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Abstract

Research Purpose

The purpose of this study is to investigate how social media marketing influences tourists' cognitive and affective
perceptions of destination image and their subsequent intention to visit cultural destinations in Vietnam. The research
explores how these marketing efforts shape tourists” mental and emotional engagement with destinations.

Research Motivation

With the emerging impact of social media on travel decisions, this research addresses a gap in understanding how
social media marketing affects both cognitive (knowledge-based) and affective (emotion-based) destination images and
ultimately influences tourists' intention to visit cultural destinations. This topic is particularly relevant given the
increasing importance of social media in shaping tourism behaviors globally.

Research Design, Approach, and Method

The study utilizes a cross-sectional survey approach, employing convenience sampling to collect 208 valid data from
social media users in Vietnam. Structural Equation Modeling (SEM) is used to examine the relationships between
social media marketing, destination image (both cognitive and affective), and tourists’ visit intentions.

Main Findings

The results reveal that social media marketing significantly improves both cognitive and affective perceptions of
destination image, positively impacting tourists' intention to visit cultural sites. Additionally, the findings indicate a
partial mediation effect, where social media marketing influences intentions through enhanced destination image.

Practical/Managerial Implications

Destination managers should leverage social media marketing to enhance both the knowledge and emotional appeal
of destinations. By creating engaging and emotionally compelling content, destination managers can boost interest
and visitation rates, offering a practical strategy for promoting cultural tourism in Vietnam.

Keywords: social media marketing, cognitive destination image, affective destination image, tourist intentions, cultural
destinations.

1. INTRODUCTION

Social media is crucial in facilitating travellers in discovering their inspiration for their next trip. Over eighty percent of
travellers in the Asia-Pacific region and up to 91% of Vietnamese travellers have made their travel arrangements based on

© The Author(s) 2025

D. Nguyen Van et al. (eds.), Proceedings of the International Conference on Emerging Challenges: Sustainable
Strategies in the Data-driven Economy (ICECH 2024), Advances in Economics, Business and Management
Research 320,

https://doi.org/10.2991/978-94-6463-694-9_21


https://doi.org/10.2991/978-94-6463-694-9_21
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-694-9_21&domain=pdf

The Impact Of Social Media Marketing On Cognitive And Affective 301

the recommendations and reviews provided by online content creators. Facebook, Instagram, TikTok, and Y outube are the
predominant social media platforms used by tourists in the Asia-Pacific area. The majority of Facebook users in this region
are Vietnamese, accounting for 95%, whereas TikTok is used by 83% (baotintuc.vn, 2024).

The category of social media encompasses customer review platforms, social networking platforms, and virtual
communities. For destination marketing organizations (DMOs), it is an effective approach in their marketing strategy to
efficiently target worldwide consumers with little resources (Hays et al. 2013). While hotels.com and similar travel
intermediary websites assist young visitors in finding hotel information, social media platforms like Tripadvisor enable
them to make reservations (Sun et al., 2016). Moreover, social media significantly determines travel choices and the
perceived functional quality (L.-H. Chang et al., 2015).

The travel desires of tourists are significantly shaped by the captivating images of places of interest (Kim et al., 2019).
Visual representations can depict the cognitive and emotional involvement of travelers. Imagery can enhance cognitive
engagement by facilitating travelers' awareness and comprehension of the characteristics of destinations. To enhance
affective involvement, they enable tourists to experience and establish a connection with the destination through an
emotional approach (WC Gartner, 1993; Baloglu et al., 1997a; Baloglu, 1999; Beerli A., 2004; Beerli and JD Martin,
2004). Moreover, destination images have an impact on travellers in making decisions related to travel purchases (Chu et
al., 2022).

