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Abstract

Tourism is a crucial sector in Vietnam, benefiting significantly from the surge in short video content and
the rapid growth of TikTok, a popular new social media platform with a large daily user base. This study
explores how digital video marketing factors on TikTok, such as perceived enjoyment, credibility, interactivity,
and subtitling, affect users' awareness of destinations and their intention to visit. The findings indicate that
perceived enjoyment, interactivity, and subtitling positively influence destination awareness, which in turn
impacts the visit intention of TikTok users.
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1. Introduction

Thanks to advanced information systems, social media platforms have become vital channels for direct
interaction among users and between customers and brands [1]. TikTok, one of the most popular social media
networks, exemplifies this trend. By 2022, TikTok was one of the fastest-growing social media platforms in
Vietnam, with a substantial increase in the number of active users [2]. Despite the rapid increase in interest,
research on TikTok in Vietnam remains significantly lacking. Additionally, there is a notable deficiency in
studies investigating TikTok videos within the tourism industry.

TikTok's primary purpose of entertaining users with short videos has allowed it to rapidly attract a large
audience, making it a promising channel for digital marketing. Unlike competing applications, TikTok offers
distinct functionalities that promote user engagement. Users often passively watch content based on their
interests, allowing firms or organizations to convey messages to potential customers. Brands can utilize TikTok
as a virtual space to promote tourism by leveraging these tools.

The demand for using social media to find and promote tourism information related to prices, products, and
destinations is increasing [3]. Previous studies suggest several factors that can enhance customers' brand
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awareness through digital marketing, including reward activities, virtual interactivity, system quality,
information quality, content quality, and electronic word of mouth [4, 5]. Additionally, subtitles have been
shown to be effective in learning and increasing the comprehension of video content [6]. Therefore, subtitles
could be a useful tool in digital video marketing to improve TikTok users' experiences, especially in the context
of tourism in Vietnam.

Furthermore, despite the potential benefits of TikTok’s visual and engaging format for the tourism industry,
there is a notable lack of scholarly research on how TikTok videos impact tourist behavior and destination
marketing. According to a study by the Tourism Research Institute, while social media platforms are crucial
in modern tourism marketing strategies, TikTok is still under-explored in this area [7]. This highlights the
necessity for more focused research to understand how TikTok can be effectively utilized in the tourism sector.

This study aims to investigate the factors influencing destination awareness and visit intention in domestic
Vietnam tourism through online video marketing on TikTok. Specifically, it will explore how perceived
enjoyment, perceived credibility, interactivity, and subtitling affect destination awareness, consequently, visit
intention.

2. Literature Review and Hypotheses

2.1 Perceived enjoyment

Tourism is an industry motivated not only by the appeal of destinations but also by the experiences and
enjoyment they provide travelers. Perceived enjoyment, which stems from activities on social networking sites,
plays a crucial role in this context [8]. Perceived enjoyment is a key factor in user experience, especially in digital
environments like social media platforms. As social media becomes a dominant medium for information
dissemination and interaction, understanding how perceived enjoyment affects user behavior is crucial.
Previous research has shown that perceived enjoyment positively influences customers' perceptions [9]. When
user find something enjoyable, they are more likely to perceive it as beneficial. When users perceive this
content as enjoyable, it enhances their awareness of the destination. For example, other articles suggested that
engaging and enjoyable content on social media positively affected users' perceptions and awareness of tourist
destinations [10, 11].

H1. Perceived enjoyment has a positive influence on destination awareness.

2.2 Perceived credibility

Credibility can be defined as the receiver's attitude towards the source of communication, is a critical factor
in the efficacy of information exchange. Signaling theory posits that the credibility of signals determines how
effectively information is conveyed. This perspective highlights the importance of trustworthiness and
authenticity in communication, suggesting that the perceived credibility of the communicator significantly
influences the audience’s reception of the message [12]. Perceived credibility is the quality of eliciting belief
and is perceived rather than inherent. It serves as a crucial criterion for assessing information quality, as it is
based on the audience's perception of the communicator's expertise, honesty, and intentions [13].

Perceived credibility has been shown to have a substantial positive influence on destination awareness. In
the context of destination marketing, the credibility of promotional messages can significantly impact potential
travelers' attitudes and intentions [14]. Studies indicate that when promotional content is perceived as credible,
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it enhances the audience's trust in the information, thereby positively influencing their decision-making
processes regarding travel destinations [15, 16, 17]. This relationship underscores the importance of
maintaining high credibility in marketing communications. Effective destination marketing relies on credible
messages to foster a positive image of the destination and increase awareness. The integral role of perceived
credibility in shaping consumer perceptions and behaviors across various contexts is evident, making it a key
factor in successful marketing strategies.

