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Abstract
This paper aimed to test the influences of perceived usefulness on travelers’ willingness to create usergenerated content (UGC) through attitudes toward social media, travel planning attitude, and
electronic word of mouth, as mediating variables, and compare the proposed model results between
two culturally and geographically distinct nations. The research model and the interactions among the
constructs were tested and validated through structural equation modeling. Randomly selected
qualified responses from Mexican (N=192) and Taiwanese (N=200) participants were analyzed. The
comparative analysis of statistical results showed that in Mexico, travel planning attitude does not
directly influence travelers’ involvement in UGC. Instead, choosing a travel destination is the reason
why Mexicans would generate content. However, in Taiwan the non-significant direct relationship is
between electronic word of mouth and user-generated content. Despite the massive social media affect
in Taiwan, reading and collecting information online is not the reason for Taiwanese to get involved in
providing online content. Research findings assist the destination marketers and tourism stakeholders
to identify essential elements that positively motivate and inspire travelers’ intention to share opinions
through social media in order to promote or adjust plans and adopt compatible strategies to
successfully form and influence travelers’ decision-making behavior.
Keywords: perceived usefulness, attitude toward social media, travel planning attitude, electronic
word of mouth, user-generated content.

1. Introduction
The advancement of social media has significantly influenced several aspects of tourism
(Aluri et al., 2016; Tajeddini et al., 2021). While decision-making is the first step in travel
planning, the online environment facilitates travel decisions by allowing travelers to digitize
and provide recommendations on a particular destination or travel services (Li et al., 2021;
Xiang et al., 2015). In addition, online reviews benefit travelers and marketing experts as
consumers’ purchase decisions can be made based on online content (Zhang et al., 2016).
Evidence shows that Millennials rely heavily on Facebook (87%) and Twitter (50%) for their
travel planning (Ferries, 2020). In the UK, 40% of millennial tourists plan their travels based
on how “instagramable” a location is (Bernardin, 2019). Hence, online reviews on travel
destinations are prominent data sources in hospitality and tourism industry (El-Said, 2020).
Nowadays, travelers are more self-reliant seeking information (Kim & Kim, 2020).
Thereby, online reviews, posts, and comments, also named user-generated content (hereafter
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“UGC”), as a fresh way of spreading the word of mouth suggestions has become a
propounded topic in tourism marketing research (Kwok et al., 2020). Millennials (97%) post
their traveling adventure experiences online (Kemp, 2020a, 2020b). Besides online reviews
generate an 18% uplift in sales an estimated US$10 billion annually in online travel buying
(Kim et al., 2018; Maslowska et al., 2017), and consumers’ user-generated content accounts
for 93% of the purchase decisions (Kaemingk, 2020). The tourism industry is highly
dependent on shared reviews in cyberspace to be the winner in the competitive conditions.
Electronic word of mouth (hereafter “e-WOM”) is another valuable source of information
that may influences travelers’ decisions (Litvin et al., 2018). In this regard, extensive growth
of e-WOM can contribute to providing UGC that is deemed a critical factor when travel
planning (Narangajavana Kaosiri et al., 2019). Therefore, the importance of UGC in the travel
industry has been a topic of interest among scholars. For instance, Litvin et al. (2008) claim
that the UGC shared by travelers may have significant impacts on the spread of e-WOM that
directly influences travelers’ tendency to visit a destination. Thus, understanding UGC and its
function through social media play an essential role in the tourism industry.
In this regard, the usefulness of social media platforms as effective factor to determine user’
behavior is impossible to ignore. Perceived usefulness (hereafter “PU”) is a potent driver for
shaping the individual’s intention to adopt a new behavior or apply new technology
(Bhattacherjee & Sanford, 2006). Individuals perceive cyberspace as a practical tool for
information attainment. Hence, they may accept travel information shared in the social media
space. Aside from PU as a utilitarian factor, attitude is another crucial determinant of intention
(Bhattacherjee & Sanford, 2006). Notably, travelers’ perceptions of usefulness significantly
affect their attitude and inspire them to get involved in cyberspace (Ayeh et al., 2013a).
However, recent studies make bold the significant influences of UGC on traveler’s behavior and
destination choices (Ayeh et al., 2013b; Gursoy, 2019). Therefore, understanding potential
factors that can actively motivate travelers to generate online content deserves a further look.
Importantly, comparative studies that evaluate antecedents of traveler-generated content at the
same time in different countries are found rare. Therefore, investigating the potential key
determinants that push traveler’s intention to create content was the primary motivation behind
the study. The current study proposed a structural model to expand the existing knowledge and
fill the research gap by hypothesizing the associations among a series of determinants to
measure the effect of stimulus behind UGC provided by travelers.
Moreover, we compared Mexico and Taiwan’s results, two geographically distinct
