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Objective: The purpose of the present research was to investigate the effect of the quality of
content information on Instagram about Isfahan on the formation of the destination image in
the minds of tourists. The social media and tourism destination studied in this research are
Instagram and Isfahan city, respectively. The quality of content information in social media
based on the opinion of Kim et al. (2017) includes 5 components (value-added, relevancy,
timeliness, completeness and interestingness) and the image of the destination also includes
three dimensions of cognitive, affective and overall image of the destination based on the
opinion of Baloglu and McClary (1999).

Methodology: The present research is an applied in terms of purpose and descriptive-
correlation and survey in terms of method and it was conducted with a quantitative approach.
The instrument of collecting data is a questionnaire that has suitable validity and reliability.
The research questionnaire is derived from the standard questionnaire and includes two main
sections of demographic questions and specialized questions, the questions of the specialized
section include 28 closed-ended questions with a 5-point Likert scale. The statistical
population of this study consists of Iranian Instagram users who refer to the pages and
hashtags on Instagram that contain information about Isfahan to get information about
Isfahan. Due the unknown statistical population, the sample size is equal to 384 people and
the sampling method is convenience Sampling and finally 340 valid questionnaires were
collected. The collected data were analyzed in the descriptive statistics section with SPSS
software and the inferential statistics section using the structural equation modeling technique
(SEM) and SMART PLS software.

Findings: The results obtained from the research showed that the quality of content
information on Instagram has a positive and significant effect on the cognitive and affective
image of the tourist destination of Isfahan. In addition, the results showed that the cognitive
and affective image of the destination has a positive effect on the overall image of the
destination and finally the overall image of the destination.

Conclusion: According to the investigations and the results obtained, it can be concluded that
the tourism information that is produced and shared on Instagram about Isfahan has good
standards and quality in terms of content factors (value-added, relevancy, timeliness,
completeness, interestingness) and they have been able to have a positive and meaningful
impact on the mental image of tourists who sought to obtain information about this
destination. In other words, it can be said that the information provided about Isfahan by
businesses, organizations and tourism activists on Instagram is a good representation of the
tangible and intangible attributes of the tourist destination of Isfahan, and this information, in
turn, has succeeded in increasing tourist's knowledge, recognition and the feelings towards
the destination and finally create a favorable and suitable overall image of Isfahan in the
tourist's mind.
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quality in social media on the formation of the destination image in the mind of tourists. Journal of Entrepreneurship and
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https://orcid.org/0000-0002-7823-4021
https://orcid.org/0000-0001-8513-761X
https://orcid.org/0000-0002-8508-8536

609193 9 I sl g 3s

UNESCO Chaie in Entreprencurship 1)

SIS 9 (St sbaly y SN Cuas Wb
O R0 5 RS 4O waio g gl
T b aeow Lo, | B8, S anb | s o850

]
£ )
; Sl ;2/@
TSR 4 7\
U‘/f/b/a)/b -/ ’))/f/’)a:\
* I1IEI k/

mozhgan.shafiee@ut.ac.ir :asbll, .ol pl (w5 (ol s oKl ¢ g 8T8 0uSily 6, Ks3,8 o 31,18 09,5 .

nikraftar@ut.ac.ir :asbbl, .o)lpl ooyl yag ¢yl prg ol&isly o o 31,18 0aSisily cailyglid o 31,18 09,5 ¥
r_mkazemi@ut.ac.ir:asbll,. ;lpl ¢yl o (ol s oKl ¢ g 818 0uSisly S g conS 09,5 ¥

ous>

Ao OlNb!

Sn 1505 (55 S5 (53 3 Oladol oeyp plSis) lgime SN Sk 15 e 53 g S San 1B
ol 039y 5, K53,5 23 5>

355050 b5 28 biee (halon 5 (Stror (o 55 gy Bl a5 (00l Ban L @ 81 hagh B3 (99,
LS)L’i dwal> | )‘.))55)4 WLA dl)lﬂ 9 L;v.l” )l LY ..\.\:Jl.»@ d«elmi.wx oleMb| 6)91.); )‘)Jl Cw| 41.9)4.\3 O )go u“f
o)l SleMbl gols sl Kiia § Glxins 4 lhaol o)b)d GleMbl cuS’ (gly a8 pl Stuis] Slpl o871y e oyl
U890 9 28Lion B YA ply Lgs oo c(5)lol Aol (1392 polasl @ drgi b dind o JSiT iS00 dwrlye (oo | 10
Sl Gisw p3 o0d (6 pglaen sloodly 00,5 (oyglaen yiine dolidiar p ¥Fe Coled 13 45 Canl (w13 g9 5 (6 pSAiges
SMART 33l o5 5 gkl ¥olas (gjluakio S5 oaliz | b (bl LT (250 55 5 SPSS 158l oy b o
285 )8 oo o5 590 PLS

oD 3 Gledol dabe paal (655 IS g5y p pl Sl 5 olsie CleMbl cuas aS o i b HEPVEIN
2l (g )blize 5 Cute b o, K55,8

24 (6lg 5538 SledMbl a8 (115 oo Ao 0B ol oS g 4B S 5 o sla )y 4 4r g5 b 16 S A
035381 055,) ailge gy sl o lsie Jelgs i 1 Wy o A SS Sl il 4y 5 Al laiol o)l pl, Sty
S99 3 Wlaiaslys o8 LBl oo JIoye5 (o lie oS g Wl ) aiin (o9l 9 (39208 (39259)% (dgrlasi o
LIS (g)ybline g Cuto p3U wlodgy duadie (pl o)l CleMbl S s 4 &S SR> )5 Sed el

o o
gy Al

db > & U
AARAVAV

oy &,
VEANYNY

flS b 23l
U.ab[c ):‘}‘af :.L‘Ari‘aul{
aleMb/ cudS ctais

sl

OEE3,S o 53 deade s 65 SIS 1 olain] sl ailsy LML) CyhsS b (V1) Lo, ¢ ol aamme 5 agb o) (K £l 50 ¢ sahs :3Likun]

