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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in fulfilment of
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SOCIAL MEDIA PLATFORMS IN HOSPITALS IN MALAYSIA

By

MINA BALOUCHI

December 2021

Chair : Professor Yuhanis Abdul Aziz, PhD
School : Business and Economics

Over the years, medical tourism has gained popularity in Malaysia, and it is now a well-
recognized industry. Nonetheless, Malaysian medical tourism hospitals’ performance in
terms of patient numbers and market value has been marginal when compared to its main
competitors in the industry. To gain a better understanding of medical tourists’ behaviour
and shed light on the practical side of the medical tourism industry, this study aimed to
investigate medical tourists’ behavioural intention and satisfaction with social media
platforms in Malaysian hospitals by extending the technology acceptance model with
context-specific variables. The current study empirically tested the relationship between
medical tourists’ perceived usefulness, perceived ease of use, system quality, information
quality, perceived risk, self-efficacy, behavioural intention, and satisfaction. To fill the
existing gap on the importance of firm-hosted social media platforms online marketing
in the decision-making process of medical tourists, and the most significant factors in
predicting social media adoption, a model was developed to understand and explain
medical tourists’ perception on social media platforms in Malaysian hospitals. Eighteen
hypotheses were developed based on prior literature. This study collected and analysed
data using a quantitative approach. This study’s data was gathered from 324 medical
tourists who visited Malaysia. This study used SmartPLS to examine variable
relationships. The findings of structural equation modelling statistically supported fifteen
of the study’s eighteen hypotheses. The empirical findings also revealed that all
measurement items are critical attributes and valid indicators of the underlying
constructs. The current study’s fundamental theoretical contributions include conceptual
development by combining and advancing certain aspects of the Technology Acceptance
Model (TAM), Social Cognitive Theory (SCT), and Information System Success Model
(IS success model), as well as empirical validation of each factor in the proposed model.
On the other hand, practitioners in the tourism industries, policymakers, and destination
marketers should consider the components of the conceptual framework to fully utilise
the social media platform to gain and establish a competitive advantage over industry
rivals by providing a better understanding of patients’ demands and barriers to using
web-based health information. A low response rate, a limited number of investigated



factors, and the risk of positively skewed results could limit the study’s findings.
Additional research is necessary to validate the study’s findings and expand its scope.
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PERUBATAN TERHADAP PLATFORM MEDIA SOSIAL DI HOSPITAL DI
MALAYSIA
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Selama bertahun-tahun, pelancongan perubatan telah mendapat populariti di Malaysia,
dan kini merupakan industri yang diiktiraf dengan baik. Walau bagaimanapun, prestasi
Hospital Pelancongan Perubatan Malaysia dari segi bilangan pesakit dan nilai pasaran
telah menjadi kecil berbanding dengan pesaing utama dalam industri. Untuk
mendapatkan pemahaman yang lebih baik tentang tingkah laku pelancong perubatan dan
memberi penerangan tentang sisi praktikal industri pelancongan perubatan, kajian ini
bertujuan untuk menyiasat niat tingkah laku pelancong perubatan dan kepuasan dengan
platform media sosial di hospital Malaysia dengan memperluaskan model penerimaan
teknologi dengan konteks -Pembolehubah khusus. Kajian semasa secara empirikal
menguji hubungan antara kegunaan yang dirasakan oleh pelancong perubatan,
kemudahan penggunaan, kualiti sistem, kualiti maklumat, risiko yang dirasakan,
keberkesanan diri, niat tingkah laku, dan kepuasan. Untuk mengisi jurang yang sedia ada
mengenai kepentingan platform media sosial yang dihoskan dalam pemasaran dalam
talian dalam proses membuat keputusan pelancong perubatan, dan faktor-faktor yang
paling penting dalam meramalkan penggunaan media sosial, model telah dibangunkan
untuk memahami dan menjelaskan persepsi pelancong perubatan di platform media
sosial di hospital Malaysia. Lapan belas hipotesis telah dibangunkan berdasarkan
kesusasteraan terdahulu. Kajian ini mengumpul dan menganalisis data menggunakan
pendekatan kuantitatif. Data kajian ini dikumpulkan dari 324 pelancong perubatan yang
melawat Malaysia. Kajian ini menggunakan SmartPls untuk mengkaji hubungan berubah
-ubah. Penemuan pemodelan persamaan struktur secara statistic disokong lima belas
hipotesis lapan belas kajian. Penemuan empirikal juga mendedahkan bahawa semua item
pengukuran adalah atribut kritikal dan petunjuk yang sah bagi pembinaan asas.
Sumbangan teoretikal asas kajian semasa termasuk pembangunan konseptual dengan
menggabungkan dan memajukan aspek tertentu dari model penerimaan teknologi
(TAM), teori kognitif sosial (SCT), dan model kejayaan sistem maklumat (adalah model
kejayaan), serta pengesahan empirikal setiap faktor dalam model yang dicadangkan.
Sebaliknya, pengamal dalam industri pelancongan, pembuat dasar, dan pemasar destinasi
harus mempertimbangkan komponen rangka kerja konseptual untuk menggunakan
sepenuhnya platform media sosial untuk mendapatkan dan mewujudkan kelebihan daya



saing ke atas saingan industri dengan memberikan pemahaman yang lebih baik tentang
tuntutan pesakit dan halangan menggunakan maklumat kesihatan berasaskan web. Kadar
tindak balas yang rendah, jumlah faktor yang disiasat, dan risiko keputusan yang positif
dapat mengehadkan penemuan kajian. Penyelidikan tambahan diperlukan untuk
mengesahkan penemuan kajian dan mengembangkan skopnya.
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CHAPTER 1

INTRODUCTION

1.1 Chapter Overview

The current study aims to explore the technological and psychological aspects that impact
medical tourists’ technology acceptance behaviour and degree of satisfaction.
Understanding what drives medical tourists to use the Internet, particularly social media,
for medical travel is essential, given that social media is one of the most popular modes
of communication among travellers and has been proven to improve tourism marketing
strategies (Cham et al., 2020). To achieve this, this study combined three dominant
theories, namely Technology Acceptance Model (TAM), Social Cognitive Theory
(SCT), and Information System Success Model (IS success model), to propose an
empirical model to predict and explain medical tourists’ behavioural intention and
satisfaction with social media adoption for medical tourism purposes.

By investigating the relationship between perceived usefulness and perceived ease of use
with behavioural intention (TAM’s constructs), this study indicated a link between the
choice of a medical tourism destination and the usage of social media as an information
gathering tool. Furthermore, in order to develop a more robust model by combining key
theories in information system and human behaviour, as well as to identify the
determinants of medical tourists’ behavioural intention in the online environment and
explain medical tourists’ adoption behaviour and satisfaction, this study proposed self-
efficacy (SCT’s construct) and perceived risk as psychological factors, and information
quality and system quality (IS success model’s construct) as technological ones, as
antecedents of perceived usefulness and perceived ease of use. Combining theories
allows for a more holistic description and explanation of phenomena from multiple
perspectives (Horvath, 2019).

This chapter starts with a background on the study’s key concepts, followed by the
problem statement, research objectives, research questions, and theoretical and practical
significance of the study. The scope of the study is discussed later in this chapter,
followed by a definition of the keywords used in the study. The thesis structure is the
focus of the final section of this chapter. The chapter concludes with a chapter summary.

1.2 Background of the Study

Tourism industry is widely regarded as one of the most important contributors to a
country’s economic development (Fry-McKibbin et al., 2017). According to UNWTO,
the tourism industry witnessed its tenth consecutive year of sustainable growth in 2019,
reaching USD 1,481 billion in tourism receipts and 1,460 million in tourist arrivals,
despite intermittent shocks, indicating the sector’s strength and resilience (UNWTO,



2021). Tourism also generates $5 billion in exports every day, making it the “world’s
third largest export category after fuels and chemicals, and ahead of automotive products
and food” in 2019 (UNWTO, 2021, p. 4). Tourism, as a part of service industry, has a
number of distinguishing attributes, including intangibility, inseparability in terms of
production and consumption, perishability and inflexibility (Chang & Chang, 2017). The
tourism industry encompasses a wide range of products and services. Natural, man-made,
symbiotic and event-based are some of these tourism products. In the following, these
tourism products are illustrated (Figure 1.1).
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Figure 1.1: Forms of tourism products (Vinayek et al., 2013)

Medical tourism, as a segment of health tourism (Andujar et al., 2021) is a growing sector
of global tourism that offers hospitals the ability to expand by capturing the international
market (Thayarnsin & Douglas, 2016; Beladi et al, 2019). This sector of the tourism
industry has been viewed as a viable option for those who cannot access medical care in
their home country or neighbouring countries. Medical tourism refers to “the act of
travelling nationally and internationally for the purpose of taking medical treatment as
well as visiting tourist attractions” (Subbaraman et al., 2021, p. 2). According to Chhabra
et al. (2021), people who choose to cut health-care costs fly to other nations to undergo
more specialized but less costly services. By crossing foreign borders, medical tourists
also benefit from visiting a destination. This sector of the tourism industry has been
considered an alternative for those who cannot afford medical treatments in their home
country. Medical tourism, like all other tourism products, is intangible and experiential
in nature (Cham, Lim, & Sigala, 2022; Fan, Isa, & Yang, 2022). As a result, each medical
tourist views medical tourism subjectively.

Medical tourism accounts for a significant portion of the global tourist industry. In 2019,
the global medical tourism market size is estimated between $74 and $92 billion while
the average spending per visit is $3550 (Patients Beyond Borders, 2021). In a recent



study, according to Allied Research Market (2020b), the global medical tourism market
was worth $104.68 billion in 2019 and is expected to grow to $273.72 billion by 2027.
The global medical tourism market had 23,042.90 thousand patients in 2019 and is
expected to grow to 70,358.61 thousand patients by 2027. From the academic standpoint,
the importance of medical tourism is widely acknowledged. While there is a developing
body of literature on medical tourism that provides conceptual and theoretical
understanding, the number of empirical investigations is fairly limited (Isikli et al., 2019).
As a result, more research and investigation in the medical tourism sector are required.

The great majority of the world’s medical tourism market is controlled by Asia. Asia’s
most popular medical tourism destinations include Singapore, India, Thailand, and
Malaysia (Sarker et al., 2021; Firman et al., 2021). Malaysia’s performance in the
medical tourism industry has been marginal in comparison to other countries; however,
evidence suggests that it is catching up quickly. Malaysia has allocated US$7 million to
this purpose in order to boost Malaysia as a health tourism hub (MHTC, 2018). One of
the reasons why governments are paying such close attention to medical tourism is
because this niche market attracts high-end tourists from both developing and developed
countries, boosting local businesses (Softinn, 2017). Malaysia has positioned itself as
one of Asia’s and the world’s top medical tourism destinations (Stolley & Watson, 2012;
The Star, 2020). To promote Malaysia as a medical tourism hub, the Malaysian
government has implemented a number of incentive programs, such as investing in health
and wellness services, supporting hospitals, targeted tax allowances, and subsides for
private healthcare, which has resulted in a positive influx of patients from other countries
(Sopha et al., 2019; Tatum, 2020). An overview of the benefits and achievements of
medical tourism in Malaysia, as well as the advantages that Malaysia has over other
destinations, are shown in the Figure 1.2.
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Figure 1.2: Medical tourism in Malaysia (MHTC, 2017)

Choosing an appropriate marketing and information distribution medium is critical for
product and service providers. Social media marketing is a great way to engage
customers and distribute information about your products and services (Ebrahim, 2020).
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For product and service suppliers, social media marketing assist them in promoting a
brand, targeting consumers, educating customers, maintaining a less expensive
marketing channel, obtaining new customers, and reinforcing existing customer
relationships, distributing their message, and creating, sustaining, and monitoring their
brands (Business Queensland, 2020; Kumar, 2021).

According to DataReportal (2021), the number of the world digital population at the
beginning of 2021 was equal to 7.83 billion users, among which around 4.20 billion
(53.6%) users were social media active users. The number of internet users around the
world, with an almost constant growth, from 3.77 billion users in 2017 reached to 4.66
billion in 2021. In the following, the number of the internet users in each regain as a
percentage of the total number of global internet users in 2021 is illustrated in Figure 1.3.
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Figure 1.3: Share of global internet users by region (DataReportal, 2021)

The number of internet and social network users, as well as the percentage of internet
and social network penetration in the world and Malaysia, are shown in Table 1.1.

Table 1.1: Internet and social media usage in 2020

World Malaysia
Internet Users 4.54 billion 26.69 million
Internet Penetration 59% 83%
Social Media Users 3.80 billion 26 million
Social Network Penetration 49% 81%

(Source: DataReportal, 2021)



The data show that Malaysia has a higher internet and social media penetration rate than
the rest of the world. Malaysian Communications and Multimedia Commission (MCMC)
in a report indicated that 88.7% of the population are Internet user. While 28.6% of them
are spending 5 to 8 hours online (MCMC, 2020). Whereas 92.2% of the Internet users
aged between 16 to 64 are actively engaged with social media, 53.2% of them used social
media for work purposes (DataReportal, 2021). It indicates that Malaysians are well
aware of the internets and social media’s rising significance. What is important here,
however, is how marketing departments of Malaysian medical tourism organisations can
direct their online activities in a way that allows them to fully benefit from the potential
offered by social media.

According to research by Statista, in 2021, 49 percent of Generation Z, 49 percent of
Millennials, 27 percent of Generation X, and 7 percent of Baby Boomers believe social
media are a better way to learn about new products. This revealed that customers of all
ages accept and prefer to search for products and services through social media (Statista,
20214a). Patients of all ages and genders utilise the internet as a frequent source of health
information (Bao et al., 2017). It indicates that people of all ages consider the internet to
be a valuable source of health information. It’s also worth noting that, in comparison to
pre-COVID-19, more customers are purchasing online. Due to COVID-19, more seniors
are shopping online (Allied Research Market, 2020a).

In another study conducted by Statista (2017), 5700 marketers were asked to describe the
benefits of utilising social media for marketing purposes. Using social media, according
to 88 percent of marketers, boosts brand visibility while 69% feel it is helping to build
more devoted followers. The following are some of the additional advantages highlighted
by marketers: Increased traffic (78%), generated leads (66%), provided market insight
(66%), increased thought leadership (57%), grew business relationships (53%) and
improved sales (52%).

Deloitte (2018) found that social media marketing boosts brand success. Two out of five
marketing executives say social media is the most important tool for customer
interaction. Social media marketing encourages consumers to engage directly with
companies and brands, resulting in a conversation (Deloitte, 2018). Pre-prepared video,
livestream, influencer marketing, interactive content, and user-generated content (UGC)
are the top five digital consumer engagement tactics, according to a 2021 survey (Figure
1.4).

As illustrated in Figure 1.4, nearly 93 percent of marketers polled believed that UGC is
one of the most effective marketing tactics. It is expected that revenue from social media
advertising will grow at an annual rate of 11.8 percent, reaching USD 76.56 billion in
2022 (Statista, 2021b).
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Furthermore, Statista (2021d) conducted a survey between 2014 and 2018 to investigate
“trust in online customer reviews”. This statistic compares online reviews with in-person
advice. According to the findings, in 2018, 25% of respondents believe that if there are
multiple online reviews, they will trust the reviews. The next most significant factor is
the reviews’ credibility. The percentage of people who do not trust reviews at all has
decreased from 20 percent in 2015 to only 6 percent in 2018, demonstrating how online
reviews have gained acceptance among users in such a short period of time (Figure 1.5).
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Figure 1.5: Percentage of trust in online customer reviews (Statista, 2021d)



Over the last decade, the tourism sector, like other industries, has been impacted by the
development of social media and has attempted to adapt to evolving internet technologies
and trends. The social media has revolutionized the way people plan vacations, make
choices, and share their experiences, and purchase tourism products (Katsikari et al.,
2020). Social media serves as a data mining and information extraction platform (Xu et
al., 2016). According to O’Keefe (2013), social media is the ideal means to deliver
messages to customers across an infinite number of channels. However, gathering
information and making purchases on websites other than official channels, where there
is no control over media content, has always been accompanied with concerns about
receiving incorrect information and deceit (Viviani & Pasi, 2017).

Medical tourism, a rapidly developing segment of the tourism sector, also benefits from
the opportunities presented by social media (John et al., 2018). Potential medical tourists
nowadays use the internet not only to read information, but also to communicate with
medical tourism providers and potential or experienced medical service users (Cham et
al., 2020). For this purpose, medical tourism service providers must establish themselves
as a dependable and trustworthy source of information. To accomplish this, they must
maintain and constantly update their social media pages, which must include patient
reviews, hospital contact details, and medical treatment information (Cham et al., 2020).

Given what has been said about the importance of social media in the healthcare industry,
it is imperative that social media be used for medical tourism purposes (Medhekar, 2018).
According to Schone et al (2020), online environments enable and provide components
for the interactive exchange of information, ideas, and experiences between providers
and users, as well as between users. Social media provides a platform for patients and
health professionals to communicate about a variety of health issues in order to improve
health outcomes (Charalambous, 2019). Thus, a medical tourism provider’s official
social media platform can be regarded as a business front line, and it can be of primary
importance. However, the question here is how to persuade medical tourists to utilize
these official websites. To address this issue, the factors that impact medical tourists’
behavioural intention and degree of satisfaction in an online context should be identified.

1.3 Problem Statement

Medical tourism has become one of the most rapidly growing sections of the tourism
industry (Ghasemi et al., 2021). According to Capar and Aslan (2020) Medical tourism
is regarded “as a strategic alternative tourism resource with many benefits, particularly
economic ones, and has gained importance in recent years” (p.80). This presents an
opportunity for developing countries to tap into this lucrative sector, particularly in Asia
Pacific, where healthcare travel potential is expected to reach USD19.87 billion by 2025
(MHTC, 2021b). Medical tourism has grown in popularity and revenue in recent years
and Malaysian medical tourism has become a recognised industry (Cham et al., 2020).
Malaysia’s medical tourism revenue has grown in recent years. The number of medical
tourists was 882000 in 2014 and 122000 in 2019. This industry doubled its revenue from
2014 to 2019 (Table 1.2).



Table 1.2: Number of healthcare travellers and revenue between 2011-2019

Year No. healthcare travellers Generated revenue
2014 882000 RM777,000,000
2015 859000 RM914,000,000
2016 921000 RM1,123,000,000
2017 1050000 RM1,300,000,000
2018 1200000 RM1,500,000,000
2019 1220000 RM1,700,000,000

(Source: MHTC, 2021c)

In a report by Allied Market Research (2019), the market value and number of patients
in a few selected Asian countries were reported. According to the data shown in Table
1.3, Malaysia’s market value and patient numbers are not significant when compared to
its primary competitors in the medical tourism industry, Thailand and Singapore (Allied
Market Research’s, 2019). When compared to Singapore and Thailand in terms of patient
population, Malaysia’s (12.97 percent) is less than half of Singapore’s (29.86 percent)
and considerably behind Thailand’s (57.17 percent). Market value, on the other hand,
which, unlike statistics such as visitor arrival numbers, is a forward-looking indicator
that denotes the current value of future cash flows (Raad, Sharma, & Nicolau, 2021),
indicates that Thailand’s expected market value for medical tourism is six times
($6,654.27) and Singapore’s expected market value for medical tourism is three times
($3,460.10) that of Malaysia ($1,461.66) (Table 1.3).

Table 1.3: Estimated medical tourism market value and patients in selected Asian
countries in 2017

Country Market value Percentage (%0) Number of foreign patients Percentage
(Million) (Thousands) (%)
Thailand $6,654.27 57.483 1,931.69 57.172
Singapore $3,460.10 29.89 1,008.77 29.86
Malaysia $1,461.66 12.63 438.23 12.97

(Source: Allied Market Research, 2019)

In his study, Lai (2017) Malaysia is on track to become one of the region's top medical
tourism destinations. He predicted lower costs would lure medical tourists from
Singapore to Malaysia. Malaysia loses medical tourists to more costly (Singapore, South
Korea, Taiwan, and Thailand) and less developed countries. It can be concluded that,
despite the fact that Malaysia has cutting-edge facilities (Saragih & Jonathan, 2019) and
that medical tourism in Malaysia is very inexpensive (Woodman, 2020), the number of
medical tourists in Malaysia is quite low in comparison to other top medical tourism
destinations (Table 1.4). The following table (Table 1.4) shows the number of patients in
top medical tourism destinations around the world from 2017 to 2019. According to
statistics, Malaysia has fewer medical tourists than Mexico, Thailand, Singapore, India,
Brazil, South Africa, and the United Arab Emirates, but slightly more than France, South
Korea, and Costa Rica (Allied Market Research, 2019).



Table 1.4: Number of patients in top medical tourism destinations around the world

Country 2017 2018 2019
Mexico 2,767.92 3,086.39 3,429.62
Thailand 1,931.69 2,193.80 2,482.63
Singapore 1,008.77 1,143.12 1,290.73
India 690.31 805.51 936.23
Brazil 666.93 744.99 829.38
South Africa 606.39 683.73 768.37
UAE 593.85 674.31 763.08
Malaysia 438.23 505.14 580.18
France 386.37 429.79 476.45
South Korea 319.25 365.25 416.41
Costa Rica 310.91 351.92 397.02

(Source: Allied Market Research, 2019)

Therefore, marketers must re-evaluate their marketing strategy and seek out novel and
previously untapped marketing avenues in order to assist Malaysia outperforms its
competitors and attract more potentials medical tourists. Medical tourism companies
strive to attract patients by utilising new marketing channels such as social media
platforms (Rejeb, Keogh, & Treiblmaier, 2019).

