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Abstract:

In recent years, social media platforms have spawned many influencers and
internet celebrities who actively engage in marketing and promotion strategies.
The trend of incorporating social media influencers into marketing strategies
is rising. In the current technological era, these influencers, especially those on
TikTok, have gained immense popularity and are crucial in influencing people,
particularly the younger demographic of social media users. This study aims to
investigate the content of TikTok and the impact of TikTok influencers on
young people’s travel motivation. This study employs descriptive and Pearson
correlation analyses as the chosen quantitative research methodologies. A
structured instrument using a survey was distributed to Malaysian youth. The
purpose of the survey was to examine the relationship between TikTok
influencers and the travel motivation of young people. The results of this study
indicate a correlation between TikTok influencers and youth travel motivation.
The captivating content created by these influencers, which includes visually
appealing travel destinations, exciting activities, and one-of-a-kind cultural
experiences, has a substantial effect on shaping the travel motivation of young
people. By leveraging the power of TikTok influencers, travel-related
businesses, organisations, and entrepreneurs can improve their marketing
strategies to reach and engage the youth demographic. Understanding the
impact of TikTok influencers on the travel motivation of young people can aid
in developing marketing campaigns that resonate with this demographic. This
research supports the growth of the tourism industry by providing insights for
stakeholders to enhance their marketing strategies and cater to the preferences
of young travellers. It emphasises the influential role of TikTok influencers in
encouraging youth to travel and shaping their destination preferences.
Incorporating these influencers into marketing efforts can effectively engage
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with the youth demographic, leading to improved outcomes and contributing
to the expansion of the tourism industry.
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Introduction

Malaysia's tourism industry is an important economic sector that significantly contributes to
the nation's growth. Malaysia earned several youth receipts in 2022, totalling RMO0.24 billion
from 238,730,000 international youths (Tourism Malaysia,2022). The total youth receipts have
indicated that the tourism industry directly impacts the economy. The tourism industry can
thrive if it focuses on trends and has a specific target market, especially among youth.

Malaysia can continue to attract international youths and generate substantial tourism revenues
by focusing on emerging trends and targeting specific markets. Understanding the factors that
motivate individuals to travel is crucial for destination marketers, as it allows them to create
marketing strategies that cater to travellers' diverse needs and desires. By adhering to these
principles and employing efficient marketing strategies, Malaysia's tourism industry can
flourish and impact the country's economy positively.

In this age of advanced technology, the tourism industry has recognised the potential of the
youth demographic as a new target market, primarily due to its pervasive presence on social
media platforms (ElJalil et al,2018). Millions of users are attracted to social media platforms
such as TikTok, Twitter, Instagram, YouTube, and Facebook due to their immense popularity
and integration into daily life. In recent years, influencer marketing has exploded, with social
media influencers endorsing products and services across multiple industries, including
cosmetics, technology, and travel. These influencers wield considerable sway on multiple
platforms, including TikTok, Instagram, and YouTube.

According to the Malaysian Communications and Multimedia Commission (MCMC), out of a
total population of 32 million, 24.5 million are Internet users. At the same time, 7.5 million
have no interest in internet access for various reasons (Grosélj et al.,2019). Most Malaysians
view the internet as a means of communication by utilising applications such as WhatsApp,
TikTok, and online travel guides. Among these platforms, TikTok has emerged as a popular
application allowing users to create and share 15-second to one-minute videos. It has become
a preferred platform for creative expression due to its filters, effects, and music editing
capabilities. In addition, TikTok's algorithm is designed to present users with engaging content,
making it simple to discover new and popular videos.