countries. Culturally, according to Hofstede (1980), in both countries, collectivism outweighs
individualism. In addition, both Taiwan and Mexico have high social media penetration rate
(Molly, 2020; Navarro, 2020). Therefore, a direct comparison between Taiwan and Mexico
would provide insightful knowledge on consumer’s intentional behavior in the tourism
market. Thus, it was of particular interest to investigate similarities and contrasts in the
mentioned countries.
Mexico and its tourism industry are quite well-known in the global tourism market. With a
total of 39.3 million visitors in a year, Mexico ranks the 6th destination country for travelers
in the world (Embamex, 2017). Interestingly, 98.2% of Mexicans have access to social media.
Besides, 54 million are Facebook users, which places Mexico as the second leading country in
the Latin America sites (Kemp, 2020a; Navarro, 2020). A key point highlighting the
significance of social media is that Mexican Internet users heavily depend on online reviews
for trip planning (Ceballos et al., 2016).
Taiwan has one of the highest rates of Internet penetration in the world. There were 20.51
million Internet users, and Internet penetration in Taiwan stood at 86% in January 2020 (Kemp,
2020b). Social media penetration in Taiwan stood at 88% (Kemp, 2020b). About 82.5% of
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Taiwanese residences use Internet services, and over 89% of Taiwanese are active Facebook
users (Molly, 2020). There were 18,870,000 Facebook users in Taiwan in June 2020, which
accounted for 79% of its entire population (NapoleonCat. Stats, 2020).. In 2019, Taiwan
attracted a record 11,864,105 inbound visitors in 2019, up 797,398 visits or 7.21% from 2018
(Tourism Bureau, MOTC, 2022), showing that Taiwan’s tourism industry is flourishing.
This study compares the similarities and differences between Taiwan and Mexico. The
results are followed by recommendations for a more detailed strategy for destination
marketers. This paper focuses on the perceived usefulness (PU) of UGC among travelers as
the independent variable, travel planning attitude (hereafter “TPA”), social media attitude
(hereafter “ASM”), and electronic word of mouth (e-WOM) as potential mediators, and
travelers’ intentions to provide UGC as an outcome variable.
2. Conceptual Background and Theoretical Framework
In the current study, researchers drew insight from attribution theory (Kelley, 1967) and the
technology acceptance model (TAM) (Davis, 1989; Japutra et al., 2019). Employing attribution
theory assists in understanding factors involved in providing an experience that results in
positive or negative consumer perception toward a product or service, which eventually results
in behavioral implications (Jackson, 2019). According to TAM, consumer’s acceptance of using
a particular technology or related application depends on the estimation of perceived usefulness
(PU), perceived ease of use, consumers’ attitude, and behavioral intention to use that technology
(Davis, 1989). The research framework is illustrated in Figure 1.
2.1. Perceived Usefulness (PU)
According to Davis (1989), perceived usefulness is how an individual believes that employing a
specific system increases the performance of a defined work. Not to mention that in consumer
behavior settings, perceived usefulness is a prominent, well-known construct derived from
TAM, which describes user adoption of information technology. In line with tourism research,
early studies have underlined the importance of perceived usefulness as the critical element of
technology utilization (Bhattacherjee & Sanford, 2006; Hew et al., 2018). The usefulness of
UGC relates to shared reviews that exist in an online environment and assist travelers in their
travel planning (Mendes-Filho et al., 2018; Wang & Li, 2019). Previous scholars have declared
the link between usefulness and attitude (Moon & Kim, 2001).
2.2. Attitude Toward Social Media (ASM)
Social media platforms and online communities are a significant source of generating
knowledge among travelers. Xiang et al. (2015) approved the influence of social media
applications encouraging the exchange of user-generated travel information. Moreover,
studies represent that reading other travelers’ comments in cyberspace, mainly on the social
media, is one of the leading online activities that eventually lead to travel planning behavior
(Dedeoğlu et al., 2020).
2.3. User-Generated Content (UGC)
According to Kaplan and Haenlein (2010), UGC is a creative content that can be shared
individually or collaboratively in cyberspace, especially on the social media. UGC is
particularly useful to tourism customers to access fresh opinions and experiences from others
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(Oliveira & Casais, 2019). Given the notion of tourism as a knowledge-intense industry, UGC
is considered a valuable information source to assist travelers in making decisions (Zeng &
Gerritsen, 2014).
2.4. Electronic Word Of Mouth (e-WOM)
Several previous studies have discussed the acceptance of Internet technologies in the tourism
sector and the importance of e-WOM to understand e-WOM effectiveness (Mariani et al.,
2016; Wang & Li, 2019). Early studies prove that e-WOM communications can occur in
different channels such as YouTube, Facebook, Twitter, and e-WOM applications are
extensively being applied as a reference in the tourism industry, which significantly
influences traveler’s choice of destination. Yan et al. (2018) represented the effect of
travelers’ emotions when choosing e-WOM platforms.
2.5. Attitude Toward Travel Planning (TPA)
Attitude and perception are essential motivating concepts in marketing (Duarte & Silva, 2018;
