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Abstract

Manuscript type: Research Article

Research Aims: This study investigates the impact of social media and online marketing, particularly
Online Information Quality (OIQ) and User-Friendly Accessibility (UFA), on the Behavioral Intentions of
domestic youth tourists in Dushanbe, Tajikistan.

Design/methodology/approach: A quantitative method was employed, using an online survey distributed
to 102 domestic tourists aged 18-40 (Gen Z an Millennials). Data were initially tested for reliability and
validity using SPSS 26, followed by analysis with Smart PLS 4 to examine relationships through Structural
Equation Modeling (SEM).

Research Findings: The findings indicate that User-Friendly Accessibility significantly influences tourist
satisfaction and digital marketing interaction, which in turn affect electronic word-of-mouth (eWOM) and
intention to visit. However, Online Information Quality shows no direct effect, suggesting a shift in digital
content preferences among young tourists.

Theoretical Contribution/Originality: This study contributes to the extension of the Theory of Planned
Behaviour (TPB) by incorporating digital tourism variables and offering insight into Central Asian travel
behavior—a largely under-researched region.

Practitioner/Policy Implication: The results provide actionable recommendations for local tourism
agencies to enhance usability, engagement, and digital accessibility in their promotional strategies.
Research limitation/Implications: The study is limited to domestic youth travelers in one city and used a
modest sample size. Future research should expand to international visitors and include broader
behavioral variables.

Keywords: Digital Marketing, Social Media, Tourism Behaviour, Online Information Quality, User-

Friendly Accessibility, Tourist Satisfaction, Behavioral Intentions.
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INTRODUCTION

The global tourism industry has undergone
profound transformation due to the digital
revolution. As technology continues to evolve,
tourists are becoming more reliant on digital
These
discover, evaluate, and book destinations. In

platforms. platforms help them
particular, social media platforms such as
Instagram, YouTube, Facebook, and TikTok
have emerged as powerful tools in influencing
travel decisions of youth travelers. In
developing countries like Tajikistan, where
tourism remains underdeveloped, digital
marketing offers a strategic avenue for
destination
Sulaimonov, 2022).

Against this background, the city of Dushanbe,

promotion (Temurbekova &

the capital of Tajikistan, represents an
emerging destination whose tourism potential
has yet to be fully realized. Limited
infrastructure, low digital literacy, and uneven
internet penetration challenge the country's
ability to compete globally. However, the
increasing use of smartphones, digital
connectivity among Gen Z and Millennials,
and governmental support for tourism provide
opportunities to enhance visibility and
engagement through online platforms (Statista,
2025; TTDC, 2021).

This research investigates how digital
marketing and social media affect tourists’
behavior. It examines the roles of Tourism
(TDOC)—
specifically Online Information Quality (OIQ)

and User-Friendly Accessibility (UFA)—In

Destination Online Content

influencing Tourists Satisfaction and Digital
Marketing Interaction (DMI), which in turn
impact Behavioral Intentions, including
Intention to Visit and Electronic Word-of-
Mouth (eWOM). The study employs the
Theory of Planned Behavior (Ajzen, 1991) as
a theoretical framework to understand the

causal relationships between these variables.

LITERATURE REVIEW
Digital marketing constitutes a pivotal
development in the evolution of the tourism
sector, reshaping how destinations are

promoted and experienced.  Tourism

organizations increasingly use digital
platforms—such as social media, websites,
and mobile applications—to reach a broader
audience. These tools offer greater efficiency
and lower marketing costs. Digital marketing
has become a key driver in shaping tourist
perceptions and travel decisions. As Kumar
(2021) notes, its ability to engage consumers
in real time and deliver personalized
content—through images, videos, and user-
generated materials—allows destinations to
build stronger emotional appeal and
persuasive influence.

Social media serves as a primary channel
through which tourist behavior—particularly
among younger demographics—is influenced,
both cognitively and behaviorally. Platforms
such as Instagram and TikTok allow travelers
to share experiences instantaneously,
contributing to Electronic Word-of-Mouth

(eWOM) that others often rely on when
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planning trips (Lou & Yuan, 2019). Influencer
marketing is regarded as an effective strategy
for enhancing destination image, primarily
due to perceived authenticity and
trustworthiness of influencers (Sokolova &
Kefi, 2020).

Tourism Destination Online Content (TDOC)
is composed of two primary constructs:
Online Information Quality (OI1Q) and User-
Friendly Accessibility (UFA). OIQ refers to
the accuracy, completeness, and relevance of
digital content, while UFA deals with how
easily users can access and navigate tourism-
related websites and applications. High-
quality and user-friendly information has been
shown to faster both trust and satisfaction,
which are key precursors to favorable
behavioral outcomes (Majeed et al., 2020;
Armutcu et al., 2023).

Tourist Satisfaction functions as a mediating
construct in the relationship between

perceived digital content quality and
observable behavioral responses. According
to Oliver (1980), satisfaction is formed when
expectations meet or exceed perceived
performance. In tourism, satisfied travelers
are more likely to exhibit repeat visitation and
positive eWOM (Han & Hsu, 2009).

Digital Interaction

Marketing (DMI)

encompasses  various forms of user
engagement with digital platforms, including
likes, shares, comments, and the use of
interactive tools . These interactions enhance

emotional connectivity to destinations and

reinforce Behavioral Intentions (Bilgihan et
al., 2016; Xiang & Gretzel, 2010).

This study is grounded in the Theory of
Planned Behavior (TPB), a widely adopted
framework in behavioral science that posits
attitudes, subjective norms, and perceived
behavioral control as key determinants of
intention and subsequent behavior (Ajzen,
1991). Applied to tourism, TPB explains how
exposure to positive online content leads to
favorable attitudes, which then influence

decisions to visit or promote a destination.