TikTok had amassed 14.59 million internet users in Malaysia who were at least 18 years old
by early 2022, making it a powerful advertising platform (ByteDance Advertising Resources,
2022). According to data from ByteDance, 61.2% of Malaysian adults aged 18 and older were
exposed to TikTok advertisements, accounting for 49.4% of all Malaysian internet users. In
addition, 56.8% of TikTok users in Malaysia are female, and 43.2% are male (Thailand, 2021).
This demonstrates the platform's popularity among Malaysian internet users and presents an
opportunity for marketers to reach a significant portion of the country's population.
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TikTok has become the sixth most popular social media network in Malaysia. However, its

significance lies more in its effectiveness for marketers than in its direct impact on the tourism

industry. The platform allows brands to advertise to Malaysia's 14.6 million internet users,

roughly 45 per cent of the country's population (Ling et al., 2023). As a result, TikTok has

become an efficient and cost-effective marketing and advertising platform, serving primarily
business objectives rather than travel-related content.

TikTok has become a powerful platform for influencer marketing, with numerous individuals
and businesses utilising its reach to promote their products and services. TikTok influencers
have amassed large followings and use the platform to interact with their audience and promote
various products. They are frequently praised for their uniqueness, authenticity, and capacity
to connect with their audience (Li et al., 2020). TikTok's user-friendly video sharing and editing
tools facilitate the creation of engaging content that resonates with their followers, thereby
amplifying their influence in promoting brands and experiences. Thus, this leads to the aim of
this study determining the TikTok influencers' content and the impact that influences youths'
motivation to travel domestically.

Literature Review

Motivation

Motivation is essential to comprehending youth behaviour, and researchers have investigated
its various dimensions and factors. Motivation to travel is a frequently studied topic in tourism
and hospitality. Various factors contribute to individuals' Motivation to travel, such as personal
preferences, socio-cultural influences, and the desire for new experiences (Cop et al., 2020).
These studies have revealed that Motivation to travel is a complete phenomenon, influenced
by various individual and external factors (Han et al., 2020). For instance, Pizam and Mansfield
(202) emphasise the importance of understanding the factors that drive individuals to engage
in different tourist activities.

Motivation can be divided into intrinsic and extrinsic categories, which, respectively, represent
internal drives and external influences. Extrinsic Motivation is driven by external factors such
as rewards or recognition, whereas intrinsic Motivation derives from personal interests and
enjoyment. Understanding these motivational factors is essential to comprehend the underlying
causes of youth behaviour. According to Khanh, N. T., & Phuong, V. H. (2021c) tourists' travel
motivations, time perspective and city image are significantly and positively associated with
their intention to visit city tourism. This study also reports that tourists' time perspective and
city image are significantly and positively related to their travel motivation which is in turn
significantly and positively correlated to their intention to engage in city tourism.
Understanding youth motivation is essential for comprehending and anticipating youth
behaviour. Personal interests and enjoyment influence intrinsic Motivation, whereas extrinsic
Motivation is influenced by external rewards or recognition. Assessing Motivation is complex,
necessitating the use of a variety of methodologies to capture the complexity of individuals'
motivations. Socio-psychological and cultural factors play significant roles in determining the
decisions and preferences of youths. Socio-psychological motives serve as push factors,
driving individuals to satisfy needs, whereas cultural motives serve as pull factors, luring
youths to destinations with distinctive qualities. The Motivation of youth travel has been
extensively studied, revealing its impact on various youth behaviours. Furthermore,
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motivations are not static and can change over time, highlighting the need for ongoing research
to comprehend and meet the evolving needs of youths.

Cuadrado et al. (2020) have highlighted the pull motivation element on social networking sites.
The study presented features of a site capable of attracting travellers on social media and the
push-and-pull motivating component. The highlighted also sought to comprehend how both
motivational elements might contribute to the success of marketing tactics. This study utilised
the quantitative research approach to determine the connection between market segmentation
and social media pull factor. Two hundred twenty-one respondents completed the
questionnaires in total.

Content Shared by TikTok Influencers

Social media content such as images and videos may entice other users to experience the same
activity as their social media influencer. For example, according to Katsikari et al. (2020),
"visitors (or potential youths) utilising social media platforms are drawn to photos of the
attractions and destinations they intend to visit" (p.4). Moreover, it was discovered that sharing
trip experiences as social media content allows other users to see' and 'live' the same experience,
even if they are not physically present (Wang et al., 2012). As a result, other users may have
experienced the virtual environment.