Initially, cultural tourism emerged in Europe and has continued to evolve up to the present day (Richards, 2007; Liu,
2012). The promotion of cultural heritage, including cultural assets such as museums and galleries, offers competitive
benefits to this sort of tourism in comparison to other sorts of tourism (Richards, 2007). Moreover, Vietham's many
historical sites and enduring cultural values have contributed to the rise of cultural tourism in the country. Previous
research on cultural tourism in Vietnam has examined the elements that impact its growth, as well as the perceptions and
motivations of tourists towards cultural sites. C.H. Nguyen (2022) identifies six major elements that contribute to the
growth of cultural tourism in the Mekong Delta region: tourism development policies, tourism infrastructure, human
resources for tourism, tourism resources, geographical location, and tourism products and services. The objective of
Nguyen & Cheung (2013) was to comprehend the tourists' impression of Hue, a renowned heritage site in Vietnam, as well
as their reasons and intentions for learning about Hue cultural heritage, by categorizing various tourist profiles. A separate
study undertaken by Ramkissoon et al. (2011) identified the influence of destination image on tourists' behavioural
intention to consume cultural sites. However, there is a lack of research in this area specifically in the context of Vietnam.
Moreover, social media has assumed a pivotal position in the tourism sector. This study aims to fill the existing gaps by
examining the impact of social media marketing on tourists' perception of destinations and their likelihood to visit
Vietnamese cultural tourism sites. Moreover, our objective is to determine if both the affective and cognitive perception of
a destination image have varying levels of impact on these intentions, therefore revealing the intricate dynamics of this
complex behaviour.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

2.1 Cultural tourism

Tourism and culture have become a trending topic in research in recent years. Cultural tourism is a combination of these
two aspects. Cultural tourism has become one of the most developing determinants of the regional economies of each
country.

Cultural tourism represents a distinctive form of tourism that is particularly prevalent in Europe. This form of tourism also
makes significant economic contributions to both urban and rural areas in this region (Richards, 2018). A considerable
number of tourists visit countries such as Italy, Greece, Egypt, or the Holy Land of Israel specifically to engage in this type
of tourism (Towse, 2003).

Cultural tourism is defined as an activity in which travelers are mainly driven by the desire to learn, explore, experience,
and interact with both tangible and intangible cultural attractions and offerings at cultural sites. These attractions and
products are closely connected to characteristics that embody the material, spiritual, and attributes of a community. What
do these attractions encompass? They include forms of art and creative industries such as architecture, music, and
literature, along with historical and cultural heritage, traditional and local cuisine, and vibrant cultures characterized by
distinct lifestyles, values, beliefs, and customs. Zhang et al. (2023) highlight that cultural tourism is a key element of
cultural heritage tourism, which integrates cultural tourism, heritage tourism, and developments in areas such as tourism,
museums, and technology. Promoting destinations and their regional cultures is a highly effective way to foster the growth
of both cultural tourism and cultural heritage tourism in a sustainable manner.

2.2 Social media marketing (SMM)

Social media marketing is a digital marketing approach that utilizes social media technology, channels, and software to
enable organizations and Internet users to communicate, participate, and exchange products or services (Tuten &
Solomon, 2018). A comprehensive grasp of each component enables a clear comprehension of the functioning of social
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media marketing. Social media represents a digital platform that operates on the internet, serving as a network of
interconnected information. Lacking this infrastructure, the functioning of social media platforms becomes unattainable
(Tuten & Solomon, 2018; Tuten & Mintu-Wimsatt, 2018). As well as Tuten & Solomon (2018), social media platforms
like Facebook, Instagram, and Twitter, and social software functions like chatbots facilitate social media capabilities and
interactions. Moreover, the utilization of various computing devices, such as tablet PCs, smartphones, laptops, mobile
tablets, and even smart televisions, can enhance accessibility to social media platforms.

Specifically, the usage of social media platforms in SMM can prove advantageous for both enterprises and customers.
Consumers exhibit higher levels of engagement with the brand, engage in wider information sharing, and establish a
reciprocal relationship (Laroche et al., 2012; Githa Heggde & G Shainesh, 2018). Moreover, SMM can potentially
enhance consumers' confidence, thereby boosting their inclination to purchase goods and services (Hajli, 2014).
Business enterprises employ social media platforms to establish an internet-based community where individuals have
similar interests related to a certain product (Culnan et al., 2010). Effective management of an online community can
facilitate progressive conversations among consumers, resulting in heightened brand loyalty, and enhancing the business
(Stubbs & Cocklin, 2008; Teece, 2010).

Social media platforms are of paramount importance in the sector of tourism and hospitality. Multiple studies have proved
the influence of SMM on traveller behaviours and the operation and management of tourism and hospitality enterprises
(Park & Oh, 2012; Zeng & Gerritsen, 2014). Each trip and vacation requires passengers to actively search for extensive
information, such as destinations, lodging, transportation, and more. Social media platforms play a crucial role in
facilitating the acquisition of this information and influencing the decision-making process of travellers (Fotis et al., 2012;
Singh & Yadav, 2018). In Vietnam, Truong et al. (2023) examined the impact of social media on the visit intentions of
Vietnamese tourists belonging to generation Z. This group is characterized as digital natives and is well-versed in using
social media, Internet, and smart devices (Turner, 2015). With respect to enterprises, social media provides a competitive
edge for destinations, raises awareness of destinations, and improves the image and reputation of the destination.
Moreover, it facilitates the communication between tourism firms and the target audience, provides them with chances to
enter new and specialized markets, and assists travelers in selecting their desired destinations (Kiracova & Pavliceka,
2015).

