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Abstract 

This study investigates the impact of User-Generated Content (UGC) on tourists' visit intentions and 

decision-making. Data were collected through online surveys with purposive sampling, involving 133 

participants in Medan, North Sumatra, focusing on visit intentions to the Tjong A Fie Mansion. The 

proposed model was tested using Partial Least Squares Structural Equation Modeling (PLS-SEM). The 

results show that trust in UGC (TUGC) substantially affects visit intention (VI). Emotional UGC (EUGC) 

has a small effect on visit intention and strongly affects trust in UGC. In contrast, factual UGC (FUGC) 

has no significant impact on either trust in UGC or visit intention. EUGC demonstrates a strong mediation 

effect on visit intention through trust in UGC, while FUGC shows a low mediation effect. 

 

Keyword : Driving Tourist Intentions Through User-Generated Content, Structural Equation Modeling 

 

1. Introduction 
Web 2.0 emerged in 2003, signifying a new phase in the Internet's development, characterized by 

the growth of social networks and enhanced user interaction. This period has shifted towards user-

generated content (UGC), which includes data, information, and media created by everyday users rather 

than professionals, encompassing text, audio, video, and images (Kim, 2010). Such content is shared 

across various platforms, including social networks, content-sharing sites, news aggregators, and virtual 

gaming environments. Within Web 2.0, users adopt different roles: some consume content without 

interaction, others engage with it or other users, and some actively create and share their content online 

(Shao, 2009). These users can voice their opinions and experiences on interactive platforms (Filieri and 

McLeay, 2014), thereby becoming content producers (Kietzmann et al., 2011) by sharing insights about 

products and experiences with other consumers (Gruen et al., 2006). 

The effect of UGC on tourism and intention to visit presents a significant research gap within 

tourism studies. Although the literature increasingly recognizes UGC's role in shaping tourists' 

perceptions and decisions, the mechanisms through which UGC impacts visit intentions remain 

inadequately understood. For instance, while some studies have examined the motivations for sharing 

travel experiences on platforms like Instagram, the implications of these motivations for tourism 

marketing strategies are not well-defined. Stress that understanding tourists' psychological needs is vital 

for refining marketing approaches, yet the direct link between these motivations and actual visit intentions 

is still underexplored (Daxböck et al., 2021). Additionally, Marder et al. (2019) highlight that the quality 

of photographs in UGC can significantly affect decision-making, but the specifics of how these aesthetic 

elements interact with tourists' intentions are still unclear. Moreover, while UGC is acknowledged as an 

effective tool for boosting tourist satisfaction and influencing pre-purchase decisions, the pathways 

through which it translates to visit intentions are not adequately detailed. Khan et al. point out the need for 
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tourism marketers to utilize UGC to improve customer satisfaction, yet they do not investigate the 

mechanisms that connect UGC to actual travel behaviors (Khan et al., 2022). Similarly, Iglesias-Sánchez 

et al. recognize UGC's potential in shaping destination images but call for further research into its effects, 

revealing a clear gap in empirical studies (Iglesias-Sánchez et al., 2020). 

Current theoretical frameworks analyzing UGC's influence on tourism are often limited. For 

instance, Liu et al. (2020) introduce the Tourism Information Diffusion Ecosystem (TIDE) to explore the 

roles of various participants in spreading tourism information, but the practical application of this 

framework in assessing UGC's impact on visit intentions is still not fully realized (Liu et al., 2020). The 

Elaboration Likelihood Model (ELM), as utilized by Wang, offers insights into how electronic word-of-

mouth (eWOM) affects tourists' intentions but fails to comprehensively address the unique features of 

UGC that set it apart from traditional marketing content (Wang, 2015). 

Additionally, the differences among various types of UGC—such as reviews, photos, and videos—

have not been thoroughly investigated. Li et al. (2023) analyze the differing impacts of UGC types on 

travelers' attraction to destinations, but the broader implications for visit intentions remain unclear (Li et 

al., 2023). This lack of differentiation complicates matters for tourism marketers aiming to optimize their 

strategies based on the content types that most effectively encourage engagement and visitation. While 

the literature acknowledges UGC's importance in tourism, there is a substantial gap in research regarding 

the specific mechanisms by which UGC influences visit intentions. Future studies should focus on 

exploring the relationship between UGC characteristics, tourist motivations, and decision-making 

processes, ultimately enhancing understanding of how UGC can be effectively utilized in tourism 

marketing strategies. This study aims to investigate the impact of UGC on tourists' visit intentions, 

exploring how UGC influences travel decision-making and providing insights for effective tourism 

marketing approaches. 