WYY ()Y sl 5 8T sl gy

eing ols 1l g5

Il Sosly 9 B ale peodl 2yl




A (o)) (Kad g i) 5,00 ,5 403 40 dado 4 ga (5 S IR0 o cloin] slodilu, OleMb] cods 13U

a3 Gy it Jolse 5 Oi 25U g (6,5 3,5 Camiwo L byl o (gyled (o Oliiisg St ats 5 glaan
elge g oo 451 oy S (golaidl 0y b posiions ey (5,55 3,5 45 55000 ol 29 340 Jo > gl 5 o
Gob 109 2l 5l aag BB i )9S g cuslosd has plea slayetS 1551 (sl o pliaelo 51 (S
bl el sas cacal Pl bl (6l b Caio opl 3 Céy i 90y g .\3)9“1@ Cwdy (6,5 )5 Caxio
2 Slodilit Copur b oS Cunl pde slid 13 435 Jbb 3 glio i@ jl (S cmio (pl @B)S ©g0 laingig
it ol ol > o nmbie 5 cn ke 3 S 4 g0 iz & (loan] 3 g Wil glr 4 gy S o g 00 o
ly youiS sl wlw! S5 By )0 5 ade Lo ysiS 1S 30 (6,855,5 Cplplo (Yo7 (o)) Ko 5 (g palb) 550 0
cd.)L.a.KB] 4&;.4)94 » w...o.uu.o )?]oc\.: & Cwwl o J.:..\.u w).m.’ L;“\") )1 )J..\JLL;,LAD- UMDU LY ).a.olb- Jlb- 9 D 0 J.&u.u

w95 y3 g Cuwl 03) g (g Copol dade | ) )KE3)5 (8D pgal (gw )y (SB35 Calo M B L
Do oo S0 g 35 0l8l ad 3 g a)hy able 5 AL Curle &S cwl slacdilby

0l 345 sl 033 & plas 3 lio 5513 i o5 oltal slale) 3518 5 j5td5 L sgyel 1500 5
Sl gladle, dos 3l pe slagy0ld (WU Cov b 5 Cunl 0358 (ditme ju 0asB pl (6,800 5 Camio o
5 s 0yl Cllae g SleMbl 5155 (6,55 5,8 Camino > (Vo Ve pliSle o (M) 0,05 Sy Ty 1,0 b1y 265
ol il ags cleMbl Calises o148l 5 o lojls g Lo (oo 4t 138 jlil 4 elois] cladiln ) )b 5l 6,55 5,5 dads
95 ,a33y90 ndie (ogad D SleMbl 3] Candsa (gl 55,5 ST a3 85,138 e Slsl 4 %o b b
e OleMbl cuas oS Canl ol lis (6, K55,5 ludl plplo (YT (s o 9 Kj) S 0 axnlyo il opl &
OS2, (83 ) dade poad §pS S S5y p IS U e Jolge 5l g 2L o Cool Bl sl iyl 5 008
.(Y'Y’ 50‘)&@@ 9 }j}§i)‘>9) HEANY ‘Ol)Lio.b 9 rVS HEARE ¢O|)L§o.b 9 o)l))l))S) MLL;o

POl gk ] a8\ Oyaw die pl pd &S (09 )1 g JBD Cldllas g 0nds ylas 3)lge Cuonl 4 as g b
ORD ) dale paal (605 Kb g9y p Slein! sl wlw)y olgze GleMbl cuas 4 68l oy a3yl A_ad
Uiy & g b ojgpel &S AB L o Ao (6,850,5 dolie gyl lpl b yolS S0 (gam 10500 )l RS0 )S
g go obilwlis ), K55,5 4 il > cleMbl lis] alusg 4 dolio opl da sl 51 L, K55,3 ooliswl il 8l 5 aasls,
b Collae (5 gua5 (55 JSb el Bl oo &S 150l (oYL s Coenl laailer ) )3 (6)K55 5 SleMbl cuiS opl plo
OS85 53 9 Olnl 55835 wolhe g9y 32 £92 50 Cnl (g s 09ded 23)5 LRESS (5 )3 dade | Collaol
o el (Pl w8l Limed Lol dius gy cpl 5l sl slile Jatre 39350 Cldlllas )0 &S Cuwl (gldliinne 395 50 J5D
) lale ,_'j poal §uS S gy p 550 Slatwily ol o)l pl Sliws! b olge cileMbl U &S G i p
S 4, K55 )5 oyd

ks 5 igeme (Ko d pl Sl ) 4 5wl b e pl St sl Gimggy ol o allas 350 eloia] il
MBI oSl )13 28T ol 1y a5 gboas )l oled (o2 )l g a0l o ol o Iy 5 (elai] il

