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ARTICLE INFO ABSTRACT
Keywords: Social media and its applications are a part of daily life in Turkey and the rest of the world. In 2022, about 80.7 %
Digital marketing of Turkey’s population (69.9 million people) spent an average of 8 h daily using the Internet, providing a sig-
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Social media engagement

nificant opportunity to encourage and influence tourists’ purchase intentions through social media. This study
aims to determine the effects of digital marketing and social media on tourist behaviours in Turkey. This study
proposes a comprehensive model for the antecedents of tourists’ behavioural intentions in their destination
selection that can be found in the tourist destination online content (TDOC). The quality and user-friendly

eWOM accessibility of the online information provides essential clues that influence tourists’ behavioural intentions
Destination marketing (intention to visit the destination and eWOM). Tourists’ level of satisfaction with their first destination visits and
Turkey the digital marketing interaction channels through which they share their experiences may positively affect their

repeat visits/other tourists’ behavioural intentions. Therefore, this study investigates the mediator effect of
satisfaction and digital marketing interactions on the behavioural intentions of tourists of Eastern origin during
their destination selection. Data was collected from 264 structured questionnaires and analyzed using partial
least squares structural equation (PLS-SEM) modelling. Findings show that tourists’ TDOC perceptions directly
affect their behavioural intentions and that tourist satisfaction has a mediator role in the relationship between
tourists’ TDOC perceptions and behavioural intentions. Also, the results show that satisfaction and digital
marketing interactions are important determinants of the intention to visit a tourist destination and eWOM in-
tentions. Understanding tourists’ perspectives on destination choice is crucial for policy makers, businesses and
marketers as it will help formulate appropriate strategies to increase destination visits. In this respect, it is
recommended to develop strategies to encourage tourists to share their experiences and satisfaction levels
through digital marketing channels by improving the quality of products and services. Finally, the population of
this study is limited to Turkey, and future research can extend this study to countries with different cultures and
make new contributions to the related literature.

1. Introduction late 1930s with the invention of computers and the iteration of the
Internet covering various technologies (Macnamara, 2010). Since the

The evolution of communication through social media has led to a early 21st Century, many media analysts and social science scholars
surge in online information and content about tourist destinations have influenced the changing dynamics in public communication and
(Kaosiri et al., 2019). The emergence of Digital media dates back to the media (Macnamara, 2010). As a result, social media has transformed the
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communication and interaction of individuals globally by impacting
many aspects of human communication (see Coyle & Vaughn, 2008;
Edosomwan et al., 2011), including tourist behaviour. In recent years,
social media and networking sites such as Instagram, YouTube, Face-
book, Twitter, and Tiktok, among others, have become a daily practice
for most users, including tourists (see Edosomwan et al., 2011) and an
essential tool for obtaining depth information about tourists’ sites (see
also Javed et al., 2020). Through digital marketing and strategies,
tourists can find destination images and tour information, which influ-
ence their behaviours (Khan et al., 2022).

Social media sites have become web-based platforms for individuals
to interact, share information online and exchange ideas (see Islam,
2021; Javed et al., 2020). The information on these sites influences in-
dividuals’ daily lives and impacts industries, including tourism (Islam,
2021). Most travel decisions are influenced by information on social
media and digital marketing (online information) (see de Amorim,
Sousa, Dias, & Santos, 2022; Islam, 2021; Khan et al., 2022; Magano &
Cunha, 2020). This is evidenced in a study by Roller (2023), who found
that the majority of Generation Z (the generation born in the early 21st
Century and perceived as being familiar with digital technologies, social
media and the Internet at a very young age), accounting for 82 %, utilize
key marketing options for their travel-related decisions. For instance,
the hashtag “travel” on TikTok accumulated many views, amounting to
74.4 billion. In the past, individuals or consumers had to utilize or
purchase a product or service or consider the experiences and opinions
of those who had previously used it to make informed purchase de-
cisions (Kim et al., 2007). In recent periods, tourists compare experi-
ences on social media to assist them in making decisions regarding
destinations, shopping and catering. Social media, through the help of
GPS, makes it easier for tourists to check-in on time while sharing their
experiences on specific destination sites to help other potential and
future tourists make travel plans (see Islam, 2021).

The growing prevalence of internet usage and advancements in
communication technologies have ushered in a new era of information
retrieval methods (Arsal et al., 2008). Accordingly, Online reviews and
recommendations remain an essential source of information for in-
dividuals traveling, with nearly all consumers, approximately 68 %,
reading these reviews before reserving their trips (Roller, 2023). Given
these reviews, organizations use digital marketing with relevant and
engaging content to promote destinations through high-quality images,
videos, and blog posts that influence potential tourists to select a
destination over others (Kim & Kim, 2020; Toral et al., 2018).
Furthermore, digital marketing allows tourists to engage with the
destination and local communities. As noted earlier, social media ap-
plications such as Facebook, YouTube, Twitter, Instagram, Snapchat,
LinkedIn, Telegram, and WhatsApp Business are frequently used as
digital marketing interactions to encourage consumers to research and
plan their travel destinations (Stylidis, 2022; Toral et al., 2018).

Moreover, product and service promotion through digital marketing
channels continue to improve consumers’ awareness (Alamsyah et al.,
2020), their adoption of products and services (Zubair et al., 2020) and
their purchasing behaviour (Krey et al., 2023). These developments in
communication and information technologies have led to a rapid in-
crease in online information and content about services and products of
tourist destinations on the Internet. Undoubtedly, the increase in this
online information (via social media) gives rise to the issue of TDOC
(tourist destination online content), like the quality of the information
and its user-friendly accessibility (Jeong & Shin, 2020; Ramkissoon &
Nunkoo, 2008; 2012; Ramkissoon & Uysal, 2011).

From the existing literature, TDOC is highly influenced by social
media and digital marketing. Specifically, tourists first search online for
information about a service or product (Mehra, 2023; Ramkissoon,
2017). As Wang and Li (2019) noted, tourists frequently use and value
websites where digital interactions occur when deciding on a product or
service. This is because online tourist sites enable tourists to arrange
their accommodations, make their travel plans, search for further
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information and make their contracts, which are necessary for a visit to a
destination, on the Internet (Law et al., 2018). The relevance of social
media and digital marketing for travel destinations is also confirmed in a
study by Racherla and Friske (2012), who stated that the accessible and
understandable content on touristic places is beneficial for tourists to
prefer products and services again. Lam et al. (2020) also opined on the
positive impact of online platform co-creation on travel destinations,
experience and satisfaction. However, the current literature has focused
more on various factors such as brand image, brand trust, relationship
quality, and service quality (Abubakar & Mavondo, 2014; Choi et al.,
2018; Fu & Timothy, 2021; Garay, 2019; Hosseini et al., 2015; Kim et al.,
2014) with less exploration and emphasis on the interactions between
tourists’ intentions and satisfaction and digital interactions. The evi-
dence on how TDOC influence tourist behaviour and revisit intention
remains unresolved (Tham et al., 2020). Accordingly, Tham et al. (2020)
reveal the mixed outcome of studies on the influence of social media on
tourists’ destination choices. Pantano et al. (2019), while examining the
impact of online information quality on tourists’ decision-making pro-
cesses, also noted the need for further analysis of how online informa-
tion impacts tourists’ intentions and satisfaction considering the lack of
evidence based on the data and method.

Although a few studies (Pino et al., 2019) have explored the role of
marketing activities in encouraging tourists’ online activities, the rela-
tionship between digital marketing interactions, TDOC and tourists’
behavioural intentions has not been adequately explored. Specifically,
the limited literature (Deb, Nafi, & Valeri, 2022; Pektas & Hassan, 2020)
that have examined the relationship between digital interactions, tour-
ists’ intentions and satisfaction have failed to explain how these in-
teractions impact tourists’ intentions to visit specific tourist
destinations. Further studies are also needed to explore the role of digital
interactions in shaping tourists’ perceptions of specific tourist destina-
tions and how this influences their intentions to visit. Additionally, the
existing studies (Garcia-Milon et al., 2020; Jimenez-Barreto et al., 2019)
have examined the role of digital marketing in shaping tourists’ per-
ceptions and behaviours from a Western tourist perspective and often
generalized the evidence, which is a limitation considering the experi-
ences of non-Western tourists may differ significantly. Thus, there is a
need to explore and provide more evidence on how these constructs
affect the experiences, intentions and satisfaction from a non-Western
context. This is based on the premise that the effectiveness of different
digital marketing strategies can influence tourists’ experiences and help
destinations improve their online image and reputation to attract more
tourists from diverse cultural backgrounds.