 

2. Related Literature 

2.1 Social Media Marketing 

There has been a significant increase in the number of social media users worldwide, shaping the 

landscape of current technologies. Social media enables individuals to interact freely and provides 

marketers with diverse tools to connect with and engage customers (Hudson, 2019). The rise and 

expansion of social media platforms have altered the dynamics of the digital marketplace by forming 

social networks that link customers, opinion leaders, and experts (Athwal et al., 2019). Social media 

marketing (SMM) is a modern marketing strategy that utilizes social media platforms to enhance 

customer interest and engagement (Knowles et al., 2020).  

SMM facilitates communication within online communities, brand pages, and promotional 

content created by businesses on social networking sites, encouraging viral interactions (Pentina and Koh, 

2012). Since the pandemic, social media has increasingly supplanted traditional communication methods, 

leading to a significant rise in online presence (Donthu and Gustafsson, 2020). As a result, businesses can 

actively cultivate positive brand equity to thrive in the competitive online environment (Donthu and 

Gustafsson, 2020). Social media engagement allows users greater opportunities for online participation, 

as it is mobile and does not rely on in-person interactions (Lin et al., 2021). The role of social media in 

tourism is a compelling area of research due to its ongoing innovations and emerging trends. Moreover, 

SMM has gained importance in the tourism sector, with UGC frequently employed to attract potential 

travelers (Buhalis et al., 2020). 

 

2.2 User-generated content 

User-generated content (UGC) plays a crucial role in shaping tourist intentions, particularly in 

influencing their perceptions and decision-making regarding destinations they plan to visit. UGC can be 

classified into two main categories: factual and emotional. Factual UGC, which includes accurate and 



 

 

 

 

 

 

 

 

 

verifiable information about the history of a location and current activities, is effective in enhancing 

tourists' trust in that destination. Research by Yamagishi et al. (2024) indicates that the delivery of clear 

and detailed information can facilitate a better decision-making process for tourists. On the other hand, 

emotional UGC, which highlights the beauty and emotional experiences associated with a place, can 

significantly stimulate tourists' interest and attraction. Studies by Wijaya (2024), Mehmood et al. (2018), 

and Susanto et al. (2024) demonstrate that content capable of expressing positive feelings and the value of 

a visit can enhance tourists' motivation to visit specific destinations. Furthermore, trust in UGC is greatly 

influenced by the presence of honest and transparent comments on social media. Research by Wijaya et 

al. (2024) and Fehrest et al. (2021) emphasizes the importance of the reliability of experiences shared by 

others, which can shape tourists' expectations after they are exposed to UGC. Thus, the integration of 

factual and emotional UGC, along with the level of trust established through genuine experiences, creates 

an ecosystem that supports tourists' intentions to explore particular destinations. 

 

2.3 Tourist Visit Intention 

Visitor Interest (VI) encompasses both tourists' interest in and their capacity to visit a destination 

(Setiawan et al., 2022). Research by Um and Chung (2019) highlights that both tangible and intangible 

offerings of a destination—such as accommodation, cuisine, attractions, activities, and special events—

can significantly influence a tourist's decision to visit. The rise of User Generated Content (UGC) online 

has dramatically transformed various aspects of the tourism industry. Social media has become one of the 

most effective platforms for introducing destinations to potential tourists and encouraging them to explore 

these locations. Recently, interactive technologies, particularly social media, have proven to be powerful 

tools for shaping tourist behavior (Seyfi et al., 2023). Following the COVID-19 pandemic, earlier studies 

have established a connection between tourists’ perceptions of destinations on social media and their 

travel intentions (Bhati et al., 2020; Yang et al., 2022). Furthermore, Jaya and Prianthara (2020) found 

that social media influencers can significantly affect their followers' travel decisions based on the 

information conveyed through photos and videos of popular tourist attractions. This underscores the 

necessity for social media influencers to share accurate and current information to assist tourists in 

making well-informed decisions about their travel plans 

 

3. Hypotheses development 

3.1 Factual user-generated content influences trust in user-generated content, and tourist visit intention  

User Generated Content (UGC) provides travelers with easy access to up-to-date information 

shared by others, including details about destinations, services, attractions, and travel advice (Ayeh et al., 

2013). Factual User Generated Content (FUGC), which includes details about location, pricing, and 

events, influences tourists' perceptions and behaviors (Li et al., 2008; Xu et al., 2023). Çelik and 

Dedeoğlu (2019) highlight that understanding tourist motivations linked to factual information can 

positively impact behavioral intentions, suggesting that accurate information enhances satisfaction and 

increases the likelihood of visits. Furthermore, UGC—including photos and narratives—affects visit 

intentions (VI) (Um and Chung, 2019) and helps tourists identify preferences (Chen et al., 2014). Thus, 

FUGC significantly shapes influences tourist VI (Luo and Zhong, 2015; Xu et al., 2023). 

