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Abstract

The mobile users have become the paradigm shift of the people communica-
tion since the social media application on mobile phone has been introduced.
It has been widely used among people, especially, elderly. There is a variety
of use in social media application. In addition, the important area used by
elderly is tourism. This study analyses the components of factors influenc-
ing social media usage in the tourism industry among the elderly. This is
to understand, engaging, and user-friendly while inspiring travel. Mobile
applications are also essential tools that make it easier for elderly individ-
uals to access tourism information. By utilizing mobile applications, travel
routes, accommodation information and points of interest can be presented
in ways that help elderly individuals prepare more effectively before travel-
ing. Presenting tourism information through mobile applications also allows
elderly individuals to explore destinations in advance, reducing concerns and
increasing confidence in travel planning. Moreover, social media helps the
elderly feel confident and fully informed before visiting a destination on their
own. The research sample consisted of n = 405 elderly individuals aged 60
years and older who have used social media for tourism in Thailand. The
sample was selected using a multi-stage random sampling method, and the
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sample size was calculated using Yamane’s (1973) formula at a 0.95 confi-
dence level and a 0.5 acceptable error rate. The social platforms empower
elderly individuals to feel confident and well-informed before visiting des-
tinations in person. Nevertheless, the driving factors to encourage elderly
usage over the tourism social media are needed to provide the appropriate
features on the application. Therefore, this research studied the component
analysis which the results reveal that the influence of social media usage
through mobile applications significantly impacts elderly participation in
online tourism platforms. Notably, enjoyment in sharing experiences, such
as interacting with others, accounts for 30.041% of data variance; ease of
communication, such as using social media to search for information and
contact service providers, accounts for 27.238% and collaborative learning,
such as using social media with friends or within online groups, accounts for
21.77%. The study highlights that multimedia usage among the elderly in the
tourism industry with Facebook and YouTube as primary platforms on mobile
applications holds strong potential within elderly communities. Multimedia
serves not only as a vital source of information but also as a tool to build
confidence, provide enjoyment and foster connections between the elderly
and online communities.

Research on factors influencing social media use in elderly tourism, par-
ticularly in Thailand, is limited. This study explores factors affecting elderly
use of mobile applications, including enjoyment of sharing experiences,
communication convenience, and collaborative learning in online groups —
areas not thoroughly examined in existing studies. Additionally, the use of
multimedia on platforms like Facebook and YouTube in elderly tourism
contexts remains understudied. This research addresses this gap by providing
a detailed exploration of social media use among the elderly and the role of
mobile technology in promoting tourism within this demographic.

Keywords: Component analysis, social media usage, tourism, elderly.

1 Introduction

The digital era has revolutionized the way people communicate, interact,
and share information, with social media emerging as a defining feature of
this transformation. Platforms like Facebook, Instagram, Twitter, LinkedIn,
and TikTok have become integral parts of daily life, offering users a space
to connect, express themselves, and engage with a global audience. Social
media transcends geographical barriers, enabling real-time interactions and
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fostering a sense of community among individuals separated by distance.
This unprecedented connectivity has reshaped personal relationships, profes-
sional networking, marketing strategies. Social media’s rapid evolution has
not only redefined how people consume and disseminate information but
has also created new opportunities for innovation, collaboration, and self-
expression. In this context, understanding the role of social media in the
digital era requires a nuanced exploration of its benefits, challenges, and
broader implications for individuals and society at large.

The mobile users have become the paradigm shift of the people com-
munication since the social media application on mobile phone has been
introduced. It has been widely used among people, especially, elderly. There
is a variety of use in social media application. However, the important area
used by elderly is tourism. This area should be explored. Thailand is the one
of the famous tourists’ destinations and a lot of information related to tourism
has been searched. Not only foreigners need to visit Thailand, but also local
people need to visit tourists’ places including elderly.

Thailand is undergoing a demographic shift characterized by a declining
proportion of children and working-age population, while the proportion
of elderly individuals is increasing, leading to an aging society. An aging
society is defined as having over 10% of the population aged 60 and above.
According to the National Statistical Office, in 2022, Thailand had an elderly
population of 12,519,926 people, accounting for 18.94% of the total popu-
lation. This comprised 5,512,223 males and 7,007,703 females. Among the
elderly, individuals aged 60—69 years constitute 56.25%, those aged 70-79
years account for 29.52%, and those aged 80 and above represent 14.23% of
the elderly population [1].

