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Abstract. Travel-related consumer generated media (CGM) plays an increas-
ingly important role in travelers’ decision-making process. Strenuous effort has
been dedicated to explore CGM’s impact on users’ travel behaviors. However,
little is known about the motivations that drive users to post information on travel-
related CGM. By combining the technology acceptance model (TAM), theory of
planned behavior (TPB), and uses and gratifications theory (U&G), this study
aims to delve into such motivational factors. The results revealed that users’ per-
ceived ease of use when posting content significantly affects perceived usefulness.
Additionally, users’ gratification derived from entertainment, information shar-
ing, and rewards could positively influence their attitudes toward content sharing.
Moreover, attitude, subjective norms, perceived behavioral control, and perceived
usefulness jointly determine users’ intention to use travel-related CGM for con-
tent sharing. However, the impacts of perceived usefulness, perceived ease of
use, status-seeking, socializing, and passing time on their attitudes toward content
sharing were insignificant. This study tests the possibility of combining the TAM,
TPB, and U&G to expand their application in the field of travel-related CGM, and
provides suggestions for travel-related CGM managers to improve their services.
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1 Introduction

With the development of information technology, travel-related consumer generated
media (CGM)—platforms for users to share information through voluntary participation
[1]—have become increasingly significant in the travel planning and decision-making
process [2, 3]. The number of related studies is growing in parallel with the popularity
of travel-related CGM, as represented by Tripadvisor. Examples include the perceived
impact of CGM on the decision-making process of travelers [4], users’ intention to
continue using CGM [5], methods to reduce the switching intention of Generation Z
users [6], and credibility measures of CGM [7].

However, very few studies have explored content creation. Yoo and Gretzel [2] and
Gretzel and Yoo [8] investigated the relationships between the personal characteristics
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(e.g. age and gender) of the creator, their personality, and content creation, noting that
the content was mainly provided by a few users. Yoo and Gretzel [3] explored users’
motivations for commenting online. User-provided content is the basis of travel-related
CGM [1], because millions would not visit Tripadvisor without the tips, recommenda-
tions, and advice from fellow travelers [9]. Moreover, as the impact of COVID-19 has
subsided after two years, the number of planned trips in 2022 is expected to exceed that of
actual trips in 2019 [10], and therefore, the use of travel-related CGMmay significantly
increase. Additionally, reviews of travel-related CGM, particularly long-form reviews,
are helpful to potential travelers [11] to ascertain the destination’s COVID-19-related
safety, security, and cleanliness standards [12]. Therefore, it is necessary to determine
the factors that influence users’ intentions to use travel-related CGM to create and share
content.

2 Theoretical Background and Research Hypotheses

2.1 Content Sharing

In this study, content sharing refers to the behavior of users posting word-of-mouth,
reviews, and tips, based on their travel experiences and knowledge rather than the behav-
ior of forwarding others’ content. Several studies have explored the motivations for con-
tent sharing. Yoo and Gretzel [3] examined whether helping service providers, concern
for other consumers, the need for enjoyment/positive self-improvement, and venting
negative feelings were motivations for users to post online travel reviews. However, the
four aforementioned factors do not adequately cover all motivations; additional factors
may also impact content sharing intention. Shao [13] suggested that users continue to
use CGM because of its utility. Gagné [14] confirmed that ease of sharing may influence
people’s intention to share. Therefore, the technology acceptancemodel (TAM)was cho-
sen, which considers the relationships between perceived usefulness and ease of use of
information technology and continued use [15]. Additionally, Park and Lee [16] argued
that motivations for content sharing were divided into personal and social purposes. The
uses and gratifications theory (U&G) describes the reasons why individuals use media
from the perspective of gratification or psychological needs [17]. The theory of planned
behavior (TPB) considers the influence of social and psychological factors on consumer
behavior [18]. Both theories include factors related to personal and social purposes.
Therefore, we constructed a research model using three theories; the possibility of their
combination has been tested by a few studies [19, 20]. The combination of these three
theories provides a more comprehensive understanding of the determinants of content
sharing intention in travel-related CGM and how these factors influence users’ sharing
intentions.