Following the above discussion, a comprehensive model is proposed
to explain tourists’ perception of TDOC (represented by online infor-
mation quality (OIQ) and user-friendly accessibility (UFA)) and Tour-
ists” Behavioural Intentions (TBI) (defined by electronic word-of-mouth
(eWOM) and Intentions to visit the tourist destination (IVITD)). The
current study seeks to achieve the following objectives.

1. Investigate whether tourists’ perceptions of the quality of TDOC
affect their behavioural intentions.

2. Examine the relationships between tourists’ satisfaction, digital
marketing interactions, and tourists’ behavioural intentions.

3. Examine the relationship between tourists’ TDOC perceptions,
destination satisfaction, and digital marketing interactions.

4. Analyze the mediating role of satisfaction and digital marketing in-
teractions on tourist behavioural intentions and TDOC perceptions.

The research questions are as follows.

Q1. Do tourists’ perceptions of the quality of TDOC have the capacity
to explain tourists’ behavioural intentions?

Q2. Is there a relationship between tourist satisfaction, digital mar-
keting interactions, and tourists’ behavioural intentions?
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Q3. Is there a relationship between tourists’ TDOC perceptions,
destination satisfaction, and digital marketing interactions?

Q4. Do satisfaction and digital marketing interactions mediate tourist
behavioural intentions and TDOC perceptions?

This study draws on the TPB (Theory of Planned Behaviour) theory
developed by Ajzen (1991), which argues that individuals’ perceptions
of a service or product greatly influence their satisfaction. While the
theory has been employed in several tourism literature to explain
tourists’ attitudes toward subjective norms and perceived tourist
behaviour, there is little evidence on the application and theoretical
development of the TPB in describing the role of digital marketing
strategies in explaining tourist behaviour, repurchase and revisit in-
tentions. In addition, this study draws on the expectation confirmation
theory (Oliver, 1977) and Self-determination theory (SDT) (Deci &
Ryan, 2000), which are built on the assumptions that individuals’ ex-
pectations, satisfaction and probability of repurchasing are related to
perceived values. However, in recent years, these perceived values have
been influenced by information on social media and digital marketing
strategies. Applying these theories within the context of digital mar-
keting and social media is one of the study’s contributions to explaining
the relevance of previous theories in the changing dynamics of tourists’
intentions and perceived behavioural controls.

The findings obtained in this study will contribute to the relevant
literature and provide essential evidence to marketers, destination
managers and other stakeholders by revealing the factors affecting
tourists’ behavioural intentions and providing the necessary guidance to
improve tourist satisfaction and experiences. Also, the evidence on the
role of online information quality in shaping tourists’ experiences is
essential in helping tourism service providers understand how to pro-
vide accurate and trustworthy information to potential tourists to meet
their expectations. Further, it can enhance tourists’ satisfaction and
loyalty, leading to positive word-of-mouth and repeat visitation. Thus, it
is necessary to reveal the effect of TDOC on tourists’ behavioural in-
tentions in their destination selection, satisfaction and digital marketing
interactions (Ting et al., 2013).

Moreover, this study is particularly significant as it examines the
relationship within the context of Turkey, a society dominated by
Eastern culture, and thus provides a unique perspective on the topic.
Many social media and digital marketing applications have become
almost the most important factor for tourists/consumers to choose a
product or service (Armutcu et al., 2023). The main reason for this sit-
uation is based on the fact that 5.16 billion (64.4 %) of the world pop-
ulation of 8.1 billion use the Internet. This rate is 71.38 million (83.4 %)
in Turkey, which has a population of 85.59 million. When we look at this
ratio, it is noteworthy that Turkey is well above the world average. In
addition, while the number of social media users worldwide is 4.76
billion (59.4 %), it is 62.55 million (73.1 %) in Turkey. However,
internet users in Turkey spend an average of 8 h a day on the Internet,
and the main reason for using the Internet is to obtain information,
which gives us a clue that consumers take into account the opinions and
thoughts of other users before deciding on a product or service. How-
ever, the number of people who purchase a product or service over the
Internet in Turkey is 44 million. In addition, about 855.3 billion is spent
on digital marketing and media tools in Turkey (We Are Social, 2022). In
a society where almost 90 % of the population uses the Internet and
makes large investments in digital marketing expenditures, investi-
gating the impact of digital marketing and social media on consumption
behaviours will make significant contributions to the relevant literature.
These figures are the most crucial reason we determined the research
population as Turkey. In addition, the inferences to be made about
Turkey, which has a European and Eastern culture (Armutcu et al.,
2023), is another essential factor that allows us to obtain information
about a large society.

The remainder of the study is organized as follows: Section 2 dis-
cusses the theoretical and empirical literature on the study, while
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Section 3 presents the hypothesis development. Sections 4 to 6 discuss
the method and estimation technique, diagnostics results and regression
analysis results. Section 7 discusses the findings and implications. Sec-
tions 8 to 10 are based on the study’s contribution, limitations, future
research, and conclusion.

2. Literature review

The concept of tourist destination and behaviour has been widely
explored in the literature in relation to revisit and competitiveness
(Dwyer & Kim, 2003; Ritchie & Crouch, 1993). For instance, Ritchie and
Crouch (1993) described tourism destination based on its competitive-
ness as the ability to increase tourism expenditure to attract visitors
while profitably providing memorable and satisfying experiences,
enhancing their well-being and preserving the natural capital for future
generation’s destination (Fernandez et al., 2020).

2.1. Theoretical underpinnings

TPB by Ajzen (1991), as the theoretical underpinning of this study,
assumes that an individual’s perception of a service or product greatly
influences their satisfaction. Hence, the TPB predicts a person’s inten-
tion to engage in a behaviour at a specific place and time. The theory has
been applied across disciplines, including tourism and health, to develop
measures that are highly dependent on the considered topic of discus-
sion (Armitage & Conner, 2001; Hagger & Chatzisarantis, 2009; Harland
etal., 1999; Terry et al., 1999). Ajzen (1991) noted that this behaviour is
determined by the individual’s subjective norm, attitudes toward the
behaviour and perceived behavioural control (Ajzen & Fishbein, 1977;
Conner & Armitage, 1998). In this context, behavioural intention refers
to a person’s motivation and decision to perform certain behaviours.
Hence the stronger the intention, the more likely the intended behaviour
is performed (Conner & Armitage, 1998).

The subjective norm refers to an individual’s perception of the social
environment surrounding their behaviour, while the attitude toward
behaviour considers the outcomes of performing the behaviour. Tourists
with a positive attitude toward the content are more likely to have a
favorable intention to visit the destination (Jiménez-Barreto et al., 2020;
Park et al., 2019). Therefore, creating high-quality, engaging, and
informative content that positively portrays the destination is essential
to influence tourists’ attitudes and behavioural intentions. The social
norms surrounding the destination can influence tourists’ perceptions
and intentions to visit (Fu & Timothy, 2021). For instance, tourists may
be more likely to visit a destination perceived as popular or trendy.
Hence, promoting the destination’s positive image through social media
and other channels can help create a positive perception among tourists
(Fu & Timothy, 2021) and hence depicts the degree of an individual’s
feeling (positive or negative) of a behaviour of interest.

On the other hand, perceived behavioural control explains a person’s
perception of the extent to which behaviour performance is easy or
difficult. As a result, the perceived behavioural control increases when
an individual perceives they have more resources and confidence
(Ajzen, 1991). Positive online content that highlights the accessibility
and convenience of the destination can increase perceived behavioural
control and lead to an increased likelihood of visiting the destination (Li
et al., 2023).