Currently, Destination Marketing Organizations (DMOs) utilize social media platforms to promote destinations, in
addition to traditional methods such as distributing brochures and participating in travel fairs (Shani et al., 2009). User-
generated content (UGC) has become a vital element of social media marketing within the tourism sector (Zeng &
Gerritsen, 2014). Incorporating visual content, such as photographs, into discussions about locations can significantly
enhance tourists’ perceptions of these destinations (Stepchenkova & Zhan, 2013). Xu et al. (2021) introduced two distinct
types of UGC on social media: factual UGC and emotional UGC. Both are closely linked to the formation of destination
image. Factual UGC contributes to cognitive engagement by providing information about events, transportation, and
destinations, whereas emotional UGC fosters affective engagement through content forms like music and films.

Using the Stimulus-Organism-Response (SOR) framework, Yamagishi et al. (2023) demonstrated that both factual and
emotional UGC impact tourists’ trust in UGC and their intention to visit destinations. Interestingly, while decisions to visit
are more influenced by emotions than by logic, emotional UGC has a more significant effect on destination image
compared to factual UGC.

Destination branding remains a critical focus for DMOs, as establishing a favorable and accurate perception among
tourists is essential. Ruiz-Real et al. (2020), through bibliometric analysis, offered deep insights into the opportunities and
challenges of destination branding. They discovered strong connections between destination branding and factors such as
word-of-mouth, social media, customer-based brand equity, and destination loyalty. Social media and word-of-mouth are
pivotal in promoting destinations. To build customer-based brand equity, each destination must craft unique experiences
that allow tourists to differentiate it from others, thereby fostering loyalty to the destination.

Effective destination branding necessitates bilateral communication. Organizational-generated content (OGC), user-
generated content (UGC), and social media are all essential components of this concept. Nevertheless, because of the ease
with which individuals can express their opinions and recount their experiences through social media platforms, these
platforms have the potential to portray both a favorable and unfavorable perception of the places. Hence, destination
managers must possess strategies to handle the adverse aspects of UGC through effective control. OGC is crucial for
effectively managing destination branding (Lim, Chung, & Weaver, 2012).

2.3 Destination image

The introduction of destination images by Gunn in 1972 established a fundamental concept that has been extensively
researched in the field of tourism. The concept of destination image refers to the cognitive and affective approaches that
travelers employ to incorporate value and emotions into images. Specifically, the perspective of cognition refers to the
knowledge and beliefs that travelers possess about a location, whereas the emotional approach focuses on their emotions,
attitudes, and feelings towards it (Walmsley & Young, 1998; Baloglu & McCleary, 1999; Ryan & Cave, 2005).

Smith et al. (2015) assessed destination images at three distinct phases: before, during, and after the journey. Some
modifications and refinements can be applied to the image both before and after the trip. Prior to embarking on a journey,
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the destination image serves as the driving force that compels tourists to choose a place. Cognitive engagement can be
maintained throughout the journey. Tourists want to ensure that their cognitive connection prior to arrival corresponds
with their actual experiences. Nevertheless, occurrences such as traffic congestion can impact their emotional
involvement, thereby affecting their general enjoyment of the journey. Hence, hotels, airlines, and restaurants strive to
establish a favorable perception and unforgettable initial impact. Tourists at the post-trip stage want to keep up a good
perception of the destination in order to prevent cognitive dissonance.

2.4 Hypothesis development
The relationship between social media marketing and destination image and behavioural intention

The concept of destination image refers to the comprehensive perception and emotional response of a traveller towards a
certain destination. Individuals may acquire information and have emotions regarding the destination.

