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ABSTRACT 

 
Tourism destination attractiveness undeniably contributes to sustainable tourism. However, Iskandar 

Malaysia lacks a robust marketing strategy. This highlights that there is a need to investigate the driving 

factors and the mediating effect of enjoyment on tourism destination attractiveness from the tourist’s 

perspective, using Social Cognitive Theory and Comparative Advantage Theory. A total of 215 tourists 

participated voluntarily and IBM SPSS and SmartPLS 4.0 were applied. Interestingly, the findings revealed 

that price sensitivity, entrepreneurial competency, and self-efficacy are mediated by enjoyment toward 

tourism destination attractiveness. This study contributes to the United Nation’s Sustainable Development 

Goal 11 for sustainable cities. 
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1. INTRODUCTION 

 

Johor is recognised as one of the most popular destinations for domestic and international tourists 

(Devi, 2022) and one of the fastest-growing economic states in Malaysia due to the establishment 

of Iskandar Malaysia, the Southern Economic Corridor in 2006. The Majestic Johor Festival (MJF), 

held in Puteri Harbour, Iskandar Puteri, concluded with resounding success, drawing over 20,000 

more visitors than the previous year (Shafeq, 2024). This significant increase solidifies Johor, 

particularly Iskandar Malaysia, as the premier tourism destination in the country. Iskandar 

Malaysia or previously known as the South-Johor Economic Region or SJER covers 12 per cent 

of the Southern region, between the Pontian on the Western Coast and Pasir Gudang on the Western 

bank of the Johor River, extending as far North as Kulai (Rahman & Ching, 2020). Iskandar 

Malaysia is divided into five flagship zones, namely, Johor Bahru City Council (MBJB) or Johor 

Bahru City Centre or Zone A, Iskandar Puteri City Council (MBIP) or Nusajaya or Zone B, Pontian 

Municipal Council (MDP) or Western Gate Development or Zone C, Pasir Gudang City Council 

(MBPG) or Eastern Gate Development or Zone D, and Kulai Municipal Council (MPKu) or Senai-

Skudai or Zone E, as shown in Figure 1 (Iskandar Malaysia, 2023).  

 

Figure 1: Map of Iskandar Malaysia 

Source: Iskandar Malaysia (2023) 
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Iskandar Malaysia, which has education hubs, theme parks, water parks, cultural heritage sites, and 

world-class sports facilities, enjoys high international tourist arrivals as it is located near to 

Singapore and also receives high domestic tourist arrivals from Malaysia. These tourist attractions 

such as Legoland and Johor Premium Outlet were expected to improve the physical and economic 

development in Johor. However, Iskandar Malaysia which is renowned for its numerous tourism 

attractions, does not seem to retain tourists within the state (Malay Mail, 2024; Rahman & Ching, 

2020). Tourist attractions such as Legoland Malaysia could only attract their tourists to come for a 

day trip instead of a long-term trip (Yun, 2022). As such, Malaysia Tourism has introduced the 

Malaysia Midnight Sale 2024 to stimulate tourism in Johor and encourage both domestic and 

international tourists to spend and stay overnight (The Sun, 2024). Besides, Johor experienced a 

50.6 per cent drastic drop in foreign tourists, from 8.07 million in 2019 to 3.99 million in 2020 and 

Johor has recorded to receive fewer domestic tourists compared with the other states in Malaysia 

in 2020 (Yeo, 2022). This revealed that the tourism industry in Johor has been badly affected by 

COVID-19 and border closure. Despite tourism attractions in Iskandar Malaysia, as indicated in 

Table 1, and even after the border has reopened, Iskandar Malaysia was still unable to sustain their 

tourism.  

 

Table 1: Flagship Zones of Iskandar Malaysia with Tourist Attractions 

Flagship Zones Tourist Attractions 

Zone A:  

Johor Bahru City Council 

(MBJB) 

Skyscape Johor Bahru 

Taman Merdeka 

Laman Mahkota Istana Bukit Serene 

Sultan Abu Bakar Mosque 

Johor Ancient Temple 

Danga Bay Park 

Arulmigu Rajamariamman Devasthanam Hindu Temple 

Johor Bahru Chinese Heritage Museum 

Hutan Bandar Rini 

Danga Fun Park 

Pasar Karat (Bazar JB) 

OLA Park-AOV Paintball, Team Building, Adventure 

Laser Battle Johor 

Church of the Immaculate Conception  

Zone B:  

Iskandar Puteri City Council 

(MBIP) 

Legoland Malaysia 

Waterpark Legoland Malaysia 

Edible Park & Sireh Park 

Dataran Mahkota 

Dataran Iskandar Puteri 

Sunway City Iskandar Arch 

Puteri Harbour 

X Park Sunway Iskandar 

Inspiration Park  

Eco Tourism Kampung Sungai Melayu 

Lampung Pendas Laut 

Zone C:  