In the present era, social media is one of the most efficient and effective means of
gathering and disseminating information (Ali et al., 2020). Social media is one of the
most important channels via which businesses of all sizes can engage with their
customers (Chae et al., 2020). Recognizing the social media’s importance as a source of
information for medical tourists and the medical tourism industry, hospitals are utilising
their websites as a significant marketing tool for displaying their medical facilities,
infrastructure, services, and patients’ success stories (Rai, 2019). However, there has
been little discussion in the academic community about the importance of online
marketing and the extent to which official social media platforms can influence medical
tourists’ online behaviour. In addition, the existing literature does not give much insight
into how social media involvement translates to improved experience quality in health-
care settings (Lee, In, & Lee, 2020). According to Richter and Kazley (2020), the use of
social media platforms by hospitals offers a strategy for developing connections in the
marketplace, and the patient-centred aspect of health care has pushed hospitals to
undertake these initiatives. Richter and Kazley (2020) discovered in their study that
hospitals with a Facebook page that had been active on Facebook in the previous 30 days
and had more “likes” had more patients willing to definitely suggest the hospital and a
better overall satisfaction level. These criteria were used to compare the Facebook pages
of two leading medical tourism hospitals in Malaysia and Thailand (Table 1.5).



Table 1.5: A comparison between Facebook pages’ performance of medical tourism
hospitals

Hospital No. of Facebook No. of Facebook People checked Number of posts in
page likes page followers in here the past 30 days
Prince Court 125,709 126,631 194,784 13
(Malaysia)
Bumrungrad 2,329,910 2,348,749 672,753 53
(Thailand)

Malaysian hospitals’ poor social media performance demonstrates that, while many
industries have expanded their social media marketing efforts, Malaysian hospitals have
taken a more traditional approach to marketing. According to Richter and Kazley (2020),
this can result in lower levels of patient satisfaction and fewer consumers recommending
Malaysian medical tourism hospitals, resulting in a smaller number of patients.

In the medical tourism sector, social media plays a critical marketing role. It has become
a primary source of information for medical tourists seeking to choose a medical
destination, and medical treatments (Cham, Lim, & Sigala, 2021). As Cham et al. (2021)
highlighted, despite the fact that social media has been identified as one of the primary
channels of communication among tourists, research on medical tourism in relation to
social media communication is still limited. The gaps mentioned above represent a
research gap that should be addressed, especially given the high-credence nature of the
medical tourism industry (Cham et al., 2021). The importance of this study is that it
investigates the role of social media in influencing customers’ perception of Malaysian
hospitals online presence.

Tourist behaviour has been extensively researched in the context of hospitality and
tourism (Garcia-Milon et al., 2021; Horner & Swarbrooke, 2020); however, studies on
medical tourism are still in the early stages of development. Some of these research
focused on the medical tourism pull and push factors (Fetscherin & Stephano, 2016; Ha
et al., 2021; Zarei & Maleki, 2019), while others investigated the barriers that may
impede the growth of medical tourism (Momeni et al., 2018; Raoofi et al., 2021; Tiren-
Verbeet et al., 2018). Since medical tourism has yet to fully realise social media’s
potential, the question is how it can learn from the travel industry to apply social media
tactics and strategies.

Several studies explain medical tourists’ use of social media. Among these efforts are
studies by Cham et al. (2021), and Claster et al. (2015). While these studies focused on
the use of the internet for medical tourism purposes, the variables that facilitate social
media use for medical travel remain unknown. In addition, prior research on social
media's role in medical tourism destination selection focused on third-party websites
(Abd Mutalib et al., 2017; Medhekar, 2018). Medical tourism literature has overlooked
the role of firm-hosted social media websites as a marketing tool and information
channel.
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Several studies have been carried out to investigate the importance of information
systems in the field of medical tourism (Chang et al., 2016). Theory of Planned
Behaviour (Seow et al., 2017), Grounded Theory (Momeni et al., 2018), and Technology
Acceptance Model (TAM) (Alghizzawi et al., 2019) are among the theories and models
developed and tested in the field of medical tourism. TAM is one of the most beneficial
models in IS research (Lin et al., 2007). TAM has been used to explain online shopping
(Vahdat et al., 2021), teachers’ technology adoption (Ranellucci et al., 2020), and
employee green behaviour (Zhang et al., 2019), but there is no extension of TAM or other
related theories that addresses medical tourism tourists” use of firm-hosted social media
platforms. To confirm prior research findings and expand TAM's applicability to
different users and study settings, more research is needed.

For this purpose, this study uses TAM, Social Cognitive Theory (SCT), and the
Information system success model (IS success model) to investigate psychological and
technological constructs effective in using firm-hosted social media platforms. TAM and
the IS success model can be used to study technology adoption and use. TAM was
designed to explain how people adopt new technologies based on their perceived
usefulness and ease of use (Davis, 1989). Similarly, The IS success model explains
information system implementation. SCT, on the other hand, explains the factors that
influence people’s behaviour. In light of the foregoing, a conceptual model with factors
drawn from the above theories should be developed to predict and explain medical
tourists’ online behaviour and satisfaction.

It is important to consider the impact of perceived ease of use (PEOU) and perceived
usefulness (PU) on medical tourists’ intentions. Despite being the most important drivers
of technology adoption (Kazaure et al., 2020) Few studies have examined their role in
predicting health behaviour (Pu et al., 2021). It is also crucial to look at the factors that
impact perceived ease of use and usefulness. According to Stevens and Jouny-Rivier
(2020) the TAM is strong and predictive when it comes to new Information system
adoption. Despite this, few studies have looked at the antecedents of perceived ease of
use and usefulness (Stevens & Jouny-Rivier, 2020).

Despite Davis (1989) confirming that perceived ease of use and usefulness can serve as
mediators in system usage, few studies have addressed their importance (Baccarella et
al., 2020; Hubert et al., 2019; Makmor et al., 2019). Mediation analysis determines
variable relationships statistically. As a result, additional mediation analyses were
performed in this study to determine whether perceived usefulness and perceived ease of
use can act as mediators for the independent variables on behavioural intention.

For the purposes of this study, the constructs used include self-efficacy, perceived risk
(psychological constructs), information quality and system quality (technological
constructs). Self-efficacy is one of the proposed antecedents of perceived ease of use and
perceived usefulness. Self-efficacy concept has been proven to be a consistent predictor
of health-related behaviours in educational, clinical, social, and organizational settings
(Ahli et al., 2019; Cho, 2020). With a limited literature focusing on social psychology
theory in the context of medical tourism, academic research focusing solely on behaviour
is overlooked (Seow et al., 2017). Furthermore, only a few empirical studies have
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examined the direct impact of online self-efficacy on ease of use and usefulness (Yakasai
et al., 2021). As a result, this study examines self-efficacy as a predictor of medical
tourists' perceived ease of use and usefulness of firm-hosted social media adoption.

Previous research on the effect of perceived risk on social media usability and medical
tourism was also lacking. It is critical to include perceived risk in TAM since customers
relate to and value risk when assessing services and products for adoption or purchase
(Mutahar et al., 2018). Perceived risk has been used to explain individual behaviour in
ride-sharing (Wang et al., 2020), mobile payment (Li et al., 2019), and internet banking
studies (Marakarkandy et al., 2017), among others. Although it has been demonstrated
that perceived risk influences TAM components, the findings may not be applicable to
online medical tourism information. This study posits that online risk perception is
critical in predicting intent to use firm-hosted social media platforms.

Prior research has also confirmed the importance of information and system quality on
perceived usefulness and perceived ease of use (Hsu & Wu, 2017; Shafique et al., 2019).
Putri et al. (2020) proposed incorporating information quality and system quality into the
TAM model and testing how these constructs influence patients’ perceptions of their ease
of use and usefulness. The combination of TAM and IS success model is shown to be
very effective in testing and understanding people’s acceptance of information
technology systems (Hawash et al., 2021). Given that technological variables are critical
for understanding technology adoption, this link has not been studied in medical tourism.
This study investigated the impact of information and service quality on medical tourists'
firm-hosted social media adoption.

Many prior research on information technology usage and adoption have only looked at
behaviour as an output component (Sulistyowati et al., 2020; Yakasai et al., 2021).
However, when evaluating the success of an information system, it is strongly advised
to consider user satisfaction (Isaac et al., 2018). TAM was expanded in this study with
satisfaction as the output component. TAM constructs were used to determine medical
tourists’ satisfaction with firm-hosted social media. Table 1.6 summarises the problem
statements.

To improve understanding and development of behaviour and information system
theories in medical tourism, an integrated model for medical tourists’ perceptions on
social media platforms is needed. from a theoretical perspective, the goal of this study
was to underline the significance of technological and psychological factors in medical
tourists’ perception of hospital social media platforms in the context of medical tourism.
It should be noted that a better knowledge of these relationships will result in a larger
competitive advantage for Malaysian hospitals, particularly in the exceedingly
challenging medical tourism industry. As previously stated, research on medical tourism
in connection to social media is very limited. To date, research on the topic of social
media use within the medical tourism industry has been under studied, with few empirical
studies addressing the significance of social media. This implies a research gap that
should be investigated further. Establishing a positive perception of Malaysian hospitals
on social media platforms and understanding the factors driving it would be a useful
alternative marketing strategy for Malaysia to compete for the medical tourism industry.
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Therefore, the study of the challenges and barriers in the use of social media for medical
travel is require.

1.4 Objectives of the Study

1.4.1  General Objective

This study’s general research objective was to investigate the factors that influence
medical tourists’ behavioural intentions and satisfaction of medical tourists toward using
official social media platforms of medical providers. For this purpose, the current study
aims to empirically test the relationship between the following factors: Perceived
Usefulness, Perceived Ease of Use, Perceived Risk, Self-efficacy, System Quality,
Information Quality, Behavioural Intention and Satisfaction of medical tourist. In an
attempt to achieve the purpose of this research, and after thorough analysis of prior
literature, this study takes TAM, IS Success, and SCT as its theoretical basis.

1.4.2  Specific Objectives

This research specifically attempts to:

ROL1. Evaluate the relationship between self-efficacy and perceived risk with
behavioural intention.

RO2. Examine the relationship between self-efficacy and perceived risk with
perceived usefulness and perceived ease of use.

RO3. Examine the relationship between system quality and information quality with
perceived usefulness and perceived ease of use.

RO4. Assess the relationship between perceived ease of use and perceived
usefulness.

RO5. Assess the relationship between perceived usefulness and perceived ease of
use with behavioural intention.

ROB. Investigate the relationship between behavioural intention and satisfaction.
RO7. Evaluate the mediating role of perceived ease of use and perceived usefulness
between self-efficacy, perceived risk, and behavioural intention.

With the help of medical tourists who select Malaysia as their medical tourism
destination, this study will offer a deeper understanding of the constructs influencing
medical tourists’ behavioural intention and satisfaction with firm-hosted social media
platforms.
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15 Research Questions

According to the previous discussion, the overall research question of this study is: What
technological and psychological related factors influence medical tourists’ behavioural
intention and satisfaction toward using firm-hosted social media platforms?

The following are the specific and fundamental research questions raised:

RQ1. What is the relationship between self-efficacy and perceived risk with
behavioural intention?

RQ2. What is the relationship between self-efficacy and perceived risk with
perceived usefulness and perceived ease of use?

RQ3. What is the relationship between system quality and information quality with
perceived usefulness and perceived ease of use?

RQ4. What is the relationship between perceived ease of use and perceived
usefulness?

RQ5. What is the relationship between perceived usefulness and perceived ease of
use with behavioural intention?

RQ6. What is the relationship between behavioural intention and satisfaction?
RQ7. Do perceived ease of use and perceived usefulness play a mediating role
between self-efficacy, perceived risk, information quality, system quality and
behavioural intention?

1.6 Significance of the Study

The current research will contribute to the body of knowledge in the field of tourism by
investigating the antecedents of medical tourists’ adoption behaviour and satisfaction
with firm-hosted social media platforms. The present study’s significance in terms of
theoretical and practical contributions is discussed in the following paragraphs of this
section.

16.1 Theoretical Significance

In terms of the academic literature this research extends the study of online behaviour in
the context of medical tourism in Malaysia. It also contributes to the present literature on
online behaviour studies by incorporating the perspective of firm-hosted social media
platforms. The conceptual model presented in this study provides guidelines for future
online behaviour studies, and hence for the development of additional research in this
field.

The current study investigates the influence of self-efficacy, perceived risk, and
information quality and system quality on medical tourists’ intention to use a firm-hosted
social media platform. The study reveals that not only technological constructs but also
psychological factors may affect medical tourists” behavioural intentions. Since little is
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known about the measurement of psychological and technological constructs in medical
tourism, this study focuses on the relationship between these constructs and behavioural
intention. These relationships might have considerable explanatory power in predicting
medical tourists” behaviour in online environment.

Furthermore, this study examines the impact of various factors on perceived ease of use
and usefulness. Understanding the antecedents of perceived ease of use and perceived
usefulness as essential TAM components is necessary to explain user acceptance and
usage as predicting use intention based solely on perceived usefulness and perceived ease
of use has been criticised as insufficient and excessively simple (lzuagbe et al., 2019;
Venkatesh & Davis, 1996). As such this research sheds light on how medical tourists’
perceptions of ease of use and usefulness form as they make decisions about whether or
not to use firm-hosted social media sites.

Moreover, the current study integrates the technology acceptance model (TAM) with the
social cognitive theory (SCT) and information system success model (IS success model)
theories to create a research model for predicting and explaining medical tourists’ online
behavioural intention and satisfaction. According to Patel et al. (2021), theory
development in the domain of information systems demands a shift in focus. They
proposed adding theories from other domains and related constructs to existing theories
(Patel et al., 2021). This study combines the TAM, SCT, and IS success model to
investigate medical tourists’ behavioural intention to use firm-hosted social media
platforms. Self-efficacy, information quality and system quality are considered as
external variables. In addition to the theories, this study’s theoretical foundation includes
perceived risk component. The perception of risk can also help explain medical tourists’
use of social media by revealing its impact on online behaviour (Rehman et al., 2020).
Earlier research have linked risk with TAM in tourism and social media services. This
study, however, integrates TAM and perceived risk in the context of firm-hosted social
media platforms for medical tourism, where there is little empirical research.

In addition, this study argues that medical tourists’ behavioural intentions towards the
usage of firm-hosted social media platforms have a direct influence on their satisfaction
with these platforms. Previous research on the relationships between intention and
satisfaction gave little consideration to medical tourists’ context. Furthermore,
comprehending this relationship may assist academicians in structuring and designing a
reference guide for medical tourism providers. This study aims to extend TAM by
examining the technological and psychological components that drive medical tourism.
This study’s research framework incorporates key tourism constructs and introduces an
integrated medical tourism model. This research adds to our understanding of the SCT
and IS success models. The SCT focuses on self-efficacy and performance (Peifer et al.,
2020), while the IS success model focuses on user perceptions of system and information
quality (Trivedi, 2019). Both theories complement one another. Many research issues
can't be answered with a single theory. As Mayer and Sparrowe (2013) highlighted
“many research questions can’t be fully addressed by drawing only upon a single theory”
(p. 917). The theory combination helps researchers understand the complexities of the
events being studied. This study's framework incorporated TAM, SCT, and IS success
model, unlike previous research that only examined one.
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1.6.2 Practical Significance

This research delves into the nature of medical tourism and its relationship with social
media, the potential that social media offers the medical tourism industry, and how this
industry may profit from this versatile marketing tool. Malaysia’s Ministry of Tourism
and Culture (MOTAC) announced in 2009 that Malaysia intends to be more competitive
and people-oriented in the health industry to be successful in the global economy
(Shariff, 2010). Malaysia Year of Healthcare Travel 2020 (MyHT2020) was to be
promoted as the country’s first significant international healthcare travel campaign in
2020. However, COVID-19 severely impacted medical tourism in Malaysia, and the
campaign was postponed (MYHT, 2020). To promote Malaysia as the region’s top
healthcare destination, companies and stakeholders in the medical tourism sector must
overcome current challenges and constraints.

Social media, along with telehealth, teleconsulting, e-pharmacy, conferences, and
webinars, allows hospitals to continue engaging with healthcare travellers, confirming
the importance of firm-hosted social media as a channel of communication. This research
can help marketers develop strategies to increase consumers’ social media engagement
with medical tourism providers. Solving customers’ complex behaviour is a challenge
for marketing researchers and practitioners. Channel management and consumer-
provider communication determine medical tourism providers’ long-term sustainability.
To provide excellent customer service, medical tourism providers must encourage two-
way social media communication with potential medical tourists. This study can help
medical tourism destination marketers use social media to reach potential medical
tourists more efficiently and on a larger scale.

This study provides a framework for medical tourism providers to allocate resources for
their social media presence in accordance with their budgets and business strategies,
allowing them to improve their performance. The proposed framework shows how
marketers can better understand their consumers and design the ideal social media
platform based on medical tourists’ behaviour. Policymakers and social media managers
cannot simply adopt a strategy because it worked for another business. They must
consider audience traits, perceptions, and needs. This study will help practitioners and
industry players use social media to gain medium- to long-term market share. It can also
provide a comprehensive view of accurate, timely, and up-to-date information
dissemination.

Although this study does not intend to present any action plans, it does shed some light
on the practical side of the medical tourism industry for the public and private sectors in
terms of providing a safer online environment for online medical tourists who surf social
media for medical tourism information prior to their travel. Table 1.6 contains a summary
of the problem Statements, research objectives, research questions, and contributions.
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The study informs the sector about the benefits and limitations of medical providers’
social media platforms, which are used to attract medical tourists. The proposed
antecedents (perceived risk, self-efficacy, information quality, and system quality)
should aid medical tourism providers in developing future strategies and decisions. For
example, because individuals’ belief systems are linked to how they judge and accept
emerging technologies (Ali et al., 2018), it is critical to investigate whether medical
tourists’ acceptance of medical providers’ social media platforms is influenced by self-
efficacy. This study will help medical tourism providers understand the importance of
information and system quality in social media platform adoption. These findings will
help Malaysian medical tourism providers overcome acceptability and adoption barriers.
Given what has been said, the study’s practical implications are valuable.

1.7  Scope of the Study

The scope of the current research is to look into the factors that influence medical
tourists’ behavioural intentions and satisfaction when it comes to using firm-hosted
social media platforms to make decisions regarding their medical trip. To that end, this
research attempts to examine the factors that impact medical tourists’ perceived
usefulness and ease of use, including self-efficacy, perceived risk, information, and
system quality. Early medical tourism research mostly focused on patient loyalty,
hospital branding, doctors’ ratings. Few of these studies looked at medical tourists'
behaviour or considered consumer perspectives when promoting destinations. This study
was prompted by gaps in the literature and the growing number of potential medical
tourists who use the internet to exchange information and experiences on medical tourism
locations and services.

The growing number of online medical tourists demonstrates the importance of social
media as a source of information for medical travel planning, allowing medical tourism
providers to optimise their marketing activities by focusing on this emerging and popular
marketing tool. Examining the constructs that influence medical tourists’ use of firm-
hosted social media platforms for medical travel gives insight into potential areas for
improvement in their social media as a gateway to attract and retain medical tourists.

A quantitative study is being conducted on medical tourists in Malaysia. This study's
population includes all medical tourists who used social media before travelling to
Malaysia. This study analyses medical tourists who used firm-hosted social media
platforms in Malaysia (as recognised by MHTC). Data was collected between September
2019 and March 2020. Due to ethical constraints, the procedure was carried out using the
Internet via purposive sampling. The link to the questionnaire was sent to those who have
contact with medical tourists, and they were asked to share the link with as many medical
tourists as they knew. Chapter 5 will discuss the population and data collection method
in detail. The study’s findings will help medical tourism providers improve their use of
social media to attract and retain medical tourists.
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1.8 Definition of Keywords

Social networking sites: Online platforms that enable people to create private or public
online profiles that they can then use to connect with and interact with other users are
known as social networking sites (SNSs). In contrast to traditional mass media, the vast
majority of SNSs are peer-generated, which means that users are both information
providers and recipients (Holland & Tiggemann, 2016).

The firm hosted social media: A platform provided by businesses that facilitates
communication between customers and service providers. The active processing of
information by the consumer in firm-hosted social media is accompanied by knowledge
exchanges, which can be customer-to-customer and/or customer-to-firm interactions
(Claffey & Brady, 2017).

Medical tourists: According to Tapia et al. (2020), “a medical tourist is an international
traveller whose motivation is the search for healthcare services in a different country
from his own country of residence” (p.4).

Behavioural intention: Warshaw and Davis (1985) described behavioural intention as
“the degree to which a person has formulated conscious plans to perform or not perform
some specified future behaviour” (p.214). In the present study, the term “behavioural
intention” relates the extent to which medical tourists have made informed decisions
about whether or not to use firm-hosted social media platforms for medical purposes.

Self-efficacy: People’s assessments of their own abilities to plan and carry out the steps
necessary to achieve specific types of results are referred to as self-efficacy (Bandura,
1986). Self-efficacy, in this study, refers to medical tourists’ judgments of their own
ability to obtain or share medical tourism information through firm-hosted social media
platforms.

Perceived risk: The term perceived risk refers to “a combination of uncertainty plus
seriousness of outcome involved” (Bauer, 1967, p. 15). In this study, perceived risk refers
to medical tourists’ perceptions of the unpredictability and severity of the outcomes
associated with using a firm-hosted social media platform.

Information quality: The term information quality refers to the “characteristics of the
output offered by the IS, such as accuracy, timeliness, and completeness” (Petter &
McLean, 2009, p. 161). In this study, information quality is the extent to which a potential
medical tourist considers firm-hosted social media platforms provide accurate, up-to-
date, and comprehensive information.