As stated in the previous section, youth motivation has encouraged people to visit the
destination based on their travel experiences (Prebesen et al., 2010). In addition, a social media
influencer's post may be one of the intrinsic incentive elements that affect youth decisions. It
is supported by Tsankova's (2020) research finding that "...social media users find content to
be enjoyable, pleasant, intriguing, amusing, and entertaining” (p.47). Finally, social media
content such as comments, images, and videos can help other users make decisions and provide
trip inspiration (Manap & Adzharudin, 2013). Therefore, the following hypothesis may be
derived from the current studies:

H1: There is a positive relation between the content shared by TikTok influencers and youth
motivation.

Impact of Social Media Influencer

The posts and content of social media influencers will increase the engagement of other users,
which is a vital communication tool for promoting tourism destinations. According to
Tsankova (2020), it was also stated that "Social media is a crucial marketing communication
tool for the majority of companies today because it allows for increased consumer engagement”
(p.8). Therefore, communication between social media influencers and other users is essential,
given that other users will read or view the posts and perceive their enjoyment and veracity.

Other than that, the engagement made by social media influencers and users is effective for
marketing because it helps to influence people's travel motivation and decision-making (Bansal
etal., 2014). In addition, the Malaysian hotel industry has discovered that a strong engagement
with internet users, mainly youths, will encourage them to visit Malaysia (Yoong & Lian,2019).
According to Razali (2020), "...consumers with personal relationships and friendships with
social media influencers will be eager to purchase the products recommended by social media
influencers” (p.22). This statement by Razali supports the impact in influencing youths'
Motivation.
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Scott (2018) noted in his study that the travel information shared by social media influencers

surpasses that of businesses. This is because users are more likely to trust the influencer's

personal experience. Therefore, users have created travel motivation because they desire the

same travel experiences as social media influencers. Consequently, the following hypothesis
can be inferred from the study:

H2: There is a positive relationship between the impact of TikTok influencers and youth
motivation.

Methodology

This study applied the quantitative method as its research approach. According to Devault
(2019), quantitative methods will make the data more dependable and less contentious. The
result will be presented in a statistical format that can be easily analysed and interpreted. In
addition, having complex statistics in research methodology will increase the value and
significance of the analysed data. Furthermore, a cross-sectional study will be employed with
this research strategy. According to Cherry (2019), cross-sectional research is conducted
between 2 and 7 May 2023. As a result of the reliability of the data collected, this method can
help present the group population and highlight solid conclusions based on the findings.
Moreover, it can assist the researcher in developing hypotheses for future research support
(Cherry,2019).

Population and Sampling Technique

The study population is nine million Malaysian youth in Malaysia. This is because they are
viewed as frequent social media users and the new market for the tourism industry (Smith et
al., 2021). The sample size was determined using Tabachinich and Fidell (2013). Tabachnick
and Fidell recommended a sample size of at least 80, where N > 50 + 8m (m is the number of
predictor variables). However, due to time constraints, the sample size will focus on 287
respondents from Southeast Asian Johore. The respondents were selected using systematic
random sampling where the researcher distributed the questionnaire using an nth interval at a
certain location in Johore.

Pilot Study

A pilot study can be defined as a preliminary test, a small-scale study to test the reliability of
the research instruments. A total of 30 respondents were collected to conduct the pilot testing.
After conducting the pilot test, the researcher needs to fix any redundancy in the questionnaire
survey, and some of the questions might be eliminated from the question items. In addition, the
researcher can check the reliability of the questionnaire using Cronbach's Alpha value.
Cronbach Alpha is commonly used for a questionnaire's reliability and internal consistency
(Ritter,2010). As a result of the pilot study, Cronbach's Alpha value is presented in the table
below.
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Table 1: Pilot Study Cronbach Alpha of All Variables

Reliability
Statistics
Variables Cronbach's N of
Alpha Items
Content shared by TikTok 741 10
Influencers (IV1)
Impact of TikTok influencers on 853 10
tourismdestination choice (1V2)
Youth motivation on choosing their 852 10

tourismdestination choice. (DV)

Instrument

All items in the instrument were adapted and adopted from previous studies and validated by
an expert before the pilot test was conducted. The instrument was tested among 30 respondents
for internal consistency and item validation to ensure all items measure the concepts currently
being investigated.