H1. FUGC has a positive and significant relationship with trust in UGC. 

H2. FUGC has a positive and significant relationship with VI. 

H3. FUGC has a positive and significant relationship with VI trough trust in UGC. 

 

 



Volumes 4 No. 6 (2024) 

 

Driving Tourist Intentions Through User-Generated Content: Evidence from Structural Equation Modeling 

 

Sarah Madaniah
1
, Eunike Al Grea

2
, Atika Arfa Matondang

3
, Syafrizal Helmi Situmorang

4 

 

 

  

3.2 Positive emotional user-generated content influences trust in user-generated content, and tourist visit 

intention 

Research on the positive effects of User Generated Content (UGC) on tourists' emotions and 

feelings about destinations is limited. Positive Emotional UGC (EUGC) involves sharing experiences, 

feelings, or satisfaction through images, videos, and stories (Xu et al., 2023). This type of content can 

create positive feelings toward a destination (Wang et al., 2017). Kim and Stepchenkova (2015) found 

that photos on travel blogs can shape perceptions of Russia as a travel destination. Emotional messaging 

enhances connections with experiences, particularly in tourism (Lwin et al., 2014). Sharing stories about 

travel experiences on social media helps tourists plan their trips (Xu et al., 2023). 

Additionally, Massarani et al. (2023) studied how emotional engagement in museums enhances 

visitor experiences, showing that feelings of curiosity and interest lead to deeper engagement and a 

greater likelihood of recommending the museum. Today, customers are heavily influenced by what they 

see online and how they interact with technology (Seyfi et al., 2023). EUGC generates emotions through 

shared content that affects travel decisions (Carlson et al., 2019; Kim and Stepchenkova, 2015; Xu et al., 

2023). This content often expresses positive or negative feelings about products or services. Positive 

messages from users strengthen the relationship between customers and brands (Cheung et al., 2020) and 

help build trust, which is essential for using UGC (Ayeh et al., 2013). Thus, customers with strong 

emotional connections to a brand are more likely to commit to making a purchase. 

H4. EUGC has a positive and significant relationship with trust in UGC. 

H5. EUGC has a positive and significant relationship with VI. 

H6. EUGC has a positive and significant relationship with VI trough trust in UGC. 

 

3.3 Trust in user-generated content influences tourist visit intention 

Trust is crucial for users to accept information from online sources, as it reduces risks and 

increases awareness of vulnerability (Kerstetter and Cho, 2004). Additionally, trust significantly affects 

tourists' intentions to visit a destination (Hassan and Soliman, 2021). When tourists trust online platforms, 

they feel less anxious about making transactions and are more open to new technologies (Aggarwal and 

Gour, 2020; Cheng et al., 2020). However, many customers are wary of online travel reviews and User 

Generated Content (UGC) because these can be easily manipulated (Fan et al., 2018). To build trust and 

encourage loyalty, online service providers often use privacy policies and certifications (Angelopoulos et 

al., 2021). TUGC's reliability can vary based on factors like age, gender, and the specific websites used 

(Del Chiappa et al., 2018).  

Generally, UGC is seen as more trustworthy than brand-generated content (Agarwal, 2020). 

TUGC impacts tourist visits by providing authentic insights through images, videos, and articles, and it 

develops over time as users have positive experiences that match their expectations (Sakshi et al., 2020). 

Thus, UGC serves as an important resource for tourism-related decisions, influencing destination 

intentions (DI). Xue et al. (2018) looked at how social media influences tourists' trust in travel 

information. They discovered that tourists see social media as a trustworthy source, which affects their 

trust in UGC and, in turn, their intentions to visit destinations based on that information. Lastly, 

Yamagishi et al. (2022) examined the connections between UGC, trust in UGC, destination image, and 

visit intentions. They found that trust in UGC plays a key role in linking the content tourists see to their 

likelihood of visiting, emphasizing that the reliability of UGC is essential in influencing tourists' 

decisions. 

H7. Trust in UGC has a positive and significant relationship with VI. 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

4. Method 

4.1 Measurement 

The measurement items used in this study for each construct were derived from validated 

measures utilized in previous works, provided in the supplementary document. FUGC has three 

measurement items, EUGC has seven measurement items and TUGC has five measurement items. VI has 

four measurement items. Data was collected using a survey instrument that assessed various constructs 

using a 5-point Likert scale, with measurement items covering a range from ―Strongly agree‖ to ―Strongly 

disagree.‖ Additionally, the survey instrument underwent refinement and adjustment of its phrasings 

within the context of tourism by academic experts. The survey was also translated into Google Forms and 

distributed online. 