H2. Perceived credibility has a positive influence on destination awareness.

2.3 Interactivity

Interactivity involves activities that provide information, express opinions, or express feelings [18].
Interactivity theory suggests that the web's interactivity and multimedia features can significantly improve
relationship-building with customers in the virtual environment. Studies have supported the positive impact of
interactivity and multimedia characteristics on relationship building [19, 20]. Online interactivity strongly
affects destination awareness and offers opportunities to enhance tourism in digital marketing [4]. Some
research indicates that online interactivity can have both advantages and disadvantages regarding brand
awareness [21]. However, prior research generally suggests that travelers are more likely to remember and
recognize a brand or destination when interacting and engaging with it.

H3. Interactivity has a positive influence on destination awareness.

2.4 Subtitling

Subtitling involves displaying text at the bottom of a video that narrates or translates the language. It is a
novel factor in digital video marketing related to travel in many countries. Most previous studies have focused
on subtitling in educational contexts for video learning or entertainment for film [7, 22]. Researchers have
examined subtitling for foreign languages to reduce the language barrier and same-language subtitling in
advertising to boost effectiveness [23]. Advertising videos with same-language subtitles make it easier for
customers to remember brands and slogans. Subtitling enhances viewers' overall watching experience and
comprehension [24]. While there is limited research on subtitling and destination awareness, most studies
found that subtitles improve content understanding, brand recall, and listener’s memory.

H4. Subtitling has a positive influence on destination awareness.

2.5 Destination awareness

Brand awareness involves information and images of products that that help customers recall a brand. It
creates value for the brand and stimulate purchase intentions. For example, individuals considering visiting a
tourist destination may base their decision on their awareness of various destination brands. Similarly,
increasing destination awareness can attract individuals to a particular destination. Increasing destination
awareness can attract individuals to a particular destination. Previous research has shown that destination
awareness significantly affects visit intention through different marketing factors [25]. Engaging tourists on
social media networks can positively impact their perception of the destination and their intention to visit.

H5. Brand awareness has a positive influence on visit intention.
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3. Research Methodology

To test hypotheses, data were collected online using Google form survey. Out of 286 questionnaires
distributed to Vietnamese TikTok users, 252 valid responses were received. The sample was composed of
60.8% females and 39.2% males. Regarding age, individuals under 27 years old represented the majority at
72.22%, followed by those aged 27 to 42 at 19.84%. Participants aged 43 to 58 and 59 to 68 comprised 7.93%
in total. In terms of education, over half of the respondents held college degrees (54.8%), with the second
largest group having postgraduate education (15.5%). Occupation-wise, the respondents' profiles were diverse.
Students made up the largest group at 44.4%, followed by office workers at 31.3%. Self-employed individuals
constituted 13.7%, while others included factory workers, homemakers, farmers, and retirees. Household
income data revealed four groups: nearly half had a monthly household income under 20 million VND, 37.3%
had an income between 20 and 50 million VND, and 9.9% and 4% earned between 50-100 million VND and
over 100 million VND, respectively.

3.1 Measurement

All items were measured using five-point Likert scales, with responses ranging from 1 (strongly disagree)
to 5 (strongly agree). Most of these measurement items were adapted from existing sources and modified for
this study. Items related to perceived enjoyability were adapted from Dabbous & Barakat [5], such as "Videos
on TikTok about tourism in Vietnam are fun." Perceived credibility was measured using items developed by
Wang [17], including "Videos about tourism in Vietnam on TikTok are truthful." Interactivity was assessed
with items from Dabbous & Barakat [5], like "I can easily interact with videos on TikTok." Subtitling was
evaluated using items from Malakul & Park [7], with questions like "I feel comfortable watching videos about
tourism on TikTok with subtitles." Destination awareness was measured using items adapted from Dedeoglu
et al. [26]. such as "I can recognize a specific destination in Vietnam among other destinations after watching
it on TikTok." Finally, visit intention was determined using items from Dabbous & Barakat [5], including "I
intend to visit a suggested destination on TikTok."