\Instagram



’f"u&k«.oj"s)w" 5)5"‘5)5@’-545';3)'9‘6345&&93}3 Yy

AL luts) 51 lan puolpes 3 Jls W (YL 3131 S 5 8oy YYF 0500 &5 a3 o L5 By ca] sl il o pusl
939 ooy slaylol o Ly pl Skl )3 Slpl o)l dlasws jogas 5> Lads leMbl Y+ YVa wwS) 368 oo ool |
Yevy Jlo Gbb dale aw jd Sl )8 sl ccun I 39390 Sl slacolusg 51 (S p0 oS SleMbl olu |y Ll o)l
390 S5 25 dade e 4l plade | pd yo b Gimgg izmes (MWer qwilo ) Cun Todg: )5 (ygaben TY'L il
o A Bl s YA Jlo 5 ol es)S53,5 5 s (6 pniacaldy Lol3S cyd] bl sl 03gas ol anllas
orivie I oS 38 il i 5 ol Golia e85 | GSe Ol 335 45 Ll ).l 0351 Lis 95 VY
2 @Y b il g sl (Gilad g g (S8 (il e F)b BT (Sl 9 395 (o e ol (£)555)5 slacdad
Ll ol 351 355 41y 5,5l olSole S155gm 30 (VYAD (l5ad 5 2Ll (555) o oy5p S5 5,8
20 dade 4 ,S50)5 Cla (69) p Algi o daie | cuolio pand dloul a5 dg0d ool (gl o b aS A5 (60)lge 4y dr g
Wl yo kel pb ogasd  lgse GleMbl cuas maw )l 5 S0 0 b dgd o o yia 4o 43 0,10
il o 85 il lgien sl cl S92 b A S|y kol (6)R53)5 hale pgal Gls el Shui] (sloza]
4yl Gings sl (55l 5l sl 48,55 g0 il (695 2 Slimrp oz 98T oS gl g dade (9 altis

S 1) grge B (glalis iz gl 5 e b )1 a5 3 gy ol 5 il Sl

S Gl .Y

g 3 A T

Uiy At duslie Jgaa ) Jgan

£dL iRy 5l B Jl/ 8wy o Olye 93,
SleMbl cuas el 36
5 2lome leMbl cuas ) N 4 ped
9@]92}:»&.;1&)“9]%&5).\;[4 =33 LSLQ’“’L“’)))LS)QJ;

2 oelezl sl > (plgime ué
250 dalle gl (65 IS (55,

Lyl Cote

L...w) Ucla&}‘ slals, L?l}bu)‘.c AR ‘Q\)Kn.m 9 W“f

Do 905 (35 S5 595 2 (929

23S S S5 5 slonal |
.9.,.39[1#»3)95 FRWEY S

2 oleMbl cuas 56

5 loime CleMbl curs

2 slenl Gladils) )5 olgoced

o DMO Sy st cloivo

3 Made pgal (6pS IS

Wy Hblixe g Cate 3U ad

FIRRY RCENCIS

b 18090 ddlllas) Mais

(3l

e o s s e s e . N ARARSNULSCPEIIPEIY ) Y
256 labo poal (xS JSS 5oy | poal 5 JSKB g9y p 2olie L)L (Sl 350 tpud pl 031>
By Cute byl 03> 50 Mnie oz
5 SleMb) xls 4356 5 SleMb) ol 35U
. ) T o 36 gy . 2985 3 (S el 53
92 paal 59y p Sl pl N IR P[Py o
] o o s R3S atie jl o, K505 d 3y50) (6)553,5 duaiie j| md Y
Wy Hbline g Cuto p3U yhuw AaB o : \yag P
Obl P dad (JU P> e radllao
2 sl sla dil) 36
29l o)y Sl gladils) | npal p slorl glaalo) 36 )y F R85 (owd jugal
WAD (6y5h 9 b 2

SR9 3 oo g b .F
D0 15U dade BLS paad g9y p slin! sladle, olgire CleMbl cuas HL

O 43U date able paal (69, p sloin] gladiley olae CleMbl cuas :H2

..))1.) XJLWUO.‘OLC ):9.@.: 69)){.&4@0 u.a&L.w )JyaJ :H3




Yy (o)) (Kad g i) 5,00 ,5 403 40 dado 4 ga (5 S IR0 o cloin] slodilu, OleMb] cods 13U

..))1.) ).ul.» RWEY.9S L;lf)J?.aa.) ‘59)).3.\44@9“ u...’:-l...w Pgpas :H4
Dy 36 date JS poal g5y p duate able yguai :H5

03938l b3l o
7 eSS
. 5 | H4
OO by A oS H1 <
wloy > (plyoe < H3 Lado (S 55
OO j9) & A N 7
szl sl \l/
H2 H5
e Jo 3 Labs bl ygai d
Do s . .
S / Dok (sogkde Jde ) JSS
G (gl v g 5 O

bowg Llg o yols Limgh ol ) 005 o 51,8 (60,8 Lidgh diwd )0 Buicd Blaal cus | sl ikgh

55 bl caps 5 i) Sl o 1 5 sl yy all ) S AL 450 ST G | iy Jlge
2wl oad ool | dolidinw p OV lgw zlSciw! (gl &S sl ol o a4y b yusio 1 SO o ol ps &S Cuwl onds odlaiw ]
N8 b 3590 9 (o o (T o) hiRem (2lgy 91519 2lyy Bl 31 5 el ol (o) ow Toi0)S 53 (V Jgi)
Slxio 4 oledol o)l SleMbl cus ¢l oS wimd o JoSits pl Sl Syl e, 1) pols Jimgh o)lol axols
YAY olaxd B polie g 5,0 sl W 4 ax g b Coled )0 bl oo, YAY dgusl moles (glyy 41,565 Jgo )
Goyb 5l ok gh delidia p a8 o |3 4 p3Y 39 pime Aol p VP lawd ol 51 aS 00,5 6yl ron Aol p
o JUb pledeol o 0)l> Cledbl Bl g 1y aise 53 oS ol Slhunis] 3 Cotie Glxiio baw g5 gy W Sde 4 (650l
b oo (yglaan (sloools Colgs 5 udly (oo (o ysd 13 U3g) 5 S5 Wiged Uiy 5 4005 s kel Wiged o il
WL8,5 51,8 Jdow g 430 3)56 SMART PLS g SPSS (sl |38l 545 ¢ (gylin b &V¥olee (g5ludie ST 51 oolaiu!