Pontian Municipal Council 

(MDP) 

Pontian Seaside 

Laman Diraja Pontian 

Tanjung Piai 

Uncle Tan Orchard Stingless Bee Farm 

Kukup Island 
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Taman Negara Johor Tanjung Piai 

Bugis Museum 

Pena Agro Farm 

Zone D:  

Pasir Gudang City Council 

(MBPG) 

Taman Bukit Layang-Layang 

Menara Aqabah-Pasir Gudang World Kite Festival 

Jeti Kong Kong 

Seri Alam Tunnel 

Eco Tropics 

Sarang Buaya Pasir Gudang 

Zone E:  

Kulai Municipal Council 

(MPKu) 

Johor Premium Outlet (JPO) 

Dataran Cahaya Kulai 

Putuo Village 

Hua Guo Shan Temple 

Star Fish Leisure Farm 

Hutan Bandar Kulai 

Rumah Terbalik 

Hutan Lipur Gunung Pulai 

Pulai Waterfall 

Source: Authors 

 

Moreover, Johor Tourism Master Plan 2014-2023 has set a new goal to increase the tourist 

arrivals and tourist spending by promoting the tourism products such as theme parks, national 

parks, and islands to other countries (Devi, 2023). In line with the current target of Tourism Johor 

to enhance the tourism, this research attempts to investigate the driving factors, namely, price 

sensitivity, social media usage, entrepreneurial competency, and self-efficacy and the mediating 

effects of enjoyment on the tourism destination attractiveness in Iskandar Malaysia. Guided by 

Social Cognitive Theory and Comparative Advantage Theory, this study aims to fill in the research 

gap on the impact of price sensitivity, social media usage, entrepreneurial competency, and self-

efficacy and the mediating role of enjoyment on the tourism destination attractiveness in Iskandar 

Malaysia. Thus, this study shed light on the influence of the driving factors and tourist’s enjoyment 

on tourism destination attractiveness and serve as recommendations to sustain the tourism industry 

in Iskandar Malaysia.  

 

 

2. UNDERLYING THEORIES 

 

2.1 Social Cognitive Theory  

 
Social cognitive theory (SCT) is a social learning theory that emphasises learning happens through 

the social environment (Bandura, 1989) and it is defined as an individual’s judgement on their own 

capabilities or self-confidence to successfully perform a task (Bandura, 1977; Graham, 2022). In 

short, this concept explains about the ability of an individual in controlling their own behaviour 

and exerting a strong impact on performance attainments. In this study, SCT explains how tourists’ 

self-efficacy affects their travelling experience (good vs. bad) and level of enjoyment in a tourist 

destination. An individual’s belief that they are the agent of their own outcomes are closely linked 

with the individual’s motivated behaviour. In other words, individuals with high level of self-

efficacy will tend to believe that they can enjoy and travel to the tourist destination; by contrast, 

those individuals with low levels of self-efficacy attribute fail to enjoy the trip and in turn do not 
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think that the tourist destination is attractive. Therefore, SCT provides a valuable lens to examine 

how tourists’ self-efficacy impacts their travel intentions and perceptions of the tourist destination.  

 
2.2 Comparative Advantage Theory 

 
Comparative advantage theory is dynamic in which when an organisation’s economic capabilities 

are valuable, scarce, hard to reproduce, and non-substitutable with superior value such as attractive 

tourist destinations, it indicates that comparative advantage is achieved. The comparative 

advantage lies in the tourist’s perception of the superior value such as pricing strategy, 

entrepreneurial competency, and the convenience of using social media to visit the tourist 

destination could enhance the tourist destinations attractiveness. This is further mentioned by Hunt 

and Morgan (1995), that the unique attributes and competencies of a destination such as security, 

exclusivity, and important attributes could be the critical measure to build a comparative advantage 

of the tourist destination that in turn could increase the tourist visitation to the tourist destination. 

In simple terms, unique attributes such as social, cultural, economic, and environmental 

sustainability could build a comparative advantage for a tourist destination as it symbolises the 

attractiveness of a tourist destination.  

 

Moreover, Othman et al. (2020) and Sukaatmadja et al. (2020) indicated that there are three steps 

towards achieving comparative advantage. Firstly, increasing technology application, specifically 

utilizing social media effectively could promote tourists’ attractions. Secondly, implementing 

strong marketing strategy and pricing strategies could attract tourists and encourage tourists to re-

visit the destination in the future. Service provider’s competencies in setting the price of the tourism 

products could enhance the tourist experience and contributes to tourism destination attractiveness. 

Thirdly, fostering strong relationships and connection between the service providers and tourists 

could enhances tourist enjoyment and ultimately strengthens the overall attractiveness of the tourist 

destination. Therefore, comparative advantage in a tourist destination is crucial to gain a market 

position in this highly competitive tourism industry. 

