Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan
lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)
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Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon,
dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan
lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)
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Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Berolahrga (Seperti, Muay Thai,
Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Berolahrga (Seperti, Muay Thai,
Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)
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Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat
Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)
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Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)
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Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan
lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat
Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan
lain-lain)
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Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil
Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan
lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong
Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market,
Pratunam Market, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Berbelanja (Seperti, Chatuchak Weekend Market, Pratunam Market, dan lain-lain)

Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain), Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain)

Kuliner/Makanan Khas (Seperti, Pad Thai, Tom Yum Goong, dan lain-lain), Festival (Seperti, Songkran Festival dan Loy Kratong, dan lain-lain)
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‘ Destinasi Wisata (Seperti, Kuil Putih/Wat Rong Khun dan lain-lain), Berolahrga (Seperti, Muay Thai, Marathon, dan lain-lain)
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Lampiran 4. Hasil Olah Data SmartPLS

Hasil Analisis Deskriptif

Indicators: | Indicator Correlations

No.
UGC1 1
uGcz2 2
UGC3 3
uGc4 4
UGCS 5
UGCe 6
UGC7 7
uGca 8
UGCY 9
NB1 10
NB2 11
NB3 12
CcD1 13
CcDh2 14
CcD3 15
CD4 16
CD5 17
CDé6 18
cD7 19

Raw Fiq

Missing

o o o o o oo oo g o oo o/ c o o o oo o

Mean
3.873
3.534
3716
3.572
3.682
3.496
3712
3.746
3.500
3.860
3.911
3.797
3.678
3.513
3.470
3.500
3.669
3.619
3.449

Median
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
3.000
4.000
4.000
4.000
4.000
3.000
3.000
4.000
4.000
4.000
4.000
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Min
2.000
1.000
1.000
1.000
2.000
1.000
1.000
2.000
1.000
1.000
2.000
1.000
2.000
1.000
1.000
1.000
1.000
1.000
1.000

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

Max Standard ...

0.854
1.018
0.930
1.004
0.990
1.076
0.917
0.890
0.954
1.062
0.990
0.970
0.891
1.087
1.039
1.095
1.054
1.024
1.102

Excess Ku...
-0.576
-0.907
-0.380
-0.629
-1.023
-0.644
-0.383
-0.564
-0.677
-0.403
-0.769
-0.137
-0.702
-1.063
-0.827
-0.803
-1.089
-0.531
-1.006

Skewness
-0.327
-0.105
-0.392
-0.174
-0.172
-0.308
-0.326
-0.349
-0.029
-0.635
-0.533
-0.562
-0.186
-0.073
-0.126
-0.234
-0.202
-0.371
-0.138



Indicators:

UGC3
uGC4
UGC5
UGCeé
UGC7
UGCs
uGca
NB1
NB2
NB3
CcD1
CD2
CD3
CD4
CD5
CD6
CcD7
CD8
CD9

Indicator Correlations

=
o W W ~N o v &~ w O

[ T T N O O L T S S
- O W ® ~N o L s W =

Missing

0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0

Raw File

Mean
3716
3.572
3.682
3.496
3712
3.746
3.500
3.860
3911
3.797
3.678
3.513
3.470
3.500
3.669
3.619
3.449
3.754
3.555

Median
4.000
4.000
4.000
4.000
4.000
4.000
3.000
4.000
4.000
4.000
4.000
3.000
3.000
4.000
4.000
4.000
4.000
4.000
4.000

159

 Min
1.000
1.000
2.000
1.000
1.000
2.000
1.000
1.000
2.000
1.000
2.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000

Max Standard ...

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

0.930
1.004
0.990
1.076
0917
0.890
0.954
1.062
0.990
0.970
0.891
1.087
1.039
1.095
1.054
1.024
1.102
0.956
1.090

Excess Ku...
-0.380
-0.629
-1.023
-0.644
-0.383
-0.564
-0.677
-0.403
-0.769
-0.137
-0.702
-1.063
-0.827
-0.803
-1.089
-0.531
-1.006
-0.715
-0.972

Skewness
-0.392
-0.174
-0.172
-0.308
-0.326
-0.349
-0.029
-0.635
-0.533
-0.562
-0.186
-0.073
-0.126
-0.234
-0.202
-0.371
-0.138
-0.309
-0.191
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Outer Loadings

Excel Format ’ ‘ R Format

Matrix lipboard:
" e ——,
‘ cD ‘ NB ‘
D1 0.773
D3 0.753

CD5 0.752

cDvy 0.774

D9 0.793

NB2 0.887

uGcz2
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Quter Loadings

Matrix

Hh
CD9 0.793

NB

NB2 0.887

uGcz2

uGCc4

uGce

uGcs

uGc1

162



Cross Loading

Discriminant Validity

|= Fornell-Larcker Criter... ||~ Cross Loadings ||| Heterotrait-Monotrait ... |::# Heterotrait-Monotrait ___|Copy to Clipboard:  gycel Format R Format
|

cD NB UGC
CcD1 0.773 0.631 0.639
cb2 0.658 0.510 0.590
CD3 0.753 0.608 0.631
CD4 0.764 0.613 0.636
CD5 0.752 0.541 0.603
CDe 0.809 0.608 0.681
CcD7 0.774 0.520 0.619
cDh8 0.814 0.618 0.659
CD9 0.793 0.642 0.587
NB1 0.725 0.925 0.683
NB2 0.712 0.887 0.667
NB3 0.655 0911 0.629
uGC2 0.532 0.399 0.678
uGC3 0.609 0.608 0.744
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Discriminant Validity

|=| Fornell-Larcker Criter...