RESEARCH METHOD

Research Model

The objective of the study is defined as
conclusive research to examine hypotheses
and analyze correlations between variables
that are dependent and independent applying
a quantitative method to the study. This study
employed a quantitative approach. Figure 1
illustrates the conceptual model proposed in
this study, which is adapted from Armutcu et
al. (2023). The model was originally
developed to examine whether perspective on
Tourism Destination Online Content (TDOC)
significantly influence travelers’ behavioral
intentions.
Research Hypothesis
Rajaratnam et al. (2015) investigated the
relationship between destination quality and
tourists’ behavior in rural areas . Their study
revealed how quality of a destination has a
intentions

major impact on visitors'

supporting the idea that tourists' online
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perceptions of destinations, including the insights into various aspects of the tourist
quality of information and ease of access, experience that can be shaped by the quality
enhance their satisfaction. Additionally, and availability of online destination
Dimitrioski and Vallbon's (2018) provided information

/{ Satisfaction (S) }\
|z | o e |

Online information Intentions to visit
quality (0IQ) H @ —P tourist destination
ab.c.d (IVTD)

US er- friendly / Electronic word-of
accessibility (UFA) mouth (WOM)
" v H

H
Digital marketing
interaction (DMI)

Figure 1 — Proposed Research
Model extracted from Armutcu et. al., (2023)

Hla-b: The perceptions of TDOC'’s Online of online content and its potential impact on
Information Quality and User-Friendly users' perceptions and Behavioral Intentions.
Accessibility among tourists positively affect H2a-d: Tourists’ TDOC perception by Online
their level of satisfaction. Information Quality and User-Friendly

Accessibility positively affect their behavioral
Recent research has examined how tourists’ intention IVTD and e-WOM.

perceptions of TDOC influence their

Behavioral Intentions. According to Majeed et Majeed et al. (2020) showed a significant
al. (2020), visitors' views of TDOC directly positive  correlation  between  tourists’
affect their Behavioral Intentions. Medaric et perceptions of TDOC and their engagement

al. (2021) results highlight how much with digital marketing content . The research

accessibility affects visitors' Behavioral specifically shown that visitors' view of
Intentions toward a destination. Finally, Liu et TDOC influences their involvement with
al. (2020) conducted a study examining digital marketing  material, therefore
changes in travel destination image through suggesting a direct link between TDOC and
text mining, highlighting the dynamic nature Digital Marketing Interaction. Moreover,

Matusse et al. (2022) emphasized the
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importance of providing high-quality and
trustworthy online content to increase visitor
engagement with digital marketing.

H3a-b: Tourists’ TDOC perceptions of Online
Information Quality and User-Friendly

Accessibility  positively  affect  Digital

Marketing Interaction.

The effect of digital marketing contacts on
tourist behavioral plans has been a topic of
growing demand in the last decades (e.g.
Cheng et al., 2021; Levy and Guvili, 2015; Su
and Hsu, 2013). Similarly, Vahdati & Nejad
(2016) explored the impact of institutional
trust in social networks interactions and
buying intents on social commerce sites. The
findings of the study revealed that institutions-
based trust, influences social media

communication, resulting in increased
purchase intention on social commerce
websites. This highlights the role of trust and
online interaction in shaping tourists’
Behavioral Intentions.

H4a-b: Digital Marketing Interactions have a
positive effect on tourist Behavioral Intentions
IVTD and e-WOM.
researches have

Several explored the

influence of satisfaction on diverse
Behavioral Intentions, such as Intention to
Visit the destination and e-WOM (Kim 2018).
Furthermore, Gohary et al. (2020) outcomes
show the positive correlation among
Behavioral Intentions and satisfaction. The

study underlined the necessity of generating

unique experiences for travelers to boost
satisfaction and therefore affect their
intentions. Additionally, Jeong et al. (2019)
analyzed the determinants of Behavioral
Intentions in sport tourism, revealed that
satisfaction played a significant role in
contributing to behavioral intention, including
word of mouth (WOM)

H5a-b: Satisfaction (S) positively affects

tourist’ Behavioral Intentions, including their

Intention to Visit (IVTD) and e-WOM.

Research Design

This study employs a structured questionnaire
survey targeting domestic tourists in
Dushanbe within the past six months, with an
emphasis on obtaining diverse responses
regarding demographics, travel motivations,
and geographical regions within Tajikistan .
The questionnaire will be distributed via
social media platforms, targeting digitally
literate travelers—particularly Gen Z and
Millennials (aged 18-40), who actively use
digital tools for travelling planning. To
enhance clarity, the questionnaire will be
carefully designed to ensure ease of
understanding and to facilitate accurate data
collection. (Hair et al., 2017).

The instrument emphasizes key constructs—
including TDOC, Satisfaction, DMI, and
(TBI),

measured closed-ended items using a 5-point

Tourism  Behavioral Intentions
Likert scale . The survey also aims to collect
demographic data, including age, gender,

education level, and travel behavior. The scale



93 Namozov Jamshed and Gita Gayatri / ASEAN Marketing Journal @ Juni (2025) Vol. XVII No. 1

is adapted from the valid tool utilized by
Armutcu et al. (2023). To assess the clarity
and effectiveness of the questionnaire, a
wording test will be conducted. Afterwards, a
pre-test will be carried out on 30 respondents
to make sure that any problems with the logic,
timing, and understanding of the survey are
identified and will be analyzed using SPSS 26.
Considering the pre-test (pilots) remarks,
considerable changes will be made to finalize
the instrument before initiating full data
collection (Bryman, 2016; Hair et al., 2017).
Partial Leas Squares (PLS-4) will be
employed for data analysis, as it is suitable for
studies with relatively small sample sizes and
accommodates potential cultural unfamiliarity
with structured surveys in the Tajikistan

context.

Wording Test and Pre-Test

To ensure the linguistic clarity of the
instrument, a wording test was conducted
following the translation of the original
English questionnaire into Tajik. The English
version was developed using validated items
from previously cited studies. The translation
process emphasized maintaining conceptual
equivalence across all items. Six bilingual
participants ~ with  advanced  English
proficiency reviewed the translated items.
Based on their feedback, several items were
refined to improve clarity without altering the
underlying meaning. The revised version was

then finalized for pre-testing.