Innis & La Londe, 1994). Berkman and Gilson (1986) defined attitude as consumers’
evaluative intentions toward an object that could be a product or service. Attitude, therefore,
is one of the most accurate drivers of individual behavior. Recent findings related to studies
on the use of technology and consumers’ attitudes toward traveling indicate that the rapid
expansion of the Internet has positively affected individuals’ travel planning attitude
(Mendes-Filho et al., 2018).
2.6. Interrelationships Among Study Constructs
Based on the TAM model, an individual’s perception of technology usefulness influences
his/her intention (Davis, 1989). In our study, the construct perceived usefulness describes how
the individual presumes that applying social media will assist them in being a better travel
planner. Perceived usefulness directly influences the user’s attitude toward applying social
media (Wang & Li, 2019). The conceptualization of the usefulness of using social media
positively influences consumers’ attitudes (Kucukusta et al., 2015).
Following the above arguments, the current research postulates that:
H1: Perceived usefulness is positively associated with social media attitude.
H2: Perceived usefulness is positively associated with travel planning attitude.
Previous studies establish the association between PU and e-WOM. For example, Yang
(2017) showed that the perceived usefulness of a restaurant web page would influence the
spread of positive e-WOM. Erkan and Evans (2016) developed a conceptual framework to
show that PU is one of the significant antecedents of e-WOM in social media that
significantly affect consumers’ purchase intentions. Matute et al. (2016) confirmed the
positive association between e-WOM and PU dimensions that eventually lead to consumers’
online repurchase intention. Therefore, when the degree of usefulness is high, e-WOM tends
to be positive. Based on the theoretical arguments, this study formulates the next hypothesis:
H3: Perceived usefulness is positively associated with e-WOM.
E-WOM is one of the primary external information sources for tourism planning (Wang &
Li, 2019). More notably, in tourism settings, Jalilvand and Samiei (2012) found a significant
positive relation between e-WOM and travelers’ attitudes to visit Isfahan by shedding light on
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revealing the influence of e-WOM on the user’s attitude and intentional interactions. In this
sense, this study intends to postulate a definite link between tourist attitude and e-WOM, and
it is hypothesized that:
H4: Travel planning attitude is positively associated with e-WOM.
Scholars suggest that UGC directly influences travelers’ behavior (Alcázar et al., 2014).
Furthermore, Book et al. (2018) explained that online social groups actively influence traveler
decisions. This paper aims to uncover the connection type between travel planning attitude
and engagement in sharing user-generated content. Thus, in line with the previous studies, we
propose that:
H5: Travel planning attitude is positively associated with user-generated content.
H6: E-WOM is positively associated with user-generated content.
A critical insight deducted from related studies is that social media attitude will affect
social media postings activities. For example, Mukherjee and Jansen (2017) demonstrated that
individuals’ attitudes toward social media are related to web search; in return, web search was
found to be positively linked to the posting activities in cyberspace. A recent work by Anh et
al. (2019) focusing on travelers’ manners suggests that travelers with a positive attitude
toward social media are more engaged in posting online reviews. Accordingly, we
hypothesize that there will be a positive relationship between social media attitude and usergenerated content.
H7: Social media attitude is positively associated with user-generated content.
In tourism, PU, as one of the main subsets of TAM, can be considered as an external
driving force when a consumer is visiting an online platform to improve travel planning
(Ayeh et al., 2013b). Matute et al. (2016) concluded that PU mediates the influence of eWOM and consumers’ repurchase intention. Consistent with the theory of planned behavior
of Ajzen and Fishbein (1975) and based upon TAM proposed by Davis (1989), PU is a
determinant of attitude, and attitude plays a specific mediation role in the relationship
between individual’s behavioral intention. Contemporary literature documents the mediating
effects of attitude in different disciplines (Davis et al., 1989). Ayeh et al. (2013a) indicated
that the traveler’s attitude significantly affects tourist consumer tendencies to accept e-WOM
and use the website for travel planning. Jalilvand et al. (2012) demonstrated that the
information on e-WOM is directly related to travelers’ attitudes toward exploring a new
destination. More recently, Doosti et al. (2016) attempted to analyze the intermediary role of
travelers’ attitudes on the link between e-WOM and visit intention. Although previous studies
have focused on e-WOM in various contexts, scant studies pay attention to antecedents and
consequences of e-WOM, particularly in social media among travelers (Cheung & Thadani,
2012). It is discussed that the adoption of e-WOM is not a remote procedure, and the
consumer’s attitude is engaged during the decision-making process (Yan et al., 2016). Thus,
based on previous studies, the following hypotheses are formulated:
H8: E-WOM mediates the influence of PU on UGC.
H9a: TPA mediates the influence of PU on e-WOM.
H9b: TPA mediates the influence of PU on UGC.
H10: TPA and e-WOM mediate the influence of PU on UGC.
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Figure 1. Research Framework