CD8
CD9
NB1
NB2
NB3
uGC2
UGC3
UGC4
UGCS
UGC6
UGC7
UGC8
UGC9
uGC1

CcD
0.814
0.793
0.725
0.712
0.655
0.532
0.609
0.659
0.608
0.514
0.611
0.679
0.579
0.629

|=] Cross Loadings

NB
0.618
0.642
0.925
0.887
0.911
0.399
0.608
0.502
0.636
0.375
0.614
0.518
0.477
0.635

uGC
0.659
0.587
0.683
0.667
0.629
0.678
0.744
0.778
0.717
0.677
0.765
0.805
0.684
0.785

|=] Heterotrait-Monotrait ...

]
W+
A

Heterotrait-Monotrait ...

Copy to Clipboard:

Excel Format

R Format
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Construct Reliability and Validity

Construct Reliability and Validity

AR W [ a.]
] Matrix |if# Cronbach's Alpha |ii% rho A | Composite Reliability |#i# Average Variance Extract... COPY to Clipboard:  pycel Format R Format
Cronbach's Alpha rho A Composite Reliability ~Average Variance Extracted (AVE)
[ep 0.912 0.913 0.927 0.588
NB 0.893 0.895 0.934 0.824
uGC 0.895 0.900 0.915 0.546
R-Square
R Square
[ P N A .
| Matrix i#¥ RSquare {i¥ R Square Adjusted Copy to Clipboard:  Eycel Format R Format
R Square R Square Adjusted
fep 0.671 0.670 |
NB 0.621 0.617
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Uji Hipotesis

Path Coefficients

=] Samples ! Copy to Clipboard:  Excel Format

=] Mean, STDEV, T-Values, P-... ||=| Confidence Intervals !J Confidence Intervals Bias ...

Original Sample (O) Sample Mean (M)  Standard Deviation (STDEV) T Statistics (|O/STDEV]) P Values

CD -> NB 0.526 0.531 0.096 5453 0000
UGC -> CD 0.819 0.820 0.022 36.736 0.000
UGC -> NB 0.297 0.293 0.095 3.118 0.002

Uji Mediasi

Specific Indirect Effects

_ | — . )
=] Mean, STDEV, T-Values, P-... ||/5] Confidence Intervals ‘lj Confidence Intervals Bias ... ||[=] Samples ‘ Copy to Clipboard:  gycel Format
. Il 1

Original §ample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV)) P Values
0.436 0.084 5.157 0.000

UGC-> CD -> NB 0.431
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Abstract: This study seeks toinvestigate the infl £ d content (UGC) on
intentions, This study als aims to explore the mediating role of destination.
imagery in the relationship between UGC and tourist visit intentions. The findings show
that UGC has a significant positive effect on destination imagery and tourist visit inten-
tions. Additionally, destination imagery has a significant positive effect on tourist visit
intentions. The mediation analysis results revealed that destination imagery mediates the
positive impact of UGC on tourist visit intentions, highlighting its crucial role in shaping
taurist behavior. These findings have significant implications for marketing strategies,
emphasizing UGC as a key tool for generating compelling destination narratives and in-

tourist v

creasing tourist engagement. This study contributes to the expanding bady of knowledge
on digital content's function in tourist marketing and provides meaningful guidance for
industry practitioners.

Keywords: user-generated content (UGC); destination imagery (DI); interest in visiting
{IIV); tourism marketing

1. Introduction
Today, social media platforms aro increasingly impartant, especially in the travel and
i " £

tourism sector, where they may be utilized for decisi king, p .

seeking, and interactions (Silaban et al, 2022). Researchers’ interest in social media’s
functions in the travel industry has grown over the last ten years. Many nations rely on
tourism as their primary source of income, making it one of the most significant sectors
of the global economy (Castillo-Marzana et al, 2021). Social media is currently used by
tourists to find, assess, and choose travel destinations, as well as to share travelogs and
experiences. As a source of information and testimonials, the majority of social media
platforms allow their users to share their images, videos, comments, and reviews (Tarabich
el al, 2024). To learn about the issues and amenities at a destination, many tourists rely on
the experiences of other travelers who posted on social media (Faul et al, 2019).