3.2 Reliability and validity of measurement items

Following the two-stage model validation approach proposed by Anderson and Gerbing [27], we first
assessed the measurement validity of each construct before estimating and testing the proposed structural
model. Convergent validity was confirmed when the path coefficients from latent constructs to their respective
observable indicators were statistically significant (t > 2.0). A confirmatory factor analysis (CFA) using AMOS
26.0 was conducted to assess convergent validity. The results, shown in Table 1, indicated that all items had
significant loadings on their corresponding latent constructs. To demonstrate discriminant validity, we
followed Fornell and Larcker’s [28] guidelines, which state that the average variance extracted (AVE) should
exceed 0.50. The constructs in our study met this criterion, providing evidence of discriminant validity (see
Table 1). The comparative fit index (CFI) and Tucker-Lewis Index (TLI) values were 0.96 and 0.91,
respectively, both exceeding the recommended threshold of 0.90, indicating a good model fit.

Table 1. Results of the confirmatory factor analysis

Construct Estimate t-value CR AVE
Perceived enjoyability 1 0.87 - 0.92 0.75
Perceived enjoyability 2 0.88 18.51*
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Perceived enjoyability 3 0.85 17.28*

Perceived credibility 1 0.91 - 0.92 0.75
Perceived credibility 2 0.90 22.03*

Perceived credibility 3 0.84 18.85*

Perceived credibility 4 0.81 17.73*

Interactivity 1 0.77 - 0.87 0.70
Interactivity 2 0.88 14.85*

Interactivity 3 0.85 14.27*

Subtitling 1 0.92 -

Subtitling 2 0.89 21.95* 0.93 0.82
Subtitling 3 0.91 22.79*

Destination awareness 1 0.89 - 0.93 0.81
Destination awareness 2 0.92 22.39*

Destination awareness 3 0.89 20.82*

Visit intention 1 0.89 - 0.89 0.74
Visit intention 2 0.78 15.49*

Visit intention 3 0.90 19.57*

*p<0.001
4. Results

To analyze the structural relationships, this study estimated the hypothesized model, and the results shown
in Table 2. The structural model demonstrated an excellent overall fit, as indicated by the comparative fit index
(CFI) and Tucker—Lewis Index (TLI) values of .96 and .95, respectively, both surpassing the standard threshold
of .90. Hypotheses were tested using structural equation modeling estimation. All hypotheses except H2 with
perceived credibility were supported in Table 4. H1 proposed the effect of perceived enjoyability on destination
awareness, and it was found to be supported (p=.314, t=4.121). H2, which proposed the effect of perceived
credibility on destination awareness, was not supported (=.038, t=.570). H3, which was significant for the
effect of interactivity on destination awareness (f=.415, t=4.983). Then, H4 was proved that it was also an
impact of subtitling on destination awareness (f=.216, t=3.316). Finally, H5 exactly described an examined
hypothesis which is the impact of destination awareness on visit intention (f=.809, t=14.286).

Table 2. Results of model

Path Estimate t-value
H1: Perceived enjoyment => Destination awareness 314 4,121 %**
H2: Perceived credibility => Destination awareness .038 .569
H3: Interactivity => Destination awareness 415 4.,983***
H4: Subtitling => Destination awareness 216 3.316***
H5: Destination awareness => Visit intention .809 14.286***

Note: X?(df)=328.14 (df=141, p=.000), CFI=.96, IFI=.96, TLI=.95, RMSEA=.07 ***p<0.001

5. Discussions

This study examines how digital video marketing on TikTok influences audiences' destination awareness
and visit intention, focusing on perceived credibility, perceived enjoyment, interactivity, and subtitling.
Research on TikTok's role in tourism development in Vietnam is still emerging. While this framework focuses
on only four variables, it underscores a novel dimension within tourism research. Positive outcomes indicate
potential for expansion and competitive advancement in Vietnamese tourism.
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The study found that perceived credibility does not significantly impact destination awareness on TikTok.
The casual and imaginative nature of TikTok's content may prompt users to question the reliability of
information presented, thereby reducing the impact of perceived credibility on destination awareness. Unlike
conventional sources of information, user-generated content on TikTok may not always be regarded as
trustworthy. Additionally, the study demonstrates that perceived enjoyment and interactivity significant
influence on destination awareness. This suggests that users prioritize the entertainment value and interactive
features of content over its perceived credibility. Therefore, engaging content that captivates and involves users
may be more effective in enhancing awareness than content perceived as credible.

Building on Dabbous and Barakat [5], this study confirms that perceived enjoyment positively influences
visit intention. Users interested in content are more likely to engage and increase their awareness. The study
also found a positive relationship between interactivity and destination awareness, supporting previous
findings that interactive elements add value to the tourism industry. Subtitling was identified as a crucial factor
affecting destination awareness, especially when users engage with travel-related videos on TikTok. This study
is the first to include subtitling in tourism research, highlighting its substantial influence.