5 bl 5 EinS G oy —aslidioy Vg gl ¥ Jooa

LG cu o Wi ey po
At I et s N Igs 315 slaf U iia
ety EYss
<IAYY AL VO )Sen g oS v 239381 (93! oS
JJAYVE VY YAV o )Se g 08 Y 0392 b o Ol
<IAYD NAR YAV hlKen g o8 ¥ OO 9y & 33 2y
AR . IVYD YAV oS g 08 ¥ Od9r JolS sbale,
< [AYY Niatse YW oh)lKen 5 08 A Oy Al Slois!
<AV JIAYE YAV (lSan 5 o8 v S g
NS AN YW hen 5 08 Y Sble paai
ARV CONY ;
IADY VY OhfSen s iy Y IS poad
YooV oKen g g yls




’f"u&k«.oj"s)w" 5)30‘5)5@4'5‘5@)3/:11)"5030&3}5 Yf

5):..“...» CL"’ﬂ)f dl&.ﬂ L,u)..o).ua A% )l).g.m.u LD:)de.tbdb.» u‘...{).» u.’l.»l.; L,u).a.o co..\pi wbcbul.c)ﬂo] U"L"‘)"
D5 o )hB Al d9e (oLl a3 9 ASb e /Y 4 SdB L

%2 51515 2ly ¥ Jos

1519 ) '
ryad ryad 093 ) i
A A J) _ o
4 5 | o092 bad po | 4390 Sl ] 4090 39y & !
039 B | 392 i pe | (392 Al | (IS e bk aka [0 o2
AR VD | 839381 (w3,
- Ivay AL <IFYA RELBT TR
VA e JITF A5+ i
-/vay -IEAY -I¥VY - [bA- Nars oy
Sble
“IAVY 2N - [6YA AL -/¥¥Y N IS poad
-Iva. - 0¥F - I¥OA - I¥YA -/vay -/¥vY ISV | v Al
A -[f55 Ara iras A4 RARE ISV R AT Y T YR "W
“[AA NARS -/¥A < IVFA isa! </ VEA -/¥Ya -/yay -[5ov 0oy JolS

P AVE jgioe d)Sly algy s 5l 5 g canl <10 5 jiin b (ad Ll aon ol Reon (g polie (505 Jouo olul
b dy55 aad Llole b i ¥ 5 ¥ S5 Lpobu] 1 (ysiomad Caw | dbogsye (i 5 ks 5 (g yiiias ypolie (gl o] B
D38 o 418 Al dy50 (a3l ole oo asecs )3 a8 ubl e ylolixe g /Y 5l gy

o9y b 4L P

iwogi bl $—)

FYY Jlo Yo 5l jieS o 0 ¥ 8 w0y 4l 5laing Dy do pd ¥VF 5 ()5 dio )0 OAA (635wl ,a5 ¥F IS olaws
ol J £V 5l i ao +f 9 Jw £ BOY o dod VWY (Jlw b B o dopm VW Jw Fr U o dop
o D YYY uild s a3 OYY (pld 558y o )0 V)5 (eS8 5 pld lyld o 13 5.0 a0 Cund g s
dild Ao P VS s dio o F Jad Cand gyl jailedg (6,585 Sy gy wo 0 FF 5 il 368 sl)b
@ dxalye diljgy Cuns g )l 5l lodg haild wo 3 YVA g dtwddiijb duo jd o F oljl Jad a0 TF,) e )5 s o YVY
WSS o dxnlyo ol Lol 4 5o, 50 Hb Y- 5l des o )0 AAY 5595 50 JL YT Moy VF gy 50 4L diojn K.Y sl Sl
4y 428 Gyl 103 TV, 5 Al e pladsl 4 jiw 458 (G 403 OVA Jis 8 i jlas 1 BT )0
Bl oo Gledee!

S0l SYolae Juo 3 ooliint b Guicei sl 4o 3 (390 3T #—Y
oy Ao M el o o3l LS s sladns 3l (gybolne g 3 likiwl s 5 (gyldle &Yolee Jae 2Ty
ol 0 03l LS ¥ Jods o clus )



Yo (o)) (Kad g i) 5,00 ,5 403 40 dado 4 ga (5 S IR0 o cloin] slodilu, OleMb] cods 13U
e _ TAL TAZ TAZ
0538 —
AME Dl '(\ T /‘
AML
AN ""‘-1-‘7&5!
AME 4—0823 —
o762
AME
0.547 D428
o > TKL
— DLE3] —p TKZ
AME 0z 0TTs_,
= / ol e =
AMLD D234 0370
AM1L /
AM1Z
AM13 //
i ;}.&65 37693"53';_’71;? Pt a.ﬁ?a{l
AMLE / / l \‘ \‘
TSHL TSHZ TSH2 TSH4 TSHS TSHE TSHT
3kl colps cdls gl GYolke Juo Y S5
=L TAL TAZ TAZ
AM2 '\ T /)'
e 42_013\\ 31-‘|127 //3’545.51
AM4
AMS
AME
10870
AMT oY TKL
— A003E —p TK2
AME ae
TK3
e / g
e 106339 3171
AM1L /
AM12
AM13 /
AN 200185 1_;310/.,_5_;.1 : 16785 17236
18329 35se 29233
AMLE // / l \ \‘\‘
TSHL TSH2 TSH3 TsH4 TSHS TSHE TSHT
alps gybline clbs 3 gyl ln &Yoo Juo ¥ S5
[ WESCIPIPS (P g PRES
amgii [ lsitis] s | p-value | t-value | s co o o xt 3590 Al Wy
5 sl gladle, glgowe oledbl cuss
L R ees V. /5¥ L ¥aE RIS T e )iwu )
5 clon! cbdils, ol GleMbl cuns
26 R deee | vesas Iy PSS e L:::’“u Y
Juado
256 ¥ ofees a/3vy SANE dado S gal ¢— lade 3D gl £