While extending the TPB, Conner and Armitage (1998) provide ev-
idence to support additional variables for future research. These
included belief salience measures perceived behavioural control vs self-
efficacy, self-identity, moral norms, past behaviour and affective beliefs.
The social identity approach to attitude-behaviour was a significant
predictor of recycled intentions to highlight the critical role of the social
influence process within the TPB and attitude-behaviour. Similarly,
Terry et al. (1999) investigated the impact of self-identity and social
identity constructs on intention and behaviour to highlight that self-
identity significantly predicts behavioural intentions as a perceived
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norm of a behaviourally relevant group is related to behavioural
intention (Terry & O’Leary, 1995). Tourists’ online content, such as
reviews, social media posts, and blogs, can shape their group identity as
tourists and influence the attitudes and behaviours of other tourists. For
example, a positive review of a hotel or attraction can increase the
perceived value of that destination and influence other tourists to visit.
The perceived behavioural control constructs account for a significant
amount of the variance in behaviour and intentions. Moreover, subjec-
tive norm, attitude and PBC accounted for more than the variance in
individual’s desires than self-predictions, although intentions and self-
predictions are better predictors of behaviour. Additionally, Armitage
and Conner (2001) found that the subjective norm construct is a weak
predictor of intentions because of poor measurement and the need to
expand the normative component (Conner & Armitage, 1998).

Other theories, such as the Expectation Confirmation Theory (ECT)
by Oliver (1977) and the self-determination theory described by Deci
and Ryan (2000), are also considered to explain tourist behaviour and
provide a depth understanding of the relationship between the variables
of interest. Accordingly, the expectation confirmation theory, also
known as the expectation disconfirmation theory, by Oliver (1977),
assumes that individuals’ post-purchase expectations, satisfaction and
probability of repurchasing are related to perceived values. As a result,
the level of expectation is related to post-exposure judgements, as dis-
confirmation experience may have an equally significant impact. The
theory was first developed by Oliver (1977) to explain customer satis-
faction and post-purchase behaviour. Since then, the ECT has been
accepted and applied to explain and predict repurchase, continuance
and service satisfaction (Jin et al., 2013; Khalifa & Liu, 2002). According
to this theory, satisfaction is crucial to continued knowledge sharing (Jin
et al., 2013). Accordingly, the theory shows that a customer’s repurch-
ase intention is determined by their satisfaction with prior use of the
product or service. Therefore, satisfied customers often intend to
repurchase, while dissatisfied customers do not continue purchasing. It
is important for tourism service providers and destinations to carefully
manage tourists’ expectations through their online content (Jiménez-
Barreto et al., 2020; Oh & Kim, 2020). By providing accurate and real-
istic information, high-quality photos and videos, and positive reviews,
tourism service providers and destinations can help positively shape
tourists’ expectations. This can lead to higher satisfaction levels and
increase tourists’ intention to visit, revisit, or recommend the destina-
tion to others (Ramkissoon & Mavondo, 2015; Ramkissoon, Smith, &
Weiler, 2013).

The next theory considered to explain social interactions is the Self-
determination theory (SDT) described by Deci and Ryan (2000). The
SDT is a motivational theory of personality and development to examine
how individual differences and social interactions influence different
motivations to predict learning, performance, experience and psycho-
logical health. The SDT theory predicts three primary human needs:
autonomy, relatedness and competence. The tourism literature has
extensively explored the theory to explain how individuals’ expectation
and memorable experience influence their revisit intentions (Ramkis-
soon, 2022a; Rasoolimanesh et al., 2021). For instance, Rasoolimanesh
et al. (2021) use the SDT to explain the role of the digital hospitality
environment in behavioural intentions. Scholars usually combine the
SDT with the source credibility theories (SCT) by Hovland and Weiss
(1951) to explain how credible information remains crucial for endorser
support (Lee & Kim, 2020; Ramkissoon, 2022a). The existing literature
reveals that source credibility and trustworthiness impact the intention
to revisit (Lee & Kim, 2020). Integrating the TPB and the SDT, Hagger
and Chatzisarantis (2009) applied the theories in determining health
behaviour to find a statistically significant correlation among the SDT
constructs and attitude, perceived behavioural control, subjective
norms, intention and health-related behaviour constructs of the TPB. As
a result, there was significant evidence of integration between the TPB
and SDT. Therefore, combining these theories provide a better theoret-
ical understanding of how digital marketing and social media
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information influence tourists’ behaviour and revisit intentions. The
hypotheses for this study are discussed below.

3. Hypothesis development
3.1. Tourist destination online content (TDOC) and satisfaction (S)

Tourists increasingly use online communities as a form of general-
ized social exchange (Atsiz et al., 2023; Jin et al., 2013). There is a stable
relationship between tourist destination online content and tourist
satisfaction (Hwang et al., 2018). When the online content provides
accurate information, visual representation, reviews, personalization
options, local insights, and support, this collectively contribute to setting
expectations, creating excitement, and enhancing overall satisfaction
with the destination. By delivering high-quality online content, tourism
providers can positively influence tourists’ satisfaction and foster repeat
visitation and positive word-of-mouth recommendations. Lohmann and
Kuhn (2021) emphasize that tourists’ satisfaction significantly impacts
their intentions in choosing products or services. Based on the TPB, ECT
and SDT, the usefulness (Sussman & Siegal, 2003) and quality (Cheung
& Lau, 2008) of online information is considered to be the main de-
terminants of individuals’ intention to purchase a service or product
(Lee & Koo, 2015). Based on the information above, tourist destination
online content is important in explaining tourists’ behavioural in-
tentions and plays a crucial role in shaping tourist satisfaction.

Thus, we propose the following.

H1. Tourists’ TDOC perceptions have a positive impact on their
satisfaction.

3.2. Tourist destination online content (TDOC) and tourists’ behavioural
intentions (TBI)

It is known that the effect of online information, especially the in-
formation given in the web environment, on individuals is increasing
daily and that helpful information positively affects individuals’ in-
tentions (Chu & Kim, 2011). Hence, it is known that online content
provides essential clues and significantly affects tourists’ intentions to
seek information and read the experiences of others (Simonetti & Bigne,
2022). Sharing destinations, especially in digital marketing applications,
positively affects tourists’ behavioural intentions and satisfaction (Kim
& Stepchenkova, 2015). DeLone (1992) states that the quality and ease
of use of the information provided by a website are key factors in the
success of the website. Lin and Lu (2000) argue that tourist destination
online content significantly impacts users’ intentions. Park et al. (2007)
emphasize that the quality of online information on the Internet and
online information about a product or service significantly impacts in-
dividuals’ purchase intentions. Quality content enhances tourists’ trust
and confidence in the destination, helps manage their expectations, and
increases the likelihood of their visitation. Lee and Shin (2014) and Lin
and Lu (2000) argue that tourist destination online content significantly
affects users’ intentions. User-friendly accessibility ensures that tourists
can navigate the content effortlessly, find the desired information
quickly, and have a positive user experience. In other words, the ease of
use of the sites’ facilitates and affects the tourists’ purchase of a product
or service. Based on this information, the following hypotheses have
been put forward:

H2. Tourists’ TDOC perceptions positively impact their behavioural
intentions.

3.3. Tourist destination online content (TDOC) and digital marketing
interactions (DMI)

Digital marketing interactions are the most important external fac-
tors influencing consumers’ purchasing of products and services (Lee,
2008). These interactions allow consumers to access the ideas and
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opinions of others about a product or service and can change consumers’
decision-making intentions (Dewnarain et al., 2019). do Paco et al.
(2019) state that online activities about products and services positively
affect consumers’ decision-making and purchasing behaviours. It is also
known that digital interactions and advertisements are essential to
explain consumers’ intentions about a product or service (Sun et al.,
2021). In addition, digital marketing interactions are important tools to
influence individuals® tourist purchasing preferences (Elwalda et al.,
2016; Kowatsch & Maass, 2010). Tourists can now examine the features
of destinations through different websites and choose the most suitable
one. Digital interactions are often tools for tourists to obtain compre-
hensive and reliable information about the different products and ser-
vices available in a destination. Tsao and Hsieh (2015) argue that user-
oriented online news strongly influences consumers’ purchasing de-
cisions and intentions.