Table 2 Instrument

Section

Items

Author/Year

Measure

Section A:
Demographic

ocourLOdNE

Age

Gender

Race/Ethnicity

Level of Education
Employment Status

Social Media Platform that
uses.

Social Media uses frequencies
(daily)

Number of trips in the
previous 6 months.

Preferred social media to find
travel information.

. Reason for using TikTok.

Chu (2020)

Nominal

Section B
(a):
Content
Shared by
TikTok
Influencers

Inspires to travel and explore
new destinations.

Provide useful information
and tips.

Unique content.

Features sustainable and
responsible tourism practices.
Highlight cultural aspects.

. About local food and cuisines.
. Tips on budget-friendly trips.

Ariffin, A. A.
M., & Al-
Manasra, M.
S. (2021)

1= Strongly
Disagree
2= Disagree
3= Neutral
4= Agree
5= Strongly
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10.

Luxury and high-end travel
experiences.

Promote responsible tourism
practices.

Features local and authentic
experiences rather than youthy
and commercialised ones.

Agree

Section B
(b):

Impact of
TikTok
Influencers

10.

Impact on destination choice.
Trust the recommendation for
selecting travel destination.
Introduce the destination that
not aware before.

Visit after seeing in on the
influencers' feed.

Encourage to travel to
destinations that have not
considered before.
Influenced to choose specific
type of destination in
Malaysia.

Consider important sources
when planning to travel.
More likely to visit a youth
destination in Malaysia that is
featured by multiple
influencers.

Changed youth perception on
certain destination.
Influenced my decision to
extend my stay.

Hassan, S., &
Omar, W. Z.
W. (2020)

1= Strongly
Disagree
2= Disagree
3= Neutral
4= Agree
5= Strongly
Agree

Section C:
Youth's
Motivation
on choosing
the tourism
destination
choice.

o

7.

Prefer destinations that offer
unique experiences rather than
popular ones.

Prefer recommended by
someone who knows.

Travel decisions are
influenced by the content
shared.

Prefer activities that align with
interests.

Prefer not crowded places.
Prefer a destination that is
known for its natural scenery
and outdoor activities.

Cost is an important factor in

Che Azhar,
M. S.,
Hashim, N.
H., &
Zulkepli, M.
(2019)

1= Strongly
Disagree
2= Disagree
3= Neutral
4= Agree
5= Strongly
Agree
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decision-making.

8. Prefer a destination that is
known for its cultural heritage
and history.

9. Prefer eco-friendly
destinations and promote
sustainable tourism.

10. Willingness to pay a high
price for a place that offers
unique cultural experiences.

Results

Profile of respondents

Table 3 summarises sample profiles in terms of demographic characteristics. As in the table,
most of the respondents are youth aged 23, which is 69.6%. In addition, most are females;
64.7% and 35.3% are male respondents.

Furthermore, most respondents are from the group of students (84.3%), consisting of bachelor's
degree students and 89.2% of the respondents. The question regarding social media usage was
also asked in the demographic section. As shown in the table, 48% of respondents indicated
that TikTok was their primary social media platform, followed by Instagram, with 33.3% of
the total respondents. The final question asked respondents about their daily social media usage
frequency. As a result, 47.1% of respondents reported a usage period between 4-6 hours, while
36.3% reported travelling between 1-3 hours.