Tourism professionals regard social media platforms as valuable sources of knowledge regarding various places (Xiang &
Gretzel, 2020; Kim et al., 2014). Social networking services, including Facebook, have the potential to elicit cognitive
activities among Internet users. Visual representation plays a vital role in influencing the cognitive processes of travelers.
Nevertheless, the study highlighted that the visual content found by travelers through spontaneous searches is more
trustworthy than the ones they browse on Facebook. By analysing Facebook advertising campaigns and using the AIDAT
model, an expansion of the AIDA model created by Charlesworth (2011), and Platon et al. (2014), elucidated the process
of customer engagement when they interact with Facebook advertising. This process progresses through three primary
stages: cognitive, affective, and behavioural. In the initial phase, the Cognitive phases encompass Attention, which
pertains to the mechanism of capturing the appeal of visitors through the content. Based on the findings of this study, the
initial hypothesis is as follows:

H1: SMM positively influences cognitive destination image.

Furthermore, a well-designed Facebook interface has the potential to enhance how users feel about places. Hence,
Facebook not only stimulates cognitive processes but also shapes attitudes. (Kim et al., 2014).

Propose the AIDAT model, where the Affective stage comprises Interest (I) and Desire (D). At this stage, the message
should assist customers in recognizing their interests and desires by substantiating them with advantages and inherent
worth (Planton et al., 2014). Hence, the second hypothesis might be stated as:

H2: SMM positively influences affective destination image.

The utilization of social media has been immensely prevalent, and its influence on travellers’ likelihood to visit tourist
areas has been extensively examined. Anuar et al. (2021) established that the characteristics of travel sources and
influencers, such as their attractiveness, quality, authenticity, and credibility of information, have an impact on the trust
placed in these sources and influencers. Consequently, this trust affects the intention of their followers to visit. Gaffar et al.
(2022) highlighted that social media platforms, particularly Facebook, have the ability to actively involve Internet users
through interactive content sharing and communities, therefore impacting their intention to visit. Moreover, the Facebook
profiles of destinations have the capacity to enhance the intention of their admirers to visit (Leung et al., 2019). The final
step of the AIDAT model is the behavioural stage, encompassing Action (A) and Tell (T). During this phase, customers
are prepared to take action upon obtaining the advantages and they have the ability to communicate their feedback and
experiences to others by sharing them on their Facebook profile (Planton et al., 2014). Hence, the third hypothesis might
be stated as:

H3: SMM positively influences visit intention.
The relationship between destination image and the intention to visit

The concept of destination image has become a key factor in shaping travel intentions. Most research on destination image
emphasizes the correlation between cognitive and emotional components (Beerli & Martin, 2004; Lin et al., 2007; Agapito
et al., 2013).

Baloglu and McCleary (1999) conducted a comprehensive analysis of the research and empirical data that demonstrates
the interconnectedness of cognitive and affective components, and highlighted the significant influence of cognition on
the outcome. Prior to making a decision to travel to a destination, tourists or consumers are initially drawn to the
perception of the destination or organization. The models proposed by Pan et al. (2021), Wang and Hsu (2010), and Park
and Njite (2010) have shown that the image of a tourist site can be utilized to forecast the future behavioural intention of
tourists. Hence, two hypotheses are proposed as:

H4: Cognitive Destination Image positively influences the intention to visit cultural destinations.

H5: Affective Destination Image positively influences the intention to visit cultural destinations.

Based on the aforementioned hypothesis, the study model depicted in Figure 1 has been constructed to demonstrate the
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five theoretical connections among variables.

Social Media Marketing : Destination Image
Entertainment : Cognitive
Destination Image
Interaction -
Intention to Visit
e A
Creadibility L Affective
: Destination Image
Electronic H

word of mouth

Cultural values

{ "

Fig.1. Proposed research model

3. METHODOLOGY
3.1 Samples and model

The data for this study was collected through a cross-sectional survey. Utilising the convenience sampling technique, this
survey targeted social networking channel (Facebook) users in Vietnam aged 18 to over 25 years old. A total of 220 survey
responses were gathered via this method. After excluding 12 responses because of missing answers to question items, we
obtained a total of 208 valid and complete data. Table 1 shows demographic and behavioural features of these respondents.

Table 1. Profile of respondents (N = 208)

Features Distribution of responses
Gender Female (56.7%), male (43.3%)
Age 18-25 years old (89.9%), above 25 years old (10,1%)
Frequency of social networking platform usage [Very frequently (51%), frequently (39.9%), rarely (4.8%), sometimes
(4.3%)
Social networking platform (most used) Facebook (32.9%), Tiktok (25.8%), Instagram (20.5%), Youtube
(18.4%), LinkedIn (2.3%)

Structural Equation Modeling (SEM) was applied to examine the connections between social media marketing (SMM),
cognitive and affective destination image, and the intention to visit cultural destinations in Vietnam. SEM helped analyse
the exogenous variables, such as social media and intention to visit, alongside the endogenous variables, which
included cognitive and affective destination images.