 

4.2 Sample and procedure 

This study employed a judgmental/purposive sampling technique, with the sample criteria 

focusing on individuals who have never visited the Tjong A Fie Mansion but have previously encountered 

or are aware of content related to the Tjong A Fie Mansion on social media. The sample size was 

determined based on the recommendation of Hair et al. (2021), which suggests that the minimum sample 

size should be five to ten times the maximum number of indicators. With 19 indicators used in this study, 

the required minimum sample size was 133. A total of 171 data points were initially collected through 

online questionnaires via Google Forms and in-person surveys. However, after filtering, 133 data points 

met the ideal criteria for analysis. The data were gathered over a four-week period, from September 1, 

2024, to October 5, 2024, in Medan, North Sumatra, to assess participants' intentions to visit the Tjong A 

Fie Mansion. 

 

4.3 Data Analysis 

This study employed PLS-SEM path modeling to examine the direct relationships among various 

constructs. PLS-based SEM was selected due to its reliability and robust statistical capabilities, making it 

well-suited for analyzing complex models (Henseler et al., 2015). It is especially useful for small sample 

sizes and supports both predictive and exploratory analyses (Hair et al., 2017). To analyze higher-order 

constructs, a two-stage approach was adopted, following the framework outlined by Anderson and 

Gerbing (1988). This approach initially focused on the lower-order components, leaving the higher-order 

construct out of the first stage of analysis (Sarstedt et al., 2019). In the first stage, scores for the lower-

order components were saved, and in the second stage, these scores were utilized to evaluate the higher-

order construct. Other constructs in the path model were estimated using standard multi-item measures, 

similar to the first stage (Sarstedt et al., 2019). The analysis was conducted using SmartPLS software 

version 4.1.0.9. While other SEM software options, such as IBM SPSS Amos and SmartPLS, are 

available, each offers distinct advantages. SmartPLS was chosen due to its compatibility with PLS 

analysis, whereas Amos, which employs covariance-based modeling (CB-SEM), was not used in this 

study (Hair et al., 2017; Sarstedt et al., 2019). 
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Table 1. Profile of respondent’s result 

 f %  f % 

Age:   Occupation:   

18-24 years old 75 56 Employed 53 40 

25-34 years old 52 39 Unemployed 12 9 

35-44 years old 6 5 Student 68 51 

Total 133  Social Media Platforms used:   

Gender   Facebook 45 34 

Male 32 24 Instagram 12 9 

Female 101 76 Tiktok 75 56 

Total 133  Twitter 16 12 

Type of UGC preferred   Other (Threads, line, capcut) 3 2 

Images 62 47 Level of Knowledge about the UGC:   

Videos 128 96 Somewhat knowledgeable 44 33 

Blogs 11 8 Moderately knowledgeable 76 57 

Time spent watching content on a day   Very knowledgeable 13 10 

30 minutes- hour 4 3 Total 133  

1-3 h 51 38    

3-5 h 44 33    

5-8 h 28 21    

8 hour more 6 5    

Source(s): Authors, 2024 

 

5. Result 

5.1 Test of the measurement model 

The use of PLS analysis allowed for the simultaneous evaluation of both the outer measurement 

model and the inner structural model, which accommodates both reflective and formative latent variables 

(Fornell and Bookstein, 1982). Since the proposed model in this study incorporates reflective measures, 

the initial step in model assessment focused on evaluating the reliability and validity of these measures 

(Hair et al., 2017). As presented in Table 2, the results from the measurement model assessment show that 

all indicators demonstrated convergent validity and were deemed reliable. The study accepts a factor 

loading of 0.60 for each item, with outer loadings greater than 0.60 considered appropriate. Indicators 

with loadings below 0.60 were excluded (Henseler et al., 2009). Following the SMARTPLS algorithm 

calculations, one item indicator, DIFE4, was removed. Out of the 19 initial measurement indicators, one 

was retained for the final analysis. All constructs exhibited satisfactory convergent validity, as evidenced 

by their average variance extracted (AVE) values exceeding the 0.5 threshold (Fornell and Larcker, 1981). 

The AVE values for the constructs ranged from 0.622 to 0.796. 

Additionally, all measurement items were found to be reliable, with all constructs surpassing the 

Cronbach’s alpha (α) and composite reliability (CR) threshold of 0.70 (Hair et al., 2017). Cronbach’s 

alpha values ranged from 0.696 to 0.957, and CR values ranged from 0.831 to 0.965, with values between 

0.70 and 0.91 considered satisfactory to good (Hair et al., 2014). These findings indicate high reliability 

across the constructs. The evaluation of collinearity in PLS-SEM also assessed common method bias 

(CMB) within the model (Kock, 2015). The degree of collinearity between indicators in the formative 

measurement model was quantified using the variance inflation factor (VIF) that shows in Table 6. (Hair 

et al., 2016). For the model to be considered free of CMB, the VIF values should remain below 3.3 

(Kock, 2015; Hair et al., 2017). However, Kock and Lynn (2012) suggest that a higher tolerance limit of 



 

 

 

 

 

 

 

 

 

5.0 is acceptable, indicating moderate method bias. In this study, the results from the PLS algorithm 

revealed moderate CMB, with some VIF values slightly exceeding the 5.0 threshold. 