On the other hand, Erkan and Evans (2016) highlighted that social
media and digital media channels significantly impact individuals’
product purchasing behaviour. Similarly, Thakur (2016) opined that
experiences related to the content of the products and services in the
eWOM environment affect users significantly. Filieri et al. (2021)
revealed that the photos shared by tourists on social media significantly
impact the intention to revisit the destination and the creation of bonds.
The quality of online information can affect how tourists engage with
digital marketing interactions.

When tourists have access to high-quality and accurate information
about a destination or tourism product, they are more likely to trust the
information and engage in digital marketing interactions. Further, user
accessibility is also a critical factor in digital marketing interactions.
Tourists need to be able to access digital marketing materials easily and
quickly. If digital marketing materials are difficult to find, slow to load,
or not optimized for mobile devices, tourists may be less likely to engage
with them (Fernandez-Diaz et al., 2023). Therefore, the digital mar-
keting interactions mentioned above are expected to affect tourists’
behavioural intentions positively. Based on this assumption, the
following hypothesis will be tested.

H3. Touristss TDOC perceptions significantly and positively affect
digital marketing interactions.

3.4. Satisfaction (S) and tourists’ behavioural intentions (TBI)

Developments in communication and information technologies have
played a significant role in changing the behavioural intentions of
tourists and the way tourist places are advertised online (Jiménez-Bar-
reto et al., 2020). Interactions on online platforms significantly affect
tourists’ satisfaction and motivation about a destination (Buhalis & Law,
2008). In particular, the reliability of the online information source
about destinations significantly affects the satisfaction and behavioural
intentions of tourists related to the destination (Veasna et al., 2013). Itis
also known that tourists’ who revisit a destination because of their
satisfaction with their first visit and share their satisfactory experiences
can influence the behavioural intentions of other tourists (Jacobsen &
Munar, 2012). Therefore, tourists’ satisfaction with their online desti-
nation experience and the reliability of the information plays a vital role
in their behavioural intentions (Jiménez-Barreto et al., 2020). It is
known that websites such as eWOM, where digital marketing in-
teractions occur, could play an important role in shaping individuals’
product and service purchasing preferences (Wang et al., 2012). In-
dividuals’ decision-making behaviours (Hu et al., 2017) by providing
the information needed (Litvin et al., 2008) Werenowska and Rzepka
(2020) point out that tourists quickly get the information they need
about the travel and tourism sectors through eWOM channels. See-To
and Ho (2014) found that information on social networking sites affects
consumers’ purchasing intentions. Tsao and Hsieh (2015) concluded
that user-oriented online information and eWOM strongly influence
consumers’ purchasing intentions and decisions. Tariyal et al. (2022)
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state that web-based information positively affects tourists’ purchasing
behaviour and satisfaction. The above discussions show that tourists’
perceived satisfaction levels can affect their behavioural intentions
negatively or positively. In addition, the finding that satisfaction me-
diates between tourists’ behavioural intentions and TDOC perceptions
will provide important clues regarding destination marketing strategies.
Based on the existing information in the literature, it is necessary to test
the relationship between satisfaction and behavioural intentions and to
investigate the mediating effect of satisfaction between tourists’
behavioural intentions and TDOC perceptions.

In light of this information, the following hypotheses are proposed:

H4. Satisfaction mediates between tourist behavioural intentions and
TDOC perceptions.

H5. Satisfaction significantly and positively affects the behavioural
intentions of tourists.

3.5. Digital marketing interactions and tourists’ behavioural intentions
(TBD

One of the most advanced features of the Internet is that it offers its
users the opportunity to interact with each other (Butler & Peppard,
1998). Thanks to these opportunities, users can share their knowledge
and experiences about a product or service through social media and
web applications (Albogami et al., 2015). Tourists primarily consider
the experiences and opinions of others when searching for online con-
tent or information about services and products in a country and
destination (Fesenmaier & Pearce, 2019). Digital interactions about
destinations significantly affect tourist decision-making intentions and
success (Ketter, 2018). These effects increase the importance of online
digital interactions and media in destination marketing (Bae & Chang,
2021). Bagozzi and Dholakia (2006) and Ramkissoon (2021) emphasize
that positive emotions in digital interactions can significantly impact
decision-making.

Moreover, Liu and Park (2015) stated that digital interaction con-
tent, which includes up-to-date, accurate and accessible experiences,
plays an essential element in the decision-making stage of tourists about
services and products. Deng and Liu (2021) emphasized that sharing on
social media causes more digital interactions. Also, Kochling (2021)
noted that web-based digital interactions and sharing experiences
induce tourists’ pre-travel decision-making. Drawing on the above dis-
cussion, it is understood that digital marketing interactions are essential
in online information about a destination. According to the information
stated above, it is noted that digital marketing interactions have an
important role in the behavioural intentions of individuals. In this
respect, it is necessary to investigate the effect of digital marketing in-
teractions on tourists’ behavioural intentions in their destination pref-
erences. In addition, investigating the mediating role of digital
marketing interactions between behavioural intention and TDOC will
make essential contributions to the existing literature. The following
hypotheses are proposed:

H6. Digital marketing interactions have a positive impact on the
behavioural intentions of tourists.

H7. Digital marketing interactions mediate tourist behavioural in-
tentions and TDOC perceptions.

The model (see Fig. 1) developed to test the hypotheses for this study
investigated whether tourists’ TDOC perceptions affect their behav-
ioural intentions. In the proposed model, tourists’ perception of TDOC:
online information is represented by the quality and user-friendly
accessibility; behavioural intentions are represented by the intention
to visit the tourist destination and the eWOM intentions. In addition, the
proposed model examined the relationships between tourists’ TDOC
perceptions, behavioural intentions and satisfaction, and digital mar-
keting interactions. Finally, the study also revealed the mediating role of
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Fig. 1. Theoretical Underpinnings and Hypotheses.

satisfaction and digital marketing interactions in the relationship be-
tween tourists’ TDOC perceptions and behavioural intentions. We
develop and propose the following model for the proposed hypotheses
(see Fig. 1).

4. Method
4.1. Data collection and setting

The current study aims to determine the effects of digital marketing
interactions and social media on tourism knowledge and tourist be-
haviours in Gaziantep, Turkey. A face-to-face structured questionnaire
was administered to tourists visiting Gaziantep to detect and measure
the impact of digital marketing and social media on tourists’ decision-
making to visit a destination (see Fig. 2). The data used in this study
were obtained from the participants by convenience sampling. In the
convenience sampling method, the researcher starts with the most
accessible respondents and continues to sample until they reach a group
of the size they require. When conducting convenience sampling, it is
attempted to reach diverse participants and audiences in as many

Ethics Committee Approval Process ‘

Approval was obtained from Gaziantep University Ethics Committee for the implementation
of the study (Permission Date and Number: 10.11.2022 / 258281).

Questionnaire Administration and Data Collection Process ‘

The questionnaire form created to collect data online was distributed and data were collected
(Start: 01.12.2022 and End: 28.03.2023).

Data Processing and Analysis ‘

In total, 500 people were reached and the number of respondents was 290. The number of
available questionnaires among the answers given by the participants, n: 264.

Data Analysis Process

Smart PLS4 and SPSS 26 program were used to analyze the obtained data.

Fig. 2. Data collection flow chart.

different locations as possible. The sample should accurately represent
the main population (Cohen, 1988). In addition, convenience sampling
is the most widely used sampling method in the literature (Suri, 2011;
Benoot et al., 2016). The questionnaire (33 questions) was translated
from English into Turkish (3 times) to gather more accurate responses.

Furthermore, respondents were asked to answer on a five-point
Likert scale, where 1 indicates strong disagreement, and 5 indicates
strong agreement. Two hundred and sixty-four questionnaires with 33
questions (4 demographics and 29 questions) were administered and
filled in face-to-face. Soper (2022) states that 150 representations are
sufficient for SEM analysis and accepts the learning measurement
method by Soper in the literature (Armutcu et al., 2023). Before the
main data collection, a pilot study was conducted to reduce the effects of
common method bias (Kock, 2015). As a result of the pilot test (with 50
participants), the validity and reliability of the questionnaire were
tested and accepted. Before participating in the study, informed consent
was obtained from all participants by giving detailed written informa-
tion about the study. Ethical approval was obtained from Gaziantep
University Ethics Committee in Turkey, Approval No: 10.11.2022/
258281. Partial Least Squares (SEM) with SmartPLS4 and IBM SPSS 26
were used to evaluate the data obtained within the scope of the study.
The variance Based Partial Least Square (PLS) SEM model, which does
not seek the assumptions of the newly developed CB-SEM, which can
simultaneously predict complex relationships, is frequently used in the
literature (Hair Jr et al., 2017). Research participants were informed
that the data would be kept confidential and used only for scientific
purposes. Detailed information about variables is included in
Appendix 1.