Table 3: Demographic

Characteristics Descriptions Frequenc Valid
y Percentage
(%)
Gender Male 36 35.3
Female 66 64.7
Age 18 1 1.0
20 1 1.0
21 6 5.9
22 8 7.8
23 71 69.6
24 14 13.7
25 1 1.0
Race/Ethnicity Chinese 1 1.0
Malay 101 99.0
Level of Education No Formal 1 1.0
Education
Primary 1 1.0
Education
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Secondary 4 3.9
Education
Diploma 5 4.9
Bachelor's 91 89.2
Degree
Employment Student 86 84.3
Status Unemployed 1 1.0
Self-Employed 3 2.9
Employed Part- 2 2.0
time
Employed Full- 10 9.8
time
Social Media Uses Facebook 6 5.9
Instagram 34 33.3
TikTok 49 48.0
Twitter 13 12.7
Daily Usage of 1-3 hours 37 36.3
social media 4-6 hours 48 47.1
7-10 hours 10 9.8
Less than 1 hour 2 2.0
More than 10 5 4.9
hours

Descriptive Statistics of Variables

Table 4 shows respondents' perspectives on content shared by TikTok influencers on tourism
destination choice. The result shows that "The travel influencers | follow share content about
local food and cuisine." has the highest mean of 4.29 (sd=0.971). Then, a mean of 4.13
(sd=0.908) was recorded for "The travel influencers I follow share content that provides useful
information and tips for planning my trips", followed by "The travel influencers I follow share
content that depicts affordable travel options and budget-friendly tips", with a mean of 4.10
(sd=1.020). Furthermore, "The travel influencers | follow share content that inspires me to
travel and explore new destinations™ recorded a mean of 4.09 (sd=1.006). "The travel
influencers | follow share content highlighting the cultural aspects of their destinations",
recorded a mean of 4.02 (sd=1.005). While the rest of the items recorded a mean score of
below 4.00. The lowest mean score is shown for the item "The travel influencers | follow share
content that promotes responsible tourism practices and encourages sustainable travel
behaviours", mean = 3.65, (sd=1.149). This result indicates that most respondents view many
influencers sharing content about local food and cuisine. They also agree that the influencer in
TikTok provides useful information and tips for planning my trips. Unfortunately, promoting
responsible tourism practices and encouraging sustainable travel behaviours among influencers
seem less seen among TikTok influencers.
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Table 4: Summary of Means

Variables Mean Std.
Deviation

Content Shared by TikTok Influencers on Tourism Destination Choice (1VI)

Content 1 | Thetravel influencers I follow share content 4.09 1.006

that inspires me to travel and explore new
destinations.

Content 2 | Thetravel influencers I follow share content 4.13 0.908
that provides useful information and tips for
planning my trips.

Content 3 The travel influencers | follow share content 3.96 0.994
showcasing unique, unusual experiences.
Content 4 The travel influencers | follow share content 3.75 1.103

that features sustainable and responsible
tourism practices.

Content5 | Thetravel influencers I follow share content 4.02 1.005
highlighting the cultural aspects of their
destinations.

Content 6 | Thetravel influencers | follow share content 4.29 0.971
about local food and cuisine.

Content 7 The travel influencers | follow share content 4.10 1.020
that depicts affordable travel options and
budget-friendly tips.

Content 8 | Thetravel influencers | follow share content 3.68 1.127

that showcases luxury and high-end travel
experiences.

Content 9 | Thetravel influencers I follow share content 3.65 1.149
that promotes responsible tourism practices
and encourages  sustainable travel
behaviors.

Content 10 | The travel influencers I follow share content 3.91 1.054
that features local and authentic experiences
rather than youthy and commercialised
ones.

The interaction of social media influencers with users was another factor influencing young
users' desire to travel. In addition, the respondents were questioned regarding their thoughts on
how social media influencers shape people's opinions and behaviours. Because social media
platforms are so widely used by people today, many respondents agreed that social media
influencers significantly impact the number of people who decide to go on vacation. Therefore,
the findings indicate that the role of social media influencers is helpful for internet marketing,
and this is supported by the fact that it is effective.

