International Journal of Science and Research (1JSR)
ISSN: 2319-7064
ResearchGate Impact Factor (2018): 0.28 | SJIF (2018): 7.426

The Relationship between Social Networks, Social
Responsibility in the Reflect of Perceived
Sustainability, and Tourists’ Destination Decision:
A Case of 5 Tay-Nguyen Provinces, Vietnam

Luu Thi Thanh Mai

Lac Hong University, Department of Post-graduate education, 10, Huynh VVan Nghe, Buu Long, Bienhoa, Dongnai, Vietnam

Abstract: Research into the influence of tourists’ social networking and perceived sustainability upon destination decision is still
vague, and its prediction value has not been defined yet. Thus, it is necessary to build a theoretical model to test the relationship of (1)
social networks, (2) social accountability in the reflect of perceived sustainability, (4) travel intention and (5) destination decision,
which aims at clarifying, gaining and improving the sustainable perception of tourists in particular, and of consumers in general to

develop sustainable tourism in the near future.
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1. Introduction

Social networks are concerned by researchers of the tourism
field for both its positive and negative effects on tourism
(Litvin et al., 2008). Multiple social networks are sources of
customer-stored information so that actors can access that
information in need (Assenov & Khurana, 2012). However,
there have been still no research focusing on the positive
correlations  between social network and  social
accountability of each individual in order to reduce the
negative effect of the networks.

As stated by Twumasi & Adu-Gyamfi (2013), to tourists, to
come up with the decision on the destination, it is required a
considerable amount of information and a big number of
searches, hence, the effort to search for information is a part
of planning the tour. Searching information is an important
part of the tourist’s experience. It can be seen that searching
for information plays a key function in the tourists’ choice of
destination in terms of minimizing risks and uncertain about
tourism service.

Tourism development in Tay-Nguyen is urged on ensuring
its positive effects on economic and society, including a
format to reserve cultural heritages, cultural environment,
and encourage responsible tourism models to gain and share
benefits, maintain and reconstruct the ecology environment,
deal with climate change.

The paper aims at defining the relationship between social
networks, social accountability in the reflect of perceived
sustainability and the tourist destination decision in Tay-
Nguyen provinces.

2. Hypotheses and theorical research model

2.1 Correlations of Tourists’ Social Network and Travel
Intention

Social networks bring remarkable effects on tourists’ travel
intentions because they can assist organizations who manage
tourist destinations to build positive images, and more
important, social networks encourage potential tourists to
travel. Moreover, social networks also encourage tourists to
come back to the destinations. (Jalivand et al, 2012).
Hypothesis H1: Social network (SN) positively affects travel
intention of tourists (TI).

2.2 Correlations of Tourists’ Social Network and Travel
Intention

According to Zhang & Zhang (2018), social network
certainly affects the relationship between the awareness of
sustainable development and the future plan of tourism
companies and tourists. The destination managers must
acknowledge the importance of regular communication with
tourists via business development strategies that give them a
clear view of the tourists’ needs, from that, they will take
reasonable action to increase the satisfaction of tourists and
influence on tourist's decisions on traveling. (Zhang &
Zhang, 2018)

Hypothesis H2: Social networks (SN) have a positive effect
on tourists’ perceived sustainability (SP).

2.3 Correlations of Sustainable Perception and Travel
Intention of Tourists

Dolcemascolo & Martina (2011) stated that tourism quality
is influenced by tourists’ awareness of sustainability.
Tourists who concern about the destinations tend to care
much about protecting the environment, preserving local
cultures, cultural heritage, and protect the image of the
destinations. This concern has a huge influence on their
choice of tourist destinations (Huang & Liu, 2017).
Hypothesis H3: Perceived Sustainability (SP) positively
affects tourists’ travel intention (TT).
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2.4 Correlations of Tourists’ Travel Intention and

Destination Decision.

Expanding TPB (Theory of planned behaviour) model by
adding the contributing perceived values has shown that the
intention and social networking behaviour among social
networks have a positive relation to the increased values.
TPB states that in terms of behaviours of the social network
users, the subjective standard and conscious behavior of a
person form their behavior, so it is reasonable to state that
the attitude of social network users to tourism destinations,
their subjective standard and controlled conscious behavior
influence on their destination decision.

Hypothesis H4: travel intention (TI) positively affects
destination decision (DD).