5. Results
5.1. Validity and reliability

In this study, internal consistency validity and reliability were
evaluated by using AVE (average variance extracted), CA (Cronbach’s
alpha) and CR (composite reliability). The reliability and stability of a
questionnaire may be determined in large part by looking at the internal
consistency. The dependability of the data is deemed acceptable when
Cronbach’s alpha is >0.7; when Cronbach’s alpha is 0.6, the possibility
of a mistake is too high, and the reliability is undesirable (Adamson &
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Table 1 Table 3
Construct reliability and validity. Demographic profile.
CA CR AVE Frequency Percent
Digital marketing interactions 0.814 0.878 0.642 Gender Male 147 55.7
Intention to visit the tourist destination 0.842 0.888 0.613 Female 117 44.3
Online information quality 0.883 0.914 0.681 Total 264 100
Satisfaction 0.873 0.908 0.665 Education High school 40 15.2
User-friendly accessibility 0.866 0.903 0.651 Associate’ degree 57 21.6
eWOM 0.839 0.893 0.675 Bachelor’ degree 104 39.4
Master’s degree 34 12.9
Doctoral degree 29 11.0
Prion, 2013). CA values were checked first, and as seen in Table 1, CA Total 264 100
values are between 0.814 and 0.883. These values are above the Age 18 to 24 35 13.3
threshold values (0.60-0.70) accepted in social sciences (Ursachi et al., §§ :2 i: 23 §§§
2015). CR values are between 0.878 and 0.914, above the threshold 45 to 55 43 16.3
values (Hair Jr et al., 2017). This is another way a researcher can 55 and above 6 2.3
measure the internal consistency of their items. High composite reli- Total 246 100.0
ability indicates that all your items consistently measure the same Income 18822‘033‘;;“‘1“ ;; 12.2
construct. AVE values are between 0.613 and 0.681 (see Table 1) and 3001-7000TL 107 105
above the threshold (0.50) as suggested by (Fornell & Larcker, 1981). 7000-10.000TL 71 26.9
The average variance extracted (AVE), among other metrics, is 10.000TL and above 32 12.1
Total 264 100

frequently used to verify constructs. In statistics, the AVE is a metric for
comparing the variation recorded by a construct to the variance
resulting from measurement error (Santos & Cirillo, 2023).

The discriminant validity test evaluates the closeness and difference
of the constructs used in the model. Also, it examines the discrepancy
between the measurement tool and the variables that are not thought to
be related to the measured feature (Bagozzi & Dholakia, 2006). In this
direction, the Fornell-Larcker discriminant validity test was used in the
current study. Fornell and Larcker (1981) and Hair Jr et al. (2017) state
that the correlation coefficients in any factor used in the study should
not exceed the AVE values in a single structure. Table 2 shows that all
the constructs have discriminant validity.

5.2. Descriptive data

This section describes the demographic characteristics of re-
spondents extracted according to the information obtained. As shown in
Table 3, male participants constitute 55.7 %, while the remaining 44.3
% are female. Of the participants, 40 (15.2 %) are high school graduates,
57 (21.6 %) hold an associate degree, 104 (39.4 %) have a bachelor’s
degree, 34 (12.9 %) hold a master’s degree, and 29 (11.0 %) hold a
doctoral degree. In addition, Table 3 reveals that the most common age
groups are 25-34 (935.2 %) and 35-44 (33.0 %). Most participants
(67.4 %) have over 3001-10.000 TL monthly income.

6. Results of regression analysis

Table 4 below shows the results of STDEV (standard deviations),
factor loadings, t-statistics, VIF, means and model fit (SRMR and NFI)
values for all the items. STDEV is a measure of how far each data in a

Table 2
Discriminant validity.
DMI IVID OiQ SAT UFA eWOM
Digital marketing 0.801
interactions
Intention to visit the 0.780 0.783
tourist destination
Online information 0.702 0.698 0.825
quality
Satisfaction 0.780 0.783 0.724  0.815
User-friendly 0.663 0.714 0.796 0.736 0.807
accessibility
eWOM 0.812 0.733 0.653 0.757 0.639  0.822

Note: the square root of average variance extracted (AVE) for each construct is
shown on the main diagonal (in bold).

study group is from the mean, in other words, how widespread the
distribution is. In addition, the values of factor loading describe the
strength of the correlation between the variables and each identified
factor. Hair Jr et al. (2017) suggest that for a good fit model, the external
loads should be above 0.708, and the items with external load values
between 0.4 and 0.7 should be excluded. The external factor loads were
above 0.708 (0.768-0.876) (see Table 4). VIF values are an important
tool that shows whether there is multicollinearity among the relevant
independent variables. Therefore, it is an element that must be checked
before performing further statistical analyses. Accordingly, the VIF
values of the items should be below 3.3. In addition, since the VIF values
of the model are >3.3, a linearity problem emerges; thus, the constructs’
linearity degrees should be checked (Hair et al., 2011). It is seen in
Table 4 that the VIF values of the model are smaller than the threshold
value of 3.3 (1.678-2.730) and that the model does not have any line-
arity problems.

Finally, the NFI and SRMR values of the model will be examined. The
square root of the standardized mean errors is abbreviated as SRMR. The
tested model is believed to exhibit higher goodness of fit as this number
gets closer to zero. If the NFI value is, it is based on comparing the y2
value of all variables and the y2 value calculated from the model. The
relative position of the current model between the model and the model
of the independent variables gives the NFI. It is recommended that the
SRMR value should be between 0.050 and 0.080, and the NFI value
should be between 0 and 1 for the model to have good goodness of fit
value (Schermelleh-Engel et al., 2003). When Table 4 is examined ac-
cording to all these criteria, it is seen that the SRMR value is 0.056 and
the NFI value is 0.785, and the model has good goodness of fit values.

The bootstrap technique was used to test the hypotheses and model
created within the scope of the study. Table 5 and Fig. 3 below show the
results of the preload analysis. According to Table 5, online information
quality (PC = 0.373, p < 0.000) and user-friendly accessibility (PC =
0.430, p < 0.000) have a significant effect on satisfaction. Therefore, the
H1 (H1: Tourists’ TDOC perceptions positively impact their satisfac-
tion.) hypothesis was supported according to Table 5. This shows that
the quality of the online information about the destination is essential in
tourists’ revisiting destinations. In the same way, it can be stated that the
user-friendliness of the services offered positively affects tourists’
satisfaction with the destination. In contrast, the results show that online
information quality (PC = 0.031, p > 0.637) and user-friendly accessi-
bility (PC = 0.059, p > 0.546) do not have a significant effect on elec-
tronic word-of-mouth. Also, online information quality (PC = 0.051, p >
0.469) and user-friendly accessibility (PC = 0.197, p < 0.025) do not
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Table 4
Factor loadings, VIF and model fit.
Loadings Mean STDEV T-values VIF SRMR NFI

DMI1 0.814 4.231 0.021 38.230 1.763
DMI2 0.797 4.371 0.031 25.862 1.696
DMI3 0.802 4.383 0.032 24.982 1.778
DMI4 0.792 4.322 0.031 25.197 1.678
IVID1 0.799 4.379 0.029 27.796 1.912
IVTD2 0.795 4.326 0.027 29.610 1.911
IVTD3 0.768 4.318 0.038 20.084 1.916
IVTD4 0.768 4.269 0.033 23.451 1.949
IVTD5 0.783 4.265 0.033 23.601 1.843
0IQ1 0.804 4.030 0.032 24.976 2.071
0IQ2 0.876 4.121 0.018 48.214 2.730
0IQ3 0.835 4.167 0.025 33.393 2.186
0OIQ4 0.824 4.121 0.028 29.333 2.190
0OIQ5 0.785 4.265 0.035 22.222 1.906
S1 0.839 4.189 0.019 43.353 2.295 0.056 0.785
S2 0.858 4.242 0.020 42.584 2.486
S3 0.804 4.273 0.031 25.766 1.958
S4 0.802 4.280 0.029 27.624 1.871
S5 0.771 4.356 0.036 21.648 1.737
UFA1l 0.797 4.300 0.034 23.330 1.978
UFA2 0.781 4.266 0.034 22.790 1.760
UFA3 0.810 4.231 0.029 28.302 2.054
UFA4 0.812 4.375 0.030 27.414 2.010
UFA5 0.835 4.417 0.029 28.779 2.212
eWOM1 0.782 4.284 0.033 23.425 1.749
eWOM2 0.816 4.341 0.029 27.696 1.920
eWOM3 0.836 4.367 0.025 33.002 2.381
eWOM4 0.851 4.413 0.026 32.762 2.374

Table 5

Regression and mediation results.