Table 5 shows respondents’ perspectives on the impact of TikTok Influencers on Tourism
Destination Choice. The result shows that "Social media influencers have introduced me to
destinations in Malaysia that | was not aware of before.” has the highest mean of mean= 4.10
(sd=0.939). Afterwards, a mean of 4.02 (sd=0.933) was recorded for "I have visited a youth
destination in Malaysia after seeing it on social media influencer's profile", followed by "Social
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media influencers have influenced my decision to choose a specific type of youth destination
in Malaysia (e.g., cultural, nature, adventure, etc.)", with a mean of 3.96 (sd=1.080) and item
"Social media influencers have changed my perception of certain youth destinations in
Malaysia" mean=3.87 (sd=1.078). Furthermore, the next impact of Tiktok seen in item 5 and 7
"Social media influencers have encouraged me to travel to destinations that | would not have
considered before™ "I consider social media influencers' content as an important source of
information when planning my travel to a destination in Malaysia" with value of mean=3.81.
Whereas item "Social media influencers significantly impact my destination choice for my next
vacation in Malaysia" shown mean of 3.79 (sd=1.093). Then, item "I trust the recommendations
of social media influencers for selecting a youth destination in Malaysia", mean=3.77
(sd=1.024) and item "1 am more likely to visit a youth destination in Malaysia that is featured
by multiple social media influencers”, recorded mean=3.75, (sd=1.114). Lastly, item "Social
media influencers have Pr in a youth destination in Malaysia" mean=3.63 (sd=1.143). This
result indicates that most respondents have introduced them to destinations in Malaysia that
they were unaware of before. They also agree that the respondent visited a youth destination in
Malaysia after seeing it on social media influencer's profile. However, the result indicated that
less influencer have in youth destinations in Malaysia.

Table 5: Summary Of Means
Variables Mean Std. Deviation

Impact of TikTok Influencers on Tourism Destination Choice
Impact 1 Social media influencers significantly 3.79 1.093
impact my destination choice for my next
vacation in Malaysia.

Impact 2 | trust the recommendations of social media 3.77 1.024
influencers for selecting a youth destination
in Malaysia.

Impact 3 Social media influencers have introduced me 4.10 0.939

to destinations in Malaysia that | was not
aware of before.

Impact 4 | have visited a youth destination in Malaysia 4.02 0.933
after seeing it on social media influencer's
profile.

Impact 5 Social media influencers have encouraged 3.81 1.167

me to travel to destinations that | would not
have considered before.

Impact 6 Social media influencers have influenced my 3.96 1.080
decision to choose a specific type of youth
destination in Malaysia (e.g., cultural,
nature, adventure, etc.).

Impact 7 | consider social media influencers' content 3.81 1.088
as an important source of information when
planning my travel to a destination in
Malaysia.

Impact 8 I am more likely to visit a youth destination 3.75 1.114
in Malaysia that is featured by multiple
social media influencers.
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Impact 9 Social media influencers have changed my 3.87 1.078
perception of certain youth destinations in
Malaysia.

Impact 10 | Social media influencers have Pr in a youth 3.63 1.143
destination in Malaysia.

Table 6 shows 10 items related to respondents' Motivation in choosing their tourism destination
choice. The result shows that "The cost of travelling to a youth destination in Malaysia is an
important factor in my decision-making process,” recorded the highest mean of mean=
4.29(sd=0.940). Afterward, a mean of 4.26, (sd=0.922) was recorded for "I prefer youth
destinations in Malaysia that are off the beaten path and not crowded", followed by "I am more
likely to visit a youth destination in Malaysia if it is known for its natural scenery and outdoor
activities' and "1 am more likely to visit a youth destination in Malaysia if it is known for its
natural scenery and outdoor activities”, with a same value of mean of 4.22. Furthermore, the
next Motivation is "I am more likely to visit a youth destination in Malaysia if it is
recommended by someone | know", mean= 4.11 (sd=0.943)". Next is "I prefer to travel to
youth destinations in Malaysia that offer unique experiences rather than popular one",
mean=4.10, (sd=0.92). While the rest of the items recorded mean score of below then 4.00.
The lowest mean score is shown for item "I am willing to pay a higher price to visit a youth
destination in Malaysia that offers unique cultural experiences”, mean = 3.65, (sd=1.174). This
result indicates that the main Motivation of respondent in choosing the destination is the cost
of traveling followed by surroundings that off the beaten path and not crowded.