3.2 Measurement design

The present study utilized a 5-point Likert scale, which is widely regarded as a reliable and straightforward method for
assessing the attitudes of the participants. The rating scale ranges from negative to positive, where 1 indicates Strongly
disagree, 2 indicates Disagree, 3 represents Uncertain, 4 indicates Agree, and 5 represents Strongly agree (Zikmund et al.,
2020).

The Table 2 displays the quantitative measurements for each of the constructs examined in the study.

Table 2. Dimensions and indicators of conducted variables

_ Variable Items Indicators Sources
ENT1 Fun and humorous
ENT?2 Diverse and interesting
Entertainment ENT3 Useful (Wijayaa et al., 2021)
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Variable Items Indicators Sources
ENT4 Up to date
INT1 Actively uploaded
Interaction INT2 Discussion
INT3 Interact with followers
INT4 Sharing information
CRE1 Clarity of facilities
Social media Credibility CRE2 Trusted information
marketing CRE3 Trusted consumer reviews
CRE4 Trusted answer
EWM1 Share with friends and family
Electronic word of mouth [EWM?2 Recommend to friend
EWM3 Share to private social media
EWM4 Positive opinion
CLV1 Traditional values
Cultural values CLV2 National identify
CLV3 Historical
CDI1 Know the attractiveness (Kim & Yoon, 2003)
Cognitive Destination Image CDI2 IKnow the facilities
CDI3 IKnow the detailed information
CDI4 IReputation
ADI1 IMemorable experiences (Baloglu & Brinberg,
Affective Destination Image ADI? Exciting experiences 1997)
ADI3 (Comfortable place
ADI4 Safe
ITV1 Intend to Visit (Ng, Lee, & Soutar, 2007)
Intention to visit 1TV?2 IPlan to visit
ITV3 [Enjoy when visiting

4. RESULTS AND DISCUSSION
4.1 Reliability analysis

Cronbach (1951) introduced the Alpha value to measure the internal consistency of items within a scale. It is also one of
the most utilized in the social sciences. Cortina (1993), Nunnally and Bernstein (1994), and Devellis (2016) suggest that
Cronbach's a value should be above 0.65

Table 3 reveals that all variables varied from 0.866 to 0.963, with the lowest adjusted item-total correlation being greater
than 0.30. Consequently, all variables demonstrated internal consistency and reliability, making them suitable for use in

this study.

Table 3. Reliabilities among the variables

Corrected Corrected Item-Total
Variable Total Items | Cronbach's alpha | Item-Total Correlation | Correlation (highest)
(lowest)
Social media marketing (SMM)
Entertainment (ENT) 4 0.897 0.719 0.850
Interaction (INT) 4 0.896 0.760 0.778
Credibility (CRE) 4 0.893 0.742 0.789
Electronic word of mouth (E-WOM) 4 0.866 0.659 0.806
Cultural values (CLV) 3 0.927 0.831 0.861
Cognitive Destination Image (CDI) 4 0.941 0.839 0.874
Affective Destination Image (ADI) 4 0.916 0.775 0.846
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|Intention to visit (ITV) 3 0.911 0.811 0.834

4.2 Comparing Mean Test

An independent sample T-test and one-way ANOVA were employed to compare the means across different gender
groups, age categories, and frequencies of social media use.

Gender
Table 4. T-test results by gender
Demographic Characteristics N Mean Std t p-value
Gender Female 118 3.7599 0.93663
Male 90 3.7333 0.92974 0.203 0.420

Table 4 indicates that the significance T-Test result for the quantitative variable ITV (intention to visit) is 0.420, which is
greater than 0.05. Therefore, no statistically significant difference was found between males and females in terms of their
intention to visit cultural tourism sites in Vietnam.

Age Group

Demographic Levene Statistic Sig F-value p-value
Age 9.227 0.001 0.508 0.614

Table 5. ANOVA Test results by age group
The Sig Levene Test value in Table 5 is less than 0.05, indicating that the variance of the age value groupings is not
uniform. The p-value (Sig Welch value) for the quantitative variable ITV is 0.614, which is more than the significance
level of 0.05. In conclusion, there is no statistically significant difference in the average intention to visit Vietnamese
cultural tourist destinations across various age groups.