’f"u&k«.oj"s)w" 5)30‘5)5@4'5‘5@)3/:11)"5030&3}5 A4

Lo | [ e e [ vin ISy — N ibole. g5 | o |

Jedow gl ol 1y o9 (oo Al g lus 48 plod cddd (o Ui ¥ Jodn j0 o &l)l CleMbl &S 6555ken
Cudo g EARNY ﬁ‘){ Aado Lgabl.m: ),19.43).3 u&l.q»l dLb 431;») 2 L;:]y?bo OleMb| po.bs).ub P w/uo 4J9| M)B
92 L)"‘ ul.uo Jol.a)‘ &S Cow L))l LRW-% UL‘*" 9 009 VA5 )l).h.a.u..\) oS ..\wl.’L;o RPN ﬁlﬁt-value )‘..\.O.A (e ..\A»L»L;o
poai p clonl cadle, p» sy SleMbl cuis oS 4,8 cpl gy ol 5l sl I dme 720 ylueb] plaw 4> puiie
)gl)g t-value )]J.fu Oro A Luo Cudo g +OFY ){I)g Ao be u.o.bl.c ),[9.43'){ ‘_;CLN.>‘ leib 431.»\:)).) Lg:‘y.?u Sle M)
M Gxe AN Olisebl o )d yuxie 93 Cpl lee byl a8 cawl cplodiad lis g 009 VA5 5l din S 0B L 0 VF AP
Soblixe g Cuto Wb daio dble pond p slanl gladle, ;0 olgswe GleMbl cuas 4 aus B pl gy cpl 5wl
ble pgas prade BUS nsald 1 pus cupd pow 4nd B Jlod aii (el 25 o0 )18 A0l 3)90 )l
ol ol odimd Lid g 009 VA5 3l ey a8 Wbl 0 £YYY oy tvalue jlade cpiomen bl oo Gt g+, YV ulp diads
poad phabe BLS pead aS s ,8 pl gy cpl il e |l e 220 luebl maw )3 yuie 93 opl e bL3y &S
29 33U oo o g opylan dus 8 o donil el 048 o )18 sl )50 ) (gloline 5 Cute WU duake (able
pouas &5 aus )b cpl gy cpl 5l s dxe 780 ylueb] o 13 puiite 93 (pl e bl a8 sl ol odims lis g 09
o dnd B Julod o wlio |y 008 o )18 A0l 350 )l (g)llixe g Cute WU dade NS paal g kaie Bl
ARWAR )g‘)g t-value )IA.S.A um,\wl)unw9 +¥YA )JI)JMML;K)J}«‘»)J WEYS UD.‘oLc ﬁym)»bwug‘).«o
5] s me 220 lieb] o )3 yuiie 93 opl e byl a8 cunl pl osimd Lis g edgs VAP 5l yriin &S WS L e
DS oo )18 a0l 0590 )1y (g)blize g Gt 13U duate NS poal p duate dble gl &S aus )8 pl gy opl

poolie oaimd L5 a5 /YE o < /YD ofV laEe A b ool Caw s dae sl odd 5155 55ln 095 padls aeldl )y
Do oo duslie il (598 g lawgio wars

GOF = yAVE x \/ﬁ= 0.786*0.610= 0.480

708 4

2 Mads paal 5 S 5y p ! Gladle, » olgie GleMbl cuaS 15U o)y p gk opl Jol Bus
Sy 0,8 @l gl a5 (5l Sle ygye lue g GRoT (egrde JAe yobite (pd 29 S35y
& Col Gladlhae (pinss pol addlas g Glodol b g plSliail i 4 pole Jiagg adllas 3)90 5od g (sloa]
ol p oS Cunl adllas pl ) 0dds g plae lus 8 plad ol odiad Lis idgh zuls caol 0ald J1)8 )y y )50 1, K50)5
ol 0133,5 &l ST ldie g (6,553,5 0j9> Vb oy o5 IS g danylojlo 4 Sholoiun wlul

$9 7515 ©Iolghinn 9 5 505 4% A
(YY) oyl 5 S lilllas ol b el 5 ol ol )05 K538 5md 3 (lgieo ) dado Lible o L5ld yguas
Cuio ble 5 Bl ol dbul jolaio 4y aS 53,5 o dlgiddey S o Cllad cloin] sladilu, o &S (£)K5 )5 0je>



Yv (o)) (Kad g i) 5,00 ,5 403 40 dado 4 ga (5 S IR0 o cloin] slodilu, OleMb] cods 13U