Table 6: Summary Of Means
Variables Mean Std.
Deviation

Youth Motivation on Choosing Their Tourism Destination Choice
Motivation 1 | | prefer to travel to youth destinations in 4.10 0.928
Malaysia that offer unique experiences
rather than popular ones.

Motivation2 | | am more likely to visit a youth 4.11 0.943
destination in Malaysia if it is
recommended by someone | know.
Motivation 3 | My travel decisions are influenced by 3.80 0.944
social media content about youth
destinations in Malaysia.

Motivation 4 | | am more likely to choose a youth 4.22 0.951
destination in Malaysia if it offers
activities that align with my interests.

Motivation 5 | | prefer youth destinations in Malaysia 4.26 0.922
that are off the beaten path and not
crowded.

Motivation 6 | I am more likely to visit a youth 4.22 0.940

destination in Malaysia if it is known for
its natural scenery and outdoor activities.
Motivation 7 | The cost of travelling to a youth 4.29 0.940
destination in Malaysia is an important
factor in my decision-making process.
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Motivation 8 | | am more likely to choose a youth 3.73 1.187
destination in Malaysia if it is known for
its cultural heritage and history.
Motivation9 | I am more likely to visit a youth 3.94 1.051
destination in Malaysia if it is eco-friendly
and promotes sustainable tourism.
Motivation I am willing to pay a higher price to visit a 3.65 1.174
10 youth destination in Malaysia that offers
unique cultural experiences.

Table 7 displays the calculated means of all items based on the variables. According to the
summary, the Motivation of youth has the highest mean score of 4.03, indicating that youth are
neutral towards the items. Meanwhile, the average mean for shared content and the impact of
TikTok influencers is 3.85 and 3.95; this indicates that most respondents agreed with most of
the questions listed in both variables.

Table 7: Summary of All Variables

Mean
Content Shared by TikTok Influencers 3.95
Impact of TikTok Influencers 3.85
Youth Motivation 4.03

Note: 1 "Strongly Disagree", 2 "Disagree”, 3 "Neutral", 4 "Agree", 5 "Strongly Agree

Pearson Correlation

The second purpose was to determine the relationship between content posted by tiktok
influencers, the influence of TikTok influencers, and travel motivation among Malaysian
young. The Pearson Product Moment Correlation analysis of the relationship between the
measured variables is displayed in Table 8 below.

In order to address the second purpose of the study, the next part describes the direct links
between the independent and dependent variables, as determined by correlation analyses
conducted with SPSS.

According to Table 8, the content shared by TikTok Influencers (IV 1) has a strong positive
relationship with youth motivation (DV), with an R-value of 0.719. Moreover, the impact of
TikTok Influencers (IV 2) has also produced the same result, which is a strongly positive
relationship with youth's Motivation (DV) (r=0.696). Both values indicate that when the
independent variable's value rises, the dependent variable also rises.
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Table 8: Correlation Analysis Between IV and DV

Independent Variables Dependent Variables
p Youth's Motivation

Content Shared by TikTok 0.001 0.719

Influencers

Impact of TikTok Influencers 0.032 0.696

*Correlation is significant at the 0.01 level (2- tailed)

Discussion

Based on the findings, it is indicated that most respondents follow influencers sharing content
about local food and cuisine. In today's digital age, many influencers have embraced the power
of social media to share captivating content centered around local food and cuisine (i.e Lee et,
al. 2021; Ingrassia et al., 2022; Shoukat et, al. 2023). Through mouthwatering visuals and
engaging narratives, they celebrate the rich diversity of culinary traditions in their respective
regions, promoting cultural appreciation and encouraging gastronomic exploration among their
followers (Ingrassia et, al. 2022). These influencers serve as culinary ambassadors, fostering a
global appreciation for the authentic flavours and unique stories that local food and cuisine
have to offer.