The research results can inform tourism strategies for both government to local companies. Marketers
should focus on creating engaging, enjoyable, and interactive TikTok content. Tourism companies can
incorporate TikTok into their broader promotion strategies with official accounts showecasing attractions,
culture, and events, which is cost-effective compared to traditional advertising. Content creators should focus
on storytelling, using visually appealing elements, and interactive features like challengers and Q&A sessions
to engage viewers. To enhance credibility, they should provide reliable information and transparent
communication, with collaborations with local influencers adding authenticity.

Active engagement through comments, responding to requests, and participating in trends maintains high
interaction levels. Hosting live sessions and featuring user-generated content fosters a community feel. These
activities are low-cost and can boost organic reach significantly. Subtitling videos can improve accessibility
and comprehension, especially for international audiences and those with hearing impairments. The low cost
of adding subtitles is outweighed by the benefits of increased accessibility and viewer retention. Implementing
these recommendations on TikTok is feasible and cost-effective, helping shape effective digital marketing
strategies and boosting tourism in Vietnam.

Since the research was carried out individually and within a limited timeframe, the number of participants
in the survey needed to be sufficiently large. Therefore, to obtain more accurate and representative results,
expanding the participant pool and making it more diverse by including individuals from different regions
across the nation is necessary. In addition, it is important to note that the study only considered four
independent variables related to digital video marketing on TikTok. However, it is imperative to acknowledge
that these variables may not encompass all the factors that contribute to successful marketing on this platform.
Future researchers are encouraged to explore other aspects of digital video marketing besides destination
awareness and visit intention to understand this phenomenon comprehensively.

6. Acknowledgement
“This work was supported by Dongseo University, "Dongseo Frontier Project” Research Fund of 2023.’



62

The Impact of Digital Video Marketing within the Context of TikTok in the Tourist Industry in Vietnam

7. Reference

[1]
[2]
[3]
[4]
[5]

[6]

[7]

g

[10]
[11]
[12]
[13]
[14]
[15]
[16]

[17]

[18]

[19]

[20]

[21]
[22]
[23]

[24]

A. Wibowo, S. C. Chen, U. Wiangin, Y. Ma, and A. Ruangkanjanases, “Customer behavior as an outcome of
social media marketing: The role of social media marketing activity and customer experience,” Sustainability,
Vol. 13, No. 1, pp. 189, 2020. DOI: 10.3390/su13010189

Hootsuite, & We Are Social, “Digital 2023: Vietnam. Retrieved from Hootsuite & We Are Social,” 2023.

D. M. Piic and . P. Quyén, “XU HUONG UNG DUNG CO NG NGHE SO TRONG QUANG BA, XU C TIEN
SAN PHAM DU LICH,” LOI GIOI THIEU, pp. 88, 2021.

A. A. Barreda, A. Bilgihan, K. Nusair, and F. Okumus, “Generating brand awareness in online social networks,”
Computers in Human Behavior, Vol. 50, pp. 600-609, 2015. DOI: 10.1016/j.chb.2015.03.023

A. Dabbous and K. A. Barakat, “Bridging the online offline gap: Assessing the impact of brands’ social network
content quality on brand awareness and purchase intention,” Journal of Retailing and Consumer Services, Vol. 53,
pp. 101966, 2020. DOI: 10.1016/j.jretconser.2019.101966

C. Tarchi, S. Zaccoletti, and L. Mason, “Learning from text, video, or subtitles: A comparative analysis,”
Computers & Education, Vol. 160, pp. 104034, 2021. DOI: 10.1016/j.compedu.2020.104034

Tourism Research Institute, “The role of social media in tourism marketing: an analysis of emerging trends,”
Tourism Research Journal, Vol. 29, No. 3, pp. 87-102, 2022.

P. Rosen and P. Sherman, “Hedonic information systems: acceptance of social networking websites,” 2006.

A. A. Alalwan, A. M. Baabdullah, N. P. Rana, K. Tamilmani, and Y. K. Dwivedi, “Examining adoption of mobile
internet in Saudi Arabia: Extending TAM with perceived enjoyment, innovativeness and trust,” Technology in
Society, Vol. 55, pp. 100-110, 2018. DOI: 10.1016/j.techsoc.2018.06.007

J. W. Moon and Y. G. Kim, “Extending the TAM for a World-Wide-Web context,” Information & Management,
Vol. 38, No. 4, pp. 217-230, 2001. DOI: 10.1016/S0378-7206(00)00061-6

T. Ahn, S. Ryu, and 1. Han, “The impact of Web quality and playfulness on user acceptance of online retailing,”
Information & Management, Vol. 44, No. 3, pp. 263-275, 2007. DOI: 10.1016/j.im.2006.12.008

M. Spence, “Job market signaling,” Quarterly Journal of Economics, Vol. 87, No. 3, pp. 355-374, 1973. DOI:
10.2307/1882010

Fogg, B. J., & Tseng, H. (1999). The elements of computer credibility. Proceedings of the SIGCHI Conference on
Human Factors in Computing Systems, pp. 80-87. 1999.