The pre-test involved 30 qualified participants
and was administered using a Google Form
survey. The aim was to determine if the items
in the translated and revised questionnaire
were statistically valid and reliable before
conducting the full survey. The validity of the
construct was examined by the usage of
Confirmatory Factor Analysis (CFA) via IBM
SPSS 26 (Astuti et al., 2023). The Kaiser-
Meyer-Olkin sample adequacy measure
showed values ranging over .770 to .865,
which above the criterion of 0.60 (Syahwah et
al., 2024). Moreover, Bartlett's Test of
Sphericity showed statistically significant
findings for all variables (p < 0.001), thereby
confirming the appropriateness of the dataset
for factor analysis. The Component Matrix
also indicated all item loadings exceeding
0.780, reflecting strong relationships among
items and their corresponding latent
constructs—thereby exceeding the minimum
loading value of 0.50 (Putri et al., 2021).

RESULT AND DISCUSSION

Results
The main study involved a total of 125

respondents; after screening questions, the
study omitted 23 responses the not eligible;
the total of 102 remaining respondents were
domestic tourists who visited Dushanbe,
Tajikistan within the past 6 months and had
prior experience using digital platforms to
search for tourism online information about
the tourism destinations. The summary of the

respondent’s demographics are as follows:
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Table 1 Respondent Profiles

Ne Respondents’ profile Category Frequency Percentage

1 Gender Male 86 84.3%
Female 16 15.7%

2 Age 18 years old 7 6.9%
18-25 years old 49 48.0%
26-35 years old 34 33.3%
36-40 years old 12 11.8%

3 Occupation Student 33 32.4%
Private employee 36 35.3%
Government employee 19 18.6%
Unemployed 13 12.7%
Others 1 1%

4 Domicile Kulob 47 46.1%
Dushanbe 30 29.4%
Republican Subordination 8 7.8%
Bokhtar 7 6.9%
Sughd 4 3.9%
Khorugh 2 2.0%
Others 4 3.9%

5 Last education High school 32 31.4%
Bachelor’s degree 54 52.9%
Master’s degree 14 13.7%
Doctor’s degree Ph.D. 2 2.0%

6 Monthly expenses (average) <TJS 1000 9 8.8%
TJS 1000-3000 56 54.9%
TJS 4000-6000 22 21.6%
TJS 6000-8000 6 5.9%
TJS 8000-9000 5 4.9%
>TJS 9000 3 2.9%
Others 1 1.0%

Source: Main data analysis with SPSS
Behavioral Pattern questions are added at the end of the

To understand how the respondents’ travel

experience and digital behavior, some

Length of Stay

10%

35% 16%

39%

m Less than 1 day = 1-2 days 3-7 days = More than 7 days

Figure 2 — Previous Length of Stay
Source: Output from SPSS

questionnaire. Some results are as follow:

Almost 745 of the respondents stay on the domestic tourist, so length of stay can be

Dushanbe city for more than 3 days. The main longer on their visit.

reasons perhaps due to their nature as a
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Frequency of online information search prior to the trip

21%

25%

= Never = Rarely

Sometimes

3%

10%

41%

= Often = Always

Figure 3 — Frequency of Online Information Search Prior to the Trip
Source: Output from SPSS

Almost 50% of the respondents are having the
habit to heavily search the information via online
prior to their visit to a certain destination, and only
3% of the

information before they visit the destination. The

respondents never search the

result is mostly supporting the fact that
Millennials and Gen Z are digital native that rely
heavily on the internet to search most of the
information they need, including about the

destination that they want to visit.

Preferred platform for online search

6%

7%

14%

A\

1%

36%

27%

= YouTube = Instagram = Google = Google map = TikTok = Facebook = Others

Figure 4 — Preferred Platform for Online Information Search Prior to the Trip
Source: Output from SPSS

A total of 36% respondents are searching
the information via YouTube channel,
followed by 27% respondents searching it via
Instagram. These results imply a valuable
insight to the destination authorities, including
Dushanbe, to allocate their communication

strategy heavily on these two social media

platforms, if they want to target mainly the
generation millennials and gen-Z.

Outer Model Analysis (Measurement)

Most indicators had outer loadings above the
threshold of 0.70,
individual

indicating satisfactory
a few
indicators, such as OIQ3 (0.664), UFA3
(0.633), S3 (0.684), DMI3 (0.678), and

reliability. However,
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IVTDS5 (0.651), had slightly lower loadings.
Despite this, these items were retained due to
their theoretical relevance and conceptual
significance within the model.

All constructs showed composite reliability
(CR) values ranging from 0.819 to 0.903,
which exceeded the minimum acceptable
threshold of 0.70. This confirms the internal

consistency of the measurement model.

constructs reported average variance extracted
(AVE) values above the 0.50 threshold,
indicating that a substantial proportion of
indicator variance is captured by each
construct. The only exception was the UFA
construct, which reported an AVE of 0.477.
However, since its CR was 0.819, well above
the required 0.70 threshold, this construct
remains acceptable.

Regarding  convergent  validity, = most
Table 2 Internal Consistency Evaluation
. . Outer Cronbach’s Composite
Variables Indicators Loading Alpha Reliability AVE
0IQ1 0,698
0I1Q2 0,769
oIQ 0IQ3 0,664 0.785 0.850 0.532
0lQ4 0,740
0IQ5 0,770
UFA1 0,632
UFA2 0,702
UFA UFA3 0,633 0.726 0.819 0.477
UFA4 0,744
UFA5 0,733
s1 0,787
S2 0,826
S S3 0,684 0.814 0.871 0.575
S4 0,725
S5 0,760
DMI1 0,797
DMI2 0,774
DMI DMI3 0678 0.761 0.848 0.584
DMI4 0,802
IVTD1 0,741
IVTD2 0,780
IVTD IVTD3 0,702 0.781 0.851 0.534
IVTD4 0,773
IVTD5 0,651
eWOM1 0,833
eWOM?2 0,820
eWOM eWOM3 0,765 0.866 0.903 0.650
eWOM4 0,826
eWOM5 0,787

Source: Output from Smart PLS 4
Discriminant Validity

Discriminant validity was evaluated using two
widely accepted methods: first, from the
Fornell & Larcker criterion (1981), the square
roots of the AVE for all constructs (values on
the diagonal) are greater than the inter-

construct correlations (off-diagonal values).

