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Abstract—Malaysia is transforming and growing into an 

international educational hub. Malaysia is among the top 11
th

 

world ranking exporter in the scholarly discipline. However, 

there is lack of empirical study on mobility programme in 

higher learning institution. Recently, social media 

technologies become popular among students.Given that the 

empirical study of student mobility is in an undeveloped state, 

this research describes efforts to explore and investigate 

factors that have a significant influence on recommendation 

intentions of international students towards mobility 

program. Based on the 309  international students from five 

public universities participated in this study, findings reveal 

that social media mediates a relationship with destination 

image and recommendation intention towards mobility 

programs. The analyses reveal that social media has direct 

links with destination image and recommendation. In this 

regards, social media technologies received trust from it users 

towards enhancing destination image and recommendation of 

mobility programme. 
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I. INTRODUCTION 

 

Higher learning institution play an essential role in 

education, research, and innovation. It has become a vital 

determinant of the growing importance of intellectual 

capital in today’s competitive global socio-economic 

landscape. Higher educational institutions explicitly view 

international education as a form of economic 

development. Therefore it has led to the expansion of 

institutions to design the best-fit curriculum, offer various 

types of educational programs for international students, 

and to create synergy through partnership. Consequently, 

to be effective, these partnerships need to find an 

organization that can support a synergistic process as well 

as directs the implementation of the programs. 

Internationalization and globalization have changed the 

way the world works. Hence, employers and industries 

prefer to hire fresh graduates with competency and skills 

rather than graduates with a degree even from an elite 

university. Studying abroad has been viewed as an 

essential component of a university degree, for their 

personal and professional development, an opportunity to 

build critical understanding and preparing for future 

leaders with the global mindset [1,2]. Therefore, higher 

learning institutions have flagged student mobility 

programs as a platform for internationalization. Their 

higher education system structured as part of a broader 

project to attract a significant number of international 

students into mobility programs. Mobility programs are 

frame as a means of providing students with opportunities 

to acquire intercultural skills, multicultural outlooks, and 

awareness of global issues. Also, this program sets a 

platform for students to gain overseas employment market 

opportunities, make lifelong friends from a different region 

of the world and strengthen economic integration by 

building a collaborative network through sharing of 

information between the areas [3]. Further, the mobility 

programs help the Educational Institutions increase and 

improve their visibility towards global university rankings, 

thus attracting international students.  

This research aims to determine the impact of social 

media technologies on international student’s 

recommendation intention and to examine the mediating 

role of destination image between social media 

technologies and recommendation intention towards 

mobility programs in public universities in Malaysia.  This 

study fills the gap in higher education works of literature of 

mobility program by identifying the influence of social 

media, and destination image on recommendation intention 

and guides for universities’ policymakers to be aware of 

the importance of the international student-as-customer 

market and determine the number of international students 

who intend to take part in mobility programs. 
 

II. MATERIALS AND METHODS 

 

A. Literature Review 
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In the era of digital technology disruptive changes and 

with the advent of Industry 4.0, the mobility program gives 

a golden opportunity for mobile program participants in 

experiential, social, and theoretical learning to experience 

and feel the real global working environment at a prestigious 

industry abroad. The program offers on-the-job training 
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essential for the worldwide standard of work and exposes 

students to actual working conditions. This prepares them to 

be active, holistic citizens with an entrepreneurial mindset 

and how to work with customers, learners and acquire 

practical skills, such as how to work in a team, time 

management, problem-solving, and balance values. 

Moreover, the mobility program process places the student 

in a position where they are required to balance the requests 

of their academic development and their new role at selected 

organizations [4]. The experience gained by the participants 

during the program will also lead to innovative solutions to 

enhance the value of life and create wealth 

Social media sites such as Facebook, Youtube, 

LinkedIn, forums photo sharing, video sharing,  twitter, 

and blogs provide a technology platform to establish and 

multiply relationships between users and institutions. It 

becomes an essential channel for transforming marketing 

communications through sharing and learning from 

online information. It plays a focal role in the 

development of new relationships, attachment, and 

creating an opportunity for the educational institution to 

engage with students and to dissemination relevant 

information about marketing their offerings. Each year, the 

social network is enjoying phenomenal success, which 

gives some great insights into the world of social media. For 

instance, the number of internet users worldwide in 2018 

is 4.021 billion, up 7 percent year-on-year, while social 

media users are 3.2 billion each month, with almost all of 

those users accessing their chosen technologies platform via 

a mobile device. Facebook, a social networking website, 

claims that its active users reached 2.2 billion 

worldwide, more than 50% of which log in every day [5]. 