System quality: System quality is identified as the “performance of the IS in terms of
reliability, convenience, ease of use, functionality, and other system metrics” (Petter &
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McLean, 2009, p. 161). In this study, system quality relates to the degree to which a
potential medical tourist perceives the performance of firm-hosted social media
platforms is efficient, straightforward and smooth, with no glitches.

Perceived usefulness: Davis (1989) defined perceived usefulness as “the degree to
which a person believes that using a particular system would enhance his or her
performance” (p.320). Perceived usefulness in this study refers to how much medical
tourists believe that using a firm-hosted social media platform will enhance the
information search process.

Perceived ease of use: Davis (1989) defined perceived ease of use as “the degree to
which a person believes that using a particular system would be free of effort” (p.320).
Perceived ease of use in this study refers to the extent to which medical tourists believe
that adopting a firm-hosted social media platform will be simple and free of effort.

Satisfaction: Satisfaction refers to the “customer’s evaluation of the pre- and post-
purchase experience in terms of whether it has met or exceeded his or her expectations”
(Anderson & Swaminathan, 2011, p. 225). In this study, satisfaction refers to medical
tourists’ evaluations of firm-hosted social media platforms before and after their medical
trip with regard to if the provided information met or surpassed their expectations.

19 Organisation of the Thesis

This thesis is divided into seven chapters, each of which covers the following topics:
introduction, overview of the tourism industry, literature review, conceptual frameworks
and hypotheses development, research methodology, results and findings, as well as
conclusions, contributions, limitations, and future research recommendations.

Chapter one presents the study’s background and statements of the problem. The study’s
objectives and research questions are also outlined in this chapter. Furthermore, the
theoretical and practical significance of this research are discussed in two sections. The
chapter concludes with an explanation of the study’s scope and keyword definitions.

Chapter two presents an overview of the tourism industry. This chapter discusses tourism
industry in general and tourism in Malaysia in particular. Various types of tourism are
discussed later in this chapter, followed by a brief history of medical tourism around the
world and in Malaysia. The final section of this chapter is dedicated to the main studies
conducted in the context of medical tourism.

Chapter three highlights the literature by focusing on the drivers of consumer behaviour
and information seeking behaviour of medical tourists. Following a thorough review of
the studies that have been conducted in the field of medical tourism technology adoption,
the theoretical constructs of the present study, namely behavioural intention, self-
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efficacy, perceived risk, system quality, information quality, perceived usefulness, and
perceived ease of use, are introduced. The chapter concludes with the research gap
identified during the review of relevant literature.

Chapter four presents the conceptual framework and hypotheses of this study. First, the
study's underlying theories are introduced. Following a brief overview of each of the
underlying ideas, the proposed conceptual model of this study is presented. Research
hypotheses are developed towards the end of the chapter.

Chapter five consists of the methodology used in this research. The research paradigm
and research design are discussed in detail at the beginning of this chapter. The sampling
procedure is explained, including the population and sample of the study, as well as the
sample size suitable for the purpose of the study. Following that, the process of
developing the questionnaire and the structure of the questionnaire is clarified. The
measurement items for each factor are then presented. Following an explanation of the
necessary steps for the pre- and pilot study, the procedure for data collection and data
analysis is elaborated. The criteria for reliability and validity are also stated in this
chapter, which is required to ensure adequate measurement of the study’s constructs.

Chapter six presents the survey and analyses results as well as the study’s main finding.
For the statistical analyses, the data was first screened to ensure that it was correct and
complete. The descriptive analysis follows, which includes both the descriptive statistics
of the study’s respondents and the constructs. The study then assesses and validates the
measurement as well as the structural model. A report on the findings of the mediating
effect evaluation concludes this chapter.

Chapter seven discusses the findings, contributions, limitations, and future research
directions. It discusses and interprets the findings of this study in light of previous studies
and research. The theoretical and practical implications of this study’s findings are
discussed later in this chapter. This chapter concludes by discussing the study’s
limitations and providing suggestions and recommendations for future studies.

1.10 Chapter Summary

Chapter one provided an introduction to current research. This chapter expanded on the
study’s background, including some background information on medical tourism and
social media. The problem statement section underlined the significance and necessity
of carrying out this study. This chapter also presented the study’s research objectives,
research questions, and theoretical and practical significance. Later, the scope of the
study was discussed, as well as the definition of the keywords used in the study. Finally,
it outlined the thesis structure. The following chapter will look at the tourism industry as
awhole.

22



REFERENCES

Abadi, F., Sahebi, I., Arab, A., Alavi, A., & Karachi, H. (2018). Application of best-worst
method in evaluation of medical tourism development strategy. 7(1), 77-86.
https://doi.org/10.5267/j.dsl.2017.4.002

Abd Mutalib, N. S., Soh, Y. C., Wong, T. W., Yee, S. M., Yang, Q., Murugiah, M. K.,
& Ming, L. C. (2017). Online narratives about medical tourism in Malaysia and
Thailand: a qualitative content analysis. Journal of Travel & Tourism Marketing,
34(6), 821-832.

Abubakar, A. M., & llkan, M. (2016). Journal of Destination Marketing & Management
Impact of online WOM on destination trust and intention to travel: A medical
tourism perspective. Journal of Destination Marketing & Management, 5(3), 192—
201. https://doi.org/10.1016/j.jdmm.2015.12.005

Agnihotri, R., Dingus, R., Hu, M. Y., & Krush, M. T. (2016). Social media: Influencing
customer satisfaction in B2B sales. Industrial Marketing Management, 53, 172—
180. https://doi.org/10.1016/j.indmarman.2015.09.003

Ahli, V. F., Handayani, P. W., & Budi, N. F. A. (2019). User’s Actual Use Factors in
Using M-Health for Seeking Health Information Based on Generation
Comparison. 2019 International Conference on Advanced Computer Science and
Information Systems (ICACSIS), 273-278.

Ahmed, M. S. (2020). User Satisfaction Model to Measure Open Government Data
Usage [Doctoral dissertation, Universiti Utara Malaysia].

Ahn, T., Ryu, S., & Han, 1. (2007). The impact of Web quality and playfulness on user
acceptance of online retailing. Information & Management, 44(3), 263-275.
https://doi.org/10.1016/j.im.2006.12.008

Ajzen, |., & Fishbein, M. (1980). Understanding attitudes and predicting social
behavior, Englewood-Cliffs, NJ: Prentice-Hall.

Ajzen, 1. (1985). From intentions to action: A theory of planned behavior. In Action
control: From cognition to Behavior (pp. 11-39). https://doi.org/10.1007/978-3-
642-69746-3

AL-Faresi, S., & Hone, K. (2017). The Impact of Interface Characteristics on the
Intention to Use Mobile Digital Library Technology. Smart Learning Conference
Proceedings, 103. Dubai, United Arab Emirates: Hamdan Bin Mohammed Smart
University

Al-Fraihat, D., Joy, M., & Sinclair, J. (2020). Evaluating E-learning systems success: An
empirical study. Computers in Human Behavior, 102, 67-86.

Al-Mamary, Y. H. S., Al-Nashmi, M. M., Shamsuddin, A., & Abdulrab, M. (2019).
Development of an integrated model for successful adoption of management
information systems in Yemeni telecommunication organizations. International
Journal of Scientific & Technology Research, 8(11), 3912-3939.

Al Ahbabi, S. A., Singh, S. K., Balasubramanian, S., & Gaur, S. S. (2019). Employee

179



perception of impact of knowledge management processes on public sector
performance. Journal of Knowledge Management, 23(2), 351-373.

Alalwan, A. A., Dwivedi, Y. K., Rana, N. P. P., & Williams, M. D. (2016). Consumer
adoption of mobile banking in Jordan: Examining the role of usefulness, ease of
use, perceived risk and self-efficacy. Journal of Enterprise Information
Management, 29(1), 118-139.

Alcantara-Pilar, J. M., del Barrio-Garcia, S., Crespo-Almendros, E., & Porcu, L. (2017).
Toward an understanding of online information processing in e-tourism: does
national culture matter? Journal of Travel & Tourism Marketing, 34(8), 1128-
1142,

Algharabat, R. S., & Zamil, A. M. A. A. (2013). An empirical investigation of 3D-based
information systems success for online retailers. 8(3), 316-336.

Alghizzawi, M., Habes, M., & Salloum, S. A. (2019). The relationship between digital
media and marketing medical tourism destinations in Jordan: Facebook
Perspective. International Conference on Advanced Intelligent Systems and
Informatics, 438-448.

Alhashmi, S. F. S., Salloum, S. A., & Mhamdi, C. (2019). Implementing artificial
intelligence in the United Arab Emirates healthcare sector: an extended technology
acceptance model. Int. J. Inf. Technol. Lang. Stud, 3(3), 27-42.

Ali, K. F., Whitebridge, S., Jamal, M. H., Alsafy, M., & Atkin, S. L. (2020). Perceptions,
knowledge, and behaviors related to COVID-19 among social media users: Cross-
sectional study. Journal of Medical Internet Research, 22(9), e19913.

Ali, M., & Raza, S. A. (2017). Service quality perception and customer satisfaction in
Islamic banks of Pakistan: the modified SERVQUAL model. Total Quality
Management & Business Excellence, 28(5-6), 559-577.

Ali, Z., Gongbing, B., & Mehreen, A. (2018). Understanding and predicting academic
performance through cloud computing adoption: a perspective of technology
acceptance  model. Journal of Computers in Education,5(3), 297-327.
https://doi.org/10.1007/s40692-018-0114-0

Allied Research Market. (2020a). INTERNET ADVERTISING MARKET: Global
Opportunity Analysis and Industry Forecast, 2020-2027. Allied Research Market.

Allied Research Market. (2020b). Medical Tourism Market by Treatment Type: Global
Opportunity Analysis and Industry Forecast, 2019-2027. Allied Research Market.
https://www.alliedmarketresearch.com/medical-tourism-market

Alsubagh, H. (2015). The impact of social networks on consumers’ behaviors
background of the study. International Journal of Business and Social Science, 6
(1), 209-216.

Amin, D., Mahomed, A. S. B., Ab Aziz, Y. B., & Hashim, H. B. (2021). Examining the
impact of visual presentations and online reviews on hotel booking intentions.
Tourism and Hospitality Research, 14673584211021900.

Amin, D., Mahomed, A. S. B., Ab Aziz, Y. B., & Hashim, H. B. (2021). Examining the
impact of visual presentations and online reviews on hotel booking intentions.

180



Tourism and Hospitality Research, https://doi.org/10.1177/14673584211021900

Amirtha, R., Sivakumar, V. J., & Hwang, Y. (2021). Influence of perceived risk
dimensions on e-shopping behavioural intention among women—a family life
cycle stage perspective. Journal of Theoretical and Applied Electronic Commerce
Research, 16(3), 320-355.

Andarwati, M., Zuhroh, D., & Amrullah, F. (2020). Determinants of perceived usefulness
and end-user accounting information system in SMEs. International Journal of
Advanced Science and Technology, 29(8), 46-61.

Anderson, R. E., & Swaminathan, S. (2011). Customer satisfaction and loyalty in e-
markets: A PLS path modeling approach. Journal of Marketing Theory and
Practice, 19(2), 221-234.

Anddjar, S. A. G, Vila, N. A, Brea, J. A. F., & de Araljo, A. F. (2021). Medical
Tourism: Analysis and Expectations Worldwide. In New Techniques for Brand
Management in the Healthcare Sector (pp. 84-102). IGI Global.

Ariffin, S. K., Mohan, T., & Goh, Y. N. (2018). Influence of consumers’ perceived risk
on consumers’ online purchase intention. Journal of Research in Interactive
Marketing, 12, 309-327.

Arshad, R. (2014). Perceived service quality and customer satisfaction with mediating
effect of purchase intention. Academy of Contemporary Research Journal, 8(2),
40-49.

Ary, D., Jacobs, L. C., Irving, C. K. S., & Walker, D. (2018). Introduction to research in
education. Cengage Learning.

Ashrafi, T. A., & Myrland, @. (2017). Determinants of trip duration for international
tourists in Norway ; a parametric survival analysis. 8(1), 75-86.

Assaker, G. (2020). Age and gender differences in online travel reviews and user-
generated-content (UGC) adoption: extending the technology acceptance model
(TAM) with credibility theory. Journal of Hospitality Marketing & Management,
29(4), 428-449.

Avkiran, N. K. (2018). An in-depth discussion and illustration of partial least squares
structural equation modeling in health care. Health Care Management Science,
21(3), 401-408.

Ayeh, J. K. (2015). Travellers’ acceptance of consumer-generated media: An integrated
model of technology acceptance and source credibility theories. Computers in
Human Behavior, 48, 173-180.

Babin, B. J., & Harris, E. (2016). CB 7., Nelson Education, Stamford, CT.

Baccarella, C. V, Wagner, T. F., Scheiner, C. W., Maier, L., & Voigt, K.-I. (2020).
Investigating consumer acceptance of autonomous technologies: the case of self-
driving automobiles. European Journal of Innovation Management, 24(4), 1210-
1232,

Bader, A., Baldauf, M., Leinert, S., Fleck, M., & Liebrich, A. (2012). Mobile tourism
services and technology acceptance in a mature domestic tourism market: The case

181



of Switzerland. In Information and communication technologies in tourism 2012
(pp. 296-307). Springer.

Bae, J. (2020). A study on factors affecting medical ftourists’ information retrieval
activities,17,10-22.

Baggio, J. A., & Baggio, R. (2020). Modelling and simulations for tourism and
hospitality. Channel View Publications, Bristol, UK.
https://doi.org/10.21832/9781845417437.

Bagozzi, R. P., & Yi, Y. (2012). Specification, evaluation, and interpretation of structural
equation models. Journal of the Academy of Marketing Science, 40(1), 8-34.

Bailey, J. E., & Pearson, S. W. (1983). Development of a tool for measuring and
analyzing computer user satisfaction. Management Science, 29(5), 530-545.

Balapour, A., Reychav, 1., Sabherwal, R., & Azuri, J. (2019). Mobile technology identity
and self-efficacy: Implications for the adoption of clinically supported mobile
health apps. International Journal of Information Management, 49, 58-68.

Ballestar, M. T., Grau-Carles, P., & Sainz, J. (2016). Consumer behavior on cashback
websites: Network strategies. Journal of Business Research, 69(6), 2101-2107.

Balouchi, M., Aziz, Y. A., Hasangholipour, T., Khanlari, A., Rahman, A. A., & Raja-
Yusof, R. N. (2017). Explaining and predicting online tourists’ behavioural
intention in accepting consumer generated contents. Journal of Hospitality and
Tourism Technology, 8(2), 168-189.

Balouchi, M., Aziz, Y. A., Rahman, A. A, & Yusof, R. N. R. (2018). Impact of Perceived
Risk and Source Credibility on Intention to Use of Consumer Generated Contents
for Travel Planning. International Journal of Economics and Management, 12
(S2), 661-672.

Bandiyono, A., & Muttagin, A. H. H. (2020). Investigating the success of an E-Auction
system initiatives among public servants: Validation of an integrated IS success
model. JEMA: Jurnal limiah Bidang Akuntansi Dan Manajemen, 17(2), 188-206.

Bandura. (1986). The Explanatory and Predictive Scope of Self-Efficacy Theory.
Journal  of Social and Clinical Psychology, 4(3), 359-373.
https://doi.org/10.1521/jscp.1986.4.3.359

Bandura, A. (1997). Self-efficacy: The exercise of control. New York: Freeman.

Bandura, A. (2000). Cultivate self-efficacy for personal and organizational effectiveness.
In Locke EA (Ed.), The Blackwell handbook of principles of organizational
behavior (pp. 120-136). Oxford, UK: Blackwell.

Bandura, A. (1977). Self-efficacy: Toward a unifying theory of behavioral change.
Psychological Review, 84(2), 191-215.

Bandura, A. (1986). Social Foundations of Thought and Action: A Social Cognitive
Theory. New Jersey: Prentice Hall.

Bandura, A. (1989). Human agency in social cognitive theory. American Psychologist,
44(9), 1175-1184. https://doi.org/10.1037/0003-066X.44.9.1175.

182



Bandura, A, & Locke, E. A. (2003). Negative Self-Efficacy and Goal Effects Revisited.
88(1), 87-99. https://doi.org/10.1037/0021-9010.88.1.87

Bao, Y., Hoque, R., & Wang, S. (2017). Investigating the determinants of Chinese adult
children’s intention to use online health information for their aged parents.
International Journal of Medical Informatics, 102, 12-20.

Barrio-garcia, S., Arquero, J. L., & Romero-frias, E. (2015). Personal Learning
Environments Acceptance Model : The Role of Need for Cognition , e-Learning
Satisfaction and Students * Perceptions. 18, 129-141.

Bauer, R. A. (1967). Consumer behavior as risk taking. In D. Cox (Ed.), Risk Taking and
Information Handling in Consumer Behavior. Harvard University Press,
Cambridge.

Bauer, R. A., & Cox, D. F. (1967). Risk taking and information handling in consumer
behavior.

Bauer, R. A. (1967). Consumer behavior as risk taking. In D. Cox (Ed.), Risk taking and
information handling in consumer behavior. Harvard University Press, Cambridge.

Beladi, H., Chao, C.-C., Ee, M. S., & Hollas, D. (2019). Does medical tourism promote
economic growth? A cross-country analysis. Journal of Travel Research, 58(1),
121-135.

Belch, G. E., & Belch, M. A. (2011). Advertising and Promotion: An Integrated
Marketing Communications Perspective (9th ed.). McGraw-Hill Education.

Bell, E., Bryman, A., & Harley, B. (2018). Business research methods. Oxford university
press.

Besbes, A., Legohérel, P., Kucukusta, D., Law, R., Besbes, A., Legohérel, P., Kucukusta,
D., & A, R. L. (2016). A Cross-Cultural Validation of the Tourism Web
Acceptance Model ( T-WAM ) in Different Cultural Contexts. Journal of
International Consumer Marketing, 28(3), 211-226.
https://doi.org/10.1080/08961530.2016.1152524

Bhatiasevi, V., & Yoopetch, C. (2015). The determinants of intention to use electronic
booking among young users in Thailand. Journal of Hospitality and Tourism
Management, 23, 1-11.

Bhattacherjee, A., & Sanford, C. (2006). Influence processes for information technology
acceptance: An elaboration likelihood model. MIS Quarterly, 30(4), 805-825.

Bhattacherjee, Anol. (2001). An empirical analysis of the antecedents of electronic
commerce service continuance. Decision Support Systems, 32(2), 201-214.

Bisel, R. S., & Adame, E. N. (2017). Post-positivistic/functionalist approaches. In C. R.
Scott & L. K. Lewis (Eds.), ICA international encyclopedia of organizational
communication (pp. 1-22). Wiley-Blackwell

Bluman, A. G. (2017). Elementary Statistics: A Step by Step Approach for MATH 10.
McGraw Hill Education.

Bouwman, M. E., Kommers, P. A. M., & Van Deursen, A. J. A. M. (2014). Revising

183



TAM for hedonic location-based social networks: the influence of TAM, perceived
enjoyment, innovativeness and extraversion. International Journal of Web Based
Communities, 10(2), 188-210.

Bowman, M., Racke, M., Kissel, J., & Imitola, J. (2015). Responsibilities of health care
professionals in counseling and educating patients with incurable neurological
diseases regarding “stem cell tourism”: caveat emptor. JAMA Neurology, 72(11),
1342-1345. https://doi.org/10.1001/jamaneurol.2015.1891

Brophy, S. C. (2015). Ecotourism: Practices, Benefits and Environmental Impacts. Nova
Science Publishers Incorporated.

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism
management: 20 years on and 10 years after the Internet—The state of eTourism
research. Tourism Management, 29(4), 609-623.

Bulatovic, I., & lankova, K. (2021). Barriers to medical tourism development in the
United Arab Emirates (UAE). International Journal of Environmental Research
and Public Health, 18(3), 1365.

Burns, A C, & Bush, R. F. (2016). Marketing Research, Global ed. UK, Pearson
Education Limited.

Burns, Alvin C, Veeck, A., & Bush, R. F. (2017). Marketing research. Pearson Harlow,
Essex.

Business Queensland. (2020). Using social media to market your business: the basics.
https://www.business.qld.gov.au/running-business/marketing-sales/marketing-
promotion/online-marketing/social-media

Calisir, F., Gumussoy, C. A., Bayraktaroglu, A. E., & Karaali, D. (2014). Predicting the
Intention to Use a Web-Based Learning System : Perceived Content Quality ,
Anxiety , Perceived System Quality , Image , and the Technology Acceptance
Model. Human Factors and Ergonomics in Manufacturing & Service Industries,
24(5), 515-531. https://doi.org/10.1002/hfm

Camilleri, M. A. (2018a). The Tourism Industry: An Overview. In Travel Marketing,
Tourism Economics and the Airline Product (pp. 3-27). Cham, Switzerland:
Springer. d0i:10.1007/978-3-319-49849-2_1

Capar, H., & Aslan, O. (2020). Factors affecting destination choice in medical tourism.
International Journal of Travel Medicine and Global Health, 8(2), 80-88.

Carvalho, P., Méarquez, M. A., & Diaz-Méndez, M. (2018). Policies to increase business
tourism income: A dynamic panel data model. Journal of Convention and Event
Tourism, 19(1), 63-82. https://doi.org/10.1080/15470148.2017.1380546

Castaneda, J. A., Frias, D. M., & Rodriguez, M. A. (2009). Antecedents of internet
acceptance and use as an information source by tourists. Online Information
Review.