By encouraging employment and exports, the tourism sector is one of Jordan’s most
valuable economic sectors and a major driver of the nation’s GDP. With 6.354 million
visitors in 2023, up 25 8% from 2022 and 18 5% from 2019, the Ministry of Tourism and
Antiguities’ (MoTA) expectations were surpassed by 22%. Similarly, tourism-generated
revenue in 2023 exceoded the MoTA's projections by 15.8%, reaching |1 5.253 billion, a
27.4% rise since 2022 and a 27.9% increase since 2019, Furthermore, the proportion of

tourism revenue to GDP increased to 14.6% in 2023 (Ministry of Tourism and Antiquities,
20024). UN Tourism (2024) acknowledges the remarkable surge in visitor numbers, noting
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that Jordan was one of the top 15 nations in the world for the largest growth in foreign
visitor arrivals from 2019 to 2023,

According to Khasswneh et sl (2022), user-generated content (UGC) is becoming a
powerful social marketing trend, particularly in the tourism industry. It was highlighted
by Rathore (2020) typical UGC usually involves regular people who voluntarily submit
information, media, or data fhat are presented to others in an entertaining or helpful manner
online. UGC is increasingly having a noticeable impact on travelers’ travel decisions as it
acquires influence. Content by travelers
and views of a new place. Tourists’ destination imagery is stimulated by the information
they obtain (Ashfag et al, 2022).

Destination imagery refers to the cognitive and affective impressions processed in
warking memary as a result of processing sensory, symbolic, and emotional stimuli as-
saciated with the destination. This is a dynamic, stimulus-driven mental process that
precedes the consolidation of a final, helistic destination image (Maclnnis & Price, 1987;
Cardoso et al,, 2019; Matos et al,, 2015). Unlike a destination image, which expresses a
holistic, evaluative perception of a destination, destination imagery is a fluid, fragmented
process influenced by sensory stimuli and user-generated content via digital media (Car-
doso et al., 2020; Araujo et al., 2019). Thus, destination imagery is a pivotal cognitive and
affective mechanism that contributes to tourists’ mental simulation and the evaluation
of destinations.

Although there is a wealth of research on the impact of user-generated content on
tourist behavior and destination imagery, the underlying cognitive and emational mechan-
ics that link user-generated content with tourists’ intention to visit a destination are still
inadequate. In particular, the mediating role of destination imagery in shaping behavioral
ally and studied. Although many
previous studies have investigated the direct effects of UGC on destination imagery and
tourist behavior (X et 2l 2023; Sultan et al., 2020), most of these studies focused on the me-
diating function of the cognitive and affective components of destination images, without

affects their experience:

intentions has not been sy

sufficient attention paid to the distinct role of destination imagery as a mental processing
construct. Modern research typically focuses on specific UGC types or individual social
media platforms, such as Facebook posts and Instagram photos and videos, yet lacks an
broader perspective of the combined effects of UGC on visit intentions (Eman & Refaie,
2023; Adelove et al, 2021). This research contributes to the literature by providing an
integrated perspective on how user-generated content influences visitors’ tourism behay-

ioral intentions through the cognitive and affective processing of destination imagery, thus
providing important theoretical and applied implications for marketers in the tourism
sector. This study investigates how user-generated content affects tourists’ visit intentions
while investigating the extent to which destination imagery functions as a mediating factor.

To answer this question, this study pursues the subsequent objectives:

1. Tostudy the direct effects of user-generated content on destination imagery and
visit intention.

2. Toexamine the effect of destination imagery on visit intention.

3. To examine the mediating effect of destination imagery in the UGC—visit intention
relationship.

2. Literature Review
2.1, User-Generated Confent

User-generated content (UGC) increasingly influences attitudes and choices in the
tourism industry (Sinchez-Franco & Rey-Tienda, 2024; Sultan et al,, 2020; Jain et al, 2021).
UGC is the content created and distributed by consumers instead of companies on a range
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of internet platforms, including Facebook, Instagram, TikTok, YouTube, Linkedln, blogs,
and travel websites {Ghaly, 2023). It consists of travelers’ personal stories, reviews, photos,
multimedia content, and their opinions regarding travel destinations, services, and tourism-
interest products, providing a primary method of communication that travelers tend to
perceive as more credible and ic than traditi ial (Xuetal,
2023). According to Santos (2022), UGC includes social media communication methods
between users while focusing on materials that users produce instead of marketing content

User-generated content includes various travel experience descriptions, including first-
hand accounts in blog posts and comments as well as multimedia presentations, photos,
online reviews, and informal verbal exchanges. Recent studies have suggested that UGC
plays an important role in shaping tourist perceptions and travel decisions. In a study by
Wijaya et al. (2024), a majority of participants noted that UGC is more persuasive o them
than content offered by sacial media influencers. The results of the study also showed
that a large proportion of people felt more attracted to visiting tourist destinations after
viewing this type of content. Yamagishi ot al. (2024) demonstrated that UGC is useful for

tourists to collect information, for increasing the cred; of ional and.
for increasing tourists’ desire to visit. These findings are consistent with previous studies
that have found that UGC asense of ility and i trust in tourism

information (Alcazar et al., 2014; Adeloye et al., 2021).