For example, the AVE square root for eWOM
is 0.807, which exceeds its association with
Digital Marketing Interaction (0.700) and all
other hidden factors (Table 3). Secondly, the
Heterotrait—Monotrait Ratio (HTMT) of
correlations, Henseler et al. (2015) and

Roemer et al. (2021) recommendation
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indicate that the HTMT value among two
constructs should be different from 1. As

reported in Table 4, most HTMT values are

within the acceptable range, confirming

adequate discriminant validity across the

model.

Table 3 Fornell & Larcker criterion

Variable DMI IVTD olQ Satisfaction UFA eWOM
DMI 0,764
ITVD 0,612 0,731
olIQ 0,433 0,441 0,730
Satisfaction 0,622 0,574 0,556 0,758
UFA 0,484 0,513 0,734 0,659 0,690
eWOM 0,700 0,695 0,472 0,708 0,489 0,807

Source: Output from Smart PLS 4

Table 4 Heterotrait—-Monotrait Ratio (HTMT)

Variable DMI IVTD olQ Satisfaction UFA eWOM
DMI
IVTD 0,783
olIQ 0,533 0,524
Satisfaction 0,780 0,715 0,666
UFA 0,645 0,655 0,945 0,833
eWOM 0,856 0,832 0,542 0,833 0,604

Source: Output from Smart PLS

Inner/Structural Model Analysis

The subsequent inner model analysis provides
a comprehensive evaluation of the structural
model, including an evaluation of
multicollinearity among constructs, the

explanatory power of the model through the

coefficient of determination (R?), the
magnitude of influence via effect size (12), the
predictive relevance (Q?), and the overall
significance of the hypothesized causal paths

as suggested by Hair et. al. (2017).

Table 5 Collinearity Test (VIF)

Digital Marketing Interaction Intention to Visit tourist destination Online Information Quality Satisfaction User friendly accessibility eWOM
Digital Marketing Interaction 1,666 1,666
Intention to Visit tourist destination
Online Information Quality 2,166 2,223 2,166 2,223
Satisfaction 2,262 2,262
User friendly accessibility 2,166 2,71 2,166 2,71

eWOM

Source: Output from Smart PLS

As shown in Table 5, all indicators exhibit VIF values ranging from 1.666 to 2.710, which are well

below the critical threshold of 5.0 (Hair et al., 2021). These results confirm that no substantial

multicollinearity exists among the indicators within the structural model.
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Table 6 Coefficient of Determination Test (R2) and Predictive Relevance (Q?) Results

Endogenous variable R-square R-square adjusted Q2 value
DMI 0.247 0.232 0.165
IVTD 0.246 0.433 0.157
Satisfaction 0.446 0.434 0.357
eWOM 0.616 0.600 0.170

Source: Output from Smart PLS

Table 7 Effect Size Results (f2)

Effect Size f- square
DMI - eWOM 0.274
DMI = IVTD 0.168
OlQ —» DMI 0.018
OIlQ - eWOM 0.013
OIQ - IVTD 0.002
OIQ — Satisfaction 0.020
Satisfaction - eWOM 0.226
Satisfaction - IVTD 0.033
UFA - DMI 0.079
UFA - eWOM 0.006
UFA - IVTD 0.017
UFA - Satisfaction 0.247

Source: Output from Smart PLS.
As shown in Table 6, the R2 value for eWOM

is 0.616, indicating a moderate level of
explanatory power. Similarly, Satisfaction (S)
has an R2 value of 0.446, also reflecting a
moderate explanatory strength. In contrast,
Digital Marketing Interaction (DMI) and
Intention to Visit Tourist Destination (IVTD)
have lower R? values of 0.247 and 0.246,
suggesting weak but acceptable predictive

power for exploratory research.

As for the Effect Size (f%) on the Table
7, the paths DMI — eWOM (f* = 0.274), DMI

— IVTD (0.168), and UFA — S (0.247)

demonstrate medium to large effect sizes,

indicating meaningful impacts. In contrast,

other routes such as OIQ — IVTD (0.002),

UFA — eWOM (0.006), and O1Q — eWOM

(0.013) have extremely tiny impact sizes,
indicating little influence. Despite being
below the commonly accepted threshold of
0.02, such small effects may still hold
theoretical significance, particularly in
exploratory models where  conceptual
justification is prioritized (Hair et al., 2021).

Lastly, all Q2 values are greater than zero,
confirming that the structural model possesses
adequate predictive relevance (based on Table
6). Specifically, Q2 values for DMI (0.165),
and eWOM (0.170) indicate medium
predictive relevance, whereas Satisfaction
(Q2 = 0.357) demonstrates a high level of
predictive accuracy. These findings provide
empirical support for the theoretical
soundness and predictive capacity of the

proposed structural model.
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Table 8 Path and Hypotheses Analysis

Hypothesis
Statement

Path

Loading

T-

P-

statistics values

Result

Hla

Hilb

H2a-

H2c-

H3a

H3b

H4a-

Hb5a-
b

The perceptions of
TDOC’s Online
Information Quality
among tourists positively
affect their level of
satisfaction.

The perceptions of
TDOC’s Online
Information Quality
among tourists positively
affect their level of
satisfaction.

Tourists’ TDOC
perception by Online
Information Quality
positively affect their
behavioral intention.

Tourists’ TDOC
perception by  User-
Friendly  Accessibility
positively affect their
behavioral intention.

Tourists’ TDOC
perceptions of Online
Information Quality
positively affect Digital
Marketing Interaction.

Tourists’ TDOC
perceptions of  User-
Friendly  Accessibility
positively affect Digital
Marketing Interaction

Digital Marketing
Interactions (DMI) have a
positive effect on tourist
Behavioral Intentions.