Chae, B. K., McHaney, R., & Sheu, C. (2020). Exploring social media use in B2B supply
chain operations. Business Horizons, 63(1), 73-84.

184


https://doi.org/10.1080/15470148.2017.1380546

Cham, T., Lim, Y., & Sigala, M. (2021). Marketing and social influences, hospital
branding, and medical tourists’ behavioural intention: Before-and after-service
consumption perspective. International Journal of Tourism Research, 1-18.
https://doi.org/10.1002/jtr.2489.

Cham, T.H., Lim, Y. M., Aik, N. C., & Tay, Alexander, G. M. (2016). Antecedents of
hospital brand image and the relationship with medical tourists’. International
Journal of Pharmacutical and Healthcare Marketing, 10(4), 412-431.
https://doi.org/10.1108/IJPHM-02-2016-0012

Cham, Tat Huei, Cheng, B. L., Low, M. P., & Cheok, J. B. C. (2020). Brand Image as
the competitive edge for Hospitals in Medical Tourism. European Business
Review, 33(1). https://doi.org/10.1108/EBR-10-2019-0269

Cham, T.-H., Lim, Y.-M,, Sia, B.-C., Cheah, J.-H., & Ting, H. (2021). Medical tourism
destination image and its relationship with the intention to revisit: A study of
Chinese medical tourists in Malaysia. Journal of China Tourism Research, 17(2),
163-191.

Cham, Tat Huei, Lim, Y. M., Sia, B. C., Cheah, J. H., & Ting, H. (2020). Medical
Tourism Destination Image and its Relationship with the Intention to Revisit: A
Study of Chinese Medical Tourists in Malaysia. Journal of China Tourism
Research, 17(2), 163-191. https://doi.org/10.1080/19388160.2020.1734514

Chang, 1.-C., Chou, P.-C., Yeh, R. K.-J., & Tseng, H.-T. (2016). Factors influencing
Chinese tourists’ intentions to use the Taiwan Medical Travel App. Telematics and
Informatics, 33(2), 401-409.

Chang, S.-H., Chih, W.-H., Liou, D.-K., & Yang, Y.-T. (2016). The mediation of
cognitive attitude for online shopping. Information Technology & People, 29(3),
618-646.

Chang, S., & Tung, F. (2008). 4An empirical investigation of students’ behavioural
intentions to use the online learning course websites. 39(1), 71-83.
https://doi.org/10.1111/j.1467-8535.2007.00742.x

Chang, W.-Y., & Chang, l.-Y. (2017). Exploring the effects of service climate on
organizational citizenship behaviors in tourism industry. Journal of
Interdisciplinary Mathematics, 20(3), 761-775.

Charalambous, A. (2019). Social media and health policy. Asia-Pacific Journal of
Oncology Nursing, 6(1), 24.

Charoensukmongkol, P. (2015). Cultural intelligence of entrepreneurs and international
network ties: The case of small and medium manufacturing firms in Thailand.
Management Research Review, 38(4), 421-436. https://doi.org/10.1108/MRR-09-
2013-0214.

Chen, A. M., Yehle, K. S., Albert, N. M., Ferraro, K. F., Mason, H. L., Murawski, M.
M., & Plake, K. S. (2014). Relationships between health literacy and heart failure
knowledge, self-efficacy, and self-care adherence. Research in Social and
Administrative Pharmacy, 10(2), 378-386.
https://doi.org/10.1016/j.sapharm.2013.07.001

185



Chen, C.-C., & Tsai, J.-L. (2019). Determinants of behavioral intention to use the
Personalized Location-based Mobile Tourism Application: An empirical study by
integrating TAM with ISSM. Future Generation Computer Systems, 96, 628—638.

Chen, H., Islam, A. A., Gu, X., Teo, T., & Peng, Z. (2020). Technology-enhanced
learning and research using databases in higher education: The application of the
ODAS model. Educational Psychology, 40(9), 1056-1075.

Chen, J., Liu, C.,, Chang, R., Gui, P., & Na, S. (2020). From Traditional to VR-Based
Online Education Platforms: A Model of the Mechanism Influencing User
Migration. Information, 11(9), 423.

Chen, L., & Aklikokou, A. K. (2020). Determinants of E-government adoption: Testing
the mediating effects of perceived usefulness and perceived ease of use.
International Journal of Public Administration, 43(10), 850-865.

Chen, M., Chen, J., & Xue, W. (2019). Research on the influence mechanism of eWOM
on selection of tourist destinations—the intermediary role of psychological
contract. International Conference on Management Science and Engineering
Management, 654—667.

Chen, & Tsai, J. (2017). Determinants of behavioral intention to use the Personalized
Location-based Mobile Tourism Application : An empirical study by integrating
TAM with ISSM. Future Generation Computer Systems, 1-11.
https://doi.org/10.1016/j.future.2017.02.028

Chen, Y.-C., & Lin, C.-Y. (2012). Technology acceptance analysis of local government
tourism website. African Journal of Business Management, 6(49), 11891-11895.

Chhabra, A., Munjal, M., Mishra, P. C., Singh, K., Das, D., Kuhar, N., & Vats, M.
(2021). Medical tourism in the Covid-19 era: opportunities, challenges and the
way ahead. Worldwide Hospitality and Tourism Themes.

Chin, W. W. (1998). Commentary: Issues and opinion on structural equation modeling.
MIS Quarterly,22(1). 7-16

Chin, W. W. (2010). How to write up and report PLS analyses. In Handbook of partial
least squares (pp. 655-690). Springer.

Cho, J. (2020). Investigation of the Influential Factors in Leading People to Seek Mobile
Information for the Promotion of Health-Related Behaviors. Sustainability, 12(24),
10512.

Choi, Im, K., & Kim, J. (2014). A comparative study of the motivational orientation type
on users * behavior : focusing on ubiquitous computing services. Multimedia Tools
and Applications, 68(2), 321-336. https://doi.org/10.1007/s11042-012-1118-9

Choi, J. S., Yun, S. H., Kim, D., & Park, S. W. (2014). Impact of Doctors’ Resistance on
Success of Drug Utilization Review System. Healthcare Informatics Research,
20(2), 99-108.

Chou, S. Y., Kiser, A. I. T., & Rodriguez, E. L. (2012). An expectation confirmation
perspective of medical tourism. Journal of Service Science Research, 4(2), 299—
318. https://doi.org/10.1007/s12927-012-0012-3

186



Chuang, S.-C., Lin, F.-M., & Tsai, C.-C. (2015). An exploration of the relationship
between Internet self-efficacy and sources of Internet self-efficacy among
Taiwanese university students. Computers in Human Behavior, 48, 147-155.

Claffey, E., & Brady, M. (2017). Examining consumers’ motivations to engage in firm-
hosted virtual communities. Psychology & Marketing, 34(4), 356-375.

Clarke, J., Proudfoot, J., Birch, M., Whitton, A. E., Parker, G., Manicavasagar, V.,
Harrison, V., Christensen, H., & Hadzi-pavlovic, D. (2014). Effects of mental
health self-efficacy on outcomes of a mobile phone and web intervention for mild-

to-moderate depression , anxiety and stress : secondary analysis of a randomised
controlled trial. BMC Psychiatry,14. https://doi.org/10.1186/s12888-014-0272-1

Claster, W., Ghotbi, N., & Shanmuganathan, S. (2015). Gathering medical tourism
information through algorithmic text analysis of tweets. In Current issues and
emerging trends in medical tourism (pp. 173-188). IGI Global.

Cleland, J., & Durning, S. J. (2015). Researching medical education. Chichester (UK):
John Wiley & Sons.

Clift, S., & Page, S. (2015). Health and the International Tourist (Routledge Revivals).
London: Routledge.

Cohen, G. (2016). Medical Tourism for Services Legal in the Home and Destination
Country: Legal and Ethical Issues. In Bodies Across Borders (pp. 173-190).
Routledge.

Cohen, J. (1988). Statistical power analyses for the behavioral sciences (2nd ed.).
Hillsdale, NJ: Erlbaum.

CohenMiller, A. S., & Pate, P. E. (2019). A model for developing interdisciplinary
research theoretical frameworks. The Qualitative Report, 24(6), 1211-1226.

Colvin, C. A., & Goh, A. (2005). Validation of the technology acceptance model for
police. Journal of Criminal Justice, 33(1), 89-95.

Compeau, D., Higgins, C. A., & Huff, S. (1999). Social cognitive theory and individual
reactions to computing technology: A longitudinal study. MIS Quarterly, 145-158.

Connell, J. (2015). From medical tourism to transnational health care? An epilogue for
the  future.  Social  Science  and Medicine, 124,  398-401.
https://doi.org/10.1016/j.socscimed.2014.11.015

Connolly, R., Brien, T. O., & Flaherty, G. (2014). ScienceDirect Stem cell tourism e A
web-based analysis of clinical services available to international travellers. Travel
Medicine and Infectious Disease, 12(6), 695-701.
https://doi.org/10.1016/j.tmaid.2014.09.008

Cover, L. (2021). 7 statistics that prove the importance of social media marketing in
business. https://sproutsocial.com/insights/importance-of-social-media-
marketing-in-business/

Cozzarin, B. P., & Dimitrov, S. (2016). Mobile commerce and device specific perceived
risk. Electronic Commerce Research, 16(3), 335-354.

187



Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative, quantitative,
and mixed methods approaches. Sage publications.

Creswell, John W, & Creswell, J. D. (2017). Research design: Qualitative, quantitative,
and mixed methods approaches. Sage publications.

DataReportal. (2021). Digital 2021: Global Overview Report.
https://datareportal.com/reports/digital-2021-global-overview-report

Davis. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of
Information Technology. MIS Quarterly, 13(3), 319-340.
https://doi.org/10.2307/249008

Davis. (1993). User acceptance of information technology: system characteristics, user
perceptions and behavioral impacts. International Journal of Man-Machine
Studies, 38(3), 475-487.

Davis, F. D. (1986). A Technology Acceptance Model for Empirically Testing New End-
User Information Systems: Theory and Results, (Doctoral dissertation), MIT Sloan
School of Management, Massachusetts Institute of Technology.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 319-340.

Davis, F. D, Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer
technology: a comparison of two theoretical models. Management Science, 35(8),
982-1003.

Davis, F. D, & Venkatesh, V. (1996). A critical assessment of potential measurement
biases in the technology acceptance model: three experiments. International
Journal of Human-Computer Studies, 45(1), 19-45.

Debata, B. R., Patnaik, B., Mahapatra, S. S., & Sree, K. (2015). Interrelations of service
quality and service loyalty dimensions in medical tourism. Benchmarking: An
International Journal, 22(1), 18-55. https://doi.org/10.1108/B1J-04-2013-0036

Deloitte. (2018). Shared stories: building brand in the digital age-Facebook Australia.
https://www?2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloit
te-au-economics-facebook-shared-stories-060718.pdf

Delone, W. H., & McLean, E. R. (2003). The DeLone and McLean model of information
systems success: a ten-year update. Journal of Management Information Systems,
19(4), 9-30.

DelLone, W. H., & McLean, E. R. (1992). Information systems success: The quest for the
dependent variable.  Information  Systems  Research, 3(1), 60-95.
https://doi.org/10.1287/isre.3.1.60

DelLone, W. H., & McLean, E. R. (2003). The DeLone and McLean model of information
systems success: a ten-year update. Journal of Management Information Systems,
19(4), 9-30.

Denscombe, M. (2010). The good research guide: For small-scale social research
projects. New York, USA: McGraw Hill

188



DePoy, E., & Gitlin, L. N. (2019). Introduction to research E-book: understanding and
applying multiple strategies. Elsevier Health Sciences.

Derbaix, C. (1983). Perceived risk and risk relievers: An empirical investigation. Journal
of Economic Psychology, 3(1), 19-38.

Dhaha, I.S. Y., & Ali, Y. S. A. (2014). Behavioral intention and satisfaction with 3G
technology among students in Somalia: A Structural Equation Modeling study.
World Applied Sciences Journal, 32(2), 243-252.

Dhaha, I. S. Y. A., & Ali, A. Y. S. (2014). Mediating effects of behavioral intention
between 3g predictors and service satisfaction. Malaysian Journal of
Communication Jilid, 30, 107-128.

Diop, E. B., Zhao, S., & Duy, T. Van. (2019). An extension of the technology acceptance
model for understanding travelers’ adoption of variable message signs. PL0S One,
14(4), e0216007.

Disztinger, P., Schlogl, S., & Groth, A. (2017). Technology acceptance of virtual reality
for travel planning. In Information and communication technologies in tourism
2017 (pp. 255-268). Springer.

Djakasaputra, A., Pramono, R., & Hulu, E. (2021). Brand Image, Perceived Quality, Ease
Of Use, Trust, Price, Service Quality On Customer Satisfaction And Purchase
Intention Of Blibli Website With Digital Technology As Dummy Variable In The
Use Of Eviews. Journal Of Critical Reviews.

Dogan, O., & Yiizbasioglu, N. (2021). Medical tourism: understanding the phenomenon.
In Growth of the Medical Tourism Industry and Its Impact on Society: Emerging
Research and Opportunities (pp. 19-42). 1GI Global.

DOSM. (2018). Economic Census 2016 : Tourism Statistics.

DOSM. (2021). NATIONAL TOURISM POLICY 2020-2030.
https://www.dosm.gov.my/v1/index.php/index.php?r=column/cone&menu_id=a
GOybDVybU9TNzdKSVR5MIIKVTIQdz09

Dubey, P., & Sahu, K. K. (2021). Students’ perceived benefits, adoption intention and
satisfaction to technology-enhanced learning: examining the relationships. Journal
of Research in Innovative Teaching & Learning.

Dowling, G. R., & Staelin, R. (1994). A model of perceived risk and intended risk-
handling activity. Journal of Consumer Research, 21(1), 119-134.

Downey, J. P., & McMurtrey, M. (2007). Introducing task-based general computer self-
efficacy: An empirical comparison of three general self-efficacy instruments.
Interacting with Computers, 19(3), 382-396.

Dwivedi, Y. K., Papazafeiropoulou, A., Brinkman, W.-P., & Lal, B. (2010). Examining
the influence of service quality and secondary influence on the behavioural
intention to change internet service provider. Information Systems Frontiers, 12(2),
207-217.

Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clement, M., & Williams, M. D. (2017). Re-
examining the Unified Theory of Acceptance and Use of Technology (UTAUT ):

189



Towards a Revised Theoretical Model. Information Systems Frontiers, 1-16.
https://doi.org/10.1007/s10796-017-9774-y

Easterby-Smith, M., Jaspersen, L. J., Thorpe, R., & Valizade, D. (2021). Management
and business research. Sage.

Ebrahim, R. S. (2020). The role of trust in understanding the impact of social media
marketing on brand equity and brand loyalty. Journal of Relationship Marketing,
19(4), 287-308.

Elida, T., Rahardjo, W., Raharjo, A., & Sukirman, E. (2019). Online Shopping: What
Factors Determine Consumers to Buy. Management, 7(3), 238—246.

Eom, S., Ashill, N. J., Arbaugh, J. B. Ben, & Stapleton, J. L. (2012). The role of
information technology in e-learning systems success. Human Systems
Management, 31(3-4), 147-163. https://doi.org/10.3233/HSM-2012-0767

Erskine, M. A., Gregg, D. G., & Karimi, J. (2016). Perceptions and attitudes toward
online mapping services. Journal of Computer Information Systems, 56(2), 175—
184,

Fagan, M. H., Neill, S., & Wooldridge, B. R. (2004). An empirical investigation into the
relationship between computer self-efficacy, anxiety, experience, support and
usage. Journal of Computer Information Systems, 44(2), 95-104.

Falk, L. K., & Prinsen, T. J. (2016). Decisions , Decisions : Factors that Influence a
Patient > s Medical Tourism Choices Decisions , Decisions : Factors that Influence
a Patient s Medical Tourism. Quarterly Review of Business Disciplines,3(3), 195-
212.

Fan, Y., Isa, S. M., & Yang, S. (2022). Experience economy in wellness tourism to
attract Chinese outbound tourists. In Chinese Outbound Tourist Behaviour (pp.
92-104). Routledge.

Fagih, K. M. S. (2016). An empirical analysis of factors predicting the behavioral
intention to adopt Internet shopping technology among non-shoppers in a
developing country context: Does gender matter? Journal of Retailing and
Consumer Services, 30, 140-164.

Farah, M. F., & Fawaz, R. S. (2016). A comparison of the influence of personal and
cultural values on the consumption of luxury goods across Arab regions: Levant
versus Gulf. Contemporary Management Research, 12(2).

Fatima, J. K., Ghandforoush, P., Khan, M., & Di Masico, R. (2017). Role of
innovativeness and self-efficacy in tourism m-learning. Tourism Review,72(3),
344-355.

Ferrer, M., & Medhekar, A. (2012). The critical factors impacting on the global medical
tourism service supply chain management. Proceedings of the 1st Annual
International Conference on Tourism and Hospitality Research Singapore. pp. 23-
28.

Ferreira, F. A., & Castro, C. (2020). Medical tourism in portugal-a potential niche
market. In Advances in tourism, technology and smart systems (pp. 615-625).
Springer.

190



Fetscherin, M., & Stephano, R.-M. (2016). The medical tourism index: Scale
development and validation. Tourism Management, 52, 539-556.

Field, A. (2017). Discovering statistics using IBM SPSS statistics: North American
edition. Sage.

Firman, A., Wang, Y.-Y., & Moslehpour, M. (2021). The Critical Factors Selection to
Develop Indonesia as a Medical Tourism Country—as An Example of AHP. 2021
7th International Conference on E-Business and Applications, 168—174.

Fishbein, & Ajzen, I. (1975a). Belief, Attitude, Intention, and Behavior: An Introduction
to Theory and Research. In Reading, MA: Addison-Wesley (pp. 1-18).
https://doi.org/10.1017/CB09781107415324.004

Fishbein, M. (1967). Attitudes and the prediction of behavior. In M., Fishbein (Ed.),
Readings in

attitude theory and measurement (pp. 477-492). New York, NY: Wiley.

Fishbein, M. and Ajzen, I. (1975), Belief, Attitude, Intention, and Behavior: An
Introduction to Theory and Research, Addison-Wesley Publishing Company.

Fisher, M. J., & Marshall, A. P. (2009). Understanding descriptive statistics. Australian
Critical Care, 22(2), 93-97.

Floropoulos, J., Spathis, C., Halvatzis, D., & Tsipouridou, M. (2010). Measuring the
success of the Greek taxation information system. International Journal of
Information Management, 30(1), 47-56.
https://doi.org/10.1016/j.ijinfomgt.2009.03.013

Fodness, D. (2016). The problematic nature of sustainable tourism: Some implications
for planners and managers. Current Issues in Tourism, 20(16),1-13.
https://doi.org/10.1080/13683500.2016.1209162

Fornell, C., & Larcker, D. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research,
18(3), 39-50. https://doi.org/10.2307/3151312

Fox, D., Gouthro, M. B., Morakabati, Y., & Brackstone, J. (2014). Doing events
research: From theory to practice. Routledge.

Foxall, G. R. (Ed.). (2015). The Routledge companion to consumer behavior analysis.
Routledge.

Frechtling, D. (2013). The Economic Impact of Tourism: Overview and Examples of
Macroeconomic Analysis. UNWTO Statistics and TSA Issues Paper Series.

Fry-McKibbin, R., Hsiao, C., & Zhang, A. (2017). Firm Performance, the Financial
Crisis and the US Tourism Industry. 30th Australasian Finance and Banking
Conference.

Ganguli, S., & Ebrahim, A. H. (2017). A qualitative analysis of Singapore’s medical
tourism competitiveness. Tourism Management Perspectives, 21, 74-84.

Garcia-Milon, A., Olarte-Pascual, C., Juaneda-Ayensa, E., & Pelegrin-Borondo, J.

191



(2021). Tourist purchases in a destination: what leads them to seek information
from digital sources? European Journal of Management and Business Economics,
30(2), 243-260. https://doi.org/10.1108/EJMBE-09-2019-0153

Garcia-Villaverde, P. M., Elche, D., Martinez-Perez, A., & Ruiz-Ortega, M. J. (2017).
Determinants of radical innovation in clustered firms of the hospitality and tourism
industry. International Journal of Hospitality Management, 61, 45-58.

Gefen, D., Straub, D. and Rigdon, E. (2011), An update and extension to SEM guidelines
for admnistrative and social science research, MIS Quarterly, 35(2), 3-14,
https://doi.org/10.2307/23044042

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 61(1),
101-107.

Ghasemi, P., Mehdiabadi, A., Spulbar, C., & Birau, R. (2021). Ranking of Sustainable
Medical Tourism Destinations in Iran: An Integrated Approach Using Fuzzy
SWARA-PROMETHEE. Sustainability, 13(2), 683.

Gilfoil, D. M., Aukers, S. M., & Jobs, C. G. (2015). Developing And Implementing A
Social Media Program While Optimizing Return On Investment — An MBA
Program Case Study. 8(1).

Goldman, A. H. (1993). Realism about aesthetic properties. The Journal of Aesthetics
and Art Criticism, 51(1), 31-37.

Gill, S., Sinha, S., & Sumant, O. (2020). MEDICAL TOURISM MARKET: Global
Opportunity Analysis and Industry Forecast, 2019-2027.
https://www.alliedmarketresearch.com/medical-tourism-market#:~:text=Medical
Tourism Market Overview%3A,2027 in terms of value.

Gill, S., & Sumant, O. (2019). Global Medical Tourism Market:Opportunity Analysis
and Industry Forecast, 2018-2025.