 

Table 2 Measurement model assessment results 

Indicators Loadings α CR AVE Indicator Loading α CR AVE 

FUGC1 0.781 0.696 0.831 0.622 TUGC1 0.832 0.915 0.936 0.746 

FUGC2 0.852    TUGC2 0.882    

FUGC3 0.727    TUGC3 0.881    

EUGC1 0.835 0.957 0.965 0.796 TUGC4 0.891    

EUGC2 0.878    TUGC5 0.830    

EUGC3 0.900    VI1 0.870 0.914 0.915 0.795 

EUGC4 0.925    VI2 0.890    

EUGC5 0.905    VI3 0.919    

EUGC6 0.921    VI4 0.881    

EUGC7 0.877         

Note(s): α: Cronbach’s alpha; CR: composite reliability; AVE: average variance extracted; EUGC: 

emotional user-generated content; FUGC: factual user-generated content; TUGC: trust in user-generated 

content; VI 5 visit intention 

Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

 

Table 3. Fornell and Larcker Result 

 EUGC FUGC TUGC VI  

EUGC 0.892     

FUGC 0.650 0.789    

TUGC 0.774 0.621 0.864   

VI 0.734 0.524 0.786 0.892  

Note(s): Square root of AVE is shown on the diagonal of the matrix in italic; inter-construct correlation is 

shown off the diagonal. Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

 

Table 4. HTMT Result 

 EUGC FUGC TUGC VI  

EUGC      

FUGC 0.783     

TUGC 0.825 0.769    

VI 0.784 0.650 0.857   

Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

 

Table 5. Structural Effect 

 R2
 

SRMR NFI  

TUGC 0.624 
0.059 0.832 

 

VI 0.658  

Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

The AVE values for the constructs, which are used to assess discriminant validity, were found to 

exceed the squared correlations of each latent variable (Fornell and Larcker, 1981). As shown in Table 3, 

the square roots of the AVE values are presented in bold, while the non-bolded values represent the 

intercorrelations between the constructs. All off-diagonal values were lower than the square roots of the 
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AVE, thereby meeting Fornell and Larcker's (1981) criterion for discriminant validity.  Furthermore, the 

PLS algorithm results, as shown in Table 4, reveal that all Heterotrait-Monotrait (HTMT) ratios for the 

latent constructs are below the threshold of 1.00 (Henseler et al., 2015), indicating that there are no issues 

with discriminant validity based on the HTMT criterion. While some scholars recommend an HTMT 

threshold of 0.85 (Hair et al., 2021), Gold et al. (2001) suggest a threshold of 0.90, provided that other 

indicators of discriminant validity, such as the Fornell-Larcker criterion, are also satisfied. The 

Standardized Root Mean Squared Residual (SRMR) in this study was 0.059. The Normed Fit Index (NFI) 

score is 0.832, indicating a good fit, an acceptable number. The fitness of the research model revealed a 

satisfactory fit that shows in Table 5. 

 

5.2 Test of hypotheses 

The primary objective of this study was to evaluate the predictive power of the endogenous 

variables within the model (Sarstedt et al., 2014). The assessment of the structural model using PLS-SEM 

was based on several key criteria, including the strength of path coefficients, R² values (which reflect 

prediction accuracy), and f² (effect size) (Hair et al., 2017). Out of the seven hypotheses tested, H1, H3, 

H4, H5, H6, H7 were supported, while H2 was not supported. A summary of the findings is provided in 

Table 5 and Table 6 and also in Figure 1. To assess the strength of the relationships in the model, the 

coefficient of determination (R²) was calculated. According to the guidelines of Hair et al. (2011) and 

Henseler et al. (2009), R² values of 0.75, 0.50, and 0.25 correspond to substantial, moderate, and modest 

levels of prediction accuracy, respectively. In this study, the R² values were used to evaluate the predictive 

accuracy of the structural model, as shown in Figure 1.  