 

2.3 Integration of Social Cognitive Theory and Comparative Advantage Theory 

 

The integration of SCT and comparative advantage theory highlights the interplay between internal 

factors (i.e., tourist’s self-efficacy) and external factors (i.e., pricing strategy, entrepreneurial 

competency, social media, and comparative advantages of a tourist destination) in this study. The 

theories together imply that tourists’ self-efficacy plays a role in how they perceive price, social 

media usage, entrepreneurial competency, enjoyment, and respond to a destination’s comparative 

advantages (i.e., tourist destination attractiveness). For example, when a tourist is confident in their 

travel planning abilities, this could make the destination more appealing and enjoyable. Moreover, 

these theories suggest that tourists with strong self-belief are better equipped to identify and 

appreciate the uniqueness of the tourist destination (Erfanian et al., 2024; Ma, 2022). In other 

words, tourists can utilise resources such as social media to discover tourist destinations that match 

their preferences and travel capabilities, ultimately perceiving these tourist destinations as 

appealing. Therefore, this study integrates SCT and comparative advantage theory to provide a 

comprehensive understanding of how tourists’ personal beliefs and tourist destination comparative 

advantage influence tourist travel experiences and their perceptions of tourist destination 

attractiveness in Iskandar Malaysia. 
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3. LITERATURE REVIEW 

 

3.1 Perceived Consumption Value of Tourist Destination 

 

The consumption value was first introduced by Sheth et al. (1991) and it is used to understand 

consumer preferences for specific products. There are multiple dimensions of consumption value, 

namely functional (i.e., price sensitivity, social media usage, entrepreneurial competency), social, 

emotional (i.e., self-efficacy and enjoyment), epistemic (tourism destination attractiveness), and 

conditional value.  

 

Price sensitivity is a functional value that may influence consumer behaviour (Chang & Geng, 

2022). Price serves as a sign of buying cost and it significantly influences an individual’s 

behavioural intentions and demand on a product (Mohamad et al., 2021; Monroe, 1973).  In other 

words, behavioural intentions refer to an individual’s price sensitivity. Individuals are sensitive to 

the increasing price of their purchases and at the same time, they are less sensitive to reduced-price 

products (Al-Mamun et al., 2014). Furthermore, Hou and Zhang (2020) explain that tourists who 

perceive prices as high (vs. low in changes) or big (vs. small discounts) will influence their 

purchasing decisions. This sensitivity is associated with tourists’ feelings such as enjoyment. 

Tourist perceptions of price promotion are related to the tourism destination attractiveness (Kim, 

et al., 2022). The level of price sensitivity relies on individuals’ perception, which significantly 

impacts tourist enjoyment and destination attractiveness. Tourists are more price sensitive during 

vacations, expecting reasonable price with good holiday quality. Moreover, an individual’s 

consumption will increase when there are less or no changes in the total price of the product 

(Masiero et al., 2019). This is further supported by Stangl et al. (2019), who indicated that tourists 

who perceive great utility from the tourist destination will enjoy their stay. In addition, Lin et al. 

(2022) posited that price sensitivity directly impacts individual behaviour, with positive behaviour 

resulting from satisfaction with the value received. With the confirmation from the previous studies 

illustrating that price sensitivity as the key determinant that influence tourist’s enjoyment and 

tourism destination attractiveness, this study defines price sensitivity as the behaviour felt by the 

tourists about the price offered by the service providers in a tourist destination. Hence, the 

following hypotheses were formulated.   
 

H1: Price sensitivity has a significant relationship towards enjoyment.  
H2: Price sensitivity has a significant relationship towards tourism destination attractiveness.  

 
Next, social media usage is a functional value that can influence various consumer responses to a 

product (Lee et al., 2021). Social media serves as a cost-effective digital platform for promoting 

tourism products, enabling businesses to interact directly with customers through various social 

media channels (Styven & Wallstrom, 2019). There are two key perspectives on social media 

usage, namely, customer and provider. Customers utilize social media to search for information, 

lurking, and venue check-ins (Luo et al., 2019). Conversely, service providers view social media 

as a marketing tool to deliver marketing messages and to transform tourism from a provider-centric 

industry to a customer centric industry (Chuang et al., 2017). Most of the past studies focus on 

social media as a marketing tool in general (Sebastian et al., 2018) or social media for destination 

marketing (Kennelly, 2017) from the provider’s perspective. Given the limited research on tourists’ 
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perspectives of social media usage, this study focuses on how these perspectives influence tourist 

enjoyment and destination attractiveness. This study defines social media usage as the use of 

platforms like Facebook, TikTok, Instagram, and Little Red Book (小红书) by tourists to gather 

information about destinations, which in turn influence their travel decisions. As highlighted by 

Hyun et al. (2022), Li et al. (2020), and Lin et al. (2020), these platforms significantly impact 

consumer behaviours (i.e., enjoyment) as social media facilitate information sharing, enjoyment 

level, and revisit intention. 