UGC is a key Factor influencing not only tourists” decisions and choices but also their
perceptions and impressions of destinations. These impressions stem from the way UGC
stimulates Lourists’ cognitive and emotional responses in working memory, which is in
line with the concept of destination imagery (Maclnnis & Price, 1987; Cardosa et al,, 2(19)
Tourists form cognitive and | impressions of destinations through the stories,
reviews, and photos shared by other travelers online. While these impressions do not
reflect a final, static image of a destination, they are an essential step in constructing that
image. Several studies have revealed that UGC infl the cog; and ional
perceptions of destinations, directly impacting tourists’ hehavior and intentions, especially
w et al,, 2023). Therefore, UGC
a powerful catalyst that contributes
to shaping destination imagery and indirectly influences travel decisions. When tourists

their desire to visit these destinations (s fetal,2

is not just a means of conveying information but als

are motivated to share their experiences via digital media, this will enhance their emotional
engagement and activate cognitive processes, helping support destination promotional
efforts and strengthen destination imagery in the minds of visitors (Alcazar et al, 2014;
Adeloye et al,, 2021).

22, Destination Imagery

Tourists’ perceptions of destinations are shaped by a complex process of cognitive
and affective responses to various stimuli. Traditionally, these perceptions have been
understood under the term “destination image”, which refers to tourists’ overall evaluation
of a destination based on both cognitive (what tourists know or assume) and affective
{how tourists Feel) components (Echtner & Ritchie, 1991; Xu et al., 2023; Afshardoost &

Eshaghi, 20201). However, recent studies highlight the fund | distinction between
destination image and destination imagery, emphasizing that they represent different
concepts (Cardoso et al., 2019; Matos et al,, 2015). Destination imagery is defined as the

mental processing of sensory, symbolic, and emotional stimuli within working memory,
producing partial that contribute to the broader
image formation process (Maclnnis & Price, 1987; Cardoso et al,, 2019). Unlike a destination

and mental si

image, which represents a relatively stable and comprehensive evaluation, destination
imagery is dynamic, fragmented, and stimulus-driven, occurring before the final image
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is cansolidated (Cardoso et al., 2020; Matos et al,, 2015). Imagery plays a pivotal role in
shaping tourists’ travel decisions and behavioral intentions. Researchers have established
that cognitive imagery refers to mental representations of tangible destination attributes,
such as infrastructure, safety, and attractions, while affective imagery reflects emotional

such as nostalgia, and relaxation (Echiner & Ritchie, 1991; Goossens,
2000; Matos et al , 2015). As tourists engage with various stimuli, these imagery influences
how they perceive destinations, even before any physical interaction.

Recent studies indicate that UGC is a powerful s
imagery rather than directly constructing the final destination image (Lee et al., 2010; Kim
& Perdue, 2011). Through visual, textual, and emotional cues shared by other tourists, such
as photos, stories, reviews, and videos, UGC stimulates cognitive and emotional processing
in working memory, enhancing (he mental simulation of destination experiences (Xu et al,,
2023 Yamagishi et al, 2024). Accordingly, current research adopts destination imagery
a5 a basic theoretical concept to study how user-generated content contributes to tourists”
i i These i ions, although not the full image of the destination,
represent an essential stage in the image formation process and play an important role in
guiding the behaviors of tourists. Therefore, looking at destination imagery as an emo-
tional cognitive mechanism stimulated by user-generated content allows a more accurate

ding of how v tourists perceive and evaluate destinations.

mulus that activates destination

2.3, Inferest in Visiting

Research on tourism often understands intention to visit as when travelers openly
declare their probability of visiting specific destinations. The motivational force for vis-
iting an appealing destination comes from within each tourist (Jamilah, 2022). Pramesti
and Sholahuddin (2024) describe visit intention as a tourist's desire to explore attractions
managed through services provided by destination administraters or tourism authorities.
Because it is determined by the same set of variables, tourists’ interest in visiting is equiva-
lent to their desire in purchasing. Accarding to Suarsa (2020), buying interest is a person’s
mental state that indicates a plan to do something within a specific time frame. Social
media use will stimulate tourist destination imagery (Santi & Fadjar, 2020), which can
boast tourists’ desire to make a purchase, namely going to a tourist destination ( [utiasri
ctal, 2021). When it comes to assessing, acquiring, and using things, buying interest is a
decision-making process (Mauladi et al., 2023).