3. Methodology
3.1. Scale Operationalization
With slight modifications from prior studies, we adopted the current measurement item to fit
the research purpose. PU was measured using five items adapted from Lin (2012) and Wu et
al. (2011). TPA was assessed using four items adapted from Gursoy and Gavcar (2003) and
Laurent and Kapferer (1985). The scale of e-WOM was borrowed from Amaro and Duarte
(2013) and Lam and Mizerski (2005), representing four items. ASM was measured using five
items from McQuarrie and Munson (1992) and Moon and Kim (2001). Finally, three items
were drawn from Munar and Jacobsen (2013) to measure an individual’s intention to create
UGC. We translated the questionnaire into Spanish and Mandarin Chinese and verified it
through the back-translation method.
3.2. Data Collection and Sample Characteristics
Researchers gathered the data through Google Form. Then, online questionnaires were sent to
targeted respondents from Taiwan and Mexico. After data screening, a total of 392 usable
questionnaires were obtained for analysis. Thus, 200 Taiwanese (TW) and 192 Mexican (MX)
participants met the research criteria. Screening questions are used to ensure that participants
are qualified (e.g., Have you previously read other travelers experience shared on the Internet
to learn more about tourist attractions).
4. Data Analysis Procedure
We employed the structural equation modeling (SEM) approach, which is preferable for nonexperimental research and is highly desirable when estimating a group of complex
relationships (Hair et al., 2013).
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4.1. Scale Accuracy Analysis and Measurement Model
First, the Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity were performed to
ensure sampling accuracy and validity of factor analysis. Based on the respective
recommended criterion, the KMO value between 0.5 and 1.0 confirms the sample adequacy
for factor analysis (Tabachnick et al., 2007). Additionally, results should be significant. In
Mexico’s case, the total KMO value for the research instrument was 0.82 (p < 0.000). As for
Taiwan, this value was 0.84 (p<0.001), indicating that this study fulfilled the requirement to
pass Bartlett’s Test of Sphericity. The measurement model was assessed through the
reliability and validity of the studied constructs. All together, and considering values with CR
> AVE, AVE > 0.5, MSV < AVE, √AVE > Max r (maximum interrelated correlation), the
reliability and validity of research constructs were confirmed. Table 1 displays the results of
reliability and validity tests.
Table 1. The results of reliability, discriminant, and convergent validity analyses