Path coefficients (PC) STDEV T statistics P values Hypotheses
0IQ- > S 0.383 0.096 3.962 0.000 H1 accepted”
UFA- > S 0.430 0.107 4.067 0.000
OIQ- > IVTD 0.051 0.082 0.724 0.469 H2 rejected
0OIQ- > eWOM 0.031 0.070 0.472 0.637
UFA- > IVTD 0.197 0.087 2.243 0.025
UFA- > eWOM 0.059 0.093 0.604 0.546
OIQ- > DMI 0.479 0.082 5.843 0.000 13 accepted®
UFA- > DMI 0.280 0.103 2.729 0.006
UFA > S > IVTD 0.134 0.056 2.387 0.017
0OIQ > S > eWOM 0.108 0.049 2.105 0.036 14 accepted’
OIQ > S > IVID 0.120 0.051 2.283 0.023
UFA > S > eWOM 0.119 0.052 2.259 0.024
S- > IVTD 0.312 0.101 3.031 0.002 15 accepted®
S- > eWOM 0.279 0.100 2.717 0.007
DMI- > IVTD 0.373 0.099 3.769 0.000 16 accepted®
DMI- > eWOM 0.528 0.121 4.454 0.000
UFA > DMI > IVTD 0.108 0.056 1.878 0.061
OIQ > DMI > eWOM 0.145 0.058 2.619 0.009 H7 accepted®
OIQ > DMI > IVTD 0.176 0.046 3.835 0.000
UFA > DMI > eWOM 0.256 0.083 3.120 0.002

 Denotes significance at the10% level.

have a significant effect on the intention to visit the tourist destination.
Therefore, according to Table 5, there is insufficient evidence to support
the hypothesis (H2: Tourists’ TDOC perceptions positively impact their
behavioural intentions.). Thus, it can be stated that tourists’ TDOC
perceptions alone do not have great power to shape their behavioural
intentions.

Furthermore, results in Table 5 show that online information quality
(PC =0.479, p < 0.000) and user-friendly accessibility (PC = 0.280, p <
0.006) positively and significantly affect digital marketing interactions.
Accordingly, ensuring quality online information and user-friendly
accessibility enhances digital marketing interactions to affirm hypoth-
esis 3 (H3: Tourists’ TDOC perceptions significantly positive their digital
marketing interactions.). According to these results, it can be stated that
the quality and user-friendliness of online information about the services

offered bring digital marketing interactions, i.e. the sharing of positive
opinions. In other words, positive digital marketing interactions posi-
tively impact tourists’ satisfaction levels and behavioural intentions. In
addition, this result provides evidence to support hypotheses H6 and H7.
More importantly, the results revealed that satisfaction mediates the
relationship between tourists’ TDOC perceptions and behavioural in-
tentions, as seen in Table 5. These effects are all positive and statistically
significant, respectively; UFA- > S- > IVTD PC = 0.134, p < 0.017; OQI
> S > eWOM PC = 0.108, p < 0.036; OQI > S > IVID PC = 0.120,p <
0.023; UFA- > S- > eWOM PC = 0.119, p < 0.024. Based on these results,
there is significant evidence to affirm hypothesis 4 (H4: Satisfaction
mediates between tourist behavioural intentions and TDOC percep-
tions.). Based on the findings, it can be stated that the level of satisfac-
tion that tourists perceive about the destination (quality and ease of use
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Fig. 3. Structural equation model.

of online information) plays an important role in positively shaping
tourists’ behavioural intentions.

Moreover, satisfaction affects the intention to visit the tourist desti-
nation (PC = 0.312, p < 0.002) and electronic word-of-mouth (PC =
0.279, p < 0.007). Hence, according to Table 5, there is enough evidence
to support H5 (H5: Satisfaction significantly positively affects tourists’
behavioural intentions.). In other words, when tourists’ satisfaction
levels increase, they may repeat their destination visits and positively
influence other tourists’ opinions about the destination/intention to
visit through eWOM. Furthermore, similar evidence is obtained for H6,
where there is positive and statistically significant evidence that digital
marketing interactions affect the intention to visit the tourist destination
(PC = 0.312, p < 0.002) and electronic word of mouth (PC = 0.279, p <
0.007). Therefore, based on this result, hypothesis H6 was accepted (H6:
Digital marketing interactions positively impact the behavioural in-
tentions of tourists.). Thus, it can be stated that tourists’ behavioural
intentions will be positively affected by the positive sharing of tourists
through digital marketing interactions.

Finally, the empirical results show that digital marketing in-
teractions mediate the relationship between tourists’ TDOC perceptions
and behavioural intentions, as seen in Table 5. These effects are
respectively; UFA- > DMI- > IVTD PC = 0.180, p < 0.061; OQI > DMI >
eWOM PC = 0.145, p < 0.009; OQI > DMI > IVTD PC = 0.176, p <
0.000; UFA- > DMI- > eWOM PC = 0.256, p < 0.002. Based on these
results, hypothesis H7 was accepted (H7: Digital marketing interactions
mediate between tourist behavioural intentions and TDOC percep-
tions.). While this provides evidence as to why the H2 hypothesis is not
supported, it also shows that digital marketing interactions are impor-
tant in explaining tourists’ TDOC perceptions and behavioural in-
tentions. Thus, it can be stated that increasing positive digital marketing

interactions and TDOC perceptions do positively affect tourists’ behav-
ioural intentions. This result contributes to tourists’ behavioural in-
tentions to revisit the destination and to participate in positive eWOM
communications.

7. Discussion

By proposing a comprehensive model, this study investigated
whether TDOC affects their behavioural intentions. In addition, this
study examined the relationships between tourists’ TDOC perceptions
and behavioural intentions and satisfaction and digital marketing in-
teractions. Finally, the study also revealed the mediator role of satis-
faction and digital marketing interactions in the relationship between
tourists’ TDOC perceptions and behavioural intentions. Thus, the rela-
tionship between tourists’ TDOC perceptions and satisfaction levels was
examined in this connection.

The empirical results showed a significant positive relationship be-
tween tourists’ TDOC perceptions and satisfaction. Therefore, H1
(Tourists’ TDOC perceptions significantly impact their satisfaction) was
accepted based on these results. This evidence suggests that tourists’
TDOC perceptions significantly affect their satisfaction and that highly
satisfied tourists have positive thoughts about the destination. As a
result, it can be said that tourists’ perceptions of online information
quality and user-friendly accessibility have a decisive effect on their
satisfaction. Similarly, Park et al. (2007) state that the information
provided online is an important factor in the sale of products or services
while positively influencing consumers’ purchasing decisions. This
study finding concurs with the findings of other studies in the literature
(DeLone, 1992; Lin & Lu, 2000; Lohmann & Kuhn, 2021; Park et al.,
2007). It was found that the association between tourists’ perceptions of
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TDOC and behavioural intentions is insignificant. Accordingly, the H2
(Tourists’ TDOC perceptions significantly impact their behavioural in-
tentions) was rejected. In the study by Majeed et al. (2020) on 413
tourists in Pakistan, TDOC perceptions positively affected tourists’
behavioural intentions. This finding in the present study contradicts that
of Majeed et al. (2020). However, in his study with 256 participants in
China, stated that the information in social media and digital media does
not always affect the intentions of individuals. Similarly, in a study by
Filieri et al. (2021) with 460 participants in Indonesia, they found that
the quality of information presented online did not affect tourists’ pur-
chasing decisions. Therefore, as evident in this study, there is no direct
relationship between tourists’ TDOC perceptions and behavioural
intentions.