 
Tourists widely utilise social media to acquire accommodation information, plan trips, and share 

travel experiences. Recognizing this, service providers leverage social media to promote the tourist 

destinations (Gulati, 2022; Hysa et al., 2022). Furthermore, Kitsios et al. (2022) emphasise on the 

importance of trust in social media platforms, highlighting that tourists are more likely to share 

their travel experiences with friends and family when they trust and adopt the social media 

platform. Hence, the following hypotheses were framed. 

 

H3: Social media usage has a significant relationship towards enjoyment.  

H4: Social media usage has a significant relationship towards tourism destination 

attractiveness.   

 

Entrepreneurial competency is a crucial functional value for small and medium-sized enterprises 

(SMEs) success, and it significantly impacts consumer attitudes toward a product (Mason et al., 

2023). Entrepreneurial competencies pertain a set of behaviours, attitudes, skills, and knowledge 

that allow an individual to manage and expand a business enterprise (Seraj et al., 2022).  A 

competent entrepreneur or service provider possesses good intentions, creativity, leadership, 

effective communication skill, networking, problem-solving skills, along with digital and legal 

knowledge to deal with uncertainty and address customers’ needs and gratification (Lopez-Nunez 

et al., 2022). In this study, entrepreneurial competency refers to the service provider’s ability in 

serving and fulfilling the needs and wants of tourists at a tourist destination.  

 

Several studies have shown positive relationships between competency and SME performance 

(Daradkeh, 2021). By providing a good travelling experience to their tourists, tourism 

entrepreneurs enhance tourist enjoyment and in turn contribute to sustainable business performance 

and destination attractiveness (Halim et al., 2022; Jorgensen, 2020). In other words, tourism service 

providers with a great sense of creative entrepreneurial competency will create enjoyable 

experiences and services for their tourists and these will directly associate with tourism destination 

attractiveness. Hence, hypotheses 5 and 6 were developed.   

 
H5: Entrepreneurial competency has a significant relationship towards enjoyment.  
H6: Entrepreneurial competency has a significant relationship towards tourism destination 

attractiveness.    

 

Self-efficacy is an emotional value that influences a consumer’s pleasure and satisfaction when 

using a product (Sheth et al., 1991). Bandura (1977) described self-efficacy as an individual’s 

confidence level in achieving specific tasks. Self-efficacy is associated with an individual’s 

judgement about their own ability to perform a task (Latip et al., 2022). Yan et al. (2023) posited 

that self-efficacy is highly related to user’s enjoyment through pleasure and physical activity. In 
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other words, when tourists are confident with their own ability to visit a tourist destination, they 

will enjoy their stay at the destination. Moreover, Ginting et. al (2016) explained that a tourist’s 

self-efficacy could influence their perception of comfort, safety, accessibility, and confidence level 

at a tourist destination. Consequently, this will influence the attractiveness of the tourist 

destination.  

 

Tourists’ perceptions of tourism destination attractiveness are influenced by value, experience, 

situation, and resources offered (Ginting et. al, 2016). A tourist perceives a place as attractive when 

they are confident in their ability to deal with the challenges or activity during the vacation. This 

is further mentioned by Wirajaya et al. (2021), who stated that tourists who have high level of self-

efficacy will have a positive perception about their ability to visit the tourist destination, and in 

turn will view the tourist destination as appealing. This study defines self-efficacy as the tourist’s 

confidence in their ability to visit and enjoy a destination and integrates this concept into the 

research model. Thus, hypotheses 7 and 8 were established.    

 
H7: Self-efficacy has a significant relationship towards enjoyment.  
H8: Self-efficacy has a significant relationship towards tourism destination attractiveness.   

 

3.2 Tourism Destination Attractiveness 

 

Nowadays, tourism destination attractiveness is crucial for countries to achieve competitiveness, 

success, and sustainable tourism development (Mikulic et al., 2016). The attractiveness of tourist 

destination refers to the ability of a destination to fulfil tourist needs and wants during a vacation 

(Jin et al., 2012). It is believed that the more attractive a destination, the greater the probability that 

it will be selected as the favourite tourist spot (Ariya et al., 2017; Ghufran et al., 2022). Thus, this 

study defines tourism destination attractiveness as the ability of a destination to satisfy tourist needs 

and wants, and in turn gaining a competitive advantage in the tourism industry.  

 

The underlying measurement of tourism attractiveness is destination attachment, an approach that 

utilises destination attributes to attract the tourists to visit a destination (Pratminingsih et al., 2022). 

These attributes include family-friendly amenities, good quality lodging, outdoor attractions, 

ecosystems, convenient transportation, cultural sites, reasonable pricing, recreational facilities, and 

special events. Furthermore, resources such as natural resources, rich cultural traditions, a skilled 

workforce, and a good reputation are crucial for destination competitiveness (Puska et al., 2020). 