 

Table 6. Path Coefition Result (Direct Effect) 

 
VIF P Coef. P values R

2 
F

2 
T Decision 

H1. FUGC-> TUGC 1.730 0.205 0.007  0.064 2.680 Supported 

H2. FUGC-> VI 1.841 -0.032 0.555  0.002 0.591 Not Supported 

H4. EUGC -> TUGC 1.730 0.641 0.000  0.632 9.314 Supported 

H5. EUGC -> VI 2.823 0.328 0.000  0.111 3.991 Supported 

H7. TUGC-> VI 2.658 0.552 0.000 0.624 0.335 6.603 Supported 

        

        

Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

 

Table 7. Path Coefition Result (Indirect Effect) 

 
P Coef P values F

2 
T Decision 

H3. FUGC-> TUGC-> VI 0.113 0.008 0.064 2.633 Supported 

H6. EUGC -> TUGC->VI 0.354 0.000 0.632 5.159 Supported 

Source(s): Authors’ data generated from SmartPLS (version 4.1.0.9) 

 



 

 

 

 

 

 

 

 

 

 
Figure 1. Structural Model. Source(s): Adapted from SmartPLS (version 4.1.0.9) 

Effect size (f²) values were calculated to assess the impact of exogenous constructs on 

endogenous constructs (Hair et al., 2017). According to the guidelines, effect sizes of 0.02, 0.15, and 0.35 

represent small, medium, and substantial effects, respectively, on the relationship between constructs. A 

value below 0.02 indicates no significant effect. The results of this study show that TUGC (trust in user-

generated content) has a substrantial effect on VI (visit intention) with an f² value of 0.335. While, EUGC 

(emotional UGC) also has small effect on VI with an f² value of 0.111. EUGC demonstrates a strong 

effect on TUGC (f² = 0.632). In contrast, FUGC (factual UGC) shows no significant impact on either 

TUGC (f² = 0.002) or VI (f² = 0.064). 

Regarding the mediation effect, the f² value for mediation, referred to as the upsilon-v statistic, is 

derived by squaring the mediation coefficient. According to Lachowicz et al. (2018), the mediation effect 

is considered low (0.02), moderate (0.075), or high (0.175). This study indicates a low mediation effect of 

FUGC on VI through TUGC with an f² value of 0.064. In contrast, the mediation effect of EUGC on VI 

through TUGC shows an f² value of 0.632, indicating a strong mediation effect, where emotionally-driven 

UGC influences visit intention through trust in UGC. 

A pivotal study by Ghaly (2023) highlights that UGC is perceived as a more credible source of 

information for motivating visit intentions, especially among Generation Z, compared to social media 

influencers (SMIs). This underscores the importance of trust in UGC, as users tend to act on content they 

view as authentic and reflective of real experiences. The findings align with Sparks and Browning's 

(2011) research, which demonstrates that positive online reviews significantly enhance consumers' trust 

and their booking intentions for hotels. The persuasive nature of positive reviews reinforces the idea that 

trust in UGC is directly related to the intention to visit. 

Additionally, Sparks et al. (2013) emphasize that tourists consider information shared by other 

consumers to be particularly useful and trustworthy, which directly influences their attitudes and purchase 

intentions. This relationship is critical because it suggests that the perceived usefulness of UGC, 

combined with its trustworthiness, can drive increased visit intentions. Similarly, Filieri et al. (2015) 

found that trust in consumer-generated media has a significant impact on recommendation adoption and 

word-of-mouth behavior, both of which are key factors in visit intention. The emotional experiences users 

share through UGC are often perceived as authentic and relatable, strengthening the inclination to visit the 

featured destinations. This finding is consistent with Xu et al. (2021), who discovered that emotional 

UGC has a greater influence on tourists' perceived value of a destination than factual UGC. The 
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emotional connection established through UGC can significantly enhance a destination’s overall image, 

thereby motivating visit intentions. In contrast, the relationship between FUGC on TUGC and VI (H1 & 

H3) is positive but not statistically significant. While a destination’s product offerings (such as culture, 

architecture, and activities) presented in FUGC may influence visit intentions (Um and Chung, 2019), 

these are primarily driven by the tourist's interest and ability to visit (Setiawan et al., 2022). Additionally, 

FUGC often lacks the emotional appeal necessary to inspire tourists to visit. Wang's study (2015) on the 

influence of electronic word-of-mouth (eWOM) on tourists’ visit intentions suggests that, although factual 

information plays a role, it is emotional content that more strongly drives visit intentions. The research 

indicates that tourists are more influenced by the emotional quality of the content rather than its factual 

accuracy, pointing to the limitations of factual UGC in motivating travel decisions. 

Ghaly (2023) further indicates that Generation Z travelers are more likely to trust and be 

influenced by emotional UGC over factual UGC when making travel decisions. This demographic’s 

preference for authentic, relatable experiences suggests that factual UGC, which may lack personal 

narratives and emotional depth, is less effective in motivating visit intentions. Moreover, Yamagishi 

(2023) highlights the mediating role of trust in UGC (TUGC) between UGC and tourist visit intention, 

showing that emotional content can strengthen users' trust in the information they encounter. Ayeh et al. 