Gudmundsson, H., Hall, R. P., Marsden, G., & Zietsman, J. (2016). Sustainable
transportation: Indicators, frameworks, and performance management. In Springer
Texts in Business and Economics. Heidelberg: Springer-Verlag

Guiry, M., Vrzal, W., & Mang, T. (2013). Traveling Abroad to Teach a Medical Tourism
Course: A Sister School Partnership. The Joural of Health Administration
Education, 19-40.

Gunawan, D. D., & Huarng, K.-H. (2015). Viral effects of social network and media on
consumers’ purchase intention. Journal of Business Research, 68(11), 2237-2241.

Gupta, S., Malhotra, N. K., Czinkota, M., & Foroudi, P. (2016). Marketing innovation:
A consequence of competitiveness. Journal of Business Research, 69(12), 5671—
5681.

Ha, J., Yu, C., & Hwang, Y. (2021). Analyzing the impact of relative push and pull
factors on inbound medical tourism in South Korea: focused on BCG matrix
applied segment group characteristics. Asia Pacific Journal of Tourism Research,
26(7), 768-779.

Hahn, S., Yoon, J.-H., & Kim, J.-M. (2014). Extending the technology acceptance model

192



to examine the intention to use tourism applications on smartphone. Hotel
Management Research, 23(3), 19-40.

Hair, Jr, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet.
Journal of Marketing Theory and Practice, 19(2), 139-152.
https://doi.org/10.2753/MTP1069-6679190202

Hair, Jr, J. F., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An
updated and expanded assessment of PLS-SEM in information systems research.
Industrial Management & Data Systems, 117(3), 442-458.

Hair, Joseph, Black, W., Babin, B., & Anderson, R. (2013). Multivariate Data Analysis:
Pearson New International Edition (7th ed.). Harlow, UK: Pearson Education.

Hair, Jr, J. F., Sarstedt, M., & Ringle, C. M. (2019). Rethinking some of the rethinking
of partial least squares. European Journal of Marketing, 53(4), 566-584.
https://doi.org/10.1108/EJM-10-2018-0665

Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial least
squares structural equation modeling (PLS-SEM). Oaks, CA: Sage Publications.

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or
CB-SEM: updated guidelines on which method to use. International Journal of
Multivariate Data Analysis, 1(2), 107-123.

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM): An emerging tool in business
research. European Business Review,26(2),106-121.

Hiakkinen, L., & Hilmola, O. (2008). Life after ERP implementation: Long-term
development of user perceptions of system success in an after-sales environment.
Journal of Enterprise Information Management,21(3), 285-310.

Haller, A.-P., Butnaru, G. 1., Harsan, G.-D. T., & Stefanicéd, M. (2021). The relationship
between tourism and economic growth in the EU-28. Is there a tendency towards
convergence? Economic Research-Ekonomska Istrazivanja, 34(1), 1121-1145.

Ham, S., Kim, W. G., & Forsythe, H. W. (2008). Determinants of restaurant employees’
technology use intention: Validating technology acceptance model with external
factors via structural equation model. In Information and Communication
Technologies in Tourism 2008 (pp. 441-452). Springer.

Han, H. (2013). The healthcare hotel : Distinctive attributes for international medical
travelers. JTMA, 36, 257—-268. https://doi.org/10.1016/j.tourman.2012.11.016

Han, H., & Hyun, S. S. (2015). Customer retention in the medical tourism industry:
Impact of quality, satisfaction, trust, and price reasonableness. Tourism
Management, 46, 20-29. https://doi.org/10.1016/j.tourman.2014.06.003

Haque, A., & Momen, A. (2017). A Model of Islamic Tourism Towards Religious
Motivation and Tourist Satisfaction in Malaysia. In Social Interactions and
Networking in Cyber Society (pp. 153-167). Springer.

Hariwibowo, I. N., & Setiawan, W. Y. (2020). Evaluating the Implementation of the
Rural Financial System (SISKEUDES) in Wonogiri Regency, Indonesia: Success

193



or Failure? Review of Integrative Business and Economics Research, 9, 101-114.

Hartmann, J., Sutcliffe, A., & Angeli, A. De. (2007). Investigating Attractiveness in Web
User Interfaces, Proceedings of the SIGCHI conference on human factors in
computing systems (CHI'07), ACM, New York, NY, USA. 387-396.
https://doi.org/10.1145/1240624.1240687.

Hassenzahl, M. (2003). The thing and I: understanding the relationship between user and
product. In Funology (pp. 31-42). Springer.

Hatlevik, O. E., & Arnseth, H. C. (2012). ICT , Teaching and Leadership : How do
Teachers Experience the Importance of ICT-Supportive School Leaders ? Nordic
Journal of Digital Literacy, 7(1), 55-69.

Havelka, D., Sutton, S. G., & Arnold, V. (1998). A methodology for developing
measurement criteria for assurance services: an application in information systems
assurance. Auditing, 17, 73-92.

Hawash, B., Mokhtar, U. A., & Yusof, Z. M. (2021). Users’ acceptance of an electronic
record management system in the context of the oil and gas sector in Yemen: an
application of ISSM-TAM. International Journal of Management and Enterprise
Development, 20(1), 75-98.

Hay, C. (2002). Political analysis: a critical introduction. Macmillan International
Higher Education.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of
the Academy of Marketing Science, 43(1), 115-135.

Hernandez, B., Jiménez, J., & Martin, M. J. (2011). Age, gender and income: do they
really moderate online shopping behaviour? Online Information Review, 35(1),
113-133.

Heung, V. C. S., Kucukusta, D., & Song, H. (2010). A conceptual model of medical
tourism: Implications for future research. Journal of Travel & Tourism Marketing,
27(3), 236-251.

Hew, J.-J., Leong, L.-Y., Tan, G. W.-H., Lee, V.-H., & Ooi, K.-B. (2018). Mobile social
tourism shopping: A dual-stage analysis of a multi-mediation model. Tourism
Management, 66, 121-139.

Hoffmann, V., Probst, K., & Christinck, A. (2007). Farmers and researchers: How can
collaborative advantages be created in participatory research and technology
development?  Agriculture and Human  Values, 24(3), 355-368.
https://doi.org/10.1007/s10460-007-9072-2

Hohm, C., & Snyder, J. (2015). “ It Was the Best Decision of My Life ”: a thematic
content analysis of former medical tourists ’ patient testimonials. BMC Medical
Ethics, 16.

Hoi, V. N., & Le Hang, H. (2021). Understanding students’ behavioural intention to use
facebook as a supplementary learning platform: A mixed methods approach.
Education and Information Technologies, 1-21. https://doi.org/10.1007/s10639-
021-10565-5.

194



Holland, G., & Tiggemann, M. (2016). A systematic review of the impact of the use of
social networking sites on body image and disordered eating outcomes. Body
Image, 17, 100-110.

Holliday, R., Bell, D., Cheung, O., Jones, M., & Probyn, E. (2015). Social Science &
Medicine Brief encounters : Assembling cosmetic surgery tourism. Social Science
& Medicine, 124, 298-304. https://doi.org/10.1016/j.socscimed.2014.06.047

Homburg, C., Kuester, S., & Krohmer, H. (2013). Marketing Management: A
Contemporary Perspective. McGraw-Hill Higher Education.

Hong, J., Kwak, Y., & Kwak, Y. (2016). The Effect of Diffusion of Online Culture
Content on Medical Tourism: Analysis of Keyword, International Journal of
Database Theory and Application, 9(11), 293-304.

Horner, S., & Swarbrooke, J. (2016). Consumer behaviour in tourism. Routledge.

Horsfall, D., Lunt, N., King, H., & Smith, R. D. (2013). The Impact of the Internet on
Medical Tourism. 223-239.

Horvath, 1. (2019). Combining unmergeables: A methodological framework for
axiomatic fusion of qualitative design theories. Proceedings of the Design Society:
International Conference on Engineering Design, 1(1), 3591-3600.

Hoyer, W. D., Maclnnis, D., Pieters, R., Chan, E., & Northey., G. (2021). Consumer
behaviour. Cengage Australia.

Hsu, H.-H., & Wu, Y.-H. (2017). Investigation of the effects of a nursing information
system by using the technology acceptance model. CIN: Computers, Informatics,
Nursing, 35(6), 315-322.

Hu, P. J., Clark, T. H. K., & Ma, W. W. (2003). Examining technology acceptance by
school teachers : a longitudinal Study. 41, 227-241.
https://doi.org/10.1016/S0378-7206(03)00050-8

Huang, Y.-C., Backman, S. J., Backman, K. F., & Moore, D. (2013). Exploring user
acceptance of 3D virtual worlds in travel and tourism marketing. Tourism
Management, 36, 490-501.

Huber, S., Hauptmann, A., Lederer, M., & Kurz, M. (2013). Managing complexity in
adaptive case management. In International Conference on Subject-Oriented
Business Process Management (pp. 209-226). Springer.

Hubert, M., Blut, M., Brock, C., Zhang, R. W., Koch, V., & Riedl, R. (2019). The
influence of acceptance and adoption drivers on smart home usage. European
Journal of Marketing.53(6), 1073-1098. https://doi.org/10.1108/EJM-12-2016-
0794.

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social
media interactions on consumer-brand relationships: A three-country study of
brand perceptions and marketing behaviors. International Journal of Research in
Marketing, 33(1), 27-41. https://doi.org/10.1016/j.ijresmar.2015.06.004

Hung, S. Y., Liang, T. P., & Chang, C. M. (2005). A meta-analysis of empirical research
using TAM. Journal of Information Management, 12(4), 211-234.

195



Huntgeburth, J. (2015). Developing a Cloud Service Relationship Theory. In Developing
and Evaluating a Cloud Service Relationship Theory (pp. 27—41). Springer.

Imison, M., & Schweinsberg, S. (2013). Australian news media framing of medical
tourism in low- and middle-income countries: A content review. BMC Public
Health, 13(1). https://doi.org/10.1186/1471-2458-13-109

IMTJ. (2016). Malaysia Medical Tourism Figures 2015.
IMTJ. (2021). THE IMTJ MEDICAL TRAVEL AWARDS. https://awards.imtj.com/

Inchausti-Sintes, F. (2015). Tourism: Economic growth, employment and Dutch disease.
Annals of Tourism Research, 54, 172-189.

Irani, Z., Dwivedi, Y. K., & Williams, M. D. (2009). Understanding consumer adoption
of broadband: an extension of the technology acceptance model. Journal of the
Operational Research Society, 60(10), 1322—-1334.

Iranmanesh, M., Annamalai, N., Kumar, K. M., & Foroughi, B. (2022). Explaining
student loyalty towards using WhatsApp in higher education: an extension of the
IS success model. The Electronic Library.

Isaac, O., Abdullah, Z., Ramayah, T., Mutahar, A. M., & Alrajawy, I. (2018). Integrating
user satisfaction and performance impact with technology acceptance model
(TAM) to examine the internet usage within organizations in Yemen. Asian
Journal of Information Technology, 17(1), 60-78.

Isikli, E., SerdarAsan, S., & Karadayi-Usta, S. (2019). Predicting the Medical Tourism
Demand of Turkey. Global Joint Conference on Industrial Engineering and Its
Application Areas, 119-132.

Islam, M. A., & Al-Shiha, A. (2018). Foundations of biostatistics. Springer.

Issel, L. M., & Wells, R. (2017). Health program planning and evaluation. Jones &
Bartlett Learning.

Izuagbe, R., Ifijeh, G., lzuagbe-Roland, E. I., Olawoyin, O. R., & Ogiamien, L. O.
(2019). Determinants of perceived usefulness of social media in university
libraries: Subjective norm, image and voluntariness as indicators. The Journal of
Academic Librarianship, 45(4), 394-405.

Jackson, S. L. (2015). Research methods and statistics: A critical thinking approach.
Cengage Learning.

Jacoby, J., & Kaplan, L. B. (1972). The components of perceived risk. Advances in
Consumer Research Proceedings of the Association of Consumer Research, 382-
393.

Jamin, A., Rahmafitria, F., & Nurazizah, G. R. (2020). Rebuilding Health Tourism
Destination Image After Covid-19: The Case Of Malaysia And Indonesia. 2020
IEEE 8th R10 Humanitarian Technology Conference (R10-HTC), 1-6.

John, S., Larke, R., & Kilgour, M. (2018). Applications of social media for medical
tourism marketing: an empirical analysis. Anatolia, 29(4), 553-565.

196



Jamal, H. J. (2018). Antecedents and Consequences of Social Media Adoption in Travel
and Tourism: Evidence from Customers and Industry. Available at SSRN:
https://ssrn.com/abstract=3230663

Jang, J.-H., Kim, J.-K., & Hwang, Y.-H. (2006). Influence of hotel information system
quality on system use and user satisfaction. Journal of Quality Assurance in
Hospitality & Tourism, 7(3), 41-58.

Jarvenpaa, S. L., Tractinsky, N., & Vitale, M. (1999). Consumer trust in an Internet store:
A cross-cultural validation. Journal of Computer-Mediated Communication, 5(2).

Jiang, H., Islam, A. A., Gu, X., Spector, J. M., & Chen, S. (2022). Technology-Enabled
E-Learning Platforms in Chinese Higher Education During the Pandemic Age of
COVID-19. SAGE Open, 12(2), 21582440221095085.

Jin, X., Wu, L., Becken, S., & Ding, P. (2016). How do Worry, Self-Efficacy and Coping
Interact? Examining Chinese Tourists to Australia. Journal of China Tourism
Research 12 (3-4), 374-393. https://doi.org/10.1080/19388160.2016.1251868

Johanson, G. A., & Brooks, G. P. (2010). Initial scale development: sample size for pilot
studies. Educational and Psychological Measurement, 70(3), 394-400.

John, S., Larke, R., & Kilgour, M. (2018). Applications of social media for medical
tourism marketing: an empirical analysis. Anatolia, 29(4), 553-565.

John, S. P. (2017). An analysis of the social media practices for sustainable medical
tourism destination marketing. 7(3), 222—-249.

Joreskog, K. G. (1971). Simultaneous factor analysis in several populations.
Psychometrika, 36(4), 409-426.

Jung, J., Park, E., Moon, J., & Lee, W. S. (2021). Exploration of sharing accommodation
platform Airbnb using an extended technology acceptance model. Sustainability,
13(3), 1185.

Kakoudakis, K. I., Mccabe, S., & Story, V. (2017). Annals of Tourism Research Social
tourism and self-efficacy Exploring links between tourism participation , job-
seeking and unemployment. Annals of Tourism Research, 65, 108-121.
https://doi.org/10.1016/j.annals.2017.05.005

Kamal, S. A., Shafiq, M., & Kakria, P. (2020). Investigating acceptance of telemedicine
services through an extended technology acceptance model (TAM). Technology in
Society, 60, 101212.

Kaplan, L. B., Szybillo, G. J., & Jacoby, J. (1974). Components of perceived risk in
product purchase: A cross-validation. Journal of Applied Psychology, 59(3), 287—
291.

Kardes, F., Cronley, M., & Cline, T. (2015). Consumer Behavior. Cengage Learning.

Katsikari, C., Hatzithomas, L., Fotiadis, T., & Folinas, D. (2020). Push and Pull Travel
Motivation: Segmentation of the Greek Market for Social Media Marketing in
Tourism. Sustainability, 12(11), 4770.

Kaushik, A. K., & Rahman, Z. (2017). An empirical investigation of tourist’s choice of

197



service delivery options: SSTs vs service employees. International Journal of
Contemporary Hospitality Management, 29(7), 1892-1913.
https://doi.org/10.1108/IJCHM-08-2015-0438.

Kavandi, H., & Jaana, M. (2020). Factors that affect health information technology
adoption by seniors: A systematic review. Health & Social Care in the Community,
28(6), 1827-1842.

Kazaure, M. A., Abdullah, A. R., Zawawi, D. B., & Hamzah, A. (2020). Determinants
of SMEs intention to adopt Islamic crowdfunding model in Northwestern Nigeria.
Journal of Islamic Accounting and Business Research, 12(2), 204-217.
https://doi.org/10.1108/JIABR-12-2019-0234.

Khairunnisa, C., & Hatta, M. (2017). The Development of Health Tourism Industries in
Malaysia. 4(1). https://doi.org/10.27512/sjppi-ukm/ses/a18082017

Khare, A., Singh, S., & Khare, A. (2010). Innovativeness/novelty-seeking behavior as
determinants of online shopping behavior among Indian youth. Journal of Internet
Commerce, 9(3-4), 164-185.

Kian, T. P., & Heng, T. K. (2015). An Exploratory Study on the Factors that Influence
Patient Satisfaction and Its Impact on Patient Loyalty. International Journal of
Innovation, Management and Technology, 6(3), 180-185.
https://doi.org/10.7763/1JIMT.2015.V6.598

Kilgour, M., Sasser, S. L., & Larke, R. (2015). The social media transformation process:
curating content into strategy. Corporate Communications: An International
Journal, 20(3), 326-343.

Kim, J., Yang, K., & Kim, B. Y. (2013). Online retailer reputation and consumer
response: examining cross cultural differences. International Journal of Retail &
Distribution Management, 41(9), 688-705.

Kim, M., & Denis, E. (2015). Medical Service Evaluation by Russian Medical Travelers
Medical Service Evaluation by Russian Medical Travelers,18(12),4907-4915.

Kim, T. G,, Lee, J. H., & Law, R. (2008). An empirical examination of the acceptance
behaviour of hotel front office systems: An extended technology acceptance
model. Tourism Management, 29(3), 500-513.

King, W. R., & Epstein, B. J. (1983). Assessing information system value: An
experimental study. Decision Sciences, 14(1), 34-45.

King, William R., & He, J. (2006). A meta-analysis of the technology acceptance model.
Information and Management, 43(6), 740-755.
https://doi.org/10.1016/j.im.2006.05.003

Klassen, R. M. (2004). Optimism and realism: A review of self-efficacy from a cross-
cultural perspective. 39(3), 205-230.
https://doi.org/10.1080/00207590344000330

Klein, B. (2003). Assessments of information quality: does the medium matter?
presented at the Ninth Americas Conference on Information Systems (AMCIS),
2348-2352.

198



Klemenc-Ketis, Z., Kersnik, J., & Tratnik, E. (2009). The presence of anxiety and
depression in the adult population of family practice patients with chronic
diseases. Zdrav Var, 48:170-176.

Kline, R. B. (2015). Principles and practice of structural equation modeling. Guilford
publications.

Kldcker, P. (2015). Resistance behavior to national EHealth implementation programs.
Springer.

Koca, A., Funk, M., Karapanos, E., Rozinat, A., van der Aalst, W. M., Corporaal, H.,
Martens, J. B. O. S., van der Putten, P. H. A., Weijters, A. J. M. M., & Brombacher,
A. C. (2009). Soft Reliability: an interdisciplinary approach with a user—system
focus. Quality and Reliability Engineering International, 25(1), 3-20.
https://doi.org/10.1002/gre

Kotler, P., & Armstrong, G. (2013). Principles of marketing. Pearson education.

Koufaris, M. (2002). Applying the technology acceptance model and flow theory to
online consumer behavior. Information Systems Research, 13(2), 205-223.

Krysik, J. L. (2018). Research for effective social work practice. Routledge.

Kularbphettong, K. (2018). Enrichment Ontology Instance by Using Data Mining
Techniques A Case of Thai Tourist Interest in Culture Tourism.
https://doi.org/10.1007/978-3-319-67621-0

Kumar, V. (2021). Social Media: Harbinger of Institutional Change and Its Impact on
Branding. In Dynamics of Institutional Change in Emerging Market Economies
(pp. 201-211). Springer.

Kuswanto, H., Pratama, W. B. H., Ahmad, I. S., & Salamah, M. (2019). Analysis of
students’ online shopping behaviour using a partial least squares approach: Case
study of Indonesian students. Cogent Business & Management, 6(1), 1699283.

Kviz, F. J. (2019). Conducting Health Research: Principles, Process, and Methods.
SAGE Publications.

Kwok, D., & Yang, S. (2017). Evaluating the intention to use ICT collaborative tools in
a social constructivist environment. International Journal of Educational
Technology in Higher Education, 14(1), 1-14. https://doi.org/10.1186/s41239-
017-0070-1

La, S. J., & Cho, Y. (2019). Investigating Utility, Attitude, Intention, and Satisfaction of
Skill-Sharing Economy. The Journal of Industrial Distribution & Business, 10(1),
39-49.

Lai, L. (2017). Singapore tops for medical tourism, but rivals catching up quickly. The
Straits Times, Https://Www. Straitstimes. Com/Singapore/Health/Spore-Tops-for-
Medical-Tourism-but-Rivals-Catching-up-Quickly.

Lai, & Vinh, N. Q. (2013). Online Promotion and Its Influence on Destination Awareness
and Loyalty in the Tourism Industry. 3(3), 15-30.

Lan, P. A. N., RUAN, A., & ZHANG, W. (2017). User adoption intention of the tourism

199



APP based on experimental method. DEStech Transactions on Environment,
Energy and Earth Sciences. https://doi.org/10.12783/dteees/eesd2017/12014

Lauren, N., Fielding, K. S., Smith, L., & Louis, W. R. (2016). You did, so you can and
you will: Self-efficacy as a mediator of spillover from easy to more difficult pro-
environmental behaviour. Journal of Environmental Psychology, 48, 191-199.

Lawson, T. R., Faul, A. C., & Verbist, A. N. (2019). Research and Statistics for Social
Workers. Routledge.