2.2 Technology Acceptance Model (TAM)

The TAM was proposed by Davis [15] based on the theory of reasoned action (TRA).
Its purpose is to analyze the motivations of users of information systems to use new
technologies; it has five components: perceived usefulness, perceived ease of use, atti-
tude, behavioral intention, and system use. Perceived usefulness refers to the extent to
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which individuals believe their performance will improve by using a particular system
[15]. Perceived ease of use implies the extent to which individuals believe they can
effortlessly use a particular system [15]. Attitude is influenced by perceived usefulness
and ease of use. The intention to use is influenced by perceived usefulness and attitude,
and perceived ease of use also directly influences perceived usefulness. The TAM views
information systems such as the Internet as a tool for improving user performance [21].
Fari [22] noted that despite the complexity of information sharing and knowledge shar-
ing activities and processes, the TAM is a strong guide for knowledge sharing research.
Using the TAM, this study intended to determine whether travel-related CGM would
facilitate the sharing of travel-related information by users and increase their efficiency.
Therefore, we propose the following hypotheses:

H1: Perceived usefulness positively influences users’ intention to share travel content.
H2: Perceived usefulness positively influences users’ attitude.
H3: Perceived ease of use positively influences users’ attitude.
H4: Perceived ease of use positively influences users’ perceived usefulness.

2.3 Uses and Gratifications Theory (U&G)

The U&G, proposed by Katz et al. [17], is primarily used to examine why and how
individuals use media to meet their requirements. This theory propounds that individ-
uals possess the ability to select media use [23]. Moreover, differences in media and
information environments can result in different user gratifications [23]. Consequently,
each study selects different dimensionalities to examine the factors that influence media
use, depending on the nature of the media and purpose of the study. To examine users’
information sharing intention, Lee and Ma [24] investigated the effects of information
seeking, socializing, status seeking, and entertainment on college students’ intentions to
share the news on social media. Based on Lee and Ma [24], Thompson et al. [25] added
the factor of passing time and modified information seeking to information sharing to
examine whether the role of those gratifications differed across contexts, using ordi-
nary social media users as subjects [25]. Additionally, Park and Lee [16] confirmed that
reward is a powerful tool to motivate users to post content. However, these studies have
only examined the relationship between gratifications and sharing intention; few studies
have considered the relationship between gratifications and attitude. Wu and Kuang [23]
confirmed that status seeking, social interaction, the norm of reciprocity, and information
needs have a positive effect on attitude toward sharing health information usingWeChat.
They also noted that users with positive attitudes are more likely to share information
[23]. On the basis of the aforementioned studies, and considering the characteristics of
travel-related CGM, we hypothesized the following:

H5: Status seeking positively influences users’ attitude.
H6: Socializing positively influences users’ attitude.
H7: Entertainment positively influences users’ attitude.
H8: Information sharing positively influences users’ attitude.
H9: Passing time positively influences users’ attitude.
H10: Reward positively influences users’ attitude.
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2.4 Theory of Planned Behavior (TPB)

The TPB, also a derivative theory of the TRA, was first introduced by Ajzen [26] as
a psychological theory linking beliefs to behavior. There are five components of the
TPB: attitude, subjective norm, perceived behavioral control, intention, and behavior.
Subjective norm refers to the social pressure that individuals perceivewhen engaging in a
particular behavior [27]. Perceived behavioral control implies an individual’s perception
of the ease of engaging in a particular behavior [27].

To date, the TPB has been widely applied to explore information sharing behav-
ior. Chen et al. [28] categorized perceived behavioral control into knowledge creation
and web-specific self-efficacy. Finally, attitude, subjective norm, and web-specific self-
efficacy were confirmed to have a positive effect on the intention to share knowledge
[28]. Kuo and Young [29] examined how the TRA, TPB, decomposed TPB, and revised
TPB predicted knowledge sharing behavior. It was shown that in the model, which
had applied the TPB, all three concepts positively influenced the intention to practice
knowledge sharing behavior [29]. However, the factors that influence users’ behavioral
intentions vary across media and topics. Therefore, this study explores the relationships
between attitude, subjective norm, perceived behavioral control, and intention to share
travel-related content. The following hypotheses are thus proposed:

H11: Attitude positively influences users’ intention to share travel content.
H12: Subjective norm positively influences users’ intention to share travel content.
H13: Perceived behavioral control positively influences users’ intention to share travel
content.

