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Abstract—This study extends technology acceptance model (TAM) to investigate the antecedents
and consequences of social media adoption by tourists and travel agents. It compares their
perceptions on social media adoption and its consequences. Online survey was addressed to tourists
and travel agents for data collection purposes. Structural equation modelling was employed for
analysis purposes. The findings revealed that the majority of tourists and travel agents involved in the
study believe in the usefulness of social media adoption for travel planning and marketing purposes.
They agree that adopting social media could change the attitude of tourists towards specific
destination or attraction and influence their purchasing decisions. This study contributes to
knowledge by extending TAM and provides some managerial implication to marketers.
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