Mexico

Taiwan

PU
TPA
e-WOM
ASM
UGC
PU
TPA
e-WOM
ASM
UGC

α
0.88
0.88
0.92
0.87
0.79
0.86
0.89
0.87
0.80
0.86

CR
0.853
0.843
0.876
0.886
0.798
0.814
0.849
0.814
0.797
0.862

AVE
0.594
0.650
0.701
0.609
0.570
0.527
0.655
0.595
0.442
0.675

MSV
0.247
0.091
0.247
0.182
0.125
0.291
0.266
0.291
0.123
0.110

Max r
0.497
0.302
0.497
0.427
0.354
0.539
0.449
0.539
0.350
0.332

PU
0.771
0.225
0.479
0.427
0.354
0.726
0.516
0.539
0.350
0.305

TRA

e-WOM

ASM

UGC

0.806
0.302
0.092
0.223

0.837
0.193
0.334

0.780
0.223

0.755

0.809
0.449
0.197
0.332

0.837
0.244
0.159

0.665
0.278

0.822

Table 2 presents the descriptive statistics, factor loadings, exploratory factor analysis
(EFA), and confirmatory factor analysis (CFA) for each item for both countries.
Table 2. Factor Analysis and Descriptive Statistics
Variables

Items

Minimum
accepted
value
Mexico

PU

TPA

e-WOM

ASM

PU1
PU2
PU3
PU4
PU5
TPA 1
TPA 2
TPA 3
TPA 4
e-WOM1
e-WOM2
e-WOM3
e-WOM4
ASM1
ASM2
ASM3
ASM4
ASM5

EFA
loading

CFA
loading

> 0.5

> 0.5

0.79
0.69
0.85
0.78
0.76
0.79
0.87
0.93
0.79
0.86
0.90
0.82
0.83
0.83
0.80
0.84
0.80
0.79

0.84
0.72
0.84
0.76
0.68
0.75
0.90
0.94
0.68
0.87
0.91
0.83
0.81
0.75
0.83
0.84
0.79
0.65

Mean

SD

KMO
> 0.5

3.55

0.98

0.85

4.40

0.77

0.80

3.75

1.04

0.84

3.71

0.74

0.85
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Table 2.
Variables

Items

UGC

UGC1
UGC1
UGC3

Taiwan
PU

TPA

e-WOM

ASM

UGC

EFA
loading
0.78
0.88
0.76

CFA
loading
0.77
0.82
0.66

0.84
0.66
0.80
0.79
0.58
0.82
0.84
0.88
0.72
0.82
0.85
0.83
0.71
0.73
0.72
0.69
0.79
0.71
0.86
0.85
0.86

0.79
0.66
0.80
0.85
0.62
0.77
0.87
0.94
0.69
0.78
0.86
0.82
0.71
0.61
0.67
0.61
0.77
0.65
0.85
0.84
0.77