Hypothetical relationships in this study are shown in Fig. 1.

Fig. 1. Research model
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3 Methodology

3.1 Data Collection Procedures and Respondents

This study was conducted in Japan—a key market for Tripadvisor [10]. A screening
questionnaire was distributed to 6,000 Japanese people by the Japanese research com-
pany FREEASY in August 2022. Based on data screening, we observed that although
the largest proportion of respondents had posted travel content on Tripadvisor, there
were also a certain number of users of local Japanese travel-related CGM. A total of 484
respondents who posted travel-related content on travel-related CGM in the past year
were selected and surveyed. A total of 410 samples were collected, and after filtering
out outliers and pattern answers, 355 valid responses were retained.

3.2 Measurement

This study used the scales validated in previous studies and modified them to fit the
research scenario of travel content sharing on travel-related CGM. The original scales,
in English, were translated into Japanese and reviewed by several scholars (including
native Japanese speakers) who were familiar with both English and Japanese to ensure
content validity, equivalence of meaning, and authenticity of expression. The TAM and
TPB scales were adapted from Wu and Kuang [23], Davis [15], Park et al. [30], and
Thompson et al. [25]. The items for the U&G were adapted from Wu and Kuang [23],
Park and Lee [16], and Thompson et al. [25]. These items were rated on a 7-point Likert
scale, ranging from “Strongly Disagree” to “Strongly Agree.”

3.3 Data Analysis

This study used SPSS Statistics version 26.0 for descriptive analysis. A partial least
squares structural equation modeling (PLS-SEM) analysis using SmartPLS was then
conducted to test the proposed hypotheses andmodel fit. Themeasurement and structural
models were evaluated using the PLS algorithm and bootstrapping (5000 subsamples),
respectively. As the research model in this study is complex and predictive, PLS-SEM
is more flexible in dealing with complex models, small sample sizes, and non-normal
data for predictive research [31]. Therefore, PLS-SEM is a more appropriate analytical
tool in this study.

4 Results

4.1 Respondents’ Profiles

The respondents’ demographic characteristics are listed in Table 1. There were approxi-
mately 20%more male (60.28%) than female respondents (39.72%). Respondents were
spread across awide age-range,with a clearmajority between the ages of 20 and 49 years.
The frequency of using travel-related CGM to post content also varied from person to
person, with 83.38% of the respondents posting content no more frequently than every
2–3 months. They also used a variety of websites, Tripadvisor being the most popular.
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The content posted by the respondents on the website was also highly informative (for
content options, we referred to Yoo and Gretzel [2]). Commonly posted content includes
personal experiences, local people, food and culture, practical travel information about
destination, and general destination facts.

Table 1. Demographic characteristics of respondents (n = 355)

Characteristics Frequency Percent

Gender Male 214 60.28%

Female 141 39.72%

Age Under 20 27 7.60%

20–29 100 28.17%

30–39 105 29.58%

40–49 90 25.35%

Above 50 33 9.30%

Frequency of use Once a year 105 29.58%

Once every half year 92 25.91%

Once every 2–3 months 99 27.89%

1–3 times a month 34 9.58%

1–3 times a week 11 3.10%

4–6 times a week 9 2.53%

Every day 5 1.41%

Used travel-related CGM Tripadvisor 169 47.61%

4travel 145 40.85%

UTRAVEL NOTE 108 30.42%

Arukikata 91 25.63%

Contents Personal experiences 138 38.87%

Practical travel information about destination 127 35.77%

Local people, food and culture 131 36.90%

General destination facts 117 32.96%

People they met while traveling 74 20.85%

Warnings and tips for others 46 12.96%

Evaluations of travel-related services 31 8.73%
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4.2 Evaluation of the Measurement Model

First, Cronbach’s α and composite reliability (CR) were used to assess the reliability.
As shown in Table 2, Cronbach’s α, CR values, and factor loadings were above the rec-
ommended threshold of .70 [31], ensuring internal consistency across all the constructs.
Convergent validity of the model was also tested. All average variance extracted (AVE)
values were greater than .50 [32], indicating no problems with convergent validity. How-
ever, when examining discriminant validity, the correlation coefficients for information
sharing (IS) and socializing (SO) (.848) were higher than the square root of the AVE
for IS (.832) and SO (.841); therefore, the discriminant validity was not satisfactory
[32]. It is likely that the respondents were confused when answering because the two
factors were conceptually proximate. Therefore, we conducted a chi-square difference
test using AMOS [33] to assess the discriminant validity between IS and SO. The results
showed that�χ2= 8.372, p< .01. Therefore, the discriminant validity can be reasonably
accepted.