The choice to travel to a tourist location can be viewed as a consumer action when

making a purchasing decision for a good or service (Armstrong et al., 2017). According to
Kotler (2001], “interest in visiting tourists is equated with buying interest in consumers,
which is measured by the same indicators”. In line with Kotler's logic, tourists or consumers
usually visit a place for a variety of reasons before making a purchase, which could suppart
interest-based choices and actions. Additionally, preferred,
referential, and exparting buying interest are all discussed (Syarif & Fathor, 2023). Before
starting a trip, a tourist must decide on a number of factors, including where, when, how
long, and how to get there. According to Mauladi et al. (2023), decision-making is vital to
tourism growth because it takes into account a variety of factors that influence travelers'
propensity to travel to a particular destination.

1, transactional,

2.4, Conceptual Framerwark

An accurate framework must be developed to understand the question because it
reflects the real-world situation of this research investigation (Bougie & Sekaran, 2014). The
creation of the conceptual framework in Figure 1 relied on a comprehensive evaluation of
both ical and empirical hyp through a l

Teview.
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Figure 1. Conceptual framewark.

2.5, Hypathesis Develapment
2.5.1. The Impact of UGC on DI
The posted content regarding traveler experiences on social networks can powertully
tourists’ perception of destination imagery. De: imagery is shaped
through user-generated content {LGC), according to established findings from Nguyen and
Tong (2023} and Wijava et al. {2024). Recent research conducted by Lam ot al. (2020) together
with Khan et al. {2021) d that what te, unlike professi ls, affects
destination perception. K Lasavwneh et al. (2022) demonstrated that tourists trust source
information, leading to higher destination acceptance based on the shared information.
Studies condirmed that electronic word of mouth positively affects national image and
credibility (Setiawan et al, 2021). The research team offers a set of hypotheses (given below)
based on this finding.

L. UGE has a positice effect on DI.

2.5.2. The Impact of UGC o IV

It was indicated by Khasawneh et al. (2022) that UGC is deemed by customers to
be more credible and reliable than travel agency content. This is because, through UGC,
real people’s opinions are reflected. In regard to the planning of vacations, Effendy and
Bakhri (2022) revealed that travelers use e-WOM communication, sharing views as well
as developing ideas. UGC contains essential information sources that affect the plans
of tourists (Gosal et al,, 2020). In this regard, Effendy and Bakhsi (2022} revealed that
soctal media is currently seen as a trushworthy source, especially regarding travel-related
cantent which can evoke strong feelings. Reputable and high-quality information might
affect the selection of information by customers and can enhance the intertions of tourists.
Additionally, several studies indicated that UGC has a positive impact on the behavior of
tourists, including loyalty destinations, visit intentions, and destinati e (Wi
et al, 2024). Therefore, the following hypothesis is highlighted:

H2. UGC has a significant positive effect on ITV.

25.3. The Impact of DI on IIV

Importantly, it was highlighted by Zhang et al. (2015) that destination imagery sig-
nificantly effects an individual’s choices, including the selection of goods, places, and
services. Similarly, Nguyen and Tong (2023) claimed that favorable and powerful images
s choices. This was confirmed by Satyarini et al. {2017), who indicated
that the choice of tourists to visit a location are affected by other people’s perceptions. For

can enhance touri
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instance, Zhang et al. (2018) found that the perceptions of a country and a destination
affect an individual's prof Y to visit. A y, Khasawneh et al. {2022) found
that European tourists’ perceptions of Jordan had a substantial impact on their propensity
to visit the country. Destination imagery has a beneficial effect on the infention to visit
(Kanwel et al., 2019), Additionally, tourists planning a visit will boost tourism. As a result,
several studies have discovered a link between destination imagery and the intention to
visit (Allameh ¢t al, 2015). Accordingly, this study hypoth

H3. DI Jins o significant positive effect on 1V,

25.4. UGC, DI, and IV

UGC plays a critical role in stimulating destination imagery amang tourists by shap-
ing mental impressions of a place (Nguyen & Tong, 2023). Furthermore, Khasawneh et al
(2022) that i ion can tourists a location when an individual
trusts their sources. A tourist’s decision to visit a place can be impacted if the reputation of
the destination is favorable or not (Satyarini et al,, 2017). Doosti et al. (2016), in addition,
revealed a substantial relationship between intention to travel and destination imagery.
Similarly, Phillips et al. (2013) demonstrated that the visit intentions are positively im-
pacted by the affective aspects of destination imagery. Hence, this study hypothesizes
the following:

H4. DI mediates the impact of UGC on V.

3. Materials and Methods
3.1. Study Site

Jordan is a popular travel destination in the Middle East as it has many historical sites
and beautiful natural scenery, and because it is one of the safer countries in the region,
peaple travel there from all over the world. There are many things to see there, such as
Petra, one of Jordan's three UNESCO World Heritage Sites, also known as the Nabatean
rock village, which is one of the new seven wonders of the world, captivating tourists
from around the globe. Ajloun Castle, the Church of the Map in Madaba, the Dead Sea,
Mebo Mountain, Um Qais, and Al-Maghtas (Immersion or Baptism) in the Jordan Valley
are among the world’s most famous archeological monuments (Al Fahmawee & Jawabreh,

), see Figure 2. Accordingly, the Jurdanian economy benefits greatly from lourism
{Abuamoud et al, 2019). Additionally, Jordan frequently appears as a top destination on a
numbes of UGC platforms.