Satisfaction (S)
positively affect tourist
Behavioral Intentions

OIQ—-S

UFA—S

OIQ—IVTD
0IQ—eWOM

UFA—IVTD
UFA—eWOM

OIQ—DMI

UFA—DMI

DMI—IVTD

DMI—-eWOM

Satisfaction—IVTD
Satisfaction—eWOM

0.156

0.545

0.043
0.104

0.159
-0.082

0.170

0.359

0.390

0.419

0.203
0.443

1.449

4.996

0.258
0.867

0.687
0.658

1.183

2.499

2.620

3.905

1.499
3.475

0.148

0.000

0.797
0.386

0.492
0.512

0.237

0.012

0.009

0.000

0.134
0.001

Not
Supported

Supported

Not
Supported

Not
Supported

Not
Supported

Supported

Supported

Supported

Not
Supported
Supported

Source: Output from Smart PLS

From the total 12 hypotheses and sub

hypotheses, there are only five hypotheses

accepted. The Figure 5 summarize the paths

the paths that are not significant

that are significant, and red path to illustrate
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[ Satisfaction (S)

Online information

[0.75M

Hla, 0.043

quality (OIQ)

(0.658)

User-friendly
accessibility (UFA)

(0.238) Intentions to visit
tourist destination
(IVID)
e s
W
s 2,
W e ‘5,‘, i.i,
%5
27 %
H2d, -0.082
[0.512] Electronic word-of
R mouth (eWOM)
=

Digital marketing
interaction (DMI)

Figure 5 — Path Result with T-value and P-value

Source: Output from Smart PLS

This study examines the impact of the two key
components of Tourist Destination Online
Content (TDOC), User-Friendly Accessibility
(UFA) and Online Information Quality (O1Q),
on tourist

satisfaction and behavioral

intentions. UFA significantly impacts
satisfaction, suggesting that travellers are
more likely to be satisfied when online
platforms are simple to use and navigate. This
aligns with recent findings highlighting the
critical importance of usability in shaping
consumer behavior across digital tourism
platforms (Li et al., 2023; Zhang & Xu, 2022).

However, neither Online Information
Quality (CI1Q) nor

Accessibility (UFA) significantly affects

User-Friendly

electronic word-of-mouth (eWOM) or tourists’
intention to visit the destination.

This may be attributed to the relatively
early stage of digital marketing and social

media adoption as primary channels for

disseminating information about Dushanbe
city. In line with Kim and Kim (2018), the
lack of meaningful information and poor
usability of digital media may discourage
viewers from recommending or revisiting the
destination.  However, some interesting
findings are noteworthy to be investigated
related to the indirect relationship between the
tourist destination online content (TODC)
variables and Behavioural Intention via
satisfaction and Digital Marketing Interaction.
Furthermore, Online Information Quality
(OIQ) does not have a significant influence on
any of the other three dependent variables:
Digital (DMI),

Behavioral

Marketing  Interaction

Satisfaction, and tourists’
Intentions (TBI) in line with previous study by
Shneikat et. al (2025). This condition might
be due to the availability of other trustable

source such as online review, or the
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individual’s  pre-existing attitudes and
preferences toward the destination.

Tourists'  perceptions of  User-Friendly
Accessibility (UFA) is positively affect
Digital Marketing Interaction. This supports
the work of Armutcu (2023), who found that
effective digital content, especially when it is
easy to navigate, significantly boosts user
involvement with marketing efforts.

Finally, Satisfaction positively affects tourist
behavioural intentions, but only towards
electronic word of mouth (eWOM). The
bootstrapping results show that satisfaction
has a substantial impact on only one of the two
components of behavioural intention. This
finding aligns with prior studies suggesting
that satisfied tourists tend to share their
experiences online, yet may not immediately

commit to a future visit.

CONCLUSION

Discussion and Conclusion

This study investigates the influence of online
destination content, specifically Online
Information Quality (O1Q) and User-Friendly
Accessibility (UFA), on tourists’ Behavioral
Intentions (TBI) towards domestic tourists in
Dushanbe, Tajikistan. The research builds on
the work of Armutcu et al. (2023), which
focused on digital marketing and social media
in influencing tourist behaviour. The study
found that UFA significantly influences
tourists' likelihood to engage in Electronic
Word-of-Mouth  (eWOM), shaping their

behavioural intentions.

The tourist destination online content (TODC)
variables yield different results when

influencing  their  dependent variables.
Surprisingly, none of the relationships
between Online Information Quality (OIQ)
and Satisfaction, interaction quality, or
behavioral intentions is significant. This
finding might imply that when engaging with
online tourism content, young tourists might
not always search  for  in-depth,
comprehensive information. Rather, they may
be more attracted to interactive features,
storytelling, emotional connection, or visual
appeal. Content that feels more engaging,
entertaining, or personal—as opposed to
merely informative—may have a greater
impact on their decision-making and level of
satisfaction.
User-Friendly Accessibility (UFA),
characterized by intuitive navigation and
seamless digital design enhances overall user
satisfaction, which, indirectly, contributes to a
stronger intention to recommend or revisit a
destination.

Digital (DMI)

significantly impacts tourists' desire to visit

Marketing  Interaction
destinations (IVTD) and their inclination to
share their experiences online (eWOM).
However, satisfaction (S) was found to be a
significant predictor only on eWOM but did
not show a direct impact on intentions to visit
the destination in the future. This suggests that

a good digital experience increases the
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likelihood of the potential tourists to share
online content or recommend a tourism
destination, but may not always lead to a firm
Intention to Visit the destination in the future.
The study makes a significant contribution to
tourism research by refining the use of the
Theory of Planned Behaviour (TPB) in the
digital tourism environment. It adds cultural
and infrastructure distinctiveness to the
internationally defined paradigm and provides
a more detailed theoretical framework for
analysing digital impact by deconstructing
TDOC into new dimensions such as Online
Information Quality (O1Q) and User-Friendly
Accessibility (UFA).
The  research  challenges  traditional
assumptions about the linear influence of
information quality on intention, finding that
usability outpaces informational richness in
predictive power. By considering DMI as both
a standalone variable and a mediating factor,
the research offers a more detailed
understanding of its dual theoretical function

within the framework of digital behaviour.