This demographic shift has accelerated Thailand’s transition into an aging
society. Simultaneously, social media has emerged as a highly influential tool
impacting decision-making and behavior across various domains, including
tourism. This trend is especially pronounced among the elderly population,
which is steadily increasing. According to United Nations projections, by
2050, people aged 60 and above will comprise 22% of the global population
[2-5].

The usage of social media among elderly individuals in Thailand and
globally is on the rise. Research on digital media reveals that approximately
246 million people in the United States were active on social media as of Jan-
uary, representing 72.5% of the U.S. population. YouTube leads among social
media platforms, with 246 million users in early 2023. Other widely used
platforms include LinkedIn, Facebook, Instagram, and TikTok, especially
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popular among elderly individuals with higher education and socioeconomic
status [6-8].

Social media does not represent a cohesive or strictly defined collection of
methods and thus its diverse applications and potentials must be considered
in specific contexts such as in this research. From a technological perspective
social media platforms and their features vary (Twitter posts are limited to
140 characters) affecting how people engage with these platforms and associ-
ated applications (bloggers typically post no more than once daily, with posts
generally about one page in length) [9—11]. Several general types of social
media applications can be identified [12], such as wikis (Wikia, Confluence)
blogs (WordPress) microblogs (Twitter) social networking sites (Facebook,
LinkedIn, Yammer), content-sharing platforms (YouTube, SlideShare, Flickr)
social bookmarking services (Delicious) and virtual social environments
(Second Life) [13].

Lietsala and Sirkkunen [14] suggest using “social media” as an umbrella
term encompassing a range of distinct cultural practices associated with
online content and individuals engaging with that content. Certain behaviors
are more stable, such as participation in wikis, blogging and social network-
ing while others, like microblogging, continue to evolve. However, there
are numerous challenges associated with using social media for internation-
ally distributed knowledge management tasks, including business-to-business
(B2B) contexts.

In the tourism context, elderly individuals use social media through
mobile applications to search for information, plan trips and share travel
experiences [15]. Social media on mobile applications serves not only as a
source of information but also as a platform where elderly individuals can
exchange opinions and experiences, fostering a community that supports
learning through shared interactions with others [16]. Research on social
media usage among the elderly indicates that technology enhances confidence
in travel safety, reduces risks and facilitates access to relevant information.

Analysing the factors influencing social media usage on mobile applica-
tions [17] in the tourism industry for the elderly is essential for developing
a deeper understanding of their characteristics and behaviors in this con-
text [18]. Such insights will enable the public and private sectors to establish
strategies and infrastructure that effectively address the tourism needs of the
elderly. Designing age-friendly platforms on mobile applications, creating
accessible and user-friendly content, and promoting the digital literacy skills
necessary for social media use will empower elderly individuals to better
engage with social media platforms.
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The study of factors influencing the use of social media in the tourism
industry for the elderly particularly in the context of Thailand, has been
limited. This research focuses on understanding and assessing various factors
that affect the use of mobile applications by the elderly such as the enjoy-
ment of sharing experiences communication convenience and collaborative
learning within online groups which have not been thoroughly explored in
existing studies. Additionally, the use of multimedia on popular platforms
such as Facebook and YouTube has not been studied in a context specif-
ically related to elderly tourism. This research thus addresses the research
gap by providing an in-depth exploration of social media usage among the
elderly and the application of mobile technology to promote tourism in this
demographic.

This research contributes to enhancing the competitiveness of the tourism
industry by focusing on tourism strategies that align with the needs of
elderly individuals in the digital era. The findings highlight the importance of
utilizing multimedia for tourism among the elderly on mobile applications,
with popular platforms such as Facebook and YouTube identified as key
factors. This approach has the potential to improve the quality of life and
social engagement of personalised elderly. Multimedia on mobile applica-
tions serves not only as a crucial information source but also as a tool to build
confidence, provide enjoyment, and foster connections between the elderly
and online communities.

2 Related Works

2.1 Online Media for Information Search in Elderly

Xiang and Gretzel [19] emphasizes the crucial role of online media in
information search and travel planning. Most tourists rely on platforms such
as TripAdvisor, Booking.com, and Google Maps to obtain information about
tourist attractions, accommodations, and restaurants. Furthermore, [20] high-
light that user reviews and recommendations on online media significantly
impact visitors’ decision-making processes.