Furthermore, the respondent acknowledges that TikTok influencers offer valuable information
and travel tips. TikTok influencers have emerged as invaluable resources for travel enthusiasts
seeking information (Wengel, et, al. 2022) and tips to enhance their journeys. Through short,
engaging videos, these influencers provide a dynamic and accessible platform for sharing their
travel experiences. From destination recommendations to packing hacks and local insights,
TikTok influencers offer valuable advice that caters to diverse traveller interests. Their visual
storytelling inspires desire to travel and serves as practical guides (DeVito, 2022). In a world
where travel options abound, these influencers curate content that helps viewers plan
memorable trips, discover hidden gems, and navigate cultural nuances. In doing so, they
democratise travel knowledge, making it accessible to a global audience and fostering a sense
of adventure in the digital age.

Unfortunately, this study found that these influencers seem to place less emphasis on promoting
responsible tourism practices and advocating for sustainable travel behaviours. TikTok
influencers, while adept at entertaining and inspiring, often fall short when it comes to
championing responsible tourism and sustainable travel. Their content tends to prioritise
aesthetics and thrill-seeking over ethical considerations (Sng, & Pang, 2021). Encouragingly,
there's room for these influential voices to pivot towards a more responsible narrative, fostering
awareness about the importance of preserving destinations, respecting local cultures, and
minimising ecological footprints for a more sustainable travel industry.

Regarding the impact of TikTok influencers on destination choices, the findings reveal that
most respondents were introduced to previously unfamiliar Malaysian destinations through
these influencers. The survey findings show a significant trend wherein the majority of
respondents were introduced to previously undiscovered destinations thanks to the influence
of these social media content creators (Tamang, & Maharjan, 2022). Through their captivating
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content, TikTok influencers effectively broaden travellers' horizons, shedding light on lesser-

known gems in Malaysia that might otherwise have remained hidden from their view. They

also confirm that they visited youth-oriented destinations in Malaysia after discovering them
on social media influencer profiles.

These outcomes indicate that the primary Motivation for respondents when selecting a
destination is the cost of travel, followed by a preference for less-travelled and less-crowded
locations. For the respondent, they were choosing a travel destination primarily affordable,
with cost being the decisive factor (Christoforou, et, al. 2021). Furthermore, respondents prefer
off-the-beaten-path and tranquil locations, steering clear of crowded tourist hotspots (Han,
2019). This reveals a desire for economical yet unique travel experiences, emphasising the
importance of budget-conscious exploration and a quest for peaceful, unspoiled destinations in
today's travel landscape.

Recommendation

Along with the desire to support the growth of tourism by providing insight to stakeholders to
improve marketing strategies and meet the needs of young tourists, this study can be used as a
guide that focuses more on the role of TikTok influencers. The cooperation of various parties
such as the government, especially involving tourism industry players such as tourism
companies and individuals, is also seen as important by giving more platforms to TikTok
influencer groups to also play a role in the tourism sector. Exploration of various other factors
that influence Motivation is also suggested for future studies to help improve the tourism
industry in Malaysia.

Conclusion

The impact of TikTok influencers on young people's travel motivation and destination
preferences was revealed using Pearson correlation analyses, namely content shared by TikTok
influencers and the impact of social media influencers. Local food and cuisine was identified
as the most content viewed. Furthermore, influencers in TikTok provide useful information
and tips for planning trips. However, promoting responsible tourism practices and encouraging
sustainable travel behaviours among influencers seem to be less seen among influencers in
TikTok.

The influencers also play a role in introducing new destinations in Malaysia that they were
unaware of before. Hence, influence others to visit a youth destination in Malaysia by social
media influencer's profile. The Motivation of youth has the highest mean score. The main
Motivation of respondents in choosing the destination is the cost of travelling followed by
surroundings that are off the beaten path and not crowded. Content shared by TikTok
Influencers has a strong positive relationship with youth motivation. Moreover, the impact of
TikTok Influencers shows a strongly positive relationship with youth's Motivation. Both values
indicate that when the independent variable's value rises, the dependent variable also rises.
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