Managerial Implications

The findings from the study have far-reaching
implications,  digital  strategists, and
destination marketing organizations (DMOSs),
particularly tour operators within emerging
markets such as Tajikistan. Based on our
findings, analysis indicates that Online
Information Quality (OlQ) does not have
significant influence on satisfaction (S),

Digital Marketing Interaction (DMI), eWOM,

and Intention to Visit tourist destinations
(IVTD) for Tajikistan’s youth travelers. It
attributed to

may  be respondent

characteristics such as small sample
population, age category, and interaction with
digital platforms. Another possible reason is
that the type of information provided may not
appeal to the youth . Therefore, improving
online content can be directed toward more
interactive, engaging, and visually appealing
content of information rather than list of
attributes and background information.
Furthermore, it is also important to consider
how users interact with online content based
on demographic or behavioral factors.

However, User-Friendly Accessibility (UFA)
demonstrated the strong influence on
satisfaction. Satisfaction, Digital Marketing
Interaction, and eWOM underscore the need
for tourism platforms and websites to
prioritize  usability. Good accessibility
features improve task completion, lessen
frustration, and make the experience more
pleasant overall, which raises engagement and
satisfaction. Based on the highest outer
loading result of UFA4, the ease of
availability of tourist destinations online
information on the internet can help tourists
easily interact with the destination's online
content. Overall, it influences satisfaction
because of its easy accessibility. Therefore,
tourism destinations should invest in intuitive,
interfaces  with

mobile-friendly simple

navigation and fast-loading content in order to
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improve visitor experience and encourage

positive digital engagement.

The prominent role of Digital Marketing
(DMI) in
intentions to visit tourist destinations (IVTD)
and Electronic Word-of-Mouth (eWOM) on

Interaction influencing  both

Tajikistan’s youth travelers highlights the
importance of interactive digital content. By
using digital media channels, tourists find
visitors’ recommendations regarding
destinations that they visited; it helps them to
separate positive eWOM about tourist
destinations, as positive eWOM via social
media can significantly improve the visibility
and reliability of destinations. This interaction
not only builds trust between visitors but also
enhances the destination selection via
recommendations of other people. Based on
the findings from the consumption patterns of
the questionnaire results, 80.9% of the
respondents are more likely to recommend
tourist destinations via online platforms to
other people. That's why tourism destinations
should enhance their digital presence by
improving user-friendly websites, social
media interaction, and digital marketing
channels. By providing accurate and easily
accessible online information, which can be
reviewed, help tourists to engage with the
content via online channels and improve the
online presence of the destination.

Limitation and Future Suggestion

The study has several limitations, including a

limited sample of 102 domestic tourists aged

18-40, which may not include international
travellers’ perspectives. Future research
should include international tourists visiting
Tajikistan to gain a deeper understanding of
tourists' digital experiences and decision-
making processes. The study also faced
challenges in obtaining expected results
through online questionnaires, especially
regarding the difficulties in data collection
due to some cultural barriers. Potential
respondents were reluctant to participate in
survey-based research. These limitations may
affect the generalizability of findings across
wider tourist populations. Future research in
Tajikistan could seek the possibility to utilize
a professional enumerator that could increase
the sample size. Finally, some results are not
significant, and weakening the full effect of
online destination content (ODC), thus
influenced the regression results. Other
variables such as online/social media third
party recommendations (e.g. influencers or
bloggers) and other
communication/promotion sources might be
valuable to contribute to the Intention to Visit
the destination as well as spreading the

information to their family and friends.
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Appendix

Appendix 1 Wording Test Result

Variable Code Indicators (English) Indicators (Translated Indicators (Translated into
into  tajik language) | tajik language) Revised
Original
Online 0OlQ1 I believe that tourist Man 6oBapit Jopam, Ki ba ¢ukpu MaH MabIyMOTH
Information destination’s online | MabIyOMOTXOW OHJIAHH OHJIAWH (MabIrymMoT as
Quality (OIQ) information ~ will  be | a3 mMakoHu caiéxi, 6apor | MHTEPHET Ba CANTX0) a3 YOMH
helpful to book the best | dapmornr JoZaHu | caéxd 0a MaH KyMak MEKyHaI,
tourism package OexTapuH Oacram caiiéx@ | Ku, ObexTapuH makeTu (Oacram)
Mybuzx xoxazn Oy CaxaTHpO XapHIOpH KyHAM
0l1Q2 I feel that detailed ba ¢buxpu MaH ITyppa (Mmycdaccan) Oynanu
online information about | mMabaymoTH Mydaccan gap | MabIyMOTH  OHJIAWHA  Jap
tourist destination will | Gopam MaxoHm caiiéx@, | Gopam doim caéxm, Oomcn
help to satisfy tourists. KyMaK MeKyHa/| K{ | KaHOATMaHIWH CaéxoH
TanaboTH CaéXOH KOHEBh | Merapiaj
rapaj

0IQ3 I believe that the Manu 6oBapy gopaM Ki ba ¢uxpu MaH HapXHOMaH
updated online price of | Hapxxou ommaitn Gacraxom | makerxoe (6acraxoe), KH TO
tourism package will help | caéxum 3yn-3ynm HaBmIaBHAA | X0 Jap IabakaXxOH OHJIAWHA
tourists to quickly decide | 6a caéxon kymak MekyHaj | mactpac act, Gapou 3ya 0Oa
their tourism schedule KU caéxaTH Xyapo 3yAT Oa | Hakma rupudranu caéxar 6a

HaKIa THPAH caiiéX0H KyMaK MepacoHan

OlQ4 | feel that the online ba ¢ukpu man cudaru ba ¢ukpn ™man cudaru
quality service will be | xusmarpaconnn XU3MATPACOHUHM  OHJIANAHHH
reliable to meet tourists’ | oHJalaiHM KyMak MEKyHaq | Oapou XawiMm HHE3X0 Ba
needs and expectations K OoBapuH Ca&XOHpPO 0a | MYIIKHIOTH CaéXxoH

JacT opa. OoBapuOaxm Me0oIaa

0OlQ5 Online  view of Tamorion OHJIAWHU TacBupu MaH3apaxou
aesthetic locations of a | makoHxom acnuu CaéXW | acoCHHU caéXil KW OHJNaWH (map
destination will attract | meraBoHan caéxoHpo 06a | MHTEpPHET)  HHIIOH  J01a
tourists Xy 9ay0 KyHaHI. IIyAaacT, €pM MEHaMosl TO