2.2 The Use of Online Media in Travel Planning

The elderly, mostly, use the online media in terms of tourism in 2 dimensions,
which are information search and service booking. Elderly individuals can
use various applications and websites to search for information about tourist
attractions, hotels, and interesting activities. This helps them plan their trips
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more efficiently [21]. Moreover, elderly people can also use online media
for booking services. This online media allows seniors to conveniently book
flight tickets, hotels, or other services without having to travel to physical
locations.

2.3 Social Media for Information Dissemination

Social media serves as an easily accessible and immediate communication
medium, facilitating easy storage of information and social interaction. It
functions as a communication tool within online social networks, enabling
continuous connection and engagement [22]. Currently, specific content such
as tourism also utilizes social media. Focusing on popular social media
platforms that align with the target audience can increase an organization’s
acceptance. Therefore, organizations strive to communicate their content
through social media as a two-way communication, including commenting
on that content. Tourism also uses social media as a primary tool for driving
business [23, 24].

2.4 Theory of Technology Acceptance

The Technology Acceptance Model (TAM) is a concept developed by Fred
Davis in 1989 to explain influent factors individual acceptance and use of
technology. TAM identifies Perceived Usefulness and Perceived Ease of Use
as key factors determining attitudes and intentions to use technology [25].
TAM proposes that Perceived Usefulness and Perceived Ease of Use are
crucial influent factors attitudes and intentions to use technology. This theory
has been widely accepted and applied in studies of technology acceptance
across various contexts [26, 27].

2.5 User’s Perception towards Technology

The user’s perception towards technology is major factors for technology
acceptance. The one of important factors is perceived usefulness which plays
a crucial role in determining the intention to use technology. If users believe
that the technology they are using will help them work more efficiently,
they are more likely to accept and use that technology. Moreover, perceived
usefulness is related to perceived ease of use, and both these factors influence
attitudes and intentions towards using technology [28].

Perceived ease of use is another important factor that plays a vital role
in determining the intention to use technology. If users feel that the system
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or technology is easy to use, they are more likely to use that technology.
Additionally, studies have shown that perceived ease of use affects perceived
usefulness, and both these factors influence attitudes and intentions towards
using technology [29].

3 Research Methodology

The population used in this research was 13,064,929 elderly people [30] who
used online media for tourism in Thailand. Therefore, the sample group in
the research was n = 405 elderly people aged 60 years and over who had
used social media for tourism in Thailand. The sample group used a multi-
stage random sampling method and determined the sample size using the
calculation formula of (Yamane, 1973) at a confidence level of 95% and an
acceptable error level of 5%. The sample size was n = 405 people.

The population for this research comprises 13,064,929 elderly people [30]
who utilize online media for tourism purposes in Thailand. Therefore, the
sample for this study consists of 405 participants, specifically the elderly
who employ online media for tourism in Thailand. These participants
have accessed online content related to tourism through various platforms,
including websites and social media channels.

3.1 Research Design

This study employs a quantitative research approach, utilizing an online
questionnaire as the primary data collection instrument. The sample group
responded to the questionnaire via Google Forms. The survey instrument is
structured into four distinct sections:

Section 1: general information about the respondents (6 items)

Section 2: social media usage for domestic tourism among the elderly, a
case study of Thailand (42 items)

Section 3: influent factors towards social media usage for domestic
tourism among the elderly (25 items)

Section 4: Additional suggestions and comments

3.2 Data Collection

The online survey via website has been used through online questionnaire.
After the data has been collected, the process of data cleansing was imple-
mented for completeness and correctness for the data. Then, the dataset of
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respondents is entered into the statistical analysis program for data analysis
as the following:

3.2.1 Descriptive statistics were used to analyze general information related
to respondents, including percentages and frequencies.

3.2.2 The opinions regarding the influent factors of the use of social media for
tourism among the elderly were analyzed using the mean and standard
deviation.

3.2.3 Exploratory factor analysis using principal component analysis (PCA)
and orthogonal factor rotation with the Varimax method to extract vari-
ables was performed. KMO and Bartlett’s Test [31] was used to assess
the reliability of the data for factor analysis techniques. This is to obtain
appropriate variables, ensuring that the factor loadings of each indicator
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205

are not less than 0.4. This is related to the component weights of each

indicator which are calculated [31].

The conceptual research framework was shown in Figure 2. The influent
factors of social media usage for tourism can be divided into 5 categories
which are as following: Perceived Ease of Use (PEOU), Collaborative
Learning (COL), Perceived Enhanced Communication (PEC), Perceived
Enjoyment (PEJ), and Recourse Sharing (RES).