Given the low tourist arrivals in Iskandar Malaysia (Malay Mail, 2024; Rahman & Ching, 2020; 

Yeo, 2022) and the limited research in this domain, this study aims to identify and understand the 

key factors of tourism destination attractiveness to strengthen tourism in Johor, Malaysia.  

 

3.3 The Mediating Role of Enjoyment 

 

Tourist enjoyment encompasses positive feelings and satisfaction derived from travel experiences, 

which includes food, accommodation, scenery, culture, entertainment, and services (Chen et al., 

2020; Huta & Waterman, 2014). Similarly, Kimiecik and Harris (1996) further emphasize the 

relationship between enjoyment and emotions such as fun, affection, and pleasure. As such, this 

study defines tourist enjoyment as the positive emotions and feelings experienced by the tourists 

during travel.  
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Positive tourist experiences lead to higher satisfaction, and in turn influencing destination 

attractiveness (Jorgensen, 2020). When a tourist feels satisfied with the facilities and service 

providers in the tourist destination, they will perceive it as attractive and are more likely to revisit. 
Moreover, positive destination images, including unique offerings like local food and services will 

enhance tourist enjoyment and positively influence the tourist’s behaviour to re-visit (Thio et al., 

2022; Wang et al., 2021). In simple terms, a positive social media reviews about the price of the 

tourism products, competent entrepreneurs, and tourist self-efficacy can affect the tourist 

enjoyment and its feeling towards the tourist destination, and finally have a positive impact on the 

destination attractiveness. Similarly, Vo (2020) highlights that tourists and the role of local 

communities’ hospitality and competency can shape tourist experiences and perception about the 

destination. Given these aspects, examining the relationship between tourist enjoyment and tourism 

destination attractiveness and its relationship with the predictors of tourism destination 

attractiveness, tourist enjoyment is introduced as the mediator in this study. Hence, the following 

hypotheses were framed:      

 
H9: Enjoyment has a significant relationship towards tourism destination attractiveness.  
H10: Enjoyment mediates the relationship between price sensitivity and tourism destination 

attractiveness.  
H11: Enjoyment mediates the relationship between social media usage and tourism destination 

attractiveness.  
H12: Enjoyment mediates the relationship between entrepreneurial competency and tourism 

destination attractiveness.  
H13: Enjoyment mediates the relationship between self-efficacy and tourism destination 

attractiveness. 
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Based on the above scholarly review guided by existing theories and empirical evidence, the 

proposed research framework is shown in Figure 2.  

 

Figure 2: Proposed Research Model 

 
Source: Created by authors. 

 

4. METHODOLOGY 

 

The population of the present study consists of the tourists who are from other foreign countries 

and other states in Malaysia and who had visited Iskandar Malaysia. Convenient sampling method 

was adopted to select the respondents. This paper examined the driving factors, namely, price 

sensitivity, social media usage, entrepreneurial competency, self-efficacy, and the mediating role 

of enjoyment towards tourism destination attractiveness in Iskandar Malaysia. A total of 250 

questionnaires were distributed and only 215 sets were usable. The data was collected through a 

self-administered online questionnaire developed by using Google Forms. The questionnaire link 

was distributed via email and social media platforms to tourists who had visited Iskandar Malaysia. 

To ensure the validity and reliability of the sample, the researchers first verified that each 

respondent met the specified criteria (e.g., being 18 years old and above and had visited Iskandar 

Malaysia) before distributing the questionnaires. Detailed instructions were written on the cover 

page of the questionnaire to ensure that the respondents understood the questionnaires. Lastly, the 

researcher viewed and exported the responses online for data analysis.  
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The question items for price sensitivity were adapted from the study by Stangl et al. (2020), items 

for social media usage were adapted from the studies by Icoz et al. (2018) and Pai et al. (2021), 

items for entrepreneurial competency were adapted from the study by Cizel et al. (2007), items for 

self-efficacy were adapted from the study by Ginting et al. (2017), and items for enjoyment were 

adapted from the studies by Lin et al. (2008) and Mullen et al. (2011).  On the other hand, the 

questionnaire items for tourism destination attractiveness were adapted from the studies by Islam 

and Chaudhary (2020) and Krešić and Prebežac (2011). This study used a five-point Likert scale, 

ranging from 1 to 5 for strongly disagree to strongly agree to measure the level of agreement on 

the measurement items.  A pilot test was conducted and some of the questions were reworded to 

suit the tourist’s understanding, as some of the terms used in the questionnaire were confusing. 

Two items were deleted, namely entrepreneurial competency 2 (EC 2) due to high variance 

inflation factor (VIF) value and social media usage 5 (SMU 5) due to loadings lower than 0.5. 