Table 2. Measurement model for constructs

Construct and item (In this table, travel-related CGM is omitted
as CGM)

Loading Mean SD

Perceived Usefulness (PU) (Cronbach’s α = .887, CR = .922, AVE = .747)

PU1: Using CGM would enable me to share travel content more
quickly

.852 4.330 1.470

PU2: Using CGM would make it easier to share travel content .875 4.490 1.470

PU3: Using CGM in sharing travel content would increase my
productivity

.869 4.366 1.436

PU4: Using CGM would enhance my effectiveness in sharing
travel content

.862 4.341 1.444

Perceived Ease of Use (PE) (Cronbach’s α = .831, CR = .899, AVE = .748)

PE1: Sharing travel content through CGM is simple and not
complicated

.877 4.254 1.415

PE2: Learning to use CGM for sharing travel content is easy for
me

.848 4.327 1.486

PE3: It would be easy for me to become skillful at using CGM in
sharing travel content

.868 4.211 1.482

Status Seeking (SS) (Cronbach’s α = .824, CR = .895, AVE = .740)

SS1: When I share travel content through CGM, I want others to
perceive me as respectable

.860 4.031 1.477

SS2: When I share travel content through CGM, I want others to
perceive me as knowledgeable

.873 4.155 1.507

(continued)
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Table 2. (continued)

Construct and item (In this table, travel-related CGM is omitted
as CGM)

Loading Mean SD

SS3: When I share travel content through CGM, I want others to
perceive me as positive

.847 4.273 1.513

Socializing (SO) (Cronbach’s α = .862, CR = .906, AVE = .707)

SO1: By sharing travel content through CGM, I can talk about
something with others

.862 4.197 1.460

SO2: By sharing travel content through CGM, I can interact with
others

.861 4.363 1.461

SO3: By sharing travel content through CGM, I can exchange
ideas with others efficiently

.850 4.285 1.450

SO4: By sharing travel content through CGM, I can keep in touch
with others

.789 4.248 1.479

Entertainment (EN) (Cronbach’s α = .856, CR = .902, AVE = .698)

EN1: Sharing travel content through CGM is entertaining .854 4.442 1.418

EN2: Sharing travel content through CGM is funny .842 4.544 1.380

EN3: Sharing travel content through CGM is exciting .825 4.414 1.448

EN4: Sharing travel content through CGM is enjoyable .820 4.476 1.452

Information Sharing (IS) (Cronbach’s α = .852, CR = .900, AVE = .692)

IS1: By sharing travel content through CGM, I can obtain others’
opinions from feedback

.819 4.346 1.506

IS2: By sharing travel content through CGM, I can obtain useful
information from others’ feedback

.840 4.485 1.423

IS3: By sharing travel content through CGM, I can share
information that might be useful to others

.849 4.431 1.466

IS4: By sharing travel content through CGM, I can express
myself freely

.819 4.293 1.438

Passing Time (PT) (Cronbach’s α = .833, CR = .900, AVE = .750)

PT1: By sharing travel content through CGM, I can pass the time
away

.874 3.896 1.615

PT2: By sharing travel content through CGM, I can relieve
boredom

.902 4.054 1.548

PT3: Sharing travel content through CGM is a habit, just
something to do

.820 3.994 1.531

Reward (RE) (Cronbach’s α = .835, CR = .901, AVE = .752)

RE1: By sharing travel content through CGM, I can get some
monetary reward

.864 4.242 1.493

(continued)
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Table 2. (continued)

Construct and item (In this table, travel-related CGM is omitted
as CGM)

Loading Mean SD

RE2: By sharing travel content through CGM, I can earn money .877 4.225 1.481

RE3: By sharing travel content through CGM, I can get points .860 4.242 1.447

Subjective Norm (SN) (Cronbach’s α = .827, CR = .897, AVE = .744)

SN1: My family and friends would think I should share travel
content through CGM

.896 4.304 1.435

SN2: People who are important to me would think I should share
travel content through CGM