In the current study, it was determined that there is a direct, sig-
nificant and positive association between tourists’ TDOC perceptions
and digital marketing interactions. Accordingly, the H3 (Tourists’ TDOC
perceptions significantly impact their digital marketing interactions)
was accepted. Werenowska and Rzepka (2020). In his study with 111
participants in Poland, he states that sharing online information through
digital marketing interactions effectively affects tourists’ choice of
destination. In addition, this current study’s finding concurs with pre-
vious literature (DeLone, 1992; Erkan & Evans, 2016; Filieri et al., 2021;
Thakur, 2016; Werenowska & Rzepka, 2020). According to these results,
it can be easily stated that tourists’ online information quality and
accessibility perceptions have a strong power in terms of shaping their
digital marketing interactions.

The current study also investigated the mediator role of tourists’
satisfaction in the relationship between their TDOC perceptions and
behavioural intentions. Findings revealed that tourists’ satisfaction has a
mediator role in the relationship between their TDOC perceptions and
behavioural intentions. Accordingly, the H4 (Satisfaction has a medi-
ating effect between tourist behavioural intentions and TDOC percep-
tions) was accepted. Tariyal et al. (2022), in their study on 338 Indian
tourists, found that the quality and ease of use of the information pre-
sented online impacted the satisfaction levels of tourists and their
booking decisions. This finding is similar to the one found within the
scope of the study. Same way, this finding of the current study concurs
with the results of some studies in the literature (Majeed et al., 2020;
See-To & Ho, 2014; Sweeney et al., 2014; Tariyal et al., 2022; Tsao &
Hsieh, 2015; Wang et al., 2012).

Another contribution of this study is the relationship between tour-
ists’ satisfaction levels and their behavioural intentions (intention to
visit the tourist destination and eWOM intentions). The empirical results
revealed a significant relationship between satisfaction and tourists’
behavioural intentions. Accordingly, the H5 (Satisfaction significantly
affects tourists’ behavioural intentions) was accepted. Hamed et al.
(2023), in a study conducted on 899 participants in Jordan, found that
consumers’ satisfaction level with products or services is effective in
purchasing the same product or service again. This finding is similar to
the one found within the scope of the study. Similarly, this study finding
aligns with the results of previous literature (Chin, 1998; Majeed et al.,
2017; Majeed et al., 2020; Tariyal et al., 2022).

The relationship between tourists’ digital marketing interactions and
behavioural intentions (intention to visit the tourist destination and
eWOM intentions) was also investigated. It was determined that there is
a significant and positive correlation between tourists’ digital marketing
interactions and behavioural intentions. Accordingly, the H6 (Digital
marketing interactions impact tourists’ behavioural intentions) was
accepted. Kochling (2021), in her study in Germany, states that the
experiences of tourists in digital marketing channels increase the
behavioural intentions of tourists, that is, their online destination ex-
periences. Also, the current study’s findings comply with previous
studies’ results (Bagozzi & Dholakia, 2006

; Deng & Liu, 2021; Kochling, 2021; Liu & Park, 2015).

In addition, this study examined the mediating role of digital mar-
keting interactions in the relationship between tourists’ TDOC
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perceptions and behavioural intentions. The findings revealed that
digital marketing interactions mediate the relationship between tour-
ists’ TDOC perceptions and behavioural intentions. Accordingly, the H7
(Digital marketing interactions mediate between tourist behavioural
intentions and TDOC perceptions) was accepted. Armutcu et al. (2023)
found that digital marketing interactions that they do not have play an
active role in buyers’ decisions when purchasing a product or service. In
addition, this finding of the current study concurs with the results of
some studies in the literature (Bagozzi & Dholakia, 2006; Kochling,
2021).

As a result, tourists seek information about destinations through
social media and digital marketing channels. This indicates an essential
online marketing opportunity for destinations by actively using quality
information and making it easily accessible and other applications such
as eWOM. However, it is seen that the stakeholders in the destination
marketing system need to increase their customer satisfaction and dig-
ital marketing interactions to provide more services to existing and
potential tourists. Tourism service providers can positively affect tour-
ists’ behavioural intentions by improving the quality of online infor-
mation about the services and products they offer. This enables tourists
to revisit the same destination.

Moreover, it can be stated that organizing and reshaping the appli-
cations provided to the service of tourists in a user-friendly structure will
positively affect the behavioural intentions of tourists because con-
sumers’ intention to buy from sites with a difficult structure is lower
than those on user-friendly sites. In addition, destinations that offer user-
friendly accessibility and quality information to tourists can gain a
sustainable advantage over their competitors. Finally, tourism stake-
holders can get the most economical and fastest tourist access through
online destination promotion opportunities.

8. Contributions

This study has several theoretical contributions. First, this study
significantly extends knowledge to the existing literature on tourists’
destination visit intentions. Although several studies investigate tour-
ists’ behavioural intentions in their destination choices, few studies have
investigated whether tourists’ perceptions of TDOC affect their behav-
ioural intentions. The degree to which visitors were satisfied with their
initial trip to a destination and the digital marketing engagement
channels through which they shared their experiences may have a
favorable impact on subsequent trips and the intents of future visitors.
Similarly, the quality and user-friendly accessibility (TDOC) of the on-
line information provides important clues that influence tourists’
behavioural intentions (intention to visit the destination and eWOM).
TDOC includes online information quality and user-friendly accessi-
bility, which can provide potential tourists with a positive impression of
the destination and enhance the overall user experience, ultimately
leading to an increased likelihood of tourists visiting the destination.
This study contributes significantly to the limited literature by investi-
gating the relationships between tourists’ TDOC perceptions and digital
marketing interactions and between digital marketing interactions and
tourists’ behavioural intentions. However, considering the previous
research, the limited evidence on the mediating effect of TDOC and
behavioural intention in digital marketing interactions (specifically in
tourism) makes this study important. In addition, this study is the first
conducted in this field in Turkey. Our findings highlight new policies
and roadmaps should be created by considering accurate, up-to-date,
and easily accessible information to ensure that existing tourists visit
again and attract new tourists.

Secondly, this study is the first to examine satisfaction and digital
marketing interactions as mediators between tourists’ perceptions of
TDOC and their behavioural intentions. Therefore, companies can
carefully monitor their digital marketing interactions and eWOM
movements to exceed future expectations of tourists and can reshape
their decisions accordingly. Further, organizations can prioritize
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delivering high-quality experiences and excellent customer service to
attract and retain tourists in the long term. This will mainly be a stra-
tegic response by the tourism industry to improve tourist visits to a
particular destination post-COVID-19 (Ramkissoon, 2021, 2022b,
2023).

Third, the integration of multiple theoretical frameworks, such as the
Theory of Planned Behaviour (TPB), Self-Determination Theory (SDT),
and Expectation Confirmation Theory (ECT), can provide a compre-
hensive understanding of how destination marketers can gain insights
into the psychological factors that influence tourist satisfaction, digital
interactions, and behavioural intentions. They can develop online con-
tent strategies that address tourists’ attitudes, social influences,
perceived control, psychological needs, and expectation con-
firmation—this results in enhanced satisfaction, improved digital in-
teractions, and increased intentions to visit.