3.2 Instrument Develapment

A comprehensive liferature review served as the foundation for the development of all
items or empirical indicators for each variable under investigation (see Table 1). Wijaya et al
{2024) pmvided nine questions that were modified in order to measure the relevant UGC.
Nine elements from Juliana et al. {2023) were modified and used to measure destination

images. Additionally, three visit interest measurement items were modified from Dewi
et al. (2022). This research used a five-point Likert scale that ranged from 1 o 5 to allow
participants to rate items about us ted content and desti image as well
as visit interest. The researchers selected this scale because of its simplicity and higher
response patential, as per Dawes (2008). The five-point Likert scale was considered valid for

assessment purposes as past researchers such as Alfraihat et al. {2024) and Galdén-Salvador
et al. (2024) had previously adopted it.
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Figure 2. Tourist map of Jordan.
Table 1. ltems utilized to measure the construets.
Constructs Ttems. References
uGc
uGet Thave faith in the information that other tourists have posted regarding tourist attractions.
uGe2 The information that other travelers have uploaded is trustworthy.
uGe3 Other travelers’ uploaded content is reliable.
uGcs The information that other tourists have posted about the tourist destination is reasonable.
uGes Other travelers” uploaded content is objective. Wijaya et al. (2024)
UGCe My trip destination was determined in part by the content posted by passengers.
uec? My perception of a tourist destination is altered by the social media posts made by other
tourists.
I became more aware of a tourist destination thanks to the content that other travelers
vGes submitted.
UGCe The details that other tourists have submitted about the tourist destination are extensive.
DI
DI Jordan boasts a first-rate infrastructure for tourists.
DI2 Jordan’s climate is favorable.
DI3 Jordan is stable and secure.
DI Jordan’s quality of life is good.
DI5 The local food in Jordan is delicious. Nazir et al. (2021
Dl6 There are several distinctive attractions in Jordan.
DI7 Jordan's cultural legacy is rich.
DI§ Jordan is an excellent location for shopping.
DI9 Jordan is a nice destination.
nv
nv1 1 plan to return to this location in the future. RO
nv2 Iwould say good things about this destination. e ;:““1’; ,;'\‘l;)
nvs In the future, [ would invite others to come to this destination. h 3
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3.3. Sample Selection and Data Collection

The current research adopted a quantitative survey design with the aid of an online

behavioral measures and providing results that are generalizable (Creswell & Creswell,
2017). Recent studies, such as Asyraff et al. (2024), applied this method to investigate
similar mediation models in UGC and destination imagery research. This study analysis
was conducted on Jordanians aged 20 years or older who were residents in countries
outside of Jordan, as this collective displays higher tendencies to travel independently
and engage with UGC on social media networks. Participants needed to satisfy three
essential requirements: not being permanent Jordan residents, being older than twenty
years old, and using social media platforms with available UGC. The survey questionnaire
was provided through Google Forms on Facebook, Instagram, and WhatsApp, using
purposive sampling to obiain appropriate participant samplas. Survey research methods
have certain constraints that must be by Purposive samp

B e e e ) SRR, A WA |, . iicly the cutcomes apply to the
population; however, self-reporiec data carey tha risk of resporise distortion by participants.
All were to address these problems, thus securing both
the reliabilify and validity of tha results: A filter question was implemented as the first
screening step throughout the survey: The survey started by verifying whether participants
were permanent residents in Jordan and whether they were 20 years old or older and
were active users of sacial media platforms. The questionnaire was accessible only to
participants who matched these established criteria. According to Bougie and Sekaran
(2019), a population sample of 384 offers suitable statistical ity. Valid resp
totaled 418, obtained between 10 October and 26 November 2024.

3.4, Ethical Considerations

The conducted research follwed all accepted ethical guidelines for research methad-
alogies. All survey participants voluntarily chose to be involved and gave formal consent
before starting the questionnaire. The introduction section of the questionnaire detailed its
purpase along with an assurance of and confi y as well as a
clear statement about voluntary participation. Every participant had the right to leave the

study without penalty, and the research team collected no sensitive personal data.

3.5. Study Validity and Reliability
We conducted a reliability analysis of the measurement scales using Cronbach’s alpha
test, which is based on the average correlation of the items, and it is applied when utilizing
tests with standard items. jally regarded as a icient, Cronbach’s alpha
ranges fram 0 to 1. Cronbach's alpha (coefficient) was used to assess each measurement's
ility. The internal consistency measure metric needed to be more than 0.6 for each
construct {Bougie & Sekaran, 2019]. The study i s dl ility was
by the reliability te:

. and the i was i for further use.