.855 4.330 1.429

SN3: It is expected of me that I share travel content through CGM .835 4.313 1.334

Perceived Behavioral Control (PBC) (Cronbach’s α = .755, CR = .860, AVE = .671)

PBC1: I have the confidence that if I want, I can share travel
content through CGM

.820 4.439 1.357

PBC2: I have the confidence and ability to respond to others’
related comments through CGM

.820 4.403 1.430

PBC3: It is mostly up to me whether or not I share travel content
through CGM

.818 4.580 1.326

Attitude (ATT) (Cronbach’s α = .844, CR = .906, AVE = .762)

ATT1: For me, sharing travel content through CGM is good .867 4.465 1.405

ATT2: For me, sharing travel content through CGM is beneficial .875 4.546 1.323

ATT3: For me, sharing travel content through CGM is valuable .877 4.403 1.361

Intention to share on CGM (INT) (Cronbach’s α = .835, CR = .901, AVE = .752)

INT1: I intend to share travel content through CGM in the future .862 4.515 1.358

INT2: I plan to share travel content through CGM regularly .875 4.380 1.348

INT3: I am willing to share travel content that I think is valuable
to others through CGM

.864 4.279 1.472

Note. CR = Composite Reliability; AVE = Average Variance Extracted; SD = Standard
Deviation

4.3 Structural Model and Hypotheses Testing

Before testing the structural model, the inner and outer variance inflation factors (VIF)
were calculated and found to be less than four (1.488 –2.446), indicating no issues with
multicollinearity [34]. The structuralmodelwas then assessed. The value of standardized
root mean squared residual (SRMR) was .047, which was lower than the threshold
of .05 [35]. Furthermore, all Q2 (predictive relevance) values were greater than zero
(PU:0.518, ATT:0.520, INT:0.518), indicating that the exogenous latent variables had
good predictive relevance [36]. Moreover, the proposed research model accounted for
69.9% of the variance in perceived usefulness, 69.3% in attitude, and 69.5% in the
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intention to share on travel-related CGM, signifying substantial R2 (explained variance)
values [37]. This indicates that the goodness-to-fit of the structural model was good.

The results of hypotheses testing are shown in Fig. 2. Thirteen hypothesis paths were
proposed in this study, of which five proved to be insignificant. Regarding the TAM’s
component concepts, perceived usefulness (β = .084, p > .05) and perceived ease of
use (β = -.103, p > .05) had no effect on attitude, thus, not supporting Hypotheses 2
and 3. Status seeking (β = -.001, p > .05), socializing (β = .022, p > .05), and passing
time (β = .104, p > .05) in the U&G also had no effect on attitude, thus not supporting
Hypotheses 5, 6, and 9.

Fig. 2. Results of structural equation model

5 Discussion

Based on the analysis in the previous section, we obtained the following results: among
the constituent concepts of the TAM, perceived usefulness significantly and positively
influenced users’ intention to share. Perceived ease of use also had a significant impact
on perceived usefulness and had the strongest influence of all paths—that is, the easier
it was for users to operate, the more likely they were to perceive travel-related CGM as
useful when sharing travel content. This makes travelers more likely to continue using
websites to share content. However, perceived usefulness and perceived ease of use
did not significantly affect attitude—a result that differed from expectations. In this era
of information technology, most people have posted information online at some point
of time, be it in the form of text or images. Therefore, the usefulness and ease of use
perceived by users may not be strong enough to influence their attitudes toward using
travel-related CGM to share content.

Among the six paths associated with the U&G, entertainment, information sharing,
and rewards directly influenced users’ attitudes. Furthermore, the relationships between
status seeking, socializing, passing time, and attitude were insignificant. This suggests
four things. First, users can gain pleasure from content sharing. Second, they are willing
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to express themselves by sharing content and obtaining useful information from others’
feedback. Third, they want to receive some financial benefits from sharing content.
Fourth, gaining reputation and visibility, acquiring social satisfaction, and alleviating
boredom are not significant influencing factors for users’ attitudes. Probably the main
reason for this result is that the majority of respondents do not post content through
travel-related CGM very frequently, which makes it difficult to achieve higher status
and find communication opportunities with others. Meanwhile, it hardly provides the
effect of passing time in daily life. Another possible reason for the differences is the
cultural background. When Liu et al. [38] used the New Orleans dataset for analysis,
it indicated that when Tripadvisor members were at a lower status, they were eager to
improve their rank and gain knowledge as they communicated with others. This differs
from the results of our study, which necessitates further research.