(sible) (wgalel g (L) wgole sla Sy 5l (sude 5 Cgllas CleMbl &)l g g 4 K835 (3 )3 d—ais |l
e 9 348 (o) ol (mols chare SleMbl WS aw b ojex oyl 5o Y8 S0 ol by dile ) (D Made
5 5500l 9 b (liee 5] 5 5 (Oogale) g (i b e Z)b )BT do g 5 ¢ ol o i 35150 e o sloaidl ||
laail) Bo)b 5l SleMbl iz il g ddgs imd j18 S8, 5Ll ) 9 S a5 ((ugalel) maie (39 isued)
CoS (§)583)5 hade )90 3 1) SB35 Sluolusl 55 9 93,5 oo dae (sla Sy 5l K82)5 calid 5 i (uljfl el
slp pomen 33,5 (0 K505 (25 3 dade I (ible g (BUD pgad 6p5 JSE el Cales 3 g a3 )5 glal]
daglojl a4 sl ; )3 (Lol g lasijo ol caio (6)K53)5 CleMbl g lgie a5 9 (Sl g e cul ) yige 3 Ses
S 0jg nl 3 lgime Mg QLo lid I8 g Jlasasdie j103)5 (oo skl (5835 05> (YU 5 bajdy5 oS gnS
B cas ol die cplaiS a6, 50,8 wolie g pnbe g STl TUBMS glalgioe wilgn U WS
9 GBS (983 pgad o pS S 4 bails ) )3 5lainyee dade | dde 5 Collae (el CleMbl gl oS AB L oo Cuonl
LS o S Mo ] I Cute dble

ol @it 21 (g )loline 5 Cute p3U ade (dble pgal p dalle (LS pgal oS 2D GUIS GRagh pow dnd b gl
9 $55009) (VIA) (llSen g shidge (V4 IV) phlSen 5 08 (VA03) ()5S0 5 5ol Sl wlilllas mlis b 428
5 Sy s (W) Ll g (allyas g Y5k (VTY) GlKen g 03l 31,8 5 (V1Y) ghlen 5 pllabo g0 (V7)) o Sen
P WSl plogen dade (dble pgal 9) p Made (BLS pgal (L p e (VWAY) L3 5 cand (i
5 ool sl Sy cbyme B b 335 oo dlaiiins (6)5i5 3,5 0> o Y1ab g Lty S gianS ol 0 L, oy
ol sliS Sl g @51 0950 Can w9 03lo 1y odmaio g Abo ccuwlio leMbl anles (5 ¢ laisyge Juae 03g
1y 53,8 5l g b ygb asleny SleMbl ] oS clasgSa anles (650) 4ol (5o g whd (uSe) cowlio ot ,d > b
2R3, bl g9y 2 wlgz ol JLis 4y sizmen g 03l )8 556 Cov ()R85, dake o 0ud STl ela (S )50
IS, 50 dado o jogad )

ryad 9y p $)hlise g Cute p3b M de (dble g BUD pgala ol GLis Giagh o g o)k Cbd bl
O g glidge V+))) ml g 005 (VAN 55 Se g plel L lllae ol b s )b (ol @lis )l> dmale S
ble g (BLS gt 0 e (W) (daw 5 (lpasy (@Ysb 5 (VoTY) o)Sen 5 plble 905 (V4)A)
2 20,5 o slpiuiig jeuiS (6)563)5 dolde e 4 Lwly pl 0 1 .LS L o Lwlyod duade IS poal (59 p duaids
w13 (B )l (e g JigJos il g difin daglygin ) (658 3)5 Glods 5 OV ga 0 Caosd g CulsS o )
e g o (i (S o (S, BTl cblis 5 (6508 wolie > Gielyl dbul g Cutel (685 (sl izmen 5 3L
el 3 &5 (5K 53)5 05> (Ylad 9 bayud )55 o) g dinplojlon U i plosil ]y 5Y @loladl 5 03,8 (536
390 Ao ugelal g wgale (sl S5g il b g clio (5,550,5 SleMbl @)1 L sl wiS o culled eloz>]
Pigd (1)K53)5 () 53 daie Sl ggllae (JS pgai sbul sl

&1 lolgiim 9 b Codgu A
ol 0dds 0] yols yidgh (clacudgie I By dsldl 3 .l 039 dnlge 50 slacudgie b iagh oyl pbo]
N Fp sl pgd ) Ojgo welidiw p @iy sl S luds] ) Clxdio 5l (S s 5l Y Sbas)lSen &Sl 3l
3 olews cunSl ) g 31 Sladllae 48] pow ks Lidgh delidiaw p ueST sl (6 en 4yl g)lol dxels
o T laodls (gy9] mon )3l lgie 4 dtany dolitim 5l odliiw | jimgh Cudgdme Cpmeylon Caw | 43 )5 Cijgo digoj oy
(Oledol) dade pgas 65 JSS 59y 2 |y plS kil (eloal iy )3 algime CleMbl CuieS 136 WS jol> Lingl
o] e ¢ imgs opl slal (b oad S Olo s 4 oy bl o3l H18 sy 3590 550,52



)F')QM,‘J:‘)M‘) 5)5"‘6)5@’-5&;3)3‘/:'1)’5“0&3;3 YA

bl 390 plS i) 3 (lnl (6 X835 a0 lie 103 sl |y pole Simgh Ll dad S8 () 3)90 |y I )SE5,5 (20
33,5 oo gt Ml LB 1D Made poad 59y g Nl o olgire e CleMbl CuaS oS 5,80 & ds g L WE L Hl\E
Suab g Aol ol (655 JSD g9y 2 36 |y ol slodil) algime f SleMbl CuaS St yito 56 S lice
Sl ) 1S53 )3 g el (hg) 4y b Gimgly 45 33,5 oo Slaidag Caled > 9 A3 )8 e ) 390 GRS 3T s

235 duglie S0, L o] ol g 355 plosl ela>!