SmartPLS 4.0 or known as partial least squares (PLS) was applied based on path modelling and 

then bootstrapping (Chin, 1998, Wetzels et al., 2009) to assess the model developed as shown in 

Figure 2. A total of 200 re-samples were used to generate the standard error of estimate and t-

values.    

 

 

5. FINDINGS 

 

5.1 Assessment of the Measurement Model 

 

Firstly, in measurement model assessment, reliability and validity tests were performed. As shown 

in Table 2, all the item loadings for each construct were larger than the cut-off value of 0.5 (Hair 

et al., 2006), except for one item, namely, SMU 5 with loading values lower than 0.5. Besides, 

each of the average variance extracted (AVE) exceeded the acceptable level of 0.5 as stated by 

Bagozzi and Yi (1988). Both Cronbach’s alpha and composite reliability (CR) were above the 

recommended value of 0.7 as suggested by Gefen et al. (2000) and Nunnally (1978). Hence, this 

study achieved convergent validity and reliability as all indicators achieve the cut-off value. In 

addition, this study assesses the discriminant validity by using Heterotrait Monotrait (HTMT). 

Table 3 indicated that all values were lower than 0.9 as suggested by Gold et al. (2001). As a result, 

the discriminant validity in this study is also satisfactory. Hence, the measurement model was 

considered satisfactory with the evidence of adequate reliability, convergent validity, and 

discriminant validity.  
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Table 2: Results of Measurement Model 

Model Construct 
Measurement 

Item Loading Cronbach’s  CRa. AVEb 
Price Sensitivity (PS)                0.852 0.867 0.633 
 PS 1 0.860    
 PS 2 0.844    
 PS 3 0.630    
 PS 4 0.820    
 PS 5 0.803    
 

Social Media Usage (SMU) 
 

 0.866 0.886 0.717 
 SMU 1 0.868    
 SMU 2 0.899    
 SMU 3 0.899    
 SMU 4 0.707    
Entrepreneurial 

Competency (EC) 
 

 0.928 0.932 0.703 
 EC 1 0.791    
 EC 3 0.704    
 EC 4 0.880    
 EC 5 0.848    
 EC 6 0.870    
 EC 7 0.887    
 EC 8 0.871    
 

Self-Efficacy (SE) 
 

 0.858 0.869 0.589 
 SE 1 0.694    
 SE 2 0.629    
 SE 3 0.858    
 SE 4 0.845    
 SE 5 0.809    
 SE 6 0.745    
Enjoyment (E)  0.940 0.941 0.769 
 E 1 0.886    
 E 2 0.892    
 E 3 0.868    
 E 4 0.860    
 E 5 0.870    
 E 6 0.886    
Tourism Destination 

Attractiveness (TA) 
 

 0.896 0.904 0.709 
 TA 1 0.837    
 TA 2 0.884    
 TA 3 0.731    
 TA 4 0.905    
 TA 5 0.842    

Notes: aComposite Reliability (CR) = (square of the summation of the factor loadings)/ {(square of the summation of the 

factor loadings) + (square of the summation of the error variances)} bAverage Variance Extracted (AVE) = (summation of 

the square of the factor loadings)/ {(summation of the square of the factor loadings) + (summation of the error variance)} 
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Table 3: Discriminant Validity of Constructs using HTMT 

     E EC PS SE SMU TA 

Enjoyment        

Entrepreneurial Competency    0.670   

Price Sensitivity     0.677 0.562   

Self-Efficacy     0.692 0.579 0.533 

Social Media Usage    0.592 0.663 0.636 0.578  

Tourism Destination Attractiveness    0.870 0.685 0.679 0.639 0.577 

Notes: Diagonals represent the square root of the average variance extracted while the other entries represent the 
correlations. 

Notes: E=Enjoyment, EC=Entrepreneurial Competency, PS=Price Sensitivity, SE=Self-Efficacy, SMU=Social Media 

Usage, TA=Tourism Destination Attractiveness 

 
5.2 Assessment of the Structural Model 

 

Table 4 and Figure 3 present the results of hypotheses testing. As expected, price sensitivity (H1), 

entrepreneurial competency (H5), and self-efficacy (H7) significantly influenced enjoyment. 

Besides, the results revealed that price sensitivity (H2), entrepreneurial competency (H6), and 

enjoyment (H9) significantly related to tourism destination attractiveness in Iskandar Malaysia. As 

a result, H1, H2, H5, H6, H7, and H9 were supported. Surprisingly, social media usage (H3 & H4) 

has no significant relationship with enjoyment and tourism destination attractiveness. This result 

is similar with self-efficacy (H8) that also has no significant relationship with tourism destination 

attractiveness. On the other hand, enjoyment significantly mediated the relationships between price 

sensitivity, entrepreneurial competency, self-efficacy, and tourism destination attractiveness. 