Attitude, subjective norm, and perceived behavioral control in the TPB have all
shown to significantly and positively influence users’ intention to share. These results
are consistent with those of previous studies. This implies that those who hold a positive
attitude toward content sharing are more likely to share information on travel-related
CGM. Those who are supported by the people around them, particularly those who are
confident of their abilities, also tend to share information.

6 Conclusion

6.1 Implications for Theory

This study makes three contributions from a theoretical perspective. First, it extends the
U&G, TAM, and TPB to the context of content sharing by travel-related CGM users. It
also examines the factors that influence users’ intention to create and share content on
travel-related CGM from three perspectives: technical, social, and psychological, and
how they influence it. The results again test the possibility and validity of combining the
TAM, TPB, andU&G. The TAMand TPB can be used to understand the different factors
that influence behavioral intention; however, they do not consider the impact of users’
voluntariness. Mohebbi et al. [19] argued that much of the background to supporting
research related to these two theories is mandatory adoption. The U&G suggests that
users actively choose to use a medium to satisfy their wants and requirements [17],
which compensates for the limitations of the TAM and TPB. Next, previous studies
have mostly examined the direct relationships between gratification-related factors and
behavioral intention or actual behavior [21, 25], and few studies have examined the
relationships between gratification-related factors and attitude. This study provides a
solid theoretical basis for this hypothesis.

6.2 Implications for Practice

This study has several practical implications. Based on the data analysis, this studymakes
the following suggestions. First, according to the evaluation objects, different description
dimensions can be shown in the input box for users to choose. For example, the evaluation
of a restaurant can be set as the dimensions of service, taste, and hygiene. Suppose users
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choose a service dimension, the system automatically populates “Service:” and users
can then directly write their views. It can provide some convenience when writing, as
well as encourage users to provide more details. Second, it is significant to enable users
to feel happy and express themselves through content sharing. Content posted by users
can be judged by a human or machine to determine if it is worthy of recommendation.
Thereafter, big data will filter out people whomay be interested/have similar experiences
based on historical browsing records, dwell time, liked and favorited content, etc., and
recommend the content to them. This allows reviewers and other users to exchange
views, share positive emotions, or release negative ones. Third, travel-related CGM can
be associated with mainstream social media because subjective norms affect intention
to share. This allows users to share the content they create with those around them
and receive a more diverse range of opinions from relatives and friends. A few local
Japanese travel-related CGM such as 4travel and UTRAVEL NOTE offer the service of
sharing reviews via Twitter or Facebook, whereas on Tripadvisor, users can only share
via email or links. Fourth, Liu et al. [39] demonstrated that reviewers with high-level
badges posted more content, but the quality of the content was lower. This study found
that rewards increase users’ positive attitudes toward content sharing. Therefore, it is
advisable to collaborate with other booking platforms to offer better discounts to high-
level reviewers who consistently provide high-quality content, than to merely high-level
reviewers. Additionally, regular contests should be held to reward or offer extra points
to the most valuable newly posted content and reviews. Travel-related CGM managers
can also organize regular events, such as “Write a Review Day” [11]. Guidance on
writing reviews can improve reviewers’ narrative skills and self-confidence, thereby
encouraging them to produce more and higher-quality content. Through these methods,
administrators can not only retain andmotivate experienced users, but also attract novice
users to share their travel experiences. This will increase user activity throughout the
site, improving site sustainability.

6.3 Limitations

This study has a few limitations. First, separate studies have not been conducted on
different websites. Each website has its own characteristics, and different services bring
different experiences to users; therefore, separate investigations are required to obtain
more focused conclusions. Furthermore, the Japanese market was used as the subject of
this study; however, Tripadvisor [10] has revealed many differences in usage between
users in Japan and other countries. The cultural context of each country may lead to
different results. Therefore, further analyses in other countries are required to verify the
generalizability of the results. Finally, there are many types of gratification within the
U&G, but only six were selected for this study. Future studies should explore whether
other types of gratification also influence users’ intention to share content.
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