Frequency (using social networks)

Table 6. ANOVA Test results by frequency
Demographic Levene Statistic Sig F-value p-value
Frequency 7.319 0.001 3.440 0.033
Table 6 indicates that the Sig Levene Test value is less than 0.05, suggesting that the variance among groups of social
network usage frequency estimates is not consistent. Given that the p-value for the quantitative variable ITV is 0.033,
which is less than the significance level of 0.05, we may infer that there exists an average disparity between the frequency

of social network usage and the intention to visit Vietnamese cultural tourist sites. Presented below is a chart illustrating
the disparity:

Mean of ITV

Very frequently Frequently Sometimes Rarely
GI3

Fig.2. Frequency chart result
The data shows that individuals with minimal social network usage display a significantly lower likelihood of visiting
cultural tourism sites (a score of only 2.8). In contrast, those who use social networks occasionally, often, or very often
demonstrate a higher inclination to visit Vietnamese cultural destinations, with scores exceeding 3.6. Based on this
observation, it becomes evident that the frequency of social network usage exerts an important effect on the intention to
visit cultural tourist sites in Vietnam.
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4.3. Measurement model

Analysis of the measurement model is the initial step in processing quantitative data obtained from survey distribution
findings. Conventionally, this stage is seen as an assessment of both reliability and validity. Assessment of validity was
conducted by calculating the average variance extracted (AVE) (Cohen et al., 2018; dos Santos & Cirillo, 2021) and outer
loading estimates. The assessment of reliability is conducted using the composite reliability value (CR) (Novick & Lewis,
1967; Tenko Raykov & Grayson, 2003)

Table 7. Standardized factor loadings, CR and AVE of the model.

Standardized Composite Average Variance

Construct Item factor loading Reliability (CR) Extracted (AVE)
Social media marketing 0.964 0.600
Entertainment 0.900 0.764
Fun ENT1 0.833

Interesting ENT?2 0.923

Useful ENT3 0.857

Up to date ENT4 0.882

Interaction 0.896 0.762
Actively uploaded INT1 0.871

Discussion INT2 0.877

Interact with followers INT3 0.875

Sharing information INT4 0.870

Credibility 0.894 0.758
Clarity of facilities CRE1 0.854

Trusted information CRE2 0.881

Trusted consumer reviews CRE3 0.874

Trusted answer CRE4 0.873

Electronic word of mouth 0.873 0.718
Share with friends and family EWM1 0.852

Recommend to friend EWM2 0.900

Share on private social media EWM3 0.807

Positive opinion EwM4 0.827

Cultural values 0.927 0.872
Traditional values CLV1 0.927

National identify CLV2 0.937

Historical CLV3 0.938

Cognitive Destination Image 0.941 0.849
Know the attractiveness CDI1 0.931

Know the facilities CDI2 0.927

Know the detailed information CDI3 0.908

Reputation CDI4 0.919

Affective Destination Image 0.918 0.799
Memorable experiences ADI1 0.876

Exciting experiences ADI2 0.917

Comfortable place ADI3 0.912

Safe ADI4 0.869

Intention to visit 0.911 0.849
Intend to visit ITV1 0.918

Plan to visit ITV2 0.927

Enjoy when visiting ITV3 0.920

Table 7 presents a concise overview of the study on the measurement model, encompassing estimates of average variance
extracted (AVE), composite reliability (CR), and outer loading values. One specific requirement is that the loading factor
should exceed 0.70 (Hair et al. 2019). Furthermore, all the standardized factor loadings exhibited statistical significance,
with values ranging from 0.807 to 0.938. Composite reliability (CR) and average variance extracted (AVE) should both
serve as indicators of convergent validity in the results of confirmatory factor analysis (CFA). In accordance with Hair
(Hair et al. 2019), the estimations for CR and AVE should exceed 0.700 and 0.500, respectively. The CR and AVE
readings in Table 7 demonstrated a range of 0.873 to 0.964 and 0.600 to 0.872, respectively, surpassing their
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recommended thresholds.