Lee, C., Hallak, R., & Sardeshmukh, S. R. (2016). Innovation, entrepreneurship, and
restaurant performance: A higher-order structural model. Tourism Management,
53, 215-228. https://doi.org/10.1016/j.tourman.2015.09.017

Lee, H., Wright, K. B., O’Connor, M., & Wombacher, K. (2014). Framing medical
tourism: an analysis of persuasive appeals, risks and benefits, and new media
features of medical tourism broker websites. Health Communication, 29(7), 637—
645.

Lee, K., Haque, A., Maulan, S., & Abdullah, K. (2019). Determining intention to buy air
e-tickets in Malaysia. Management Science Letters, 9(6), 933-944.

Lee, Y., In, J., & Lee, S. J. (2020). Social media engagement, service complexity, and
experiential quality in US hospitals. Journal of Services Marketing.

Lei, S. S. I, Kirillova, K., & Wang, D. (2018). Factors influencing customers’ intention
to use instant messaging to communicate with hotels. In Information and
Communication Technologies in Tourism 2018 (pp. 296-307). Springer.

Leiper, N. (1979). The framework of tourism: Towards a definition of tourism, tourist,
and the tourist industry. Annals of Tourism Research, 6(4), 390-407.

Leon, S. (2018). Service mobile apps: a millennial generation perspective. Industrial
Management & Data Systems.

Lertwannawit, A., & Gulid, N. (2011). International Tourists > Service Quality
Perception And Behavioral Loyalty Toward Medical Tourism in Bangkok
etropolitan Area. Journal of Applied Business Research, 27(6), 1-12.

Leung, M. P. (2014). Computer Self-Efficacy of Patients in Urban Health Centers for
Web-Based Health Education, (Doctoral dissertation), Walden University,
Minnesota.

Li, H., & Liu, Y. (2014). Understanding post-adoption behaviors of e-service users in the
context of online travel services. Information & Management, 51(8), 1043-1052.

Li, J., Wang, J., Wangh, S., & Zhou, Y. (2019). Mobile payment with alipay: An
application of extended technology acceptance model. IEEE Access, 7, 50380—
50387.

Li, L., & Buhalis, D. (2005). Predicting internet usage for travel bookings in China. In
Information and communication technologies in tourism 2005 (pp. 429-439).
Springer.

Liao, C., Palvia, P., & Lin, H. (2006). The roles of habit and web site quality in e-

200



commerce. 26, 469-483. https://doi.org/10.1016/j.ijinfomgt.2006.09.001

Lin, C., Shih, H., & Sher, P. J. (2007). Integrating technology readiness into technology
acceptance: The TRAM model. Psychology & Marketing, 24(7), 641-657.

Linka, K., Peirlinck, M., Sahli Costabal, F., & Kuhl, E. (2020). Outbreak dynamics of
COVID-19 in Europe and the effect of travel restrictions. Computer Methods in
Biomechanics and Biomedical Engineering, 23(11), 710-717.

Littler, D., & Melanthiou, D. (2006). Consumer perceptions of risk and uncertainty and
the implications for behaviour towards innovative retail services: The case of
Internet Banking. Journal of Retailing and Consumer Services, 13(6), 431-443.
https://doi.org/10.1016/j.jretconser.2006.02.006

Liu, C.-H., Horng, J.-S., Chou, S.-F., Chen, Y.-C., Lin, Y.-C., & Zhu, Y.-Q. (2016). An
empirical examination of the form of relationship between sustainable tourism
experiences and satisfaction. Asia Pacific Journal of Tourism Research, 21(7),
717-740.

Lu, H. P., Hsu, C. L., & Hsu, H. Y. (2005). An empirical study of the effect of perceived
risk upon intention to use online applications. Information Management &
Computer Security, 13(2), 106-120. https://doi.org/10.1108/09685220510589299

Liders, M., & Brandtzaeg, P. B. (2017). ‘My children tell me it’s so simple’: A mixed-
methods approach to understand older non-users’ perceptions of Social
Networking ~ Sites. New Media &  Society, 19(2), 181-198.
https://doi.org/10.1177/1461444814554064

MacKay, K. J. (2016). Special interest tourism. In Encyclopedia of Tourism (pp. 893—
894). Springer International Publishing.

MacKenzie, S. B., Podsakoff, P. M., & Podsakoff, N. P. (2011). Construct measurement
and validation procedures in MIS and behavioral research: Integrating new and
existing techniques. MIS Quarterly, 35(2), 293-334.

Mackey, T. K., & Liang, B. A. (2013). Dangerous science: online promotion of unproven
stem cell therapies and global health risks. Journal of Commercial Biotechnology,
19(4), 19-28.

Maditinos, D., Tsairidis, C., & Grigoriadis, C. (2009). Internet banking user acceptance:
evidence from Greece and Bulgaria. 5th HSSS Conference, Democritus University
of Thrace, Xanthi, Greece, 24-27.

Maes, A., & Poels, G. (2006). Evaluating quality of conceptual models based on user
perceptions. In International Conference on Conceptual Modeling (pp. 54-67).
Springer.

Makinde, O. A. (2016). Physicians as medical tourism facilitators in Nigeria: Ethical
issues of the practice. Croatian Medical Journal, 57(6), 601.

Makmor, N., Aziz Abd, N., & Alam Shah, S. (2019). Social Commerce an Extended
Technology Acceptance Model: The Mediating Effect of Perceived Ease of Use
and Perceived Usefulness. Malays. J. Consum. Fam. Econ, 22, 119-136.

201



Mao, J., Chiu, C., Owens, B. P., Brown, J. A., & Liao, J. (2019). Growing followers:
Exploring the effects of leader humility on follower self-expansion, self-efficacy,
and performance. Journal of Management Studies, 56(2), 343-371.

Marakarkandy, B., Yajnik, N., & Dasgupta, C. (2017). Enabling internet banking
adoption: An empirical examination with an augmented technology acceptance
model (TAM). Journal of Enterprise Information Management, 30(2), 263-294.

Marakas, G., Johnson, R., & Clay, P. F. (2007). The evolving nature of the computer
self-efficacy construct: An empirical investigation of measurement construction,
validity, reliability and stability over time. Journal of the Association for
Information Systems, 8(1), 2.

Martins, C., Oliveira, T., & Popovi¢, A. (2014). Understanding the Internet banking
adoption: A unified theory of acceptance and use of technology and perceived risk
application. International Journal of Information Management, 34(1), 1-13.

Mason, A., & Wright, K. B. (2011). Framing medical tourism: an examination of appeal,
risk, convalescence, accreditation, and interactivity in medical tourism web sites.
Journal of Health Communication, 16(2), 163-177.

Mason, R. O. (1978). Measuring information output: A communication systems
approach. Information & Management, 1(4), 219-234.

Mayer, K. J., & Sparrowe, R. T. (2013). Integrating theories in AMJ articles. Academy
of Management Journal, 56(4), 917-922

McDaniel Jr, C., & Gates, R. (2018). Marketing research. John Wiley & Sons.

Mcgladdery, C. A., & Lubbe, B. A. (2017). Rethinking educational tourism : proposing
a new model and future directions. Tourism Review, 72(3), 319-329.

Mcinnes, N., & Haglund, B. J. A. (2011). Readability of online health information:
implications for health literacy. Informatics for Health and Social Care, 36(4),
173-189.

McKinney, V., Yoon, K., & Zahedi, F. M. (2002). The measurement of web-customer
satisfaction: An expectation and disconfirmation approach. Information Systems
Research, 13(3), 296-315.

Mcknight, D. H., Lankton, N. K., Nicolaou, A., & Price, J. (2017). Journal of Strategic
Information Systems Distinguishing the effects of B2B information quality ,
system quality , and service outcome quality on trust and distrust. Journal of
Strategic Information Systems, 26(2), 118-141.
https://doi.org/10.1016/j.jsis.2017.01.001

MCMC. (2020). Internet Users Survey 2020. Malaysian Communications and

Multimedia Commission.
https://www.mcmc.gov.my/skmmgovmy/media/General/pdf/lUS-2020-
Report.pdf

Mechinda, P., Serirat, S., Anuwichanont, J., & Gulid, N. (2010). An Examination Of
Tourists “ Loyalty Towards Medical Tourism In Pattaya, Thailand. International
Business & Economics Research Journal — January 2010, 9(1), 55-70.

202



Medhekar, A. (2017). The Role of Social Media for Knowledge Dissemination in
Medical Tourism: A Case of India. In Harnessing Social Media as a Knowledge
Management Tool (pp. 25-54). IGI Global.

Medhekar, Anita. (2018). The role of social media for knowledge dissemination in
medical tourism: A case of India. In Medical Tourism: Breakthroughs in Research
and Practice (pp. 132-161). IGI Global. https://doi.org/10.4018/978-1-5225-
0495-5.ch002

Meyers, L. S., Gamst, G. C., & Guarino, A. J. (2013). Performing data analysis using
IBM SPSS. John Wiley & Sons.

MHTC. (2016). Global Medical Tourism Market to Reach US $ 32 . 5 bn in 2019 ,
Availability of Cost- e fective Treatments in Emerging Nations Encourages
Medical Tourism The 5 Spots In Asia That.

MHTC. (2017). Health tourism generates economic and job opportunities.
Www.Mhtc.Org.My. https://www.mhtc.org.my/2017/08/03/health-tourism-
generates-economic-and-job-opportunities/

MHTC. (2018). US$7m boost to grow Malaysia as a health tourism hub.
https://www.mhtc.org.my/2018/02/23/us7m-boost-grow-malaysia-health-
tourism-hub/

MHTC. (2020). What is the Best Country for Medical Tourism?
https://www.mhtc.org.my/2020/09/01/what-is-the-best-country-for-medical-
tourism/

MHTC. (2021a). A Healthcare Marvel, And Rightfully So.
https://malaysiahealthcare.org/a-healthcare-marvel-and-rightfully-so/

MHTC. (2021b). Commentary on Healthcare Travel. Malaysia Healthcare Chronicles.
https://www.mhtc.org.my/blog/2021/03/29/commentary-on-healthcare-travel/

MHTC. (2021c). Healthcare Traveller Statistics. https://www.mhtc.org.my/statistics/

MHTC. (2021d). Numerous international awards and accolades received.
https://www.mhtc.org.my/awards/

Michopoulou, E. E., & Moisa, D. (2016). The role of culture on online search behaviour:
A comparative study between British and Chinese Travellers. In Information and
communication technologies in tourism 2016 (pp. 765—777). Springer.

Mikalef, P., & Pateli, A. (2017). Information technology-enabled dynamic capabilities
and their indirect effect on competitive performance: Findings from PLS-SEM and
fsQCA. Journal of Business Research, 70, 1-16.

Mills, N., Pajares, F., & Herron, C. (2006). A reevaluation of the role of anxiety: Self-
efficacy, anxiety, and their relation to reading and listening proficiency. Foreign
Language Annals, 39(2), 276-295.

Minnaert, L., Diekmann, A., & McCabe, S. (2012). Defining social tourism and its
historical context. In Social tourism in Europe: Theory and practice (pp. 18-30).

Mitchell, V. (1999). Consumer perceived risk: conceptualisations and models. European

203



Journal of Marketing, 33(1/2), 163-195.
https://doi.org/10.1108/03090569910249229

Mitra, K., Reiss, M. C., & Capella, L. M. (1999). An examination of perceived risk,
information search and behavioral intentions in search, experience and credence
services. Journal of Services Marketing,13(3), 208-228.
https://doi.org/10.1108/08876049910273763.

Mittelstaedt, R. A. (1990). Economics , Psychology , and the Literature of the
Subdiscipline of Consumer Behavior. 18(4), 303-311.

Mobarakeh, M. K., & Rezaei, M. (2014). Identification of Effective Factors and Study
of their Impact on Consumer Acceptance of E-tourism in Iran. 8th International
Conference on E-Commerce in Developing Countries: With Focus on e-Trust, 1—
8.

Moghavvemi, S., Ormond, M., Musa, G., Ruhana, C., Isa, M., Thirumoorthi, T.,
Zulkhairi, M., Mustapha, B., Kanapathy, K. A. P., John, J., & Chandy, C. (2017).
Connecting with prospective medical tourists online : A cross-sectional analysis of
private hospital websites promoting medical tourism in. Tourism Management, 58,
154-163. https://doi.org/10.1016/j.tourman.2016.10.010

Mohd Suki, N., & Mohd Suki, N. (2016). Library patrons’ emotions after information
retrieval: effects of perceived self-efficacy. Program, 50(3), 288-302.
https://doi.org/10.1108/PROG-07-2014-0045

Mohseni, S., Jayashree, S., Rezaei, S., Kasim, A., & Okumus, F. (2018). Attracting
tourists to travel companies’ websites: the structural relationship between website
brand, personal value, shopping experience, perceived risk and purchase intention.
Current Issues in Tourism, 21(6), 616—645.

Momeni, K., Janati, A., Imani, A., & Khodayari-Zarnag, R. (2018). Barriers to the
development of medical tourism in East Azerbaijan province, Iran: A qualitative
study. Tourism Management, 69, 307-316.

Moon, J.-W., & Kim, Y.-G. (2001). Extending the TAM for a World-Wide-Web context.
Information & Management, 38(4), 217-230.

Morosan, C. (2012). Theoretical and Empirical Considerations of Guests’ Perceptions of
Biometric Systems in Hotels: Extending the Technology Acceptance Model.
Journal  of Hospitality &  Tourism  Research, 36(1), 52-84.
https://doi.org/10.1177/1096348010380601

Morosan, Cristian. (2012). Theoretical and empirical considerations of guests’
perceptions of biometric systems in hotels: Extending the technology acceptance
model. Journal of Hospitality & Tourism Research, 36(1), 52-84.

Morosan, & Defranco, A. (2016). International Journal of Hospitality Management It * s
about time : Revisiting UTAUT2 to examine consumers ’ intentions to use NFC
mobile payments in hotels . International Journal of Hospitality Management,
53, 17-29. https://doi.org/10.1016/j.ijhm.2015.11.003

Moslehifar, M. A., Ibrahim, N. A., & Sandaran, S. C. (2016). Assessing the quality of
trust features on website content of top hospitals for medical tourism consumers.

204



Jurnal Komunikasi, Malaysian Journal of Communication, 32(1), 469-489.

Mou, J., Shin, D. H., & Cohen, J. F. (2017). Trust and risk in consumer acceptance of e-
services. Electronic Commerce Research, 17(2), 255-288.
https://doi.org/10.1007/s10660-015-9205-4

Muller, T., Schuberth, F., & Henseler, J. (2018). PLS path modeling—a confirmatory
approach to study tourism technology and tourist behavior. Journal of Hospitality
and Tourism Technology, 9(3), 249-266.

Mun, Y. Y., Jackson, J. D., Park, J. S., & Probst, J. C. (2006). Understanding information
technology acceptance by individual professionals : Toward an integrative view.
Information & Management, 43(3), 350-363.
https://doi.org/10.1016/j.im.2005.08.006

Mutahar, A. M., Daud, N. M., Ramayah, T., Isaac, O., & Aldholay, A. H. (2018). The
effect of awareness and perceived risk on the technology acceptance model
(TAM): mobile banking in Yemen. International Journal of Services and
Standards, 12(2), 180-204.

MYHT. (2020). Deferment of the Malaysia Year of Healthcare Travel 2020
(MYHT2020) Campaign by The Malaysia Healthcare Travel Council (MHTC).
Malaysia Healthcare Travel Council.
https://www.tourism.gov.my/news/trade/view/deferment-of-the-malaysia-year-
of-healthcare-travel-2020-myht2020-campaign-by-the-malaysia-healthcare-
travel-council-mhtc

Neelankavil, J. P. (2015). International business research. Routledge.

Negash, S., Ryan, T., & Igbaria, M. (2003). Quality and effectiveness in web-based
customer support systems. Information & Management, 40(8), 757—768.

Nelson, R. R., Todd, P. A., Wixom, B. H., Nelson, R. R., Todd, P. A., & Wixom, B. H.
(2005). Antecedents of information and system quality: an empirical examination
within the context of data warehousing. Journal of Management Information
Systems, 21(4), 199-235.

Neuman, W. (2014). Workbook for Neumann Social research methods: qualitative and
quantitative approaches. Pearson.

Nguyen, L., Bellucci, E., & Nguyen, L. T. (2014). Electronic health records
implementation : An evaluation of information system impact and contingency
factors. International Journal of Medical Informatics, 83(11), 779-796.
https://doi.org/10.1016/j.ijmedinf.2014.06.011

Nicolaou, A. I., & Mcknight, D. H. (2006). Perceived Information Quality in Data
Exchanges : Effects on Risk , Trust, and ... Information Systems Research, 17(4),
332-351.

Niu, H.-J. (2010). Investigating the effects of self-efficacy on foodservice industry
employees’ career commitment. International Journal of Hospitality Management,
29(4), 743-750.

Nysveen, H., & Pedersen, P. E. (2005). Search mode and purchase intention in online
shopping behaviour. International Journal of Internet Marketing and Advertising,

205



2(4), 288-306.

O’Keefe, D. J. (2013). The relative persuasiveness of different forms of arguments-from-
consequences: A review and integration. Annals of the International
Communication Association, 36(1), 109-135.

O’Rourke, N., & Hatcher, L. (2013). A step-by-step approach to using SAS for factor
analysis and structural equation modeling. Sas Institute.

OECD. (2018). OECD Tourism Trends and Policies 2016. In OECD Tourism Trends and
Policies 2018. OECD Publishing. https://doi.org/10.1787/tour-2012-en

OECD. (2020). OECD Tourism Trends and Policies 2020.
https://www.oecd.org/cfe/tourism/oecd-tourism-trends-and-policies-
20767773.htm

Othman, M. S., Tashimaimaiti, G., Yusuf, L. M., & Al-Rahmi, W. M. (2017). End-User
Perspectives on Effectiveness of Learning Performance Through Massive Open
Online Course ( MOOCs ). In International Conference of Reliable Information
and Communication Technology (pp. 699-707). https://doi.org/10.1007/978-3-
319-59427-9

Outreville, J. F., & Desrochers, J. (2016). Perceived risk : an experimental investigation
of consumer behavior when. Journal of Consumer Behaviour, 15(6), 549-559.

Ozan-rafferty, M. E., Johnson, J. A., Shah, G. H., & Court, H. B. (2014). In the Words
of the Medical Tourist : An Analysis of Internet Narratives by Health Travelers to
Turkey. Journal of Medical Internet Research, 16 (2).

Ozbek, A. P. V., Giinalan, L. M., Kog, A. P. F., Sahin, N, & Eda, K. A. S. (2015). The
effects of perceived risk and cost on technology acceptance: A study on tourists’
use of online booking. Manisa Celal Bayar Universitesi Sosyal Bilimler Dergisi,
13(2), 227-244.

Ozturk, A. B. (2016). Customer acceptance of cashless payment systems in the
hospitality industry. International Journal of Contemporary Hospitality
Management, 28(4), 801-817. https://doi.org/10.1108/IJCHM-02-2015-0073

Ozturk, A. B., Bilgihan, A., Nusair, K., & Okumus, F. (2016). What keeps the mobile
hotel booking users loyal? Investigating the roles of self-efficacy, compatibility,
perceived ease of use, and perceived convenience. International Journal of
Information Management, 36(6), 1350-1359.
https://doi.org/10.1016/j.ijinfomgt.2016.04.005

Pardo, P. D. (2015). An Early Pioneer of Medical Tourism’s Use of the Internet and
Social Media. In Current Issues and Emerging Trends in Medical Tourism (pp.
162-172). IGI Global.

Park, Conway, M., & Chen, A. T. (2018). Computers in Human Behavior Examining
thematic similarity , difference , and membership in three online mental health
communities from reddit : A text mining and visualization approach. Computers in
Human Behavior, 78, 98-112. https://doi.org/10.1016/j.chb.2017.09.001

Park, S., & Tussyadiah, I. P. (2016). Multidimensional Facets of Perceived Risk in
Mobile Travel Booking. Journal of Travel Research, 56(7), 854-867.

206



Park, S., Tussyadiah, I. P., & Zhang, Y. (2016). Assessment of perceived risk in mobile
travel booking. In Information and Communication Technologies in Tourism 2016
(pp. 467-480). Springer.

Patel, K., Patel, V., Baxi, C., & Barot, H. (2021). DOES CONSUMER USE ONLINE
PAYMENT? International Journal of Management (I1JM), 12(1).

Patients Beyond Borders. (2021). For The Media.
https://www.patientsbeyondborders.com/media

Pavlou, P. (2003). Consumer acceptance of electronic commerce: integrating trust and
risk with the technology acceptance model. International Journal of Electronic
Commerce, 7(3), 69-103. https://doi.org/10.1.1.86.7139

Peifer, C., Schonfeld, P., Wolters, G., Aust, F., & Margraf, J. (2020). Well done! Effects
of positive feedback on perceived self-efficacy, flow and performance in a mental
arithmetic task. Frontiers in Psychology, 11,1-11.
https://doi.org/10.3389/fpsyg.2020.01008

Pelau, C. (2011). Analysis of consumer behavior for different product groups.
Management & Marketing, 6, 101-114.

Permwonguswa, S., Khuntia, J., Gregg, D., Chandra, G., Sheiner, S., & Swaminathan,
V. (2016). Development of a doctor rating criteria for a medical tourism portal.
24th European Conference on Information Systems, ECIS 2016.

Pesonen, J. A., & Tuchino, A. (2017). Activity-based market segmentation of rural well-
being tourists : Comparing online information search. Journal of Vacation
Marketing, 23(2), 145-158. https://doi.org/10.1177/1356766715610163

Peterson, C. (2019). Scale Development in Human and Social Sciences: A Philosophical
Perspective. In Scientific Discovery in the Social Sciences (pp. 27-48). Springer.