Hence, H10, H12, and H13 were supported.  

 

The path model exhibited strong model fit, with R2 of 0.589 for self-efficacy and 0.685 for tourism 

destination attractiveness, as shown in Figure 3. The 68.5 per cent of the variance in tourism 

destination attractiveness was explained by price sensitivity, social media usage, entrepreneurial 

competency, and self-efficacy. Therefore, the model indicated a high statistical measure of fit.  

 
Table 4: Path Coefficients and Hypothesis Testing 

Relationship Coefficient t p 

Support/ 

Reject 

HI: PS → E 0.288 4.278** 0.000 Supported 

H2: PS → TA 0.135 1.988* 0.023 Supported 

H3: SMU → E 0.038 0.496 0.310 Rejected 

H4: SMU → TA -0.008 0.120 0.452 Rejected 

H5: EC → E 0.287 3.856** 0.000 Supported 

H6: EC → TA 0.175 3.059** 0.001 Supported 

H7: SE → E 0.332 4.684** 0.000 Supported 

H8: SE → TA 0.057 1.018 0.154 Rejected 

H9: E → TA 0.578 7.845** 0.000 Supported 

H10: PS → E → TA 0.167 4.074** 0.000 Supported 

H11: SMU → E → TA 0.022 0.492 0.311 Rejected 

H12: EC → E → TA 0.166 3.349** 0.000 Supported 

H13: SE → E → TA 0.192 3.842** 0.000 Supported 
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Notes: E=Enjoyment, EC=Entrepreneurial Competency, PS=Price Sensitivity, SE=Self-Efficacy, SMU=Social Media 

Usage, TA=Tourism Destination Attractiveness 
*p < 0.05, t-value greater than 1.645. 

**p < 0.01, t-value greater than 2.33. 

 

Figure 3: Research Model with t-values 

 

Source: Author 

 

 
6.  DISCUSSION AND CONCLUSION 

 

This study applied comparative advantage theory and social cognitive theory to develop a research 

model that examine the relationships between price sensitivity, social media usage, entrepreneurial 

competency, self-efficacy, and the mediating effect of enjoyment on tourism destination 

attractiveness in Iskandar Malaysia. Based on the findings in Table 4, price sensitivity has a 

significant effect on enjoyment (H1) and tourism destination attractiveness (H2). This finding is 

consistent with Lin et al. (2022), where an individual who is sensitive to price will influence their 

attitude towards the product. Furthermore, price sensitivity significantly influenced destination 

attractiveness through enjoyment (H10). As expected, price sensitivity is the key factor influencing 

tourist decisions on which destination to visit (Rather et al., 2022), particularly in the current 

economic climate, where there is an overall increase in prices and the cost of living in a country 

(Aman, 2023). Thus, it affects tourist enjoyment and the degree of attractiveness of Iskandar 

Malaysia. Unexpectedly, H3, H4, and H11 predicting the relationship of social media usage on 

enjoyment and tourism destination attractiveness, and the mediating role of enjoyment on social 
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media usage and tourism destination attractiveness in Iskandar Malaysia were not supported. This 

result contradicts previous research highlighting the significant impact of social media usage on 

tourist perceptions toward tourism destination attractiveness (Gulati, 2022; Kitsios et al., 2022). 

While social media enhances tourist awareness, factors like algorithm uncertainty and information 

overload may limit its immediate impact (Anderson, 2020; Liu et al., 2020). Additionally, tourists 

may perceive social media as less credible than word of mouth in determining the tourism 

destination attractiveness in Iskandar Puteri. This is further supported by Chou et al. (2020), who 

mentioned that social media is not a credible source when it comes to the claim of a tourist 

destination attractiveness, potentially hindering the immediate influence on tourist perceptions and 

enjoyment. Hence, H3, H4, and H11 were not supported. 

 

The support of H5, H6, and H12 confirms the significance of the direct effect of entrepreneurial 

competency on tourist enjoyment and tourism destination attractiveness and the mediating effect 

of enjoyment on entrepreneurial competency and tourism destination attractiveness in Iskandar 

Malaysia. That is, when the tourist perceives that the service provider is competent in fulfilling 

their needs and wants, they are more likely to enjoy their stay and in turn perceive the tourist 

destination as attractive. These findings align with Halim et al. (2022) and Nasution et al. (2023), 

emphasizing that competent tourism entrepreneurs enhance tourist enjoyment, leading to positive 

destination perceptions. This highlights the crucial role of tourism provider competence in creating 

positive tourist experiences and in turn enhancing the destination attractiveness. Hence, H5, H6, 

and H12 were supported.   

 

The findings also indicated that self-efficacy is a crucial determinant towards enjoyment (H7). 

Furthermore, when mediated by enjoyment, self-efficacy demonstrates a significant relationship 

towards tourism destination attractiveness (H13). This result aligns with the findings of Yan et al. 