PU1
PU2
PU3
PU4
PU5
TPA 1
TPA 2
TPA 3
TPA 4
e-WOM1
e-WOM2
e-WOM3
e-WOM4
ASM1
ASM2
ASM3
ASM4
ASM5
UGC1
UGC2
UGC3

Mean

SD

KMO

2.94

1.19

0.69

4.00

0.69

0.83

4.36

0.68

0.80

4.12

0.66

0.81

3.89

0.53

0.78

3.62

0.99

0.73

Note: *P < 0.05, **P < 0.01, ***P < 0.001. Research items are: PU 1: I often use social media to search for information for travel
purposes. PU2: Using social media for travel planning inspires my curiosity. PU3: Social media improves my travel planning. PU4:
Social media makes it easier for me to make travel-related decisions. PU 5: Social media helps me save time. TPA1: Travel interests
me. TPA2: Choosing travel destinations entertains me. TPA 3: Choosing travel destinations is exciting, TPA 4: Choosing travel
destinations relaxes me. e-WOM 1: I read other tourists’ online travel reviews to know what destinations make good impressions on
others. e-WOM 2: I read other tourists’ online travel reviews to make sure I choose the right destination. e-WOM 3: I read other
tourists’ online travel reviews to select an attractive destination. e-WOM 4: I collect information from tourist’s online travel reviews
before I travel to a certain destination. Social media for travel purposes is ASM1: Important. ASM 2: Exciting. ASM 3: Matters to
me. ASM 4: Interesting. ASM 5: Useful. UGC1: I upload photos for friends on Facebook, etc. UGC 2: While traveling, I check-in
(or update) my location on social media such as Facebook. UGC 3: I upload photo albums/videos on the Internet (blogs).

4.2. Test of Hypotheses and Mediation Analysis
After testing the overall model fit, we examined the hypotheses for both cases in Mexico
(Figure 2) and Taiwan (Figure 3).
Table 3 presents the results of the proposed hypotheses. As can be seen for Mexico, except
for H5, all other hypotheses (H1-H4, H6) are supported, and the path from TPA to UGC is not
significant. As for Taiwan, results indicate that except for H6 representing the significant
influence of e-WOM on UGC, all other hypotheses (H1-H5, H7) have received support.
Table 3. The Results of Hypotheses Testing for the Direct Path
Hypotheses
H1
H2
H3
H4
H5
H6
H7

Path
PU  ASM
PU  TPA
PU eWOM
TPA  e-WOM
TPA  UGC
e-WOM  UGC
ASM  UGC

β (MX)
0.43***
0.26**
0.45***
0.19*
NS
0.27**
0.16*

NS = Not Significant, *p < 0.05, **p < 0.01, ***p < 0.001

Result (MX)
Supported
Supported
Supported
Supported
Rejected
Supported
Supported

β (TW)
0.36***
0.52***
0.42***
0.23*
0.30**
NS
0.23**

Result (TW)
Supported
Supported
Supported
Supported
Supported
Rejected
Supported
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Table 4. The Results of Path Analysis (Mexico and Taiwan)
Hypotheses

Country

Path

Mexico
H8

Total

Direct

Indirect

0.36**

0.25**

NS

0.30**

0.30**

NS

0.50***

0.45**

0.05*

0.53***

0.41***

0.12*

0.36**

0.32**

0.04*

0.30**

NS

0.13*

0.36***

NS

0.12*

0.30**

NS

NS

Mediation
Not supported
(No mediation)
Not supported
(No mediation)
Supported
(partial mediation)
Supported
(partial Mediation)
Supported
(partial mediation)
Supported
(full mediation)
Supported
(full mediation)
Not supported
(no mediation)