Petter, S., & McLean, E. R. (2009). A meta-analytic assessment of the DelLone and
McLean IS success model: An examination of IS success at the individual level.
Information & Management, 46(3), 159-166.

Pitt, L. F., Watson, R. T., & Kavan, C. B. (1995). Service Quality : A Measure of
Information Systems Effectiveness. MIS Quarterly, 19(2), 173-187.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879.

Poelmans, S., Wessa, P., Milis, K., Bloemen, E., & Doom, C. (2008). Usability and
acceptance of e-learning in statistics education, based on the compendium
platform. Proceedings of the International Conference of Education, Research and
Innovation, 1-10.

Polier, S. (2019). Forward-looking External Search as a Driver for Innovation: An
Empirical Analysis of the Value Contribution of Different Search Strategies for
Corporate Foresight. Springer. Springer Gabler.

Pollard, K. (2009). Many Medical Travellers Are Turned Off by Poorly Written
Websites. International Medical Travel Journal.

207



Prasetyo, Y. T., Ong, A. K. S., Concepcion, G. K. F., Navata, F. M. B., Robles, R. A.
V, Tomagos, I. J. T., Young, M. N., Diaz, J. F. T., Nadlifatin, R., & Redi, A. A.
N. P. (2021). Determining factors Affecting acceptance of e-learning platforms
during the COVID-19 pandemic: Integrating Extended technology Acceptance
model and DeLone & Mclean is success model. Sustainability, 13(15), 8365.

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models. Behavior
Research Methaods, 40(3), 879-891.

Privitera, G. J. (2018). Research methods for the behavioral sciences. Sage Publications.

Psiha, M. M., & Vlamos, P. (2017). IoT Applications with 5G Connectivity in Medical
Tourism Sector Management : Third-Party Service Scenarios. In GeNeDis 2016
(pp. 141-154). Springer. https://doi.org/10.1007/978-3-319-57348-9

Pu, B., Du, F., Zhang, L., & Qiu, Y. (2021). Subjective knowledge and health
consciousness influences on health tourism intention after the COVID-19
pandemic: A prospective study. Journal of Psychology in Africa, 31(2), 131-139.

Purcell-Davis, A. (2013). The Representations of Novel Neurotechnologies in Social
Media : Five Case Studies. 19(1), 30-45.
https://doi.org/10.1179/2050287713Z.00000000026

Putri, K. Y. S., Abdullah, Z., Istiyanto, S. B., & Anumudu, C. E. (2020). The antecedents
and consequences of E-health literacy in the pharmaceutical industry: An agenda
for future research. International Journal of Applied Pharmaceutics, 12(6), 1-6.

Qiu, R. T. R,, Park, J, Li, S., & Song, H. (2020). Social costs of tourism during the
COVID-19 pandemic. Annals of Tourism Research, 84, 102994,

Qu, Y., Xu, F., & Lyu, X. (2017). Current Issues in Tourism Motivational place
attachment dimensions and the pro-environmental behaviour intention of mass
tourists : a moderated mediation model. Current Issues in Tourism, 0(0), 1-21.
https://doi.org/10.1080/13683500.2017.1399988

Raad, J., Sharma, A., & Nicolau, J. L. (2021). Will your majesty marry me? The effect
of royal weddings on the tourism industry. Tourism Economics,
13548166211004360.

Rachbini, W. (2018). The relationship of attitude, subjective norm, perceived behavioral
control on halal food purchasing behavior in Jakarta. IOSR Journal of Business and
Management, 20(1), 28-37.

Rafique, H., Almagrabi, A. O., Shamim, A., Anwar, F., & Bashir, A. K. (2020).
Investigating the acceptance of mobile library applications with an extended
technology acceptance model (TAM). Computers & Education, 145, 103732.

Rahayu, S., Assauri, S., & Heruwasto, I. (2017). The Idea of Congruence between Image
and Society Stereotype on Attitude toward Tourist Destination. 4(20), 761-775.
https://doi.org/10.14505/jemt.v8.4(20).06

Rahman, M. K. (2019). Medical tourism: tourists’ perceived services and satisfaction
lessons from Malaysian hospitals. Tourism Review, 74(3), 739-758.

208



Rai, A. (2019). Medical Tourism in Kolkata, Eastern India. Springer.
https://doi.org/10.1007/978-3-319-73272-5

Rai, A, Lang, S. S., & Welker, R. B. (2002). Assessing the validity of 1S success models:
An empirical test and theoretical analysis. Information Systems Research, 13(1),
50-69.

Rai, Arun, Lang, S. S., & Welker, R. B. (2002). Assessing the validity of IS success
models: An empirical test and theoretical analysis. Information Systems Research,
13(1), 50-69.

Ramayah, T., Cheah, J., Chuah, F., Ting, H., & Memon, M. A. (2018). Partial least
squares structural equation modeling (PLS-SEM) using smartPLS 3.0. Kuala
Lumpur: Pearson.

Rana, N. P., Dwivedi, Y. K., Williams, M. D., & Weerakkody, V. (2015). Investigating
success of an e-government initiative: validation of an integrated 1S success model.
Information Systems Frontiers, 17(1), 127-142. https://doi.org/10.1007/s10796-
014-9504-7

Rana, Nripendra P, Dwivedi, Y. K., Williams, M. D., & Lal, B. (2015). Examining the
success of the online public grievance redressal systems: an extension of the 1S
success model. Information Systems Management, 32(1), 39-59.

Ranellucci, J., Rosenberg, J. M., & Poitras, E. G. (2020). Exploring pre-service teachers’
use of technology: The technology acceptance model and expectancy-value
theory. Journal of Computer Assisted Learning, 36(6), 810-824.

Raoofi, S., Khodayari-Zarnag, R., Ghasemyani, S., Hamidi, H., & Vatankhah, S. (2021).
Barriers of medical tourism development in Iran. Anatolia, 1-13.

Rath, P. M., Bay, S., Gill, P., & Petrizzi, R. (2014). The why of the buy: Consumer
behavior and fashion marketing. Bloomsbury Publishing.

Ratna, P. A., & Mehra, S. (2015). Exploring the acceptance for e-learning using
technology acceptance model among university students in India. International
Journal of Process Management and Benchmarking, 5(2), 194-210.

Rehman, Z. U., Baharun, R., & Salleh, N. Z. M. (2020). Antecedents, consequences, and
reducers of perceived risk in social media: A systematic literature review and
directions for further research. Psychology & Marketing, 37(1), 74-86.

Rejeb, A., Keogh, J. G., & Treiblmaier, H. (2019). The impact of blockchain on
medical tourism. Workshop on E-Business, 29-40.

Reynolds, D. (2002). The moderating effect of leader-member exchange in the
relationship between self-efficacy and performance. Journal of Human Resources
in Hospitality & Tourism, 1(3), 77-90.

Richter, J. P., & Kazley, A. S. (2020). Social media: How hospital facebook activity
may influence patient satisfaction. Health Marketing Quarterly, 37(1), 1-9.

Ringle, C. M., Sarstedt, M., & Straub, D. W. (2012). Editor’s comments: a critical look
at the use of PLS-SEM. MIS Quarterly, 36(1), iii-xiv.

209



Robertson, A., & Sibley, C. G. (2018). Research sampling: a pragmatic approach. In:
Brough P, editor. Advanced research methods for applied psychologists: design,
analysis and reporting. New York (NY): Routledge.

Rochefort, C., Baldwin, A. S., & Chmielewski, M. (2018). Experiential avoidance: An
examination of the construct validity of the AAQ-II and MEAQ. Behavior
Therapy, 49(3), 435-449.

Rogers, E. (2003). Diffusion of Innovations. Free Press.

Romagosa, F. (2020). The COVID-19 crisis: Opportunities for sustainable and proximity
tourism. Tourism Geographies, 22(3), 690-694.

Roy, S. K., Balaji, M. S., Kesharwani, A., & Sekhon, H. (2017). Predicting Internet
banking adoption in India: a perceived risk perspective. Journal of Strategic
Marketing, 4488(September), 1-21.
https://doi.org/10.1080/0965254X.2016.1148771

Rubio, D. M., Berg-Weger, M., Tebb, S. S,, Lee, E. S., & Rauch, S. (2003). Objectifying
content validity: Conducting a content validity study in social work research.
Social Work Research, 27(2), 94-104.

Rui-Hsin, K., & Lin, C.-T. (2018). The usage intention of e-learning for police education
and training. Policing: An International Journal, 41(1), 98-112.

Rutberg, S., & Bouikidis, C. D. (2018). Focusing on the fundamentals: A simplistic
differentiation between qualitative and quantitative research. Nephrology Nursing
Journal, 45(2), 209-213.

Sadig, M., & Adil, M. (2021). Ecotourism related search for information over the
internet: a technology acceptance model perspective. Journal of Ecotourism, 20(1),
70-88.

Sag, |., & Zengul, F. D. (2019). Why medical tourists choose Turkey as a medical tourism
destination? Journal of Hospitality and Tourism Insights. 2(3), 296-306.

Saha, P., Nath, A. K., & Salehi-Sangari, E. (2012). Evaluation of government e-tax
websites: an information quality and system quality approach. Transforming
Government: People, Process and Policy, 6(3), 300-321.

Santa-cruz, F. G., & Lo6pez-guzmén, T. (2017). Culture , tourism and World Heritage
Sites. Tourism Management Perspectives, 24, 111-116.
https://doi.org/10.1016/j.tmp.2017.08.004

Saragih, H. S., & Jonathan, P. (2019). Views of Indonesian consumer towards medical
tourism experience in Malaysia. Journal of Asia Business Studies,13(4), 507-524.

Sarker, M., Kasem, N., Wong, B. K. M., & Moghavvemi, S. (2021). Conceptualizing
Essential Components Affecting Health Tourism Satisfaction in Asia: Does
Context Matter? Journal of Quality Assurance in Hospitality & Tourism, 1-29.

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial least squares structural equation
modeling. Handbook of Market Research, 26, 1-40.

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair Jr, J. F. (2014). Partial least

210



squares structural equation modeling (PLS-SEM): A useful tool for family
business researchers. Journal of Family Business Strategy, 5(1), 105-115.

Sarwar, A. (2013). Medical tourism in Malaysia: Prospect and challenges. Iranian
Journal of Public Health, 42(8), 795-805.

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research Methods for Business
Students, eight edition. United Kingdom: Pearson Education Limited.

Savolainen, R. (2016). Information seeking and searching strategies as plans and patterns
of action: a conceptual analysis. Journal of Documentation, 72(6), 1154-1180.
https://doi.org/10.1108/JD-03-2016-0033

Schaupp, L. C., Carter, L., & McBride, M. E. (2010). E-file adoption: A study of US
taxpayers’ intentions. Computers in Human Behavior, 26(4), 636—644.

Schiffman, L. G., Kanuk, L. L., & Hansen, H. (2012). Consumer behaviour: a European
outlook. Harlow, England. New York: Pearson Financial Times/Prentice Hall.
Viitattu, 28, 2017.

Schmidt-Nielsen, A. (1997). Advanced Interface Design and Evaluation for Navy
Applications. In NIST SPECIAL PUBLICATION SP.

Schone, C., Steinert, T., & Kromker, H. (2020). Gender-and Diversity-Oriented Design
of Social Media for Participation in Public Transport. International Conference on
Human-Computer Interaction, 425-443.

Schunk, D. H., & DiBenedetto, M. K. (2020). Motivation and social cognitive theory.
Contemporary Educational Psychology, 60, 101832.
https://doi.org/10.1016/j.cedpsych.2019.101832

Schwarzer, R. (2014). Self-efficacy: Thought control of action. Taylor & Francis.

Seddon, P. B. (1997). A respecification and extension of the DeL.one and McLean model
of IS success. Information Systems Research, 8(3), 240-253.

Seddon, Peter B. (1997). A respecification and extension of the DeLone and McLean
model of IS success. Information Systems Research, 8(3), 240-253.

Seffah, A., Donyaee, M., Kline, R. B., & Padda, H. K. (2006). Usability measurement
and metrics: A consolidated model. Software Quality Journal, 14(2), 159-178.

Seo, S., & Moon, S. (2016). Decision-making styles of restaurant deal consumers who
use social commerce. International Journal of Contemporary Hospitality
Management, 28(11), 2493-2513.

Seow, A. N., Choong, Y. O., & Chan, L. M. (2018). What Influences The Behavioural
Intention In Medical Tourism? A Threat and Coping Perspective. Global Business
& Management Research, 10(3).

Seow, A. N., Choong, Y. O., Moorthy, K., & Chan, L. M. (2017). Intention to visit
Malaysia for medical tourism using the antecedents of Theory of Planned
Behaviour: A predictive model. International Journal of Tourism Research, 19(3),
383-393.

211



Serenko, A. (2008). Interacting with Computers A model of user adoption of interface
agents for email notification. Interacting with Computers, 20(4-5), 461-472.
https://doi.org/10.1016/j.intcom.2008.04.004

Shafique, M. N., Raudelitiniené, J., Davidaviciene, V., & Pencik, J. (2019). Acceptance
of intelligent ticketing systems in developing countries. Engineering Economics,
30(4), 451-460.

Shah, H. J., & Attiq, S. (2016). Impact of technology quality, perceived ease of use and
perceived usefulness in the formation of consumer’s satisfaction in the context of
e-learning. Abasyn J. Soc. Sci, 9(1), 124-140.

Shahangian, S. A., Tabesh, M., & Yazdanpanah, M. (2021). Psychosocial determinants
of household adoption of water-efficiency behaviors in Tehran capital, Iran:
Application of the social cognitive theory. Urban Climate, 39, 100935.

Shahijan, M. K., Rezaei, S., Preece, C. N., & Ismail, W. K. W. (2015). International
Medical Travelers’ Behavioral Intention: An Empirical Study in Iran. Journal of
Travel & Tourism Marketing, 32(5), 475-502.
https://doi.org/10.1080/10548408.2014.916248

Shahzalal, M., & Font, X. (2018). Influencing altruistic tourist behaviour: Persuasive
communication to affect attitudes and self-efficacy beliefs. International Journal
of Tourism Research, 20(3), 326-334.

Shannon, C. E., & Weaver, W. (1949). The Mathematical Theory of Communication.
Urbana: University of Illinois Press.

Shao, C. (2020). An empirical study on the identification of driving factors of satisfaction
with online learning based on TAM. 5th International Conference on Economics,
Management, Law and Education (EMLE 2019), 110, 1067-1073

Shariff, O. H. (2010). A¢ your service : jotting and musings from the public service. Kuala
Lumpur: Information Department of Malaysia.

Sharmeen, F., Arentze, T., & Timmermans, H. (2014). An analysis of the dynamics of
activity and travel needs in response to social network evolution and life-cycle
events: a structural equation model. Transportation Research Part A: Policy and
Practice, 59, 159-171.

Shelton, G. B. (2009). Technology acceptance model applied in the traditional news
gathering process: An investigation of introduction of technologies (Doctoral
dissertation). Capella University, Minneapolis, MN.

Shibchurn, J., & Yan, X. (2015). Information disclosure on social networking sites: An
intrinsic—extrinsic motivation perspective. Computers in Human Behavior, 44,
103-117.

Shih, H. P. (2004). Extended technology acceptance model of Internet utilization
behavior. Information and Management, 41(6), 719-729.
https://doi.org/10.1016/j.im.2003.08.009

Shin, J., Moon, S., Cho, B., Hwang, S., & Choi, B. (2022). Extended technology
acceptance model to explain the mechanism of modular construction adoption.
Journal of Cleaner Production, 342, 130963.

212



Shriedeh, F. B., & Ghani, N. H. A. (2016). Innovation’s effect on brand equity: Insights
from medical tourists. Journal of Asian Business Strategy, 6(8), 176-184.
https://doi.org/10.18488/journal.1006/2016.6.8/1006.8.176.184

Shriedeh, & Ghani, N. H. A. (2017). International Review of Management and Marketing
Service Quality as an Antecedent of Brand Equity: Empirical Evidence in the
Medical Tourism from Jordan. International Review of Management and
Marketing, 7(1), 15-19.

Sigala, M., & Chalkiti, K. (2015). International Journal of Hospitality Management
Knowledge management , social media and employee creativity. International
Journal of Hospitality Management, 45, 44-58.
https://doi.org/10.1016/j.ijhm.2014.11.003

Sikdar, P., & Makkad, M. (2015). Online banking adoption: A factor validation and
satisfaction  causation study in the context of Indian banking
customers. International Journal of Bank Marketing, 33(6), 760-785.

Singh, D. P., Ahmed, N., & Gupta, N. (2020). Business Research Method And Project
Work [E-Book]. SBPD Publications.

Singh, N., Sinha, N., & Liébana-Cabanillas, F. J. (2020). Determining factors in the
adoption and recommendation of mobile wallet services in India: Analysis of the
effect of innovativeness, stress to use and social influence. International Journal
of Information Management, 50, 191-205.

Singh, P., Keswani, S., Singh, S., & Sharma, S. (2018). A study of adoption behavior for
online shopping: an extension of TAM model. IJASSH.

Singh, S., & Srivastava, P. (2019). Social media for outbound leisure travel: a framework
based on technology acceptance model (TAM). Journal of Tourism Futures,5(1),
43-61. https://doi.org/10.1108/JTF-10-2018-0058

Skaalvik, E. M., & Skaalvik, S. (2014). Teacher self-efficacy and perceived autonomy:
Relations with teacher engagement, job satisfaction, and emotional exhaustion.
Psychological Reports, 114(2), 68-77.
https://doi.org/10.2466/14.02.PR0.114k14w0

Smith, Blazovich, J., & Smith, L. (2015). Corporate Social Media Usage: An
Examination by Platform, Industry, Size, and Financial Performance. International
Academy of Marketing Studies Journal, 19(2), 127-143.

Smith, M., & Puczko, L. (2009). Health and wellness tourism. Routledge.

Snelgrove, R. (2017). Advancing paradigmatic consistency and distinction in leisure
studies: from epistemology to method. Annals of Leisure Research, 20(2), 131-
136. https://doi.org/10.1080/11745398.2017.1287579

Softinn. (2017). Malaysia — One of The Best Countries For Medical Tourism.
Mysoftinn.Com. https://blog.mysoftinn.com/2017/05/04/malaysia-one-of-the-
best-countries-for-medical-tourism/

Solomon, M., Bamossy, G., Askegaard, S., & Hogg, M. (2006). Consumer behaviour an
European perspective. Prentice Hall.

213



Sopha, C., lJittithavorn, C., & Lee, T. J. (2019). Cooperation in health and wellness
tourism connectivity between Thailand and Malaysia. International Journal of
Tourism Sciences, 19(4), 248-257.

Sreeram, A., Kesharwani, A., & Desai, S. (2017). Factors affecting satisfaction and
loyalty in online grocery shopping: an integrated model. Journal of Indian Business
Research, 9(2), 107-132. https://doi.org/10.1108/JIBR-01-2016-0001

Srinivasan, A. (1985). Alternative measures of system effectiveness: associations and
implications. MIS Quarterly, 9(3), 243-253.

Stapleton, J., McAllister, C., & Schwieger, D. (2009). Examination of e-learning success
in the higher education environment: A case study. MWAIS 2009 Proceedings, 26.

Statista. (2017). Digital Advertising Report 2017 - Social Media Advertising. Statista
Digital Market Outlook - Segment Report.
https://www.statista.com/download/MTU2MDE3NzMyMyMjNDAXMDAS5IyMz
NjI5MyMjMSMjbnVsbCMjU3R1ZHk=

Statista. (2021a). Digital Shopping Behaviour.
https://www.statista.com/statistics/1252593/global-social-media-product-
discovery-by-generation/

Statista. (2021b). Leading digital consumer engagement tactics worldwide.
https://www.statista.com/statistics/1260644/digital-engagement-tactics/

Statista. (2021c). Most popular social networks worldwide.
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-
number-of-users/

Statista. (2021d).  Trust in  online  customer  reviews 2014-2018.
https://www.statista.com/statistics/315755/online-custmer-review-trust/

Stefanica, M. (2017). Environmental Impact of Transportation in the Tourism Industry
— Dimensions and Actions. 25, 84-89.

Steti¢, S., Simi¢evi¢, D., & Mili¢evi¢, S. (2017). Information and Communication
Technology as a Driving Force of Cchanges in Tourism. Quaestus, 10, 142-161.

Stevens, E., & Jouny-Rivier, E. (2020). Customers’ learning process during product
customization: The case of online configuration tool kits. Information &
Management, 57(6), 103347.

Stolley, K. S., & Watson, S. (2012). Medical tourism: A reference handbook. ABC
CLIO, Santa Barbara.

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions.
Journal of the Royal Statistical Society: Series B (Methodological), 36(2), 111
133.

Subbaraman, K., Singh, M., & Johar, I. P. (2021). Medical Tourism: History, Global
Scenario, and Indian Perspectives. In Growth of the Medical Tourism Industry and
Its Impact on Society: Emerging Research and Opportunities (pp. 1-18). 1GI
Global.

214



Sulistyowati, W. A., Alrajawy, ., Yulianto, A., Isaac, O., & Ameen, A. (2020). Factors
Contributing to E-Government Adoption in Indonesia—An Extended of
Technology Acceptance Model with Trust: A Conceptual Framework. In
Intelligent Computing and Innovation on Data Science (pp. 651-658). Springer.

Sultana, S., Haque, A., Momen, A., & Yasmin, F. (2014). Factors affecting the
attractiveness of medical tourism destination: an empirical study on India. Iranian
Journal of Public Health, 43(7), 867-876.

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics. Seventh. Boston
(MA): Pearson.