JIMKKATH CaéXOHPO Yand KyHa

User- UFAL | believe that tourist Man GoBap# i0pam, Ku Man GoBap mgopam, K

Friendly destination’s online | owaiiH KOHTEHTXOH | KOHTeHTXoH  (cyparxo Ba

Accessibility content will be easily | makoHu caiiéxi ocoH(paxM | BHICOXOH) OHJIAWHUH YOHXOH

(UFA) understandable XOXaH1 Oy caéxii Oa OWHAHZA OCOH Ba
thaxmo xoxaHp Oy

UFA2 | believe that online Man GoBapii iopam, Ku Ba dpukpu MaH, MabIyMOTH
tourism information will | masnrymoTH OHIAaWH Jgap | OHJIAWHA Oap OOpad YOUXOU
help to quickly access the | Gopau  caéxu, Kymak | caéxd, KyMaK MEKyHaa K,
desired information about | mexynas TO 3yATap | 3yQaTap MabJIyMOTH 3apypu
tourist destination MabJIyMOTH 3apypH Jap | Maijio maBaj

Oopau  doiixom cailiéxi
JacTpacH MauIo m1aBajg

UFA3 | believe that tourist Man GoBapii 1opam, Ku ba ¢ukpu MaH, Ku
destination’s online | HAMOWIIIH OHIAHHA MAaKOHH | MYHOCHOATH HaMOSHIaU
representative  will be | caiiéxi 0a calléxoH | yoWxou caéxu 00 caéxoH 0Oa
friendly to tourists OCOH(axM X0XaJ OyI. BOCHUTAaH MYOIIMPATH OHJIANH

CaMHUMOHATap MeIaBa

UFA4 | expect that tourist YMenBopawm, K1 YmenBopawm, K1
destination’s online | MaBIyMOTH OHIIAMH Jap | MabIyMOTH OHNIAiH Aap Gopau
information will be easily | 6opan MakoHM cai€xi Aap | MaKOHH CaMEXH Jap MHTEPHET
available on the Internet HWHTEPHET ba OCOH# | 0a OCOHH MaiiIo Kap/a maBaj

JacTpac xoxaz oy.

UFA5 Authentic and MabayMOTH OHJIalH Ba MabayMOTH OHJIAHH Ba
updated online tourism | 3ym-3ynx HaBIIABAHAAW | 3y[-3y[ HABIIABaHIAW CaCXH,
information will make | caéxu 6a caéxoH XaHrOMH | XaHTOMH TAMOLIOM OH 0a
tourists relaxed while caéXO0H XauoBaT MebaxIaj.
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Variable Indicators (English) Indicators (Translated Indicators (Translated into
into  tajik language) | tajik language) Revised
Original
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Variable Code Indicators (English) Indicators (Translated Indicators (Translated into
into tajik language) | tajik language) Revised
Original
recommendations about | maxoHxon canéx
tourism destinations ucrudoma Mebapam
Intentions to IVTD1 I will purchase online Man OGacram caiéxun Man Oacram  (maKeTH)
visit tourist tourism package to visit | ommaiiH Mexapam, TO 0a | caliéXxMW OHJIAHH MeXapam, TO
destinations my friends and family in | nycron Ba omiaam pgap | 60 OYCTOH Ba oWiiaaM a3 YOWH
(IVTD) host destination MaKOHM caéXy  JWAaH | caéXu JuAaH HaMOSM
KyHaM
IVTD2 Online tourism MasnymoTH  OHJIAMH Masnymorn OHJIAHHU
information will help to | map 6opau caiiéxu Gapou 6a | caiiéxim OGapou 6a ocoHi@ Oa
easily schedule all fun | oconit 0a HaKlIa | Hakma rupudTaHn
and adventure activities at | rupudranu Xama | 4YOpaOWHHUXOHM [IAaBKOBap Ba
host destination YOpaOWHUXOM IIABKOBAp Ba | caéxaTil Jap MaKOHXOU CaCxu
caéxaTi Jlap MakOHH CaéxXu | KyMak MEKYHa]I
KyMaK MEKyHaJ
IVTD3 Online  information MabaymoTn  OHIIAWH Jomrranu MaBbIIyMOTH
about host tourism | map Gopau QabonUATXOM | OHJIAWH Hap OGopau (GabOIHSIT,
destinations’ rest and | mctupoxaTy  (aporaTHM | UCTHpOXaT Ba taporarun
relaxation activities will | makonxou caiiéxum Goucu | YoKXou canéxu Gorcu
promote tourists’ visits 0031111 Cali€XOH | TamBHKH (YajaOW) Cai€XxoH
Merapa Merapaaj
IVTD4 Online tourism Tabmurn  (pexiama) Hamonmm onnaitau voiin
promotion with religious | oHaliHMK WHIIOOTH IHHA | CaéXW Ba HMHINOOTH JHHHH
facilities will ensure more | (uGomarrox), Gowcu Yanou | (4OKXO HaMO3XOHI,
tourists’ arrival at host | OGemrapu  caii€xoH  0a | TaxopaTxoHa) oH, Ooucu
tourism destinations MaKOHXOH caiiéxu | omamanu 3u€ou caéxoH Oa
MelaBaj MAaKOHH CaéXy Merapaaj
IVTD5 Online tourism Temkarn KapJaHu Bacraxou (makeTxom)
packages  will  offer | 6acraxoun (makeTxou) | OHNAHHH  ca€Xd  HAPXXOH
greater value for money | caéxu Ga TaBpH OHIAWH | MyHOCHOpPO Gapou cadapu MaH
for my actual traveling to | ap3umm oHpo fopax Ku, a3 | 6a MakOHH CaéXH MEMIHHXO.
tourism destinations qOMXOM  CcaéxW  OUAAH | MEHaMOsJ
HaMOSIM
Electronic eWOM1 I will share online Mau HIApXXOU Mau KOMEHTapHSIXOH
Word-of-Mouth comments about my | (komeHTapus) OHJIAWHPO | (MIAPXXOH) OHJIAKHPO  Jdap
(eWOM) tourism experience map  Oopam  Taupubaum | Gopau Taupubau canéxuam 0Oa
cajiéxuam 6a JUrapoH MaxH | AWTapoH MaxH MEKyHaM
MEKyHaM
eWOM2 I will encourage more Mau CaléxoHH MaH caiiéxonu Gerirapepo
tourists online to travel to | Gemrrapepo  6a  TaBpu | 62 TaBpM OHJIAWH TANIBUK
my experienced tourism | ommaiHpo TalBUK | MEKyHaM, KH 0a Y4oiu caéxuu
destination MeKyHaM, Ki 0a MakoHH | Taypuba Kappaum MaH cadap
Taypuba Kapaaan Cali€xuu | KyHaHI.
MaH cadap KyHaH[
eWOM3 My shared online Iapxxou Komenrapusixon
comments will generate | (komeHTapusIXOH) (Wapxxom) Jap  HHTEPHET
awareness among tourists | rysomrrau MaH oap | ry3omTad MaH OGoucH a3 HOWH
about traveling to the | uaTeprer Oroxuu | caéxu 6oxabap nrymaH caéxoHH
same destination Cal€éXOHpO a3 4You Caéxuu | aurap Ba 6a XaMOH 4oi cadap
IIand MaH 3UEI MEKyHa KapIaHu OHXO Merap/aj
eWOM4 Comments on the [lapxxou Komenrapusixon
positive experience of | (KoMeHTapusxoM) OHNIAWH | (LIAPXXOH) nap Gopau
online tourism booking | map Gopau TaypuGan xyou | Taupubam XyOM  XapuIaHH
will help to satisfy | caitéxm, Gapom KoHes | ummra (Owier) ©6a TaBpu
tourists about their future | kapmanm  caiiéxoH map | OHJIaiiH, 0apoM KAaHOATMAHIHU