This causes a paradigm shift in influencing society to 

share cutting-edge information, strengthen customer 

relationships by encouraging customers to engage with 

their brands. 

For the education industry, social media serves the 

purpose of becoming the best instrument to reach customers 

globally and receive their valuable feedback. It can help 

them to advertise their mobility program at very meager 

rates or in some cases, entirely free. As a result, higher 

education institutes have looked for the most effective 

marketing strategy with minimum cost. Social media has 

become an excellent choice that serves this strategy because 

it can reach millions of people with the highest speed, and it 

can spread out very quickly; then the education industry 

prefers to use social media even in substitution to the 

traditional media tools.   

A worldwide survey discovered that 90% of Gen Y 

checks their social media websites before they even get out 

of bed. Gen Y has been exposed to the latest technological 

advancement and has immediate access to information. 

Different approaches to their attitudes and behaviors can 

reach a broader audience and a desire for stimulating 

personal growth, first hand information that shakes up 

their routine, engaging their senses, career choices, and 

lifestyles. Consequently, marketers realized the 

influence of social media on Gen Y does not only able to 

foster new business ventures but also play a significant role 

in promoting mobility programs through viral nature 

dissemination. For example, 270 million Gen Y age between 

18-24 years is actively using Instagram daily [6]. 

Subsequently, it is very energetic for industries to know how 

to deal with social media technologies and a capable tool for 

attracting more participants to enroll in the mobility 

program. Moreover, concerning the institution's 

performance, entering a significant number of international 

students for a mobility program using social media 

engagement helps to make awareness of new 

products/services and branding. Also, it leads to institution 

ranking, high revenue, and consequently developing secure 

networks. 

 

B. Research Framework  

The study applies Ajzen’s Theory of Planned Behavior 

(TPB)  as a theoretical basis for identifying the factors which 

might influence their recommendation intention towards 

mobility programs in Malaysia Higher Education 

Institutions. TPB theory has been widely used to understand 

how different types of beliefs motivate intention and actual 

behavior [7]. The elements of TBP are reflective of 

categories of factors that have demonstrated as necessary in 

the context of mobility programs.  The theory has been used 

to measure predicting study about recommendation 

intentions, and it applies perfectly to understanding the 

factors that influence international students for mobility 

programs [8]. The mixture of attitudes, subjective norms, 

and perceived behavioral in TPB theory form a behavioral. 

It refers to the person’s perception to carry out behavior, 

which is ease or difficulty in performing the action or 

reachable. Perceived behavioral control considered as the 

factor that influences the given reaction, which refers to the 

total of the individual’s actual control of the behavior and 

his or her perceptions about this control. The intention is 

used to capture what is the motivational factors that 

influence individuals’ behavior [9]. 

The theoretical framework for this study in figure 1 

reflects the TPB model [10] because all the factors reflect 

the international student’s recommendation intention 

towards the mobility program. Subsequently, this study 

examined the relationship between independent variable 

dimensions and destination image as a mediator, and 

recommendation intention towards the mobility program as 

a dependent variable. Thus, analysis of this research will 

benefit Malaysian public universities by providing 

information on the elements that universities management 

needs to focus on to encourage more international students 

to participate in mobility programs in the future.    

Based on the proposed model, the following hypothesis 

has developed.:  

H1:  Social Media has a positive and significant relationship 

with recommendation intention 

H2: Social Media has a positive and significant relationship 

with the destination image 
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H3: Destination image mediates between social media and 

recommendation intentions towards mobility program. 

C. Methods 

The study utilized a survey method to collect data from 

international students who participate in the mobility 

program from five different public universities in Malaysia. 

A questionnaire used as the research instrument. It consisted 

of four parts. The first part contained general information 

about the program. The second part included respondent's 

socio-demographic. The third part comprises measurement 

of the independent and dependent variables. The final 

section included an analysis of mediator variables. To 

accomplish the research goal, this study able to collect 324 

questionnaires from international students who participated 

in the mobility program. During the method analysis, the 

actual sample size is  309 questions. This sample size 

seemed satisfactory based on the rules of thumb for sample 

size. A sample size of between 200 and 500 seems 

appropriate for multivariate analysis [11]. Hence, it provides 

sufficient power for data analysis using the structural 

equation modeling (SEM) technique [12,13,14,15]. 