(2023), who found a significant relationship between self-efficacy and user enjoyment. Similarly, 

the finding is also congruent with Jorgensen (2020), who mentioned that tourists who have higher 

level of satisfaction influences destination attractiveness. Surprisingly, tourist’s self-efficacy does 

not have a significant relationship with tourism destination attractiveness (H8). This finding aligns 

with Lee et al. (2022), highlighting that the tourist’s confidence level during vacation does not 

necessarily correspond with the perceived attractiveness of the destination. Drawing from SCT, 

when there is high self-efficacy, tourists could find themselves confidently completing their travel 

tasks and enjoying the journey itself. However, they might also perceive the destination they have 

visited to be less attractive as there are other attributes that influence the destination’s 

attractiveness. As mentioned by Ahn et al. (2013), there are functional attributes such as panoramic 

views and tangible elements that influence tourist’s destination perception. Hence, H7 and H13 

were supported and H8 was not supported.  

 

Despite H8 being rejected, enjoyment plays a crucial mediating role, as evidenced by the 

significant support for H10, H12, and H13. The findings also showed that enjoyment has a 

significant relationship with tourism destination attractiveness (H9). This finding is similar to the 

findings by Jorgensen (2020), who indicated that a tourist destination is attractive when the tourist 

has a positive experience with the trip. This implies that tourist enjoyment is crucial in mediating 

the relationship between price sensitivity, social media usage, self-efficacy, and tourism 

destination attractiveness. Hence, tourism stakeholders should prioritise these factors to enhance 

tourist enjoyment, which, in turn, increases destination attractiveness. 



Sook-Fun Fong, Hui-Siang Tan, See-Mei Low, Sang-Long Choi 

 33 

7.  IMPLICATIONS 

 

With the research gap in the literature, this study aims to investigate the influence of the driving 

factors, namely, price sensitivity, social media usage, entrepreneurial competency, self-efficacy, 

and the mediating role of enjoyment on tourism destination attractiveness in Iskandar Malaysia. 

Guided by Social Cognitive Theory and Comparative Advantage Theory, this study theoretically 

expands existing knowledge by demonstrating the significant impact of these factors on destination 

attractiveness. As evident in this study, all the constructs play an important role in determining the 

tourism destination attractiveness in Iskandar Malaysia. Also, this study extended the current 

literature by introducing tourist enjoyment as the mediator. Enjoyment directly predicts tourism 

destination attractiveness and demonstrates significant mediating effects for price sensitivity, 

entrepreneurial competency, and self-efficacy.  

 

Besides, this study offers practical implications for tourism stakeholders such as accommodation 

providers, transportation service providers, restaurants, and others tourism partners to develop 

effective marketing strategies and policies to enhance destination attractiveness in Iskandar 

Malaysia. For instance, by offering competitive prices aligned with tourist expectations, tourism 

stakeholders can attract tourists and enhance destination attractiveness. In the long run, tourism in 

Iskandar Malaysia will benefit greatly from the tourist arrival. As proven in this study, reasonable 

pricing significantly impacts tourist enjoyment and positively influences destination perception.  

 

Furthermore, enhancing the competency of tourism providers is crucial for destination 

attractiveness. The Malaysia Tourism Board could organise several tourism training programs and 

campaigns to enhance the skills and knowledge of tourism providers, who are crucial to the success 

of the tourism industry, specifically Iskandar Malaysia in Johor. Next, although social media usage 

does not have a significant relationship with enjoyment and tourism destination attractiveness, 

tourism stakeholders should prioritise accurate and reliable information on social media platforms, 

as it remains a powerful communication tool in today’s era. Moreover, the local government should 

implement stricter regulations to mitigate the spread of misinformation and enhance tourist’s 

confidence level in using social media as a reliable source of travel information to visit Iskandar 

Malaysia. Hence, this study contributes valuable empirical evidence on the effectiveness of price 

sensitivity, social media usage, entrepreneurial competency, self-efficacy, and enjoyment on 

making Iskandar Malaysia an attractive tourist destination.  

 

 

8.  LIMITATIONS AND DIRECTION FOR FUTURE RESEARCH 

 

The data collected from the perspective of tourists reveals crucial insights about their perceptions 

of price sensitivity, social media usage, entrepreneurial competency, self-efficacy, and enjoyment 

on tourism destination attractiveness in Iskandar Malaysia. However, the current study is only 

limited to the Southern region of Malaysia. Future research could include tourist destinations in 

other states in Malaysia and conduct a comparative study to identify the strengths and weaknesses 

of the different tourist destinations in Malaysia. Secondly, the sample size was small to generalise 

the results. Hence, a larger sample size is needed to improve generalisability. Lastly, in light of the 

increasing global focus on sustainable development goals, future studies should investigate the 

impact of sustainable or green urban environments on tourism destination attractiveness. 
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