 4149 49328
Punjab 450 .00 1.00 .3689 .48304
KPK 450 .00 1.00 .1933 .39535
Sindh 450 .00 1.00 .2044 40374
Baluchistan 450 .00 1.00 1267 .33297
Federal 450 .00 1.00 .1067 .30903
Valid N (listwise) 450
Correlation

Tablel.2 shows Pearson’s correlations among the variables. There is dependent, and some
independent variables shown in the table. The results show that independent variables have
positive and significant relationship with the other dependent variable, i.e., Tourist
Satisfaction. Three variables have a significant relationship i.e., Information Sharing
Intention (r (450) = 0.616, p = 0.01, two-tailed) and Information Seeking Motive (r (450) =
0.702, p = 0.01, two-tailed) and User Generated Content (r (450) = 0.683, p = 0.01, two-
tailed) are positively and significantly related with the dependent variable i.e., Tourist
Satisfaction. Correlation.

Table 1.2: Correlation

1 2 3 4 5 6
Gender (Female = 1) 1
Age (Below 26 = 1) 1277 1
Information Sharing Intention .022  .077 1
Information Seeking Motive .030 .019 578" 1
Tourist Satisfaction .041 .064 616" 702" 1
User-Generated Content .018 .031 535" 695" 683" 1

**_Significance of correlation at the 0.01 level (2-tailed).

Multiple Regression
The study uses multiple regression to find out the effects of multiple variables on tourist
Satisfaction in Pakistan.

Table 1.3 describes the effect of different variable on Tourist Satisfaction with (AR? =0.604,
F(3,425)=219.038, p <0.001). This model explains a 60.7% variation in the dependent variable.
Here all the variables show significant results, Information Sharing Intention (B = 0.253, p
<0.05), Information Seeking Motive (B = 0.285, p <0.05) and User Generated Content (B =
0.286, p <0.05) is significantly and positively related to the dependent variable. In the table
ISI stands for “Information sharing intentions”, ISM stands for “Information seeking motive”,
and UGC stands for “User-generated content”.
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Tablel.3: Tourist Satisfaction
Multiple Regression with dependent variable Tourist Satisfaction

B SE P Value t Decision
(Constant) 732 111 6.572
ISI 253 .038 .000 6.636 Supported
ISM .285 .038 .000 7.567 Supported
UGC .286 .04 .000 7.159 Supported
Adjusted R? 0.604(3, 425)
AR? 0.607
F 219.038***

*p<0.1, **p<0.05, ***p<0.001

Discussion and Conclusion

As technology is growing, social media has become the everyday routine’s entertainment in
daily life (Siddiqui & Singh, 2016). Today’s world powerful tool is social media as a greater
number of people are using it and share their experiences and thoughts on it. As before
experiencing tourism, consumers take advice from social media. The higher percentage of
customer’s relay on UGC when they are planning to visit a destination (Simms & Gretzel,
2013). People find useful information regarding their destinations through social media.
Travellers reviews considered as an influential source for planning in pre-trip phase. Xiang
and Gretzel (2010) confirmed that there is a high significance of social media in the process
of searching for information associated tourism. According to Zeng and Gerritsen (2014) that
the concept of social media is still new and in growth stage. Thus, tourism and social media
have to be explored more with different aspects.

Drastic changes were seen in tourism market with the rise in the usage of social media. As
social media has become a tool for enhancing tourism as it shares experiences and reviews
which attract the costumers in pre-purchase period to plan a trip (Hua et al., 2017). With the
increase in UGC related to tourism, competition in destinations has also increased. Tourism
marketers are searching for ways to attract customers to the destinations. This attraction of
tourists is famous for the tourism market to realise the traveller’s behaviours and consider
costumer’s satisfaction regarding destinations (Bigne et al., 2001). So tourism marketers
should use new technologies to increase tourism and also understand the consumer’s
satisfaction level (Litvin, Goldsmith, & Pan, 2008). So basically by understanding User-
generated content, there are more chances in rising in the tourism industry (Mkono & Tribe,
2017).

This study concludes that user-generated content and satisfaction of tourists have a healthy
relationship. UGC has a positive impact on tourist’s satisfaction in the pre-trip period.
individuals use social media for planning trips and get influenced by the user-generated
content on it. This study contributes to the tourism market as it tells about the influences of
travellers and their intentions to use social media.

Theoretical and Contextual Contribution

The main contribution of this research study is to propose a model of tourist satisfaction and
its precedents such as information sharing intention, information seeking motive and user-
generated content. Little research related to tourist satisfaction in the context social media
is available in the current literature. The current study shall contribute to the body of
knowledge by investigating the role of information sharing intention, information seeking

2518



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 12, No. 1, 2022, E-ISSN: 2222-6990 © 2022 HRMARS

motive and user-generated content in the context of social media. Therefore, the present
research contributes significantly to the tourism literature by examining how there is a
strong, direct, and positive relationship between of information sharing intention,
information seeking motive and user-generated content and tourist satisfaction. Thus,
empirical research will describe the term tourist satisfaction more prominently in the context
of social media.

This research has a wide range of practical ramifications for tourism authorities and
marketing firm. Because social media is the most widely used source of information and
entertainment in today's society, it plays an important part in tourist satisfaction. Social
media has become a powerful tool for promoting travel destinations. Furthermore, this
research makes a practical contribution in the fields of tourist marketing and tourism
information in social media, which will ultimately result in the improvement of the tourism
sector in social media. Although this study makes a theoretical contribution, it also makes a
practical contribution by giving empirical evidence that information sharing intention,
information seeking motive and user-generated content and tourist satisfaction via social
media. This information will assist the DMOs in establishing the content that tourists looking
for, which will raise the value of the tourist destination and attract an increasing number of
tourists. Therefore, it is recommended to the DMOs to improve information content quality
in social media. This is because social media are valued by tourists due to the wealth of
tourism information they provide (Koltringer & Dickinger, 2015). The majority of empirical
investigations have concentrated primarily on the study setting in Western contexts. but
litter is known for Asian Context especially in Pakistani Context. Thus, this study shall
contribute to the body of knowledge in understanding that information sharing intention,
information seeking motive and user-generated content and tourist satisfaction in the
context of Pakistan.

Limitation of the Study

There are various limitations in the current study. The limitations of the current study
for data collection are through online surveys. Hence, the online survey does not provide
information about respondent’s nature, their qualification, their interests. Another limitation
of current study is that data collected from Facebook tourism groups. There is number of
people who randomly add in these groups and not like to experience tourism. The researcher
was unable to identify these people in this regard. The researcher was also not able to
identify their past experiences regarding tourism. Other limitations of this study are that this
study is in the context of Pakistan. Which cannot generalise it to Western and European
countries costumers as they have different mindsets as compared to the Asian countries.
There are several implications of this study. As this research focused on Facebook tourism
groups, other social media applications should consider for future researches. As different
tourists use different social media sites for suggestions (Hausmann et al., 2018). Influence of
UGC on Instagram users related to tourism researcher. As Instagram is rapidly becoming the
most used social media application, people are more influencing through Instagram’s posts
and statuses. Secondly, content analysis of User-generated content can also be done to
understand the nature of the content produced for tourism, and it will also help the tourism
market. In-depth interviews can be done to figure out the tourist’s intentions to have access
to UGC. For upcoming studies, this study can be replicated in other countries as well to figure
out the influence of UGC created by social media users.
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