 

III. RESULTS 

A. Respondent Data 

Most respondents are undergraduate students (74.8 

percent) and were single (85.1 percent). Half of the 

respondents are male (56 percent) and 77.3 percent of 

respondents aged between 18 and 25 years old. Type of 

mobility program and duration of the program is concerned, 

most (52.8%) of the respondents enrolled in Malaysian 

universities under student exchange program followed by 

the short-term program (23.6%), and 42.1% of total 

respondents enrolled in 4-6 month duration program. Half 

of the respondents (49.8%) were visiting Malaysian 

universities in collaboration signed under a memorandum of 

understanding.  

B. Data Analysis 

The SEM analysis technique was utilized to examine the 

data reliability and validities in the measurement model and 

investigate causal relationships among the constructs in the 

measurement model. 

C. Loading Factor 

SEM statistical techniques were conducted using Smart 

- PLS analysis on 309 samples. It applies to assess the 

measurement model, and this is required to determine how 

good the measurement items were when they loaded on 

theoretical define constructs. The measurement model’s 

overall goodness of fit was examined before proceeding to 

assess the degree of correlation between the measurements 

in one construct [11]. Table 1 shows the indicator loadings 

for all the items that exceeded the recommended value of 

0.708, as suggested by [11]. The AVE of all variables was 

in the range of 0.718 to 0.802, which exceeds the 

recommended value of 0.50, and CR ranges from 0.924 to 

0.943, which exceeds the recommended value of 0.70 given 

by [11]. Thus, this study ensured the existence of convergent 

validity. Therefore, this study found that the AVE of all the 

constructs fulfills the recommended cut-off value. Further, 

the results of this study, found the range of 0.76 to 0.98, as 

composite reliability, which surpasses the cut off value 0.7. 

Thus, this study ensured the existence of convergent 

validity.  

SEM statistical techniques were conducted using Smart 

- PLS analysis on 309 samples. It applies to assess the 

measurement model, and this is required to determine how 

good the measurement items were when they loaded on 

theoretical define constructs. The measurement model’s 

overall goodness of fit was examined before proceeding to 

assess the degree of correlation between the measurements 

in one construct [11]. Table 1 shows the indicator loadings 

for all the items that exceeded the recommended value of 

0.708, as suggested by [11]. The AVE of all variables was 

in the range of 0.718 to 0.802, which exceeds the 

recommended value of 0.50, and CR ranges from 0.924 to 

0.943, which exceeds the recommended value of 0.70 given 

by [11]. Thus, this study ensured the existence of convergent 

validity. Therefore, this study found that the AVE of all the 

constructs fulfills the recommended cut-off value. Further, 

the results of this study, found the range of 0.76 to 0.98, as 

composite reliability, which surpasses the cut off value 0.7. 

Thus, this study ensured the existence of convergent 

validity.  

D. Reliability and Validity 

Recently [16] developed a new criterion for measuring 

discriminant validity. The authors using simulation studies 

demonstrated that in comparison to old criterions like 

Fornell & Larcker [17] criterion and cross-loadings are 

inadequate in measuring discriminant validity. Therefore, 

they suggested two different cut-off values of 0.85 and 0.90 

for the HTMT criterion to establish discriminant validity. 

This study used a more conservative level of 0.85 (i.e., 

HTMT.85) to determine the discriminant validity of the 

model. Table 2 shows that the discriminant validity of the 

model established since all the results of the HTMT.85 

criterion was below the critical value of 0.85. In total, the 

measurement model demonstrated adequate convergent 

validity and discriminant validity.  As shown in Table 2. 

The results show that every value is below 0.85. 

Nevertheless, the value is seen as valid if it is below 0.9 [16]. 

Thus, the HTMT ratio criterion fulfilled in the present study.    

E. Structural Model 

 

In the research model, to assess the structural model by 

using the path coefficient with bootstrapping technique, 

which had utilized for 309 samples. The significance of the 

path coefficient determined by comparing the t-values to the 

critical t-values for significance levels of 0.05 and 0.01. 

Bootstrapping was used to compute the empirical t-value for 

the significance of path coefficients using 1000 subsamples 

as recommended by [11]. Table 3 tabulates the path 

coefficients obtained from the analysis to assess the 

statistical significance in the structural model. The results of 
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data analysis revealed that social media has no relationship 

with recommendation intention as β = 0.021 at p > 0.05; 

therefore, H1 was found not supported. The results of directs 

effects on social media were found supported to destination 

image at β = 0.238 at p > 0.01. The research model tested 

the independent variables with a mediator variable 

destination image between social media and 

recommendation intention. The results shows that 

standardized beta value  at β = 0.174 at p > 0.01 is 

significant.  