Ttheoretical Research Model
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Source: Author
Figure 1: Research model

3. Definition & Scales
3.1 Social Networks

According to Caspary (1987) social network is a network
contains relations among people, caused by networking
behavior. The scale is designed based on research of Nybakk
(2009) including 5 variables. The below Social Network
Scale is developed after experts’ contribution:

Table 1 Scales of Social Network

Constructs Explanations
o1 I have many inemctions wit other tavelsrs in my networks
=2 I oftan have conversstion with other tavelers in my networks
o3 I often discoss common tourism issues in my social netw orks
o4 I play = cener role inmy socisl networks
=5 I frequently participate in voluntary work

Note: SN = Social Network.
Source: Author

3.2 Perceived Sustainability in Tourism

According to Ciegis et al. (2009) sustainable development is
"development that satisfied the current needs without any
negative effect on satisfying the needs of the future
generations." Ethical consumers/tourists aware of their
responsibility to society and raise their concerns by their
consuming behaviors (Oslo Symposium on Sustainable,
1994; 2005). In tourism, destination decision preferred
sustainable destinations is a means for tourists to fulfill their
responsibility of sustainable development.

The scale of perceived sustainability designed based in
research of Zhang & Zhang (2018). The scale below is
completed with experts’ contribution

Table 2: Perceived Sustainability Scales

Constructs Explanations

Tourizm-relatad business activities should respact,
protact and promots the colurs of Tay-Neoyen
5P Tourizm-ralatad business should be eaponzible
for taining humean resources for Tay-Neuyen
Tourizm-raktad buzsinez: shovld bring mor

p3
N benafits to the local and the local communities
in Tay-M guren
D4 Tourizm-relatad business should actively participate

in the activities of the Tay-Neuven commumnities.
Note: SP = Sustainable Perception

3.3 Travel Intention

Travel intention is the Perception of tourists about a specific
destination (Ahn et.la., 2013, Woodside & Lysonski, 1989).
The intention immerses from personal belief when evaluating
tourist products, builds their standard belief on a tourist
product and situational factors since the time they start
planning their travel or commit to traveling (Moutinho,
1987).

The scale of Travel Intention is designed based on the
research of Jalivand et al (2012), the scale below is designed

based on experts’ interview contribution

Table 3: Scales of Travel Intention (TI)

Conztructs Explinatonz
TI1 Iexpect to traval to Tay-INeuven next time
2 Iwill travel to Taw-Neguwen instzad of other places
s ¥ nothing changes I am going to travel to Tav-Meuven

Note: Tl = Travel Intention.
Source: Author

3.4 Tourism destination decision

In the tourism field of research, the push and pull factors
explained people travel as they are pushed and pulled by
certain inherent forces (Crompton, 1979; Uysal & Hagan,
1993). Travelers are under the dominance of ethical factors,
social individual responsibility, so that they gain perception
of the importance of individual’s behaviours toward society,
thereby measuring their travel behavior (Benabou & Tirole).
, 2009; Ryan & Bonfied, 1980). The paper author applies
scale in the research of Dorcic and Komsic (2017). The scale
below is designed based on experts’ contribution

Table 4: Destination Decision Scales
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Constracts Explanation:

Dol Socizl networking azzazzment helpad me in making the
right dacizion sbowt 3 touriem destination.
DD Others gives me advices to choozs 2 tourizm destination
DD3 I choose & urism destination bacasse a friend ora
Family membar of mine want .
DD Others in the group that vou wsually travel with agrea
zbout your destination decision.
Watursl environmental attractivensass iz on= of the
factors to chooss 2 destination
You want to travel to vour chosen destinstion
bacause hat is where others have travalad to

DD3

DDé

Note: DD = Destination Decision
Source: Author

4. Research Methodology

This research is conducted in mix methods: Both quantitative
and qualitative.

Qualitative method employs interviewing experts to analyze
independent variables in order to evaluate the model, edit the
research scales is needed.

The quantitative method employs a survey by questionnaire
designed for chosen objects of the research. Objects were
chosen by a convenient method on the internet using Google
Docs and the question “Have you ever traveled to Tay-
Nguyen?” to filter suitable objects. Data was collected from
6/2018 to 6/2019. After eliminating unvalued answers, the
total data includes 557 answers from 557 participants, all of
whom have decided to travel to Tay nguyén.