3.6. Data Analysis Procedures

The pracedures of the current research were classified into different primary analyses.
The process began with data editing, coding, and screening to check for missing data,
outliers, responses bias, and normality. Subsequently, the results were analyzed using an
SPSS (26) reliability test, including Cronbach’s Alpha, and then the descriptive findings of
the study were presented, focused on the presentation and the frequency measures of the
central trend (mean) and dispersion (standard deviation). Analysis of Moment Structures
[AMOS) was used in this study to employ SEMs for multivariate analysis, including a
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measurement model for each variable, which had the relevant validity and examined the
structural model that underpins the testing of research hypothesis.

4. Results
4.1, Measuremeent Model

The study employed confirmatary factor analysis (CFA) to verify measurement model
performance through several common fitness indices, such as chi-square (CMIN) /degrees
of freedom (DF), goodness of fit (GFI), normed fit index (NFI), comparative fit index (CFI),
and the raot mean square errar of appraximation (RMSEA). These fit indices enabled praper
madel validity assessment (Byrne, 2013) for measuring construct reliability and validity.
The model ¢ dequate fit for the obtained data because the fit
indices all achieved appropriate levels: CMIN/DF > 5.00; TLI > 0.90; NFI > 0.80; CFl > 0.90;
and RMSEA = (1,080 (lacobucci, 2010).

4.2, Construct Relubility and Validity

The presented results show that the studied had ici ite va-
lidity for values above 0.70. The results also highlight that destination image had a value
of 0.96, followed by visit interest with a value of 093, and the lowest value is shown
for user-generated content, with a value of 0.92; however, all of these are above 071, as
recommended by Fornell and Larcker (1951). In addition, the Average Variance Extracted
(AVE) values for all the latent constructs were found to be above the acceptable threshold
value of 0.50 (Hair et al,, 20111). The highest AVE value was observed for visit interest (081,
followed by destination image (0.81), while user-generated content had the lowest AVE
value of (.58, Both discriminant and convergent validity were revealed through CFA to
confirm the validity of the constructs. The mesults are shown in Table 2.

Table 2. Reliability and validity.

CR AVE uGc DI v
UGC 092 058 0761
DI 096 073 0,380 0854
v 093 081 0671 0571 0.900

Foter UGL = user-generated content; DI = dessmation imagery: 1V = ineret m visiting,

As shown in Figure 3, all factor loadings were found to have standardized regression
weights that were higher than the acceptable cut-off value (0.60) (Hair et al, 2010). The

ltsalso showed that the square root of the AVE: i foreach latent construct were
higher than the cross-correlati i for the other corresponding constructs {Fornell
& Larcker, 1981). The dominant method bias was alse identified using Harman's single
factor test, with the three constructs (user-generated content, destination image, interest in
visiting) and fwenty-one items on the scale being tested; all twenty-one measurement items
were loaded into exploratory factor analysis and examined by unrotated factor solution,
and the results indicated that the single factor was able to achieve a 39% variance, which is
less than the desired value of 50% (Podsakoff et al,, 2003).

4.3, Structural Model and Hypotheses Testing

The next stage after the validity and was the evaluation of the
structural model and the mediatmg role, using a reconstructive test. Structural models
are generally confirmed by examining the validity of the conceptual model and testing
the research hypotheses (IHair et al, 2010). The main statistical results indicated that the
study model fit indices were below the relevant thresholds, which indicates that the model
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adequately fits the data. In addition, the | results indi d that the ptual
model largely explained 66% and 51% of the destination imagery and interest in visiting,
respectively, as shown in Figure 4.

Figure 4. Structural model.

values of

R ding the coefficient analyses, the d content had
an impact on destination image and interest in visiting (§ = 0.964, p < 0.001, and § = 0.133,
p =0.023, respectively,) and were found to positively impact destination image and interest
in visiting (f = 0.852, p = 0.000), thus directly supporting hypotheses H1, H2, and H3.

F the effect of d ion imagery was evaluated by
indirect effect using the pping test. i diating effects, the results showed
that destination imagery si; ly mediated the impact of user-generated content on
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interest in visiting (B = (887, p < 0.000); thus, the mediation hypothesis 114 was also
supported. The results are shown in Table 3.

Table 3. Summary of research hypotheses.

Path Estimate C.R p Value Result
UGC — DI 0964 20297 0.000 Supported
UGC — 1V 0,133 22581 0.023 Supported
Dl — 10V 0,852 11852 0.000 Supported
UGC — DI — 1V 0,142 2759 0.000 Supported

Fote: UGE = user-generated content; DI = destination imagery; IV = infecest in visiting,

5. Discussion and Conclusions

Peaple trust UGC, as it is regarded as a less biased and mare trustworthy and gen-
wine; therefore, i is a successful social media straiegy. Thus, by encouraging travelers

to submit more material about a can on

enhancing their online visibility and potential tourists will subsequently be more motivated
to visit a destination. This study examined how content (UGC) influenced
destination imagery and interest in visiting Jurdanian tourist destinations.