Table 8. The latent variable correlation matrix: discriminant validit

ADI CDI CLV CRE IENT EWM INT ITvV SMM
ADI 0.894
CDI 0.806 0.921
CLV 0.764 0.770 0.934
CRE 0.744 0.691 0.732 0.871
ENT 0.738 0.691 0.716 0.686 0.874
EWM 0.752 0.690 0.760 0.785 0.671 0.847
INT 0.744 0.654 0.713 0.717 0.774 0.705 0.873
v 0.833 0.820 0.755 0.737 0.701 0.769 0.693 0.921
SMM 0.847 0.791 0.883 0.889 0.873 0.886 0.886 0.827 0.775

In this study, the Fornell and Larcker criteria were employed to carry out further measures and confirm the validity and
reliability. According to Fornell and Larcker (1981), it is necessary to compare the squared correlation between the
constructions of a certain construct and all other referents with the AVE value of each construct. Fornell and Larcker
(1981) specified that the AVE square root of a construct should exceed its correlation value with other constructs.
Diagonal symmetry refers to the condition where the values of all diagonal elements exceed the values of off-diagonal
elements, therefore designating all structures as separate. In general, the outcomes of this measurement model exhibited
full validity and reliability, and the data can be further analyzed by utilization of structural modeling.

4.4. Structural Equation Modeling

At this point, social media marketing variables of second order need to be constructed. The constitutive variables of social
media marketing are credibility, entertainment, electronic word-of-mouth, cultural values, and engagement. The model
incorporates measures such as the value of determination (R2), predictive relevance (Q2), effect magnitude (f2), and path
analysis (Hair et al. 2019).

Table 9. The Structural Model Analysis Result

Construct R2 Q2
Social Media Marketing (SMM)

Cognitive Destination Image (CDI) 0.626 0.616
Affective Destination Image (ADI) 0.717 0.715
Intention to Visit (ITV) 0.780 0.685

The table 9 displays the significance of R2 as a parameter for assessing the extent to which the independent variable
influences the dependent variable (Ullman & Bentler, 2012; Bowen & Shenyang Guo, 2012). Based on the R2 estimate,
social media marketing influences cognitive and affective destination image by 62.6% and 71.7% respectively. The R2
intention-to-visit value of 0.780 indicates that social media marketing, cognitive destination image, and affective
destination image together influenced the intention-to-visit variable by 78%. Nevertheless, the remaining outcome is
impacted by other variables that were not considered in this research. Furthermore, the projected significance value of
each variable (Q2) exceeds 0. The predictive power of affective destination image (0.715), visit intention (0.685), and
cognitive destination image (0.616) is sufficiently high. Hence, this study model is suitable and optimal.

Table 10. Effect Size Analysis Result

Path F2 Interpretation
SMM -> CDI 1.670 Large
SMM -> ADI 2.539 Large
SMM -> ITV 0.105 Small

CDI->ITV 0.153 Medium
ADI -> ITV 0.101 Small

The statistical significance of social media marketing on cognitive destination image, affective destination image, and
intention to visit is shown in Table 11, with values of 1.670, 2.539, and 0.105 for each path. Based on an F2 value of 0.153,
the cognitive destination image has a moderate influence on the travel intention of visitors. Furthermore, the impact of the
effective destination image, which has a value of 0.101, on the intention to attend is minimal.
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Table 11. Results for Structural equation model

Variables Coefficients T - values P - values Hypothesis Hypothesis support
SMM -> CDI 0.791 13.434 0.000 H1 Accepted
SMM -> ADI 0.847 25.775 0.000 H2 Accepted
SMM -> ITV 0.305 2.813 0.005 H3 Accepted
CDI ->ITV 0.330 2.558 0.011 H4 Accepted
ADI -> ITV 0.309 2.693 0.007 H5 Accepted

The table above demonstrates that all proposed hypotheses can be readily accepted. The analysis findings indicate that
social media marketing has a statistically significant and favorable influence on both cognitive destination image (f3:
0.791; T: 13.434) and affective destination image (: 0.847; T: 25.775). Thus, both H1 and H2 are accepted.
Furthermore, the study findings indicated that social media marketing (f: 0.305; T: 2.813), cognitive destination image (j3:
0.330; T: 2.558), and affective destination image (f: 0.309; T: 2.693) have a substantial impact on tourists' intention to
visit. Thus, the hypotheses H3, H4, and H5 are accepted.

Figure 3 presents the summary of the comprehensive model and the outcomes of the hypothese testing conducted in the
study.