5. Findings
Table 5: Testing the scales with Cronbach’s alpha
coefficient

Scals Cronbach’s alpha
Social Networks 0047
Perceived Sustiamability 0.300
Travel intenfion 0871
Destination decision-making 0.390

Source: Author

The findings in figure 5 demonstrates the reliability of the
research scales in which the reliability of variables are high
and bigger than 0.6, the related variables have the sum
bigger than 0.3. Conducting EFA factor analysis for 18
observed variables, 4 factors are drawn, the total variance
explained 64.36% (> 50%), KMO coefficient = 0.863 (>
0.5) and Barlett test with Sig = 0.00 (<0.05) indicates the
EFA analysis is appropriate.

CFA Analysis

With the total objects of 557 and the variables of 18, when
performing the factor rotation with the load factor bigger
than 0.5, criteria applied to access the appropriateness of
factors analysis is as follows:

Table 6: Confirmatory factors Analysis (CFA)

Index Validity | AMOS  Evaluation Note
Chi-squar=6f (cnindf) | <3 1388  Accepted  _
CFI =08 | 282 Acceptd B
A3 =08 | 966  Acept=d 2
I 00 | 990  Accepted ,E
RMEEA <005 | 000  Acoped =
p-vaus =005 | Q00 Accepted

Source: Author

Thus, the model scale is matched with the collected data.
This means the observed variables of each scale is
unidirectional.

Testing theoretial model and research hypothesis by
SEM

The method of analyzing: Structural Equation Modeling
(SEM) by AMOS is applied to test the research model. The
model tests the relationship among 4 factors: (1) social
networks; (2) perceived sustainability; (3) Travel Intention;
(4) travel destination decision.

The SEM result in figure 5 demonstrates the theoritical
model achieves the appropriateness with data so that Chi-
square = 189,883 (p=.001 < 0,005), Chi-square /df = 1,449 <
2, GFI = ,964, TLI = 0,989, CFI = 0,990 are big, RMSEA =
0,028 <0.08. The scale are tested and shows that the findings
are appropriate in the theoritical model inthis research. This
will be tested in an official theoritical model along with
hypothesises in the linear strutured model (SEM).

As mentioned above, the research includes 4 hypotheses that
need to be tested. The result of estimating the relationship
between the research concepts shows that all of the factors
have a mutual effect at 5%. The hypotheses are presented in
Table 7:

Table 7: Study’s hypotheses results

Factors Eztimate SE. CER. P

Hypotheses

Sorial networks 3 Tourists”

Hl waval fntention 0171 0041 4161 000D

m Socialnetworks > Perceived | p0se 0026 2205 0.022
Sustainability

3 Bercaived sust inability 3 0213 DOE1 100 0007

Tourizsts” trevel ntention
Tourizts” trevel intention =

nost oo T0RE 0037
H4 Toriam destinstion decidon 005 0028 2086 0.03

Source: Author

6. Discussion

The research findings demonstrate the sustainable perception
of tourists and their travel intention has the strongest relation
(0,223), which means when the sustainable perception of
tourists is higher than 1, their travel intention tends to
increase to 0,223, at the same time, p of this relation is
positive.

The effect of social network on the sustainable perception of
tourists and the effect of tourists’ travel intention on their
travel decision has the weakest relation (0,059), which
means when the value of social network increases to 1, the
awareness of sustainable development of tourists only raises
to 0,059 and p of this relation is positive. Similarly, when the
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effect of tourists’ travel intention increases 1 unit, their
travell destination decision will increase to 0,059. The
testing result of cause-effect relationship among the research
factors demonstrates that all relations contain statistical
meaning, in other words, all hypotheses from H1 to H4
accepted via regressions weights normalizing the
relationships between positive factors prove that all these
relationships have a proportional effect on each other. To
sum up, the theoretical model testing result using SEM
shows that the model matches the research data. The
estimating result that standardizes the cause-effect
relationship of the research concepts in the theoretical model
shows that these relationships are statistically meaningful (p
< 0,05), this means the scale in the research model has
achieved the theoretical relative value.

In order to generalize the research result, the result has been
retested for its reliability. The testing result bootstrapping
from 1.500 observes shows that the original weight is
significant to the average weight of bootstrapping because all
weights are within the 95% interval confidence.
Consequently, estimating in this model can be concluded
positive.

7. Conclusion

This research a summary of social network theories, social
responsibility reflected in the awareness of sustainable
development of tourists, their destination decision in the
current business practice. The worth to mention the
contribution of this research is it recommends and tests the
model of effect of social networks on tourist destination
decision. From that, the author proposes management
implications to assist tourism management units in Vietnam
in general, in Tay Nguyen in particular, to have a broad view
in order to design appropriate marketing strategies using
social networks, a common useful tool in loT.
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