PUe-WOMUGC
Taiwan
Mexico

H9a

PUTPAe-WOM
Taiwan
Mexico

H9b

PUTPAUGC
Taiwan
Mexico

PU(TPA+eWOM)UGC

H10
Taiwan

NS = Not Significant, *p < 0.05, **p < 0.01, ***p < 0.001

We performed bootstrapping using 5000 bootstrap samples to test the mediation. The
results of the mediation hypotheses for the research model in both Mexico and Taiwan are
given in Table 4. In Mexico, there is no evidence to support the mediation effect of e-WOM
on the relationship between PU and UGC. However, partial mediation effects of TPA are
found for hypotheses H9a and H9b. Moreover, H10 (which regards the dual mediation effect
of two variables, namely TPA and e-WOM, on the relation between PU and UGC) is proved.
Likewise, the mediation analysis for Taiwan declares that similar to Mexico, e-WOM cannot
mediate the relationship between PU and UGC. Notably, TPA’s full mediation of the
association between PU and UGC is found. H9a and H9b have both received support. In
addition, it is found that TPA could partially mediate the relationship between PU and eWOM. However, H10 is rejected. Thus, the dual mediation of TPA and e-WOM has not
received support.

Education

a

<0.05, b<0.01, c<0.001,
NS = Not Significant

Age

NS

Perceived Usefulness
(PU)

0.20

b

Intention to Create User
Generated Content
(UGC)

H1=0.43 c

H5=NS
H2=0.26 b

H3=0.45

H7=0.16 a

c

Travel Planning Attitude
(TPA)

H6=0.27

b

Attitude toward Social
Media (ASM)

H4=0.19 a
Electronic Word of
Mouth (e-WOM)

Figure 2. The Structural Equation Model (SEM) Testing for Mexico

524

Dadvari et al.

a

Education

<0.05, b<0.01, c<0.001,
NS = Not Significant

Age

NS

Perceived Usefulness
(PU)

Intention to Create User
Generated Content (UGC)

H1=0.36
H2=0.52

NS

c

H5=0.30

b

c

H3=0.42

H7= 0.23

c

Travel Planning Attitude
(TPA)

H6=NS

H4=0.23

b

Attitude toward Social
Media (ASM)

a

Electronic Word of Mouth
(e-WOM)