Fourth, this study proposes and tests a comprehensive model
compared to previous research within the context of Turkey, which is
dominated by Eastern culture. Before visiting a destination, tourists seek
online information about the target destination (its history, nature,
culture and gastronomy). In this respect, Gaziantep has been a frequent
destination for many tourists due to its natural, cultural and historical
richness. In addition, Gaziantep is constantly attracting the attention of
local and foreign tourists with its rich cuisine. All these crucial factors
make Gaziantep an attractive destination for tourists. There is limited
empirical research evidence on the interactive elements of online
tourism information for the city of Gaziantep (the gastronomy city
known as the pearl of the East) that is ignored and given less importance.
Thus, our study makes a significant contribution to the online tourism
field for the city of Gaziantep, which previously could not reach the
desired level in the tourism field in Turkey. However, the findings
determined within the scope of the study can be generalized by applying
to other cities and countries that are known and branded for their his-
tory, nature, cultural structure and gastronomy. Gaziantep reflects the
photograph of all cities and countries branded with the mentioned
features in the same frame. In this respect, this study makes significant
contributions to the related field.

9. Limitations and future research

The current study is limited to measuring the tourists’ perceptions of
TDOC impacting their behavioural intentions by questionnaire as the
response might be affected by social desirability bias. Future studies
might include interviews or focus groups to obtain a more comprehen-
sive understanding of their research topic. In this respect, future re-
searchers can group the target group or conduct interviews with semi-
structured questionnaire forms by face-to-face interview method. In
this study, information was provided to the participants about the
confidentiality of the answers, and it was tried to emphasize their real
feelings and thoughts in their responses. In addition, the reliability of the
study data was increased by excluding participants who had little time.
The use of social media and its related applications permeates both
Turkish and global daily life. According to We Are Social (2022), 69.9
million people in Turkey, or 80.7 % of the country’s population, use the
Internet and social media daily for an average of 8 h (www.tuik.gov.tr).
This motivated us to select the study’s variables and population
(Turkey). Further, this study focused on Turkey can be another limita-
tion, and the results may not be generalized considering the cultural
differences across countries. In this connection, future research can
make new contributions to the relevant literature by extending this
study to different countries and exploring how cultural differences play
a key role in tourists’ decisions and behaviour.

10. Conclusion

The impact of social media and digital marketing on tourist behav-
iour and intention to visit a tourist destination is complex and multi-
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faceted. This study underscores the need for destination marketers to
craft and disseminate authentic online content that accurately repre-
sents the destination and provides comprehensive information. This
quantitative study provides evidence that TDOC significantly impacts
tourists’ behavioural intentions. Accordingly, ensuring that the online
content aligns with the actual experiences while delivering on the
promised expectations is crucial to maintaining tourists’ trust and
satisfaction. Our findings offer opportunities for the tourism industry to
navigate challenges and provide authentic experiences while capital-
izing on these platforms’ opportunities to effectively reach and engage
with potential tourists. At this point, destination marketers should pre-
sent real (authentic) values that preserve the region’s characteristics
from the past to the present and ensure that tourists have an unforget-
table experience. In addition, the quality, reliability and accessibility of
online information significantly impact tourists’ destination choices. In
this context, destination marketers can actively utilize business-to-
consumer (B2C) e-commerce, social media and digital marketing
channels/applications to improve the quality, reliability and accessi-
bility of online information. This situation will increase tourists’ trust in
destination marketers, and tourists’ behavioural intentions will be
positively affected.

The user-friendliness of the applications offered by destination
marketers may positively change the behavioural intentions of tourists
in online destination selection because user-friendly applications posi-
tively impact purchasing behaviours. In addition, by using Al intelli-
gence applications, it can be facilitated for tourists to make decisions by
highlighting content for their areas of interest. In this way, the areas of
interest of tourists can be brought to the forefront among the relevant
destination features, and tourists’ behavioural intentions can be
changed positively. Likewise, policymakers should increase infrastruc-
ture and superstructure investments to increase tourists’ satisfaction
with a destination. However, destination marketers should keep tour-
ists’ satisfaction levels high by improving the quality and functionality
of the activities for the products and services they offer tourists. Also, by
providing accurate and realistic information, high-quality photos and
videos, and positive reviews, tourism service providers and destinations
can help shape tourists’ expectations positively. This can lead to higher
satisfaction levels and increase tourists’ intention to visit, revisit, or
recommend the destination to others. Tourists who leave a destination
with high satisfaction will increase their revisit rates and positive eWOM
shares.

A positive eWOM share positively affects other tourists’ opinions
about the destination. For instance, online destination reviews created
by tourists have grown online. They are driven by the idea that tourists’
decisions about a destination are influenced by good or negative infor-
mation from other tourists, considering that positive digital marketing
interactions positively affect tourists’ behavioural intentions. In this
context, destination marketers or policymakers should develop strate-
gies for tourists to participate in digital marketing interactions and share
their feelings and thoughts online. For example, discounts on payments,
local gifts, sweepstakes, bonuses and treats during their visits can be
given to reward tourists who share their thoughts about the destination
online and encourage them to share their thoughts. Thus, tourists’
satisfaction levels will increase and positively contribute to destination
marketing by engaging in positive digital marketing interactions.
Finally, online positive posts can be effectively highlighted through Al
applications and TDOC to positively change tourists’ behavioural in-
tentions for the destination. This may increase the sales volume and
revenues of destinations.
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1 believe that tourist destination’s online information will be helpful to book

Andreassen & Streukens, 2009

Majeed et al. (2020); Joyce & Kirakowski (2015)

Andreassen & Streukens, 2009; Albayrak et al., 2010;
Hao et al., 2015

Andreassen & Streukens, 2009; Albayrak et al., 2010;
Evans, 2015; Baloglu & Brinberg, 1997; Evans, 2015

Amaro et al. (2016)

Andreassen & Streukens, 2009; Albayrak et al., 2019;
Evans, 2015

o1 the best tourism package.
0102 1 feel that detailed online information about tourist destination will help to
L . ) satisfy tourists.
Online information quality | ) . a B .
(01Q) 0103 1 bfeheve thz.lt the u.pdateq online price of tourism package will help tourists to
quickly decide their tourism schedule.
0104 1 feel tha‘t the online quality service will be reliable to meet tourists’ needs and
expectations.
0I1Q5 Online view of aesthetic locations of a destination will attract tourists.
UFA1 I believe that tourist destination’s online content will be easily understandable.
UFA2 I believe that online tourism information will help to quickly access the desired
information about tourist destination.
User-friendly accessibility UFA3 I bel}eve that tourist destination’s online representative will be friendly to
(UFA) tourists. . o o ) ‘ ) )
UFA4 1 expect that tourist destination’s online information will be easily available on
the Internet.
UFAS Authentic and updated online tourism information will make tourists relaxed
while browsing their desired tourism information.
s1 Online tourism information delivers positive image of a destination among
tourists.
2 A destination may present its strong image to tourists with online tourism
contents.
Satisfaction (S) 3 Rel?able on}ine tourism information will make tourists happy to purchase
online tourism packages.
54 Updated online tourism information will make a destination popular among
tourists.
Online tourism information makes tourists relaxed while browsing online
$5 tourism destinations.
IVID1 1 will purchase online tourism package to visit my friends and family in host
destination.
IVTD2 Online tourism information will help to easily schedule all fun and adventure
activities at host destination.
Intentions to visit tourist IVID3 Online information about host tourism destinations’ rest and relaxation
destinations (IVTD) activities will promote tourists’ visits.
IVID4 Online tourism promotion with religious facilities will ensure more tourists’
arrival at host tourism destinations.
IVID5 Online tourism packages will offer greater value for money for my actual
traveling to tourism destinations.
DMIL I use digital marketing channels to search for information about tourism
destinations.
DMIZ 1 use digital marketing channels to read other people’s experiences and
Digital Marketing opinions about tourism destinations.
Interactions (DMI) DMI3 I use digital marketing channels to look up people’s comments about tourism
destinations.
DMI4 1 use digital marketing channels to find and discover people’s
recommendations about tourism destinations.
eWOM1 1 will share online comments about my tourism experience.
1 will encourage more tourists online to travel to my experienced tourism
eWOM2 -
destination.
Electronic word-of-mouth CWOMS3 My sh'ared online commer?ts VYill generate awareness among tourists about
(eWOM) traveling to the same .d.estlnatlor?. . . . -
CWOM4 Comments on the positive experience of online tourism booking will help to
satisfy tourists about their future intentions to visit the same destination.
I will communicate my feelings of tourism experience with my friends and
eWOMS family on different online social media.
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