(2013) support this view, emphasizing the importance of credibility in UGC. They argue that emotional 

connections can enhance users’ attitudes toward content, fostering trust. The emotional engagement 

elicited by UGC can lead to a stronger belief in the authenticity and reliability of the information shared, 

as users tend to perceive emotionally charged content as more relatable and trustworthy. 

 

6. Conclution and Discussion 

6.1 Conclution 

This study demonstrates that user-generated content (UGC), particularly trust in UGC (TUGC) 

and emotional UGC (EUGC) influences tourist visit intentions (VI). The results confirm that consumers, 

place greater value on the authenticity and emotional appeal of content shared by other users rather than 

the factual accuracy alone. Trust in UGC and its emotional quality play central roles in shaping attitudes 

and behavioral intentions, suggesting that emotionally engaging content is more effective at motivating 

tourists to visit a destination than factual content. As EUGC is shown to have the strongest effect on 

TUGC, it is crucial for tourism marketers to focus on creating content that resonates emotionally with 

potential tourists. By fostering authentic, relatable, and emotionally compelling narratives, tourism 

destinations can build trust with their audience and ultimately drive increased visit intentions. In contrast, 

while FUGC provides useful information about a destination, it does not have the same level of influence 

on VI, especially without emotional appeal. These findings suggest that marketers should move beyond 

simply providing factual information and instead prioritize content that builds emotional connections and 

trust. Overall, the study underscores the importance of emotional and trust-based content in influencing 

tourist behavior and offers valuable implications for tourism marketing strategies in the digital age. Future 

research could explore how different types of emotional content (e.g., happiness, adventure, nostalgia) 

may vary in their influence on tourist behavior and expand the understanding of how UGC shapes 

consumer decision-making processes. 

 

6.2 Theoritical Implication 

The findings of this study offer several important theoretical implications that advance our 

understanding of how user-generated content (UGC) influences tourist visit intentions (VI). First, the 

study highlights the central role of trust in UGC (TUGC) in shaping visit intentions. The significant effect 

of TUGC on VI suggests that consumers are more likely to act on content they perceive as authentic and 

trustworthy, aligning with existing theories on the importance of trust in digital content (Sparks & 

Browning, 2011; Filieri et al., 2015). This reinforces the idea that trust acts as a key mediator between 



 

 

 

 

 

 

 

 

 

UGC and consumer behavior in the tourism context. Moreover, the study's finding that emotional UGC 

(EUGC) has a strong impact on TUGC provides new insights into the relationship between emotional 

engagement and trust. The strong emotional appeal of EUGC appears to enhance the perceived credibility 

of the content, making it more likely to influence tourists’ intentions to visit a destination. This builds on 

theories suggesting that emotionally engaging content fosters greater trust and more significant behavioral 

outcomes (Yamagishi, 2023; Ayeh et al., 2013).  

In contrast, the study’s results show that factual UGC (FUGC) has a minimal impact on both 

TUGC and VI, indicating that purely factual content may not be as effective in motivating tourists to visit 

a destination. This challenges traditional models that emphasize the importance of factual information in 

decision-making (Um & Chung, 2019), suggesting that emotional content may play a more significant 

role in driving visit intentions. The findings also contribute to the growing body of research on the 

credibility of UGC, showing that emotional content not only engages tourists but also strengthens their 

trust in the information presented, which is a critical factor in their decision-making process. The study 

also extends the theoretical frameworks that link UGC with consumer behavior in tourism, emphasizing 

the need to differentiate between types of UGC and their varying impacts on trust and visit intentions. 

Overall, this study deepens our understanding of how emotional and trust-based content in UGC 

influences tourist decision-making, offering new perspectives for both theory and practice in tourism 

marketing. 

 

6.3 Practical Implication 

The practical implications of this study are valuable for tourism marketers, destination managers, and 

content creators who aim to influence tourists' decision-making and increase visit intentions. The findings 

emphasize the importance of trust in user-generated content (TUGC) and emotional user-generated 

content (EUGC) as key drivers of visit intentions. These insights can be applied in several ways to 

enhance tourism marketing strategies. First, tourism marketers and destination management organizations 

(DMOs) should prioritize encouraging and promoting emotional UGC from tourists. Since emotional 

content significantly influences trust and is a stronger driver of visit intentions, creating a platform for 

tourists to share their authentic, emotional experiences—such as personal stories, memories, and 

emotional reactions to destinations—can be more effective than focusing solely on factual information. 

Encouraging tourists to post content that highlights their emotional connections to a destination, such as 

feelings of awe, joy, or excitement, can create a powerful appeal for potential visitors. 