Figure 3. The Structural Equation Model (SEM) Testing for Taiwan

5. Discussion
User-generated content is a promising phenomenon with applications in tourism and
marketing context. Factors influencing individuals to create, use, and adopt the content
deserve consideration as travelers read and evaluate reviews when deciding on their next
travel adventure. This study analyzed the relationships among a determinant (PU), three
mediating variables (ASM, TPA, and e-WOM), and one dependent variable, an individual’s
intention to post and share user-generated content (UGC). The current research framework
was developed based on previous research. Although results were mostly consistent with
previous findings, there were differences between the two countries.
This research attempted to explain the factors that mainly affect travelers’ intention to
share content in social media about their travel. Furthermore, the differences and similarities
were illustrated between two culturally different countries. Our results showed that Taiwanese
attitudes toward travel planning (TPA) strongly persuade travelers to share user-generated
content (UGC). However, for Mexican respondents, attitudes toward travel planning (TPA)
were not found to have any significant influence on travelers’ intention to generated content
(UGC).
According to Trompenaars and Hampden-Turner (2020), Taiwan is a universalist, neutral,
and introverted society. Mexico, however, falls on the opposite side of the spectrum. Mexico
is a particularist, affective, and extraverted country. For the Taiwanese, activities involved in
planning a trip are exciting and entertaining. The influence of travel planning in an introverted
society encourages travelers to share their experiences with friends and family. For the
introverted Taiwanese, the time spent in front of the computer monitor is exciting when
choosing a travel destination. While traveling, and after traveling, Taiwanese travelers
reciprocate the excitement for the next group of travelers by sharing and generating
information online.
In contrast, in Mexico, electronic word of mouth (e-WOM) is the most influential
paradigm in persuading travelers to provide comments and to share their opinions. For the
extraverted and affective Mexicans, reading and talking about the travel is as exciting activity
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as the travel itself. Extraverted affective Mexican traveler is not about where to go, but what
to do when traveling. Reading and writing travel reviews are about the feeling toward the
travel destination. Therefore, by creating and sharing online information, the Mexican
travelers reciprocate the feeling of excitement they experience from the travel destination. In
addition, this study reveals that perceived usefulness (PU) has a significant influence on
attitude toward social media (ASM), electronic word of mouth (e-WOM), and travel planning
attitude (TPA) in both countries. This finding is supported by previous studies (Hew et al.,
2018; Wang & Li, 2019).
5.1. Theoretical Implications
From a theoretical standpoint, our study enriches the literature by building a framework to
measure and predict tourism consumer’s intention to create UGC by focusing on the
perceived usefulness (PU) of UGC among travelers as the independent variable, and travel
planning attitude (TPA), social media attitude (ASM), and electronic word of mouth (eWOM) as potential mediators. Findings also claim an application of attribution theory to the
research field, indicating perceived usefulness (PU) as one of the leading causes that can
motivate traveler’s intention toward a specific behavior. The results collaborate on the
significance of perceived usefulness (PU) as an influential factor in forming traveler’s attitude
in two different countries, namely Mexico and Taiwan. These findings are consistent with
past studies confirming that PU positively influences attitudes and intentions. Put it
differently, travelers representing a positive attitude toward the perceived usefulness of UGC
are more willing to get involved in using and providing UGC (Mendes-Filho et al., 2018;
Wang & Li, 2019).
5.2. Practical Implications
This study validates the critical role of perceived usefulness when predicting an individual’s
attitude and intention toward sharing user-generated content on social media for travel
planning purposes. In other words, when it comes to travel generated content in social media,
PU shows a significant influence in the travel planning situation, indicating that PU and
attitude are deemed appropriate constructs in TAM studies when exploring an individual’s
intention toward sharing UGC related to travel planning. Notably, culture consists of
observable behavior such as beliefs, attitudes, and behavior (Kim & Gudykunst, 1988). The
research consequences in the two countries address behavioral patterns among samples, which
can serve as a useful guide for tourism marketers.
The results of this study offer valuable insights for market managers to understand
travelers’ decision-making behavior better. Destination marketers and tourism stakeholders
significantly benefit from the research findings. This study reveals essential elements that
positively motivate and inspire consumers’ attitudes, travel planning, and tourist intention to
share opinion thorough social media actively. Consequently, as a result of travelers’ perceived
usefulness of social media attitude and electronic word of mouth, e-WOM has the potential to
influence the travel planning attitude. This revelation means that travelers are likely to employ
electronic word of mouth for their travel planning.
This study shows that e-WOM has a significant impact on the travel planning attitude.
Thifinding implies that if the tourism industry provides more resources to improve the
valence of its online consumer reviews, it is possible to have more users generating content.
Since social media platforms serve as a substantial communication channel in the tourism
industry, all the people involved should set up an active communication approach and
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elucidate their electronic reviews. These online reviews can enable travel agencies to gain
consumers’ trust and to promote potential future businesses.
UGC supplies a new venue for companies to get in touch with travelers and influence
travelers’ opinions. Thus, the ease of access to information has changed UGC to a unique
source creating new dynamics in the industry and market. Moreover, the electronic form of
WOM challenges traditional markets, which makes bold the effectiveness of social media.
Furthermore, as this study found, social media attitude has a strong influence on perceived
usefulness. The tourism industry might consider creative ways to offer new applications that
facilitate sharing and posting reviews to actively encourage travelers to provide content on
their businesses.
5.3. Limitations and Suggestions for Future Research
The current study is still subject to several limitations that provide new directions for future
research efforts. A significant limitation of a study like ours is the inability to determine
whether respondents and non-respondents differ significantly. The results are sensitive to each
sample’s characteristics.
This study is conducted in Taiwan and Mexico. Therefore, a different market could have
different characteristics, showing different results by the same number of respondents because
background factors such as culture and environment influence people’s behavior. A larger
sample could help refine the results.
Finally, it would be complementary to this study if future studies investigate where social
media is mostly used to choose tourist destinations.
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