4 Results

The results of a structural model of the influent factors towards the use of
social media for tourism in elderly, a case study of Thailand, yielded the
following findings. This also showed the study of general information on the
use of social media for traveling among the elderly group in Thailand.
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Table 1 Comparison of online media usage percentages for tourism, categorized based on
preferred types of online media used before, during, and after travel (n = 405)

Online Media Type Before The Trip  During the Trip  After the Trip
Facebook 84.00% 84.20% 84.00%
YouTube 40.00% 26.20% 5.70%
Line 39.80% 43.00% 28.90%
TikTok 36.80% 38.30% 45.40%
Instagram 20.50% 28.10% 33.80%
Online travel media for specific 19.00% 6.20% 7.20%
groups

OTA (Online Travel Agency) e.g. 6.20% 3.70% 1.20%
Agoda, Expedia, Booking,

Traveloka

WWww.wongnai.com 5.40% 4.90% 2.50%
www.pantip.com 4.70% 9.90% 4.90%
WhatsApp 4.40% 6.20% 10.40%
Twitter 4.20% 3.20% 7.90%
www.chillpainai.com 3.20% 4.90% 5.20%

4.1 The Demographic Factors of Respondents

The majority of respondents were 214 males (52.80 percent) and 191 females
(47.20 percent), aged between 60 and 69 years, with status and sound, formal
education, and a career in private business. The surveyed group has a monthly
income of 10,001-30,000 baht.

4.2 Social Media Usage Patterns

The results of social media usage patterns were shown in Table 1.

From Table 1, the most frequently used media type for tourism purposes
in this surveyed samples are Facebook, YouTube and LINE respectively. The
results was corresponding in all categories which are before, during, and
after their trips. Facebook remains the preferred platform, with TikTok and
LINE closely following. Elderly people tend to use these platforms more after
traveling compared to other social media platforms. They used Facebook
to exchange information, mostly within travel-focused interest groups, and
to disseminate travel-related news to their friends. The elderly rarely uses
websites like www.wongnai.com and www.chillpainai.com, which are pop-
ular platforms for Thai cuisine and travel. The major purpose is to gather
information on tourist attractions, hotels, and accommodation prior to their
visits.
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4.3 Exploratory Factor Analysis and Confirmatory Factor
Analysis

The results of the exploratory factor analysis of the variables influencing the
use of social media for tourism among the elderly in Thailand, based on
405 samples, were used to calculate basic statistics, including the mean and
standard deviation. (Standard deviation: S.D.) Table 2 demonstrated the 25
variables.

Furthermore, Table 2 provided the suitability of using factor analysis and
determined whether obtained data contains sufficient relationships for factor
analysis. This involves considering the preliminary data adequacy measures,
specifically the KMO [32] (Kaiser-Meyer-Olkin) statistic and Bartlett’s Test.

From Table 3, it can be seen that the KMO value is 0.922, which is close
to 1, indicating that all data and various variables are highly correlated. This
allows for the analysis of components according to the research objectives.
The Bartlett’s Test shows that the variables influencing the use of social media
for tourism among the elderly in Thailand have an approximate Chi-Square
distribution of 14598.334 with a significance value of .000, which is less than
.05. Therefore, indicating that the 25 variables are sufficiently correlated to
be analyzed as components, as shown in Table 3.

Finding communalities: The calculation of initial communalities using
the Maximum Likelihood method will determine that the initial commu-
nalities will indicate whether a variable is a beneficial variable or not in
comparison to other variables.

The Extraction Communality value of the variables, after factor extrac-
tion, revealed that the Extraction Communality value for the variable named
Fac 20 is the lowest at 0.639, which is not low enough to warrant its removal.
The variable with the highest extraction community is named Fac 05, with a
value of 0.917.

From Table 4, the calculation of Total Variance Explained from the
analysis can classify the variables into three components. Each component
has an eigenvalue ranging from 1.167 to 16.374, with a cumulative variance
percentage of 78.841. Component 1 can explain 65.495 of the total variance,
Component 2 can explain 8.679, and Component 3 can explain 4.667.

From Figure 3, the Scree Plot is a graph that plots the Eigenvalues of each
component, arranged from highest to lowest. This allows for consideration of
the Eigenvalues that decrease rapidly. When focusing only on the components
with Eigenvalues greater than 1, three components can be