Y4 (o)) (Kad g i) 5,00 ,5 403 40 dado 4 ga (5 S IR0 o cloin] slodilu, OleMb] cods 13U

&bo

NV (Y)Y ¢ 0,805 g oo olellbs (jlyus o

Sloy (6,553,5 (slb 09,5 )3 (syiie (il 13 Aasly wyp (OFAY) I bk ); & cofuio comms (ud> s o Sloj
YAO-YEO (W) wei (slo dilbsy lelllas dnis O] g ond b clois]

Y=Y L(YANY Lo Kin S Co o el (SL] p 3 0

Afshardoost, M., & Eshaghi, M. S. (2020). Destination image and tourist behavioural intentions: A meta-analysis. Tourism
Management, 81, 104-154. https://doi.org/10.1016/j.tourman.2020.104154

Agapito, D., Oom do Valle, P., & da Costa Mendes, J. (2013). The Cognitive-Affective-Conative Model of Destination Image:
A Confirmatory  Analysis. Journal of Travel and  Tourism  Marketing, 30(5), 471-481.
https://doi.org/10.1080/10548408.2013.803393

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. Annals of Tourism Research, 26(4), 868
897. https://doi.org/10.1079/9780851996646.0060

Beerli, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of Tourism Research, 31(3), 657-681.
https://doi.org/10.1016/j.annals.2004.01.010

Boyd, D. (2010). Social Network Sites as Networked Publics: Affordances, Dynamics, and Implications. In In A networked
self: Identity, community and culture on social network sites. Edited by: Zizi Papacharissi. (pp. 39-58).
https://doi.org/10.4324/9780203876527-8

Crompton, J. L. (1979). An Assessment of the Image of Mexico as a Vacation Destination and the Influence of Geographical
Location Upon That Image. Journal of Travel Research, 17(4), 18-23. https://doi.org/10.1177/004728757901700404

Dwityas, N. A., & Briandana, R. (2017). Social media in travel decision making process. International Journal of Humanities
and Social Sciences, 7(7), 193-201.

Eeckels, B., Filis, G., & Leon, C. (2012). Tourism income and economic growth in Greece: Empirical evidence from their
cyclical components. Tourism Economics, 18(4), 817-834. https://doi.org/10.5367/te.2012.0148

Farhangi, S., & Alipour, H. (2021). Social media as a catalyst for the enhancement of destination image: Evidence from a
mediterranean  destination ~ with  political ~ conflict.  Sustainability  (Switzerland),  13(13), 1-26.
https://doi.org/10.3390/su13137276

Fatmawati, 1., & Fauzan, N. (2021). Building Customer Trust through Corporate Social Responsibility: The Effects of
Corporate Reputation and Word of Mouth. Journal of Asian Finance, Economics and Business, 8(3), 793-805.
https://doi.org/10.13106/jafeb.2021.vol8.n03.0793

Gallarza, M. G., Saura, I. G., & Garcia, H. C. (2002). Destination image: Towards a Conceptual Framework. Annals of Tourism
Research, 29(1), 56-78.

Garcia-Haro, M. A., Martinez-Ruiz, M. P., Martinez-Cafas, R., & Ruiz-Palomino, P. (2021). Benefits of online sources of
information in the tourism sector: The key role of motivation to co-create. Journal of Theoretical and Applied Electronic
Commerce Research, 16(6), 2051-2072. https://doi.org/10.3390/jtaer16060115

Ghorbanzadeh, D., Zakieva, R. R., Kuznetsova, M., Ismael, A. M., & Ahmed, A. A. A. (2022). Generating destination brand
awareness and image through the firm’s social media. Kybernetes. https://doi.org/10.1108/K-09-2021-0931

GOmez-Vega, M., & J Picazo-Tadeo, A. (2019). Ranking world tourist destinations with a composite indicator of
competitiveness: To weigh or not to  weigh? Tourism Management, 72, 281-291.
https://doi.org/10.1016/j.tourman.2018.11.006

Huang, R.-Y., Chang, W.-J., & Chang, C.-Y. (2021). Destination Image Analysis and Its Strategic Implications: a Literature
Review From 1990 To 2019. International Journal of Tourism & Hospitality Reviews, 8(1), 30-50.
https://doi.org/10.18510/ijthr.2021.813

Huete-Alcocer, N., Martinez-Ruiz, M. P., L6pez-Ruiz, V. R., & lzquiedo-Yusta, A. (2019). Archeological tourist destination
image formation: Influence of information sources on the cognitive, affective and unique image. Frontiers in Psychology,
10(2382), 1-13. https://doi.org/10.3389/fpsyg.2019.02382

Jadhav, V. S., & Mundhe, S. D. (2011). Information Technology in Tourism. International Journal of Computer Science and
Information Technologies, 2(6), 2822-2825. http://www.sp.uconn.edu/~yian/frl/38inftec.htm

Jang, S., Bai, B., Hu, C., & Wu, C.-M. E. (2009). Affect, travel motivation, and travel intention: A senior market. Journal of
Hospitality and Tourism Research, 33(1), 51-73. https://doi.org/10.1177/1096348008329666

Javed, M., Tuckova, Z., & Jibril, A. B. (2020). The role of social media on tourists’ behavior: An empirical analysis of
millennials from the Czech Republic. Sustainability (Switzerland), 12(18), 1-19. https://doi.org/10.3390/su12187735

Jeong, C., Holland, S., Jun, S. H., & Gibson, H. (2012). Enhancing destination image through travel website information.
International Journal of Tourism Research, 14(1), 16-27. https://doi.org/10.1002/jtr.827

Kahn, B. K., Strong, D. M., & Wang, R. Y. (2002). Information quality benchmarks: product and service performance.
Communications of the ACM, 45(4), 184-192. https://doi.org/10.1145/505999.506007

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of Social Media. Business
Horizons, 53(1), 59-68. https://doi.org/10.1016/j.bushor.2009.09.003