Cognitive
Destination
Image

Social Media
Marketing

Intension to
Visit

F=0.30%
T=2813

Aftective
Destination
Image

Fig. 3. Research conceptual framework

4.5. Findings

This research examines the impact of social media marketing on tourists’ perceptions and intentions regarding Vietnamese
cultural destinations. The research findings elucidate that social media marketing, cognitive destination image, and
affective destination image significantly influence the intention to visit these destinations, with respective impact values of
0.305, 0.613, and 0.550.

The study supports the hypothesis that social media marketing enhances the cognitive destination image, using metrics
such as entertainment, credibility, word of mouth, engagement, and cultural value to measure marketing efforts. The
content on social media platforms for cultural tourism in Vietnam primarily offers useful information, aiding tourists in
their decision-making process.

Further, the research confirms that social media marketing positively affects the affective destination image, which is
pivotal as the emotional appeal of Vietnamese cultural destinations significantly correlates with tourist attraction. This
positive emotional framing on social media platforms is essential for attracting tourists.

The study also reveals an indirect relationship between social media marketing and tourists’ intentions, indicating that
social media partially mediates the appeal of cultural tourism destinations. Moreover, the significant relationship between
cognitive destination image and tourist interest suggests that knowledge about the destinations plays a crucial role in
shaping tourists’ intentions.

Finally, the research underscores the importance of affective destination image, affirming that a positive emotional
depiction of destinations on social media notably increases the likelihood of visits. This highlights the critical role of
emotional elements in shaping tourists’ intentions to visit Vietnamese cultural sites.

5. CONCLUSION
The results of data analysis indicate that Social Media marketing, cognitive destination image, and affective destination
image are significant factors influencing the intention to visit cultural destinations in Vietnam. These factors stem from the



310 D.T. Vuetal.

exogenous variable, which includes social media (including entertainment, interaction, credibility, EWOM, cultural
values), and the endogenous variable, which includes the destination image (including cognitive and affective destination
image). The findings of the data analysis conducted in chapter four are shown in Table 12.

Table 12. The Hypothesis Analysis Results

Hypothesis Finding

H1: Social media marketing positively influences cognitive destination image. Supported
H2: Social media marketing positively influences affective destination image. Supported
H3: Social media marketing positively influences visit intentions to cultural destinations. Supported
H4: Cognitive destination image positively influences the intention to visit cultural destinations. Supported
H5: Affective destination image positively influences the intention to visit cultural destinations. Supported

Practical implications for Destination Management Organizations

Based on the findings of the study, managers may contemplate the adoption of social networking platforms such as
Facebook, TikTok, Instagram, and Youtube as a means to effectively engage the intended demographic. Organizations can
build partnerships with influencers to generate educational and captivating material that will motivate and inspire
individuals to visit cultural locations.

To enhance destination appeal, DMOs should develop a content strategy that includes both cognitive elements, such as
historical facts and cultural significance, and affective elements, like emotional experiences. Engaging content formats,
such as short videos, behind-the-scenes tours, and personal stories from influencers or tourists, can strengthen the
destination’s image. Collaborating with influencers, especially those passionate about cultural and heritage tourism,
expands reach and credibility. DMOs can also encourage user-generated content, such as reviews and photos, to build trust
and provide authentic information. Monitoring electronic word-of-mouth and engaging with feedback further helps shape
positive perceptions of the destination. By integrating these strategies, DMOs will be able to connect with target audiences
more effectively and create more meaningful and engaging cultural tourism experiences. Monitoring analytics and
performance metrics on social media platforms will allow tourism managers to adjust their campaigns to better align with
visitor preferences and behaviors, thus improving overall effectiveness.

Study limitations and future research

The present study has certain drawbacks. The research was carried out using a sample size of over 200 participants, which
may not accurately reflect the entire population. The survey sample was restricted in terms of respondents due to the
predominant representation of individuals aged 18-25. Therefore, it is necessary to ensure an equitable distribution of
participants across different age groups. While convenience sampling offers ease of access and practicality, it may
compromise the representativeness of the findings. To improve the accuracy and generalizability of the study, adopting a
stratified random sampling approach could be a more effective alternative. Furthermore, this study utilizes four factors,
with the possibility of incorporating other pertinent variables to enhance future research improvement. Ultimately, self-
reported data, which is derived from data provided by respondents themselves, has the potential to be biased or inaccurate
Notwithstanding these constraints, qualitative research can be employed in future studies to attain intriguing discoveries
and novel perspectives.
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