The path coefficient and significance level of the 

relationships were used to test the hypotheses. The results of 

the data analysis were used to classify the hypotheses as 

supported and not supported. In total, two direct hypotheses 

and one indirect hypothesis were tested from the research 

framework. Out of the three hypotheses tested, two 

hypotheses were supported, and one hypothesis was not 

supported. 

 

IV. DISCUSSION 

The results of the study provide new exciting 

information to practicing managers, and the outcomes can 

be helpful to develop strategies and improve services by the 

providers. The review was not only theoretically informed 

but also has practical implacability and acceptable 

execution. The contributions made by academic research 

should be functional and free from complexity so that results 

can be implemented easily in the actual environment. Since 

the two hypotheses are supported, this study established the 

importance of social media in the context of mobility 

program destination image has a direct impact between 

destination image and recommendation intention towards 

mobility program. Social media are seen as a new point in 

the evolution of the world's digital network among the 

young generations. But findings indicate that social media 

regarding mobility programs do not have a significant direct 

influence on recommendation intention. The reason for the 

non-significant relationship could be sourced from 

information that could not be trusted by one party. In 

general, most respondents believe the destination image and 

reassurance from family, friends, education agents, 

education fairs, and recommendation from an academic 

advisor is more genuine, as well as that shared views on 

social network sites make them think twice.  

This finding gives eye-opening information in the 

context of the recommendation intention of international 

students. The results suggest that it is not the physical 

characteristics of universities and institutions that directly 

associated with the recommendation intention of 

international students. It is the perception about the 

destination image, which means the whole country, by 

safety and security, culture, places of attraction, and political 

stability that guide students about the recommendation of a 

destination image. The findings of this study reveal the 

perception of the destination image in Malaysia as the 

destination of higher education is the essential factor that 

develops recommendation intention among the inbound 

mobility program students.   

 

V. CONCLUSION 

Mobility program has become one of the global agendas 

amongst the higher education institution landscape. 

International student’s participation in the mobility program 

allows them to share their knowledge and valuable 

experience while staying in the host country. The 

recommendation intention will encourage potential future 

academic and professional relationships. Moreover, the host 

institution can leverage on social media technologies to 

position themselves in the growing international education 

hub in the region. Apart from that, mobility programs are 

creating a high chance of international students who 

participate in the mobility programs to return to pursue 

postgraduate studies in Malaysian universities. Therefore 

social media technologies are not only a method of sharing 

information but also have had a far-reaching impact on 

society. The implications of moving towards technologies in 

the digital era are vast and help bridging the academic 

community to re-learn and co-learn. 
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APPENDIX 

 

Fig. 1. The theoretical framework for this study 

 

TABLE 1. RESULTS OF MEASUREMENT MODELS 

Latent Variable Item Factor Loading CR AVE 

Social Media SM1 0.840   

 SM2 0.894   

 SM3 0.902 0.943 0.768 

 SM4 0.886   

 SM5 0.861   

Destination Image D1 0.839   

 D2 0.838   

 D3 0.880 0.939 0.718 

 D4 0.856   

 D5 0.868   

Recommendation Intentions R1 0.901   

 R2 0.970 0.924 0.802 

 R3 0.877   

CR= Composite Reliability, AVE= Average Variance Extracted  

 

TABLE 2. HTMT DISCRIMINANT VALIDITY (HTMT.85 CRITERION) 

Construct Destination Image Recommendation Intention Social Media 

Destination Image - - - 

Recommendation Intention 0.620 - - 

Social Media 0.640 0.460 0.652 

 

TABLE 3. RESULTS OF STRUCTURAL MODEL ANALYSIS 

Hypothesis Relationship Beta SE T-value P-value Decision 

H1 SM -> RI 0.021 0.088 0.238 0.406 Not supported 

H2 SM -> DI 0.238 0.097 2.489 0.068 Supported 

H3 SM ->DI-> RI 0.174 0.05 3.502 0.001 Supported 

SM: Social Media: DI: Destination Image: RI: Recommendation Intention 

                                                           
                   IV                                                  Mediator                                                DV               

                                                                                                                                                                                                                                                                                                          

                                                                      H3                                  

                                               H2 

                                                                       H3                              

   

                                                                     H1 

Reccomendation Intention Destination Image Social Media                    
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