Tam, C., & Oliveira, T. (2016). Understanding the impact of m-banking on individual
performance: DelLone & McLean and TTF perspective. Computers in Human
Behavior, 61, 233-244. https://doi.org/10.1016/j.chb.2016.03.016

Tamilmani, K., Rana, N. P., Nunkoo, R., Raghavan, V., & Dwivedi, Y. K. (2020). Indian
Travellers” Adoption of Airbnb Platform. Information Systems Frontiers, 1-20.

Tandon, U., Ertz, M., & Bansal, H. (2020). Social vacation: Proposition of a model to
understand tourists’ usage of social media for travel planning. Technology in
Society, 63, 101438.

Tao, M., Nawaz, M. Z., Nawaz, S., Butt, A. H., & Ahmad, H. (2018). Users’ acceptance
of innovative mobile hotel booking trends: UK vs. PRC. Information Technology
& Tourism, 20(1), 9-36.

Tapia, J., Dieste, M., Royo, E., & Calvo, E. (2020). Factors affecting the choice of
medical tourism destination: Spain as a host country. Journal of Quality Assurance
in Hospitality & Tourism, 1-24.

Tarhini, A., Hone, K., & Liu, X. (2015). acceptance between British and Lebanese
university students. 46(4), 739—755. https://doi.org/10.1111/bjet.12169

Tatum, M. (2020). Will medical tourism survive covid-19? Bmj, 370.

Taylor, J. W. (1974). The role of risk in consumer behavior. The Journal of Marketing,
54-60.

Teh, 1., & Chu, C. (2005). Supplementing growth with medical tourism. Asia Pacific
Biotech News, 9(8), 306-311.

Teo, T. (2009). Modelling technology acceptance in education: A study of pre-service
teachers. Computers & Education, 52(2), 302-312.

Teo, T. S., & Wong, P. K. (1998). An empirical study of the performance impact of
computerization in the retail industry. Omega, 26(5), 611-621.

Thayarnsin, S. L., & Douglas, A. C. (2016). A Systematic Review of Challenges in
Medical Tourism Destination Management, in TTRA International Conference.

The Star. (2017a). Medical tourism expected to hit RM1 . 3bil in revenue this year.
The Star. (2017b). Minister : Private hospitals are key to medical tourism.

The Star. (2020). Malaysia is top international destination for medical tourism. Thestar.

215



https://www.thestar.com.my/news/nation/2020/01/10/malaysia-is-top-
international-destination-for-medical-tourism#:~:text=KUALA LUMPUR%3A
Malaysia is globally,officer Sherene Azli (pic).

The Star (2016). Tourism a key economic sector at these difficult times, Retrieved from
https://www.thestar.com.my/opinion/columnists/transformation-
unplugged/2016/04/11/tourism-a-key-economic-sector/

Thomas, J. (2019). Malaysia’s medical tourism on a high. THE ASEAN POST.
https://theaseanpost.com/article/malaysias-medical-tourism-high

Thompson, T. I. (2010). Assessing the Determinants of Information Technology Adoption
in Jamaica ’ s Public Sector Using the Technology Acceptance Model, (Doctoral
dissertation), ProQuest LLC , UMI Dissertations Publishing, available at:
http://search.proquest.com.eserv.uum.edu.my/business/docview/751261453

Thomson, R., Barclay, D. W., & Higgins, C. A. (1995). The partial least squares approach
to causal modeling: Personal computer adoption and use as an illustration.
Technology Studies: Special Issue on Research Methodology, 2(2), 284-324.

Thongsri, N., Shen, L., & Bao, Y. (2019). Investigating factors affecting learner’s
perception toward online learning: evidence from ClassStart application in
Thailand. Behaviour & Information Technology, 38(12), 1243-1258.

Thongsri, N., Shen, L., & Bao, Y. (2020). Investigating academic major differences in
perception of computer self-efficacy and intention toward e-learning adoption in
China. Innovations in Education and Teaching International, 57(5), 577-589.

Tian, M., & Xu, G. (2017). Exploring the determinants of users’ satisfaction of WeChat
official accounts. Information Management (ICIM), 2017 3rd International
Conference On, 362-366.

Timothy, D. J. (2011). Cultural heritage and tourism: An introduction (4th ed.). Channel
View Publications.

Tiren-Verbeet, N. L., Cetin, M., Alp, E., & Doganay, M. (2018). Bone marrow
transplantation and medical tourism at Erciyes University-A single center
experience. International Journal of Travel Medicine and Global Health, 6(1), 1-
6.

Tononi, G. (2008). Consciousness as Integrated Information, Biol. Bull., 215, 216-242.

Tourism Malaysia. (2019). Annual Report.
https://www.tourism.gov.my/files/uploads/annual_report_2019.pdf

Tourism Malaysia. (2020a). MALAYSIA WINS ESTEEMED ‘DESTINATION OF THE
YEAR’ TITLE ONCE AGAIN.
https://www.tourism.gov.my/news/trade/view/malaysia-wins-esteemed-
destination-of-the-year-title-once-again#:~:text=Sep  24%2C  2020-,Malaysia
Wins Esteemed “Destination of the Year” Title Once Again,Destination of the
Year’ title.

Tourism Malaysia. (2020b). TOURISM CONTRIBUTES RM86.14 BILLION TO
MALAYSIA ECONOMY WITH 26.1 MILLION TOURISTS IN 2019.
https://www.tourism.gov.my/media/view/tourism-contributes-rm86-14-billion-to-

216



malaysia-economy-with-26-1-million-tourists-in-2019

Tourism  Malaysia.  (2021). Malaysia  Tourism  Statistics in  Brief.
https://www.tourism.gov.my/statistics

Tran, V. T., Phan, N. V. N., Nguyen, T. N., & Do, H. H. (2017). An impact of social
media and online travel information search in Vietnam. Global Review of Research
in Tourism, Hospitality and Leisure Management, 3(1), 414—439.

Trang, N. T. T., & Tuan, N. M. (2019). User’s satisfaction with information system
quality: An empirical study on the hospital information systems in Ho Chi Minh
City, Vietnam. ECONOMICS AND BUSINESS ADMINISTRATION, 9(2), 57-73.

Transparency Market Research. (2018a). Incredible Reasons behind Malaysia Medical
Tourism Market Fetching Revenue Worth US $ 3 . 5 bn by 2024.

Transparency Market Research. (2018b). Malaysia Medical Tourism Market.
https://www.transparencymarketresearch.com/malaysia-medical-tourism-
market.html

Travel Daily News. (2020). Five top notch countries known for medical tourism.
https://www.traveldailynews.com/post/five-top-notch-countries-known-for-
medical-tourism

Tretyakevich, N., & Maggi, R. (2012). Not just for business: some evidence on leisure
motivations of conference attendees, Current Issues in Tourism, 15(4), 391-395,
https://doi.org/10.1080/13683500.2011.592180.

Trivedi, J. (2019). Examining the customer experience of using banking chatbots and its
impact on brand love: the moderating role of perceived risk. Journal of Internet
Commerce, 18(1), 91-111.

Trivellas, P., Kakkos, N., & Vasiliadis, L. (2016). Residents > Perceptions Toward
Cultural , Social and Economic Benefits and Costs of Tourism Industry: An
Empirical Survey. In: Katsoni V., Stratigea A. (eds) Tourism and Culture in the
Age of Innovation. Springer Proceedings in Business and Economics. Springer,
Cham. https://doi.org/10.1007/978-3-319-27528-4_12

Tsai, M.-F., Hung, S.-Y., Yu, W.-J., Chen, C. C., & Yen, D. C. (2019). Understanding
physicians’ adoption of electronic medical records: Healthcare technology self-
efficacy, service level and risk perspectives. Computer Standards & Interfaces, 66,
103342.

Tsai, Y. C., & Yeh, J. C. (2010). Perceived risk of information security and privacy in
online shopping: A study of environmentally sustainable products. African Journal
of Business Management, 4(18), 4057-4066.

Tseng, T. H., & Lee, C. T. (2018). Facilitation of consumer loyalty toward branded
applications: The dual-route perspective. Telematics and Informatics, 35(5), 1297—
1309.

Turban, E., King, D., Lee, J. K., Liang, T. P., & Turban, D. C. (2015). Electronic
commerce: A managerial and social networks perspective. Springer.

Turner, M., Kitchenham, B., Brereton, P., Charters, S., & Budgen, D. (2010). Does the

217



technology acceptance model predict actual use ? A systematic literature review.
Information and Software Technology, 52(5), 463-479.
https://doi.org/10.1016/j.infsof.2009.11.005

Udmuangpia, T., Yu, M., & Bloom, T. (2020). Intimate partner violence screening
intention instrument for Thai nursing students: A principal component analysis.
Journal of Clinical Nursing, 29(23-24), 4748-4758.

Ukpabi, D. C., & Karjaluoto, H. (2017). Consumers’ acceptance of information and
communications technology in tourism: A review. Telematics and Informatics,
34(5), 618-644.

UNWTO. (2017a). New Platform Tourism Services (or the so-called Sharing Economy)
- Understand, Rethink and Adapt (Issue September).
https://doi.org/10.18111/9789284419081

UNWTO. (2017b). Tourism Highlights, 2017 Edition.

UNWTO. (2017c¢). UNWTO/GTERC Annual Report on Tourism Trends — 2017 Edition.
UNWTO.

UNWTO. (2021). UNWTO. UNWTOTourism Highlights (2020 Ed.,), World Tourism
Organization,. https://www.e-unwto.org/doi/epdf/10.18111/9789284422456

UNWTO Tourism Data Dashboard. (2021). The first global dashboard for tourism
insights. https://www.unwto.org/unwto-tourism-dashboard

Vahdat, A., Alizadeh, A., Quach, S., & Hamelin, N. (2021). Would you like to shop via
mobile app technology? The technology acceptance model, social factors and
purchase intention. Australasian Marketing Journal, 29(2), 187-197.

Van Hoof, W., Provoost, V., & Pennings, G. (2013). Reflections of Dutch patients on
IVF treatment in Belgium : a qualitative analysis of internet forums. 28(4), 1013—
1022. https://doi.org/10.1093/humrep/des461

Vedrasco, E., & Lursinsap, C. (2016). Effective Solution for a Medical Tourism
Aggregative System Using the Data Mining Approach. In Proceedings of the 2nd
International Conference on Communication and Information Processing (pp. 99-
104)). ACM.

Venkatesh. (2000). Determinants of Perceived Ease of Use: Integrating Control, Intrinsic
Motivation, and Emotion into the Technology Acceptance Model. Information
Systems Research, 11(4), 342-365. https://doi.org/10.1287/isre.11.4.342.11872

Venkatesh, V., & Bala, H. (2008). Technology Acceptance Model 3 and a Research
Agenda on Interventions. Decision Sciences, 39(2), 273-315.

Venkatesh, Viswanath, & Davis, F. D. (1996). A model of the antecedents of perceived
ease of use: Development and test. Decision Sciences, 27(3), 451-481.

Venkatesh, Viswanath, & Davis, F. D. (2000). A theoretical extension of the technology
acceptance model: Four longitudinal field studies. Management Science, 46(2),
186-204.

Venkatesh, Viswanath, Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User

218



Acceptance of Information Technology: Toward a Unified View. MIS Quarterly,
27(3), 425-478. https://doi.org/10.2307/30036540

Victor Chen, J., Chen, Y., & Paolo S. Capistrano, E. (2013). Process quality and
collaboration quality on B2B e-commerce. Process Quality and Collaboration
Quality on B2B E-Commerce, 113(6), 908-926. https://doi.org/10.1108/IMDS-10-
2012-0368

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use on-line shopping: the
case for an augmented technology acceptance model. Information & Management,
41(6), 747-762.

Viladrich, A., & Baron-faust, R. (2014). Annals of Tourism Research Medical tourism in

tango paradise : The internet branding of cosmetic surgery in Argentina. 45, 116—
131. https://doi.org/10.1016/j.annals.2013.12.007

Vinayek, P. R., Bhatia, A., & Malhotra, N. E. E. (2013). Competitiveness of Indian
tourism in global scenario. ACADEMICIA: An International Multidisciplinary
Research Journal, 3(1), 168-179.

Viviani, M., & Pasi, G. (2017). Credibility in social media: opinions, news, and health
information—a survey. Wiley Interdisciplinary Reviews: Data Mining and
Knowledge Discovery, 7(5), €1209.

Wan, S., Wang, F., & Dong, J. (2016). A novel group decision making method with
intuitionistic fuzzy preference relations for RFID technology selection. Applied
Soft Computing, 38(168), 405-422.

Wang, D., Xu, L., & Chan, H. C. (2015). Understanding the continuance use of social
network sites: a computer self-efficacy perspective. Behaviour & Information
Technology, 34(2), 204-216.

Wang, H. Y. (2012). Value as a medical tourism driver. Managing Service Quality, 22(5),
465-491. https://doi.org/10.1108/09604521211281387

Wang, P., & Li, H. (2019). Understanding the antecedents and consequences of the
perceived usefulness of travel review websites. International Journal of
Contemporary Hospitality Management, 31(3), 1086-1103.

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.

Wang, Ya-hui. (2017). Expectation , Service Quality , Satisfaction , and Behavioral
Intention — Evidence from Taiwan > s Medical Tourism Industry. Advances in
Management & Applied Economics, 7(1), 1-16.

Wang, Yu, Wang, S., Wang, J., Wei, J., & Wang, C. (2020). An empirical study of
consumers’ intention to use ride-sharing services: using an extended technology
acceptance model. Transportation, 47(1), 397-415.

Warshaw, P. R., & Davis, F. D. (1985). Disentangling behavioral intention and
behavioral expectation. Journal of Experimental Social Psychology, 21(3), 213-
228.

Welch, K. J. (2020). Family life now. SAGE Publications.

219



Whetten, D. A. (1989). What constitutes a theoretical contribution? Academy of
Management Review, 14(4), 490-495.

White, R. W. (1959). Motivation reconsidered: The concept of competence.
Psychological Review, 66(5), 297.

Williams, J. (2020). How to Read and Understand Educational Research. Sage.

Wong, E. P. Y., Mistilis, N., & Dwyer, L. (2011). A MODEL OF ASEAN
COLLABORATION IN TOURISM. Annals of Tourism Research, 38(3), 882—
899. https://doi.org/10.1016/j.annals.2010.12.008

Wong, K. K.-K. (2013). Partial least squares structural equation modeling (PLS-SEM)
techniques using SmartPLS. Marketing Bulletin, 24(1), 1-32.

Wong, K. K.-K. (2019). Mastering partial least squares structural equation modeling
(PLS-Sem) with Smartpls in 38 Hours. IUniverse.

Wood, R., & Bandura, A. (1989). of Organizational Management. 14(3), 361-384.

Woodman, J. (2020). Patients Beyond Borders Fourth Edition: Everybody’s Guide to
Affordable, World-Class Medical Travel. Calvander Communications, Inc.

WTO. (1995). Concepts, Definitions, and Classifications for Tourism Statistics.
Technical Manual No. 1.

WTO. (1997). World Tourism Leaders’ Meeting on the Social Impacts of Tourism.
WTO. (1998). Tourism: 2020 Vision — Executive Summary.

WTO. (2001). E-Business for Tourism - Practical Guidelines for Destinations and
Businesses.

WTO. (2017). 10YFP Sustainable Tourism Programme Annual Magazine 2016/2017:
Advancing towards a clear North. In UNWTO.

WTTC. (2015). Economic Impact 2015 WORLD.
WTTC. (2017). Travel & tourism economic impact 2017 world.

Wu, D., Gu, H., Gu, S., & You, H. (2021). Individual motivation and social influence: A
study of telemedicine adoption in China based on social cognitive theory. Health
Policy and Technology, 10(3), 100525.

Wu, J., Liu, L., & Huang, L. (2017). Consumer acceptance of mobile payment across
time: Antecedents and moderating role of diffusion stages. Industrial Management
& Data Systems, 117(8), 1761-1776. https://doi.org/10.1108/IMDS-08-2016-0312

Wu, S. ., & Chan, H. J. (2011). Perceived service quality and self-concept influences on
consumer attitude and purchase process: A comparison between physical and
internet channels. Total Quality Management, 22(1), 43-62.

Wu, W.-Y., & Ke, C.-C. (2015). An online shopping behavior model integrating
personality traits, perceived risk, and technology acceptance. Social Behavior and
Personality: An International Journal, 43(1), 85-97.

220



Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search.
Tourism Management, 31(2), 179-188.

Xu, Benbasat, 1., & Cenfetelli, R. T. (2013). Integrating service quality with system and
information quality: An empirical test in the e-service context. Mis Quarterly,
37(3), 777-794.

Xu, C., Wang, W., Chen, J., Wang, W., Yang, C., & Li, Z. (2010). Analyzing travelers’
intention to accept travel information: Structural equation modeling.
Transportation Research Record, 2156(1), 93-100.

Xu, Z., Zhang, H., Hu, C., Mei, L., Xuan, J., Choo, K. R., Sugumaran, V., & Zhu, Y.
(2016). Building knowledge base of urban emergency events based on
crowdsourcing of social media. Concurrency and Computation: Practice and
Experience, 28(15), 4038-4052.

Yakasai, A. M., Almunawar, M. N., & Anshari, M. (2021). Integrated Model of Actual
Online Shopping Use Behaviour: A Proposed Framework. Handbook of Research
on Disruptive Innovation and Digital Transformation in Asia, 319-341.

Yakut, E. (2019). A social cognitive theory perspective on marketing studies a
literature review. Journal of Yasar University, 14, 18-33.

Yan, W., Deng, S., & Zhang, Y. (2016). Factors influencing the intention to use
information service mashups: An empirical study of digital libraries in China. The
Electronic Library, 34(4), 696-716. https://doi.org/10.1108/EL-05-2015-0082

Yang, H., Lee, H.,, & Zo, H. (2017). User acceptance of smart home services: an
extension of the theory of planned behavior. Industrial Management & Data
Systems, 117(1), 68-89. https://doi.org/10.1108/IMDS-01-2016-0017

Yang, Y., Liu, Y., Li, H., & Yu, B. (2015). Understanding perceived risks in mobile
payment acceptance. Industrial Management & Data Systems, 115(2), 253-269.
https://doi.org/10.1108/IMDS-08-2014-0243

Yean, C. H., Bernhard, S., & Teo, H. (2017). In Focus: Malaysia — A Rising Opportunity.
HVS.

Yih, M. B., & Nah, E. A. (2009). Writing web logs in the ESL classroom: A study of
student perceptions and the Technology Acceptance Model. Asian Journal of
University Education, 5(1) 48-70.

Yoo, C., Kwon, S., Na, H., & Chang, B. (2017). Factors affecting the adoption of
gamified smart tourism applications: An integrative approach. Sustainability,
9(12), 2162.

Yoon, J., Vonortas, N. S., & Han, S. (2020). Do-It-Yourself laboratories and attitude
toward use: The effects of self-efficacy and the perception of security and privacy.
Technological Forecasting and Social Change, 159, 120192.

Yousuf, M. A., & Wahab, E. B. (2017). The role of trust in the relationship between
quality factors and customer satisfaction in mobile banking: a conceptual
framework. The Social Sciences, 12(4), 712-718.

Yuan, P., Bare, M. G., Johnson, M. O., & Saberi, P. (2014). Using online social media

221



for recruitment of human immunodeficiency virus-positive participants: a cross-
sectional survey. Journal of Medical Internet Research, 16(5), e117.

Yusof, N., Rosnan, H., & Zamzuri, N. H. (2019). Internationalisation process of medical
tourism industry in Malaysia, a sequential approach. Revista Publicando, 6(19),
448-462.

Zarei, A., & Maleki, F. (2019). Asian medical marketing, a review of factors affecting
Asian medical tourism development. Journal of Quality Assurance in Hospitality
& Tourism, 20(1), 1-15.

Zarzeczny, A., Caulfield, T., Ogbogu, U., Bell, P., Crooks, V. A., Kamenova, K., Master,
Z., Rachul, C., Snyder, J., Toews, M., & Zoeller, S. (2014). Stem Cell Reports.
Stem Cell Reports, 3(3), 379-384. https://doi.org/10.1016/j.stemcr.2014.06.016

Zhang, T., Wang, W. Y. C,, Cao, L., & Wang, Y. (2019). The role of virtual try-on
technology in online purchase decision from consumers’ aspect. Internet Research,
29(3), 529-551. https://doi.org/10.1108/IntR-12-2017-0540

Zhang, X., & Prybutok, V. R. (2005). A consumer perspective of e-service quality. IEEE
Transactions on Engineering Management, 52(4), 461-477.

Zhang, Y., Luo, Y., Zhang, X., & Zhao, J. (2019). How green human resource
management can promote green employee behavior in China: A technology
acceptance model perspective. Sustainability, 11(19), 5408.

Zhang, Z., & Won, D. (2010). Buyer or browser? An analysis of sports fan behaviour
online. International Journal of Sports Marketing and Sponsorship, 11(2), 124—
139. https://doi.org/10.1108/1JSMS-11-02-2010-B003

Zhao, W., & Othman, M. N. (2011). Predicting and explaining complaint intention and
behaviour of Malaysian consumers: an application of the planned behaviour
theory. Advances in International Marketing, 9 (21), 229-252.

Zulherman, Z. N., Pangarso, A., & Zain, F. M. (2021). Factor of Zoom cloud meetings:
Technology adoption in the pandemic of COVID-19. International Journal of
Evaluation and Research in Education,10(3), 816-825.

Zumpe, S., & Van der Heijden, H. (2007). On the use of variable user goals to measure
perceived usefulness. In Proceedings of the 15th European Conference on
Information Systems, St Gallen, Switzerland.

222