This study supports Xu et al. (2023), by showing thatuser-generated content stimulates
destination imagery. After viewing positive user-generated content (UGC), consumers may
develop positive destination imagery, forming favorable cognitive and affective impres-
sions of the destination and its offerings. Positive user-generated content might convince
potential guests that the venue is safe, well-equipped, and provides excellent service. Khan
etal. (2021) found that user-generated content (UGC) affects how people view a region.
Ashfagetal. (2022) found that UGC can influence tourists’ perceptions of  site. First-person
narratives, reviews, and traveler photos are UGC. Visitors who trust content producers

and user-generated content are more likely to enjoy a destination. A reliable online source
for geographic information can make a good impression. Customers are also more en-
gaged and attentive about examining web content. They usually review evaluations and
comments to verify a writers' claims.

In addition, the findings of this study indicate that user-generated content has a sub-
stantial impact on the interest of ravelers in visiting a location (H2). The findings of this
study are consistent with those of previous research (M guyen & Tc 3; Wijaya et al.,
2024) that shawed how user-generated eontent influences the level of interest that visitors
have in traveling. Effendy and Bakhsi (2022) demonstrated that consumers' decision to
believe information is influenced by trustworthy and high-quality information and that
consumers’ desire to travel is increased when they have access to such information. Travel-

ers have the apportunity o receive authentic information, advice, and first-hand accounts
from other users of the internet by utilizing websites with user-generated content. The
impact that user-generated content of experiences and services has on people’s perceptions
of certain areas is positive and serves to improve such perceptions.

This is consistent with Satvarini et al's (2017) study, who found that destination
imagery is closely related to tourists’ interest in visiting a location (H3). Additionally,
Kanwel et al. (2019) and Hussain et al. (2023) claimed that destination imagery contributes
to tourism growth and influence future visits. Other studies have shawn that travelers
are happier with their trip when they like their destination and future intention behaviors
are more likely to be positive (Ghorbanzadeh et al., 2021; Sharma & Nayak, 2020). This
study shaws a strong causal link between behavioral objectives and destination imagery.
Thus, tourists who liked their destination were happier and mare inclined to behave well
(Suhartanto, 2018). This study shows that d ion imagery (H4) positively mediat
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UGC and interest in visiting. According to Khan et al. (2021), visually appealing user-
gencrated content increases positive opinions and visits to the destination

6. Research Implications

Research adds value to theoretical constructs in marketing and consumer behavior
by testing prevailing concepts and models. This research confirms how user-generated
content (UGC) operates using destination imagery and travel interest to shape consumer
decision processes in terms of digital marketing incentives. This research also contributes

v by the role of destination imagery as a mediating relationship
between UGC and visit interest. It establishes its academic value by comparing research
results against previous studies in the field. Comparison-based research enhances the
reliability and praclicality of its findings because it fully explains the relationships be-
tween user-generated content (LIGC), destination imagery, and traveler interest. Marketing
strategies to support UGC and sorial sharing must be developed by tourism and desti-
nation markers according to their understanding of the effects of user-generated content
on tourism behavior. Positive reviews are more likely provided to potential visitors by
satisfied customers when businesses interact with them and provide motivating rewards
or discounts.

Practical managerial suggestions could enhance Jordan as a tourist destination. It is,
firstly, essential to implement a flexible and thoughtful content strategy through social
media. UGC should be successfully utilized by such a method. Travelers’ perceptions of
tourist destinations have been found to be influenced by other travelers’ promoting their
positive travel experiences (through UGC) and producing engaging content that showcases
the welcoming amenities of a location. Government programs might encourage tourists to
create interesting material when visiting Jordanian destination. Social media
‘may be initiated with hashtags such as #ShareYourJordan and #Visitfordan, encouraging

travelers io share images or videos that showcase their discoveries at travel destinations,

highlighting topics such as local food, lodging, natural landmarks, and recreational oppor-
tunities. Consequently, the promotion of relevant and useful tourism-related information
via the Destination Marketing Organizations’ (DMOs) official social media accounts can
increase the appeal of Jordanian tourist d ions by creating ble i
interest. Promoting together vith UGC users could increase credibility. For example, sefting
up contests or events can encourage people to create content that official travel accounts
can support, indicating official approval and appreciation for user-generated content

and

7. Limitations and Further Research
Diespite adding to the body of knowledge on tourism by analyzing user-generated
content, destination imagery, and visitor interest, this study has certain limitations. First,
only peaple who were 20 years of age or older and regularly use social media made
up the poll participants. Future research should therefore take into account different
generational cohorts. This study provides a model that investigates the connection between
content, destination imagery, and travel interest. Future research needs
to confirm its findings, however, and specific types of destination (medical tourism, for
example) should be explored. Future research could incorporate additional elements that
would examine the impact of user-generated content on traveler interest, such as visitor

happiness, expectations, and perceived risk.
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