Kemp, S. (2022a). INSTAGRAM STATISTICS AND TRENDS. DataReportal. https://datareportal.com/essential-instagram-
stats



https://datareportal.com/essential-instagram-stats
https://datareportal.com/essential-instagram-stats

’f"u&k«.oj"s)w" 5)30‘5)5@4'5‘5@)3/:11)"5030&3}5 ¥

Kemp, S. (2022b). Digital 2022: Global Overview Report. Data Reportal. https://datareportal.com/reports/digital-2022-global-
overview-report

Kim, S.-E., Lee, K. Y., Shin, S. Il, & Yang, S.-B. (2017). Effects of tourism information quality in social media on destination
image formation: The case of Sina Weibo. Information and Management, 54(6), 687-702.
https://doi.org/10.1016/j.im.2017.02.009

Kotler, P., Haider, D. H., & Rein, 1. J. (1993). Marketing Places: Attracting Investment, Industry, and Tourism to Cities, States,
and Nations. In The Free Press: New Yourk.

Lam, T., & Hsu, C. H. C. (2006). Predicting behavioral intention of choosing a travel destination. Tourism Management, 27(4),
589-599. https://doi.org/10.1016/j.tourman.2005.02.003

Lin, M. S,, Liang, Y., Xue, J. X., Pan, B., & Schroeder, A. (2021). Destination Image through Social Media Analytics and
Survey Method. International Journal of Contemporary Hospitality Management, 33(6), 2219-2238.

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons,
52(4), 357-365. https://doi.org/10.1016/j.bushor.2009.03.002

Molinillo, S., Liébana-Cabanillas, F., Anaya-Sanchez, R., & Buhalis, D. (2018). DMO online platforms: Image and intention
to visit. Tourism Management, 65, 116-130. https://doi.org/10.1016/j.tourman.2017.09.021

Nag, A. K., & Gilitwala, B. (2019). Social media and its influence on travel motivation and destination’s image formation.
International Journal of Scientific and Technology Research, 8(12), 3261-3267.

Nguyen, V. H., Truong, T. X. D., Pham, H. T., Tran, D. T., & Nguyen, P. H. (2021). Travel Intention to Visit Tourism
Destinations: A Perspective of Generation Z in Vietnam. Journal of Asian Finance, Economics and Business, 8(2), 1043—
1053. https://doi.org/10.13106/jafeb.2021.vol8.n02.1043

Peralta, R. L. (2019). How vlogging promotes a destination image: A narrative analysis of popular travel vlogs about the
Philippines. Place Branding and Public Diplomacy, 15(4), 244-256. https://doi.org/10.1057/s41254-019-00134-6

Pike, S. (2002). Destination image analysis - A review of 142 papers from 1973 to 2000. Tourism Management, 23(5), 541—
549. https://doi.org/10.1016/S0261-5177(02)00005-5

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: Integrating the concepts of the branding and
destination image. Tourism Management, 32(3), 465-476. https://doi.org/10.1016/j.tourman.2010.03.014

Riasati, Amin & Ghaderi, Esmaeil. (2016). The impact of social media on tourists' mental image of the destination (case study:
Shiraz city). management and entrepreneurship studies. 2 (3). 185-196. (In Persian).

Rodriguez, M., Nassanbekova, S., Pérez, L. M., & Uruzbayeva, N. (2020). The impact of information quality in DMOs’
Facebook pages on the formation of destination image in the Silk Road: the case of Almaty, Kazakhstan. Current Issues in
Tourism, 23(13), 1587-1592. https://doi.org/10.1080/13683500.2019.1646225

Sultan, M. T., Sharmin, F., Badulescu, A., Gavrilut, D., & Xue, K. (2021). Social media-based content towards image
formation: A new approach to the selection of sustainable destinations. Sustainability (Switzerland), 13(8), 1-22.
https://doi.org/10.3390/su13084241

Tahiri, A., Kovagi, |., Lekiqi, B., & Rexhepi, A. (2021). Tourism and hotel industry: Definition, concepts and development —
the case of kosovo. Quality - Access to Success, 22(182), 110-115.

Tolabi, Zeinab & Nasrolahi Vosta, Simin. (2017). Examining the Effect of Information Resources on Tourism Destination
Image (The Case Study: Khorramabad Province). Tourism management studies. 12 (38). 111- 127. (In Persian).

Wang, R. Y., & Strong, D. M. (1996). Beyond accuracy: What data quality means to data consumers. Journal of Management
Information Systems, 12(4), 5-33. https://doi.org/10.1080/07421222.1996.11518099

Whang, H., Yong, S., & Ko, E. (2016). Pop culture, destination images, and visit intentions: Theory and research on travel
motivations of Chinese and Russian tourists. Journal of Business Research, 69(2), 631-641.
https://doi.org/10.1016/j.jbusres.2015.06.020

Zarrad, H., & Debabi, M. (2015). Analyzing the Effect of Electronic Word of Mouth on Tourists’ attitude toward Destination
and Travel Intention. International Research Journal of Social Sciences, 4(4), 53-60. www.isca.in

Zamani, zeinab., haghighi nasab, Manijeh & zarandian, neda. (2018). The impact of Customer Engagement with Social Media
Groups on Image and Destination Selection. New media studies. 5 (17). 265- 296. (In Persian).

Zeng, B., & Gerritsen, R. (2014). What do we know about social media in tourism? A review. Tourism Management
Perspectives, 10, 27-36. https://doi.org/10.1016/j.tmp.2014.01.001

Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist loyalty: A meta-analysis. Tourism Management,
40, 213-223. https://doi.org/10.1016/j.tourman.2013.06.006



https://datareportal.com/reports/digital-2022-global-overview-report
https://datareportal.com/reports/digital-2022-global-overview-report