Second, this study underscores the need for tourism marketers to build trust in UGC. Tourists tend 

to trust content that they perceive as authentic and reflective of real experiences, especially over 

influencer content or traditional advertising. Destinations and tourism brands should foster environments 

where tourists feel comfortable sharing their genuine experiences and provide incentives for producing 

high-quality, trustworthy content. This could involve creating review platforms or social media campaigns 

where tourists are encouraged to share stories and feedback about their experiences. Additionally, tourism 

brands should actively engage with this content by responding to reviews and posts, which can further 

build trust and credibility. 

Third, tourism marketers should be aware of the limitations of factual UGC (FUGC). While 

factual information about destinations—such as details on activities, accommodations, and local culture—

can provide valuable insights, this study suggests that it does not have the same emotional appeal or trust-

building capacity as EUGC. Therefore, relying too heavily on factual content or promotional materials 

may not be as effective in driving tourist behavior as emotional stories or testimonials. Instead, tourism 

marketing efforts should blend factual UGC with emotional content to create a more balanced and 

compelling narrative that resonates with potential visitors. Additionally, the study suggests that targeting 
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Generation Z travelers—who are more likely to trust and engage with emotional UGC over factual 

UGC—can be a strategic focus for marketers. As this demographic places a high value on authenticity 

and personal connection, tourism brands should tailor their marketing efforts to appeal to these 

preferences. Engaging with Generation Z through emotionally driven, user-generated content campaigns 

on social media platforms can be a particularly effective approach. Finally, the findings encourage 

destination marketers to incorporate trust-building strategies into their digital content strategies. Since 

TUGC is a significant predictor of visit intentions, tourism businesses should work to establish a 

reputation for transparency, reliability, and authenticity in their online communications. This could 

include displaying user-generated reviews and testimonials prominently on websites, collaborating with 

past visitors to create content, and ensuring that the content shared by tourists is featured in a way that 

enhances trust and credibility 

 

6.4 Limitation and Future Works 

The study's limitations suggest several important directions for future research. First, the sample 

may be limited in scope, potentially focusing on a specific demographic or geographic region, which 

could impact the generalizability of the findings. Future studies could explore cross-cultural differences to 

understand how perceptions of UGC vary across different countries or cultural contexts. Additionally, 

while this study relied on a cross-sectional design, future research could employ longitudinal studies to 

examine how UGC influences tourist visit intentions over time, providing a clearer picture of long-term 

effects. Another limitation is the focus on only two types of UGC (emotional and factual), which may 

oversimplify the complexities of user-generated content. Future studies could explore other dimensions, 

such as visual content (e.g., photos and videos) or social influence, and investigate how these factors 

combine to influence trust and visit intentions. Furthermore, while visit intention was the primary 

outcome variable, other behavioral outcomes such as actual visitation, repeat visitation, and destination 

loyalty were not explored. 

Future research could examine these longer-term behaviors to better understand how UGC shapes 

the entire tourism decision-making process. It would also be valuable to study the effects of UGC across 

different social media platforms, as each platform may have unique dynamics that influence how 

emotional or factual content is perceived. Finally, future research could segment tourists by demographic 

factors like age, income, or travel experience to identify how different tourist segments respond to UGC, 

allowing for more tailored and effective marketing strategies. By addressing these limitations, future 

studies can provide deeper insights into the complexities of UGC and its role in shaping tourist behavior. 
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Table A.1 

Constructs Indicators Reference 

Factual User-

Generated 

Content 

(FUGC) 

FUGC1: Knowledge about the place as a destination.  

FUGC2: Information about the history of the destination.  

FUGC3: Destination provides information related to cultural or other 

events 

Adopted from 

Yamagishi et al. 

(2023) 

Emotional 

User-

Generated 

Content 

(EUGC) 

EUGC1: The destination feels very beautiful.  

EUGC2: The destination has a significant sense of history.  

EUGC3: Deep attraction to its natural scenery and historical buildings.  

EUGC4: Strong liking for the place/destination.  

EUGC5: Increased interest in traveling to that destination.  

EUGC6: Inspiration to visit historical and cultural buildings.  

EUGC7: The destination seems worth traveling to. 

Yamagishi et al. 

(2023) 

Trust in User-

Generated 

Content 

(TUGC) 

TUGC1: Social media comments about the destination are true.  

TUGC2: Photos/videos on social media match the real situation.  

TUGC3: UGC helps set expectations for the destination.  

TUGC4: Confidence in the reliability of posted experiences.  

TUGC5: Expectation that tourism companies will meet what is 

promised based on UGC. 

Adopted from 

Yamagishi et al. 

(2023) 

Visit Intention 

(VI) 

VI1: Willing to visit the destination shown in the content in the future 

VI2: Choose the destination in the content than any other destination 

VI3: Willing to plan to visit the destination shown in the content in the 

future 

VI4: Motivates to visit the destination after seeing the content 

Adopted from 

Bandinelli 

(2020) 

Source(s): Authors’ own creation/work 