intentions to visit the
same destination

Oopau HHATXOM OSHIAU
OHXO0 Oapon 603mHI a3 K
MaKOH KyMaK MEKyHas.

caéXoH Ba HuATH padran Oa
YOHH caéXu KyMaK MEKyHaJ
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my feelings of tourism
experience  with my
friends and family on
different online social

nrabakaxon WYTHMOH Jap
Oopam 3XCOCOTH Taypudan
caéxusiM 00 IycTOH Ba
omraaM cyx0atr MeKyHam

Variable Code Indicators (English) Indicators (Translated Indicators (Translated into
into  tajik  language) | tajik language) Revised
Original
eWOM5 I will communicate Man ©6Ga  BocuTau MaH 3XxcocoTampo  jaap

6opau Taupubau caii€xusaMm Oa
IJCTOH Ba omiaaM 0Oa BOCHTaw
mabakaxon HMYTUMOM OaéH
MEKyHaM

media.

Appendix 2 Pretest Result
Results of Reliability and Validity Testing in Pre-Test

Latent Observable KM | Bartlett’s Component Validity | Cronbach’s Cronbach’s
Variable Variable (0] Test Matrix Alpha Alpha if Item
Deleted
Online 0IQ1 .770 | .000 791 Valid .902 .896
Infor_mation 01Q2 865 Valid (Reliable) 879
Quality (OIQ) 503 836 Valid 884
0lQ4 .878 Valid .876
0l1Q5 .891 Valid .864
User-Friendly | UFAl .828 | .000 .796 Valid .904 .904
Accessibility UFA2 931 Valid (Reliable) .861
(UFA) UFA3 814 Valid .897
UFA4 .836 Valid .887
UFA5 .908 Valid .867
Satisfaction S1 .863 | .000 .943 Valid .920 .880
(S) S2 .936 Valid (Reliable) .885
S3 .845 Valid 912
S4 .814 Valid .921
S5 .860 Valid .909
Digital DMI1 .822 | .000 .886 Valid .881 .835
Marketing DMI2 .864 Valid (Reliable) .844
Interactions DMI3 .890 Valid .829
(DMI) DMI4 799 Valid 878
Intentions to IVTD1 .808 | .000 .798 Valid .874 .856
visit tourist IVTD2 .821 Valid (Reliable) .849
destinations IVTD3 822 Valid .854
(IVTD) IVTD4 871 Valid 829
IVTD5 .811 Valid .850
Electronic eWOM1 .865 | .000 .846 Valid .904 .885
Word-of- eWOM2 917 Valid (Reliable) .862
Mouth eWOM3 .780 Valid .903
(eWOM) eWOM4 884 Valid 874
eWOM5 .827 Valid .891
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Appendix 3 Structural Model (Smart PLS 4 Output)

s1 s2 s3 s4 S5
*. A Pl
0.787 (14.590) 0.684 (7.849) 0.760 (11.179)

.59
\ 0.826 (23.165) | 0.725 (8.418)

[ollo}]

Qig2 E% (9.374)
0.769 (13.579)

ClQ3  4— (664 (6.395)
0.740 (10.942)

olQ4 0.770 (15.260)

e Online informati

IVTD1

0.156 (0.148] atisfaction 0203 (0.134
©198) 010 0.7418.078) _,, WID2

0.780 (12.407)

0702 (7.767) —% IVTD3

0.773 (13.431)

0.651 (8.122) WTD4
ion todisit tourist destinatiun‘\‘

0.043 (0.797)

0las IVTD5
0.545 (0.000) 0.443 (0.001)
S
0.104 (0.386) /
0.159 (0.492)
0.170 (0.237) 0.350 (0.009)
UFAT1 eWOM1

T~

UFAZ - 0.632 (5.65__0}
0.702 (10.662)

/"

0.8’33 (23.569) > eWom2
0.820 (23.409)

UFA3 #— 0633 (5.568) -0.082 (0.512) 0.765 (10.552) —» eWOM3
0.744 (10.266) 0.826 (18.719)
UFA4 0.733 (9.1 1’ 2) 0.359 (0.012) 0.419 (0.000) 0.787 (14.415) eWom4
User friendly accessibility
UFAS eWOM5

0.678 (8.960)

0.774 (13.887) \

0.797 (11.527) J 0.802 (16.716)

DMI1 DMI2 DMI3 DmI4
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