Y. Ekinci, Y. and S. Hosany, Destination personality: An application of brand personality to tourism destinations.
Journal of Travel Research, Vol. 45, No. 2, pp. 127-139, 2006. DOI: 10.1177/0047287506291603

J. C. Sweeney, and J. Swait, “The effects of brand credibility on customer loyalty,” Journal of Retailing and
Consumer Services, Vol. 15, No. 3, pp. 179-193, 2008. DOI: 10.1016/j.jretconser.2007.04.001

Cheung, C. M. K., & Thadani, D. R. (2012). The Impact of Electronic Word-of-Mouth Communication: A
Literature Analysis and Integrative Model. Decision Support Systems, 54(1), 461-470.

G. V.G, E. Park, and C. K. Lee, “Testing the influence of destination source credibility, destination image, and
destination fascination on the decision-making process: Case of the Cayman Islands,” International Journal of
Tourism Research, Vol. 23, No. 4, pp. 569-580, 2021. DOI: 10.1002/jtr.2438

C. Wang, Do people purchase what they viewed from YouTube? The influence of attitude and perceived
credibility of user-generated content on purchase intention, Ph.D. Thesis. The Florida State University, FL, USA,
2015.

R. Gu, L. B. Oh, and K. Wang, “Differential impact of web and mobile interactivity on e-retailers' performance,”
Journal of Organizational Computing and Electronic Commerce, Vol. 23, No. 4, pp. 325-349, 2013. DOI:
10.1080/10919392.2013.837793

L. Di Pietro, F. Di Virgilio, and E. Pantano, “Social network for the choice of tourist destination: attitude and
behavioural intention,” Journal of Hospitality and Tourism Technology, Vol. 3, No. 1, pp. 60-76, 2012. DOI:
10.1108/17579881211206543

A. M. Fiore, H. J. Jin, and J. Kim, “For fun and profit: Hedonic value from image interactivity and responses
toward an online store,” Psychology & Marketing, Vol. 22, No. 8, pp. 669-694, 2005. DOI: 10.1002/mar.20079
E. Macdonald and B. Sharp, Management perceptions of the importance of brand awareness as an indication of
advertising effectiveness, Ph.D. Thesis. Massey University, Department of Marketing, NZ, 2003.

W. Fox, Integrated titles: An improved viewing experience. Eye tracking and applied linguistics, VVol. 2, No. 5,
2016.

S. A. Brasel and J. Gips, “Enhancing television advertising: same-language subtitles can improve brand recall,
verbal memory, and behavioral intent,” Journal of the Academy of Marketing Science, Vol. 42, pp. 322-336, 2014.



International Journal of Internet, Broadcasting and Communication Vol.16 No.3 56-63 (2024) 63

[29]

[26]

[27]

[28]

[29]

>

S. Liao, L. Yu, E. D. Reichle, and J. L. Kruger, “Using eye movements to study the reading of subtitles in video,’
Scientific Studies of Reading, Vol. 25, No. 5, pp. 417-435, 2021. DOI: 10.1080/10888438.2021.1900614

S. Junaedi and J. Harjanto, “Examining the effect of destination awareness, destination image, tourist motivation,
and word of mouth on tourists’ intention to revisit,” in Advanced Issues in the Economics of Emerging Markets,
Emerald Publishing Limited, pp. 27-28, 2020. DOI: 10.1007/s11747-013-0353-8

B. B. Dedeoglu, M. Van Niekerk, K. G. Kiigiikergin, M. De Martino, and F. Okumus, “Effect of social media
sharing on destination brand awareness and destination quality,” Journal of Vacation Marketing, Vol. 26, No. 1,
pp. 33-56, 2020.

J. C. Anderson and D. W. Gerbing, “Structural equation modeling in practice: A review and recommended two-
step approach,” Psychological Bulletin, Vol. 103, No. 3, pp. 411-423, 1998, Doi: 10.1037/0033-2909.103.3.411.
C. Fornell and D. F. Larcker, “Evaluating structural equation models with unobservable variables and
measurement error,” Journal of Marketing Research, Vol. 18, No. 1, pp. 39-50, 1981, Doi:
10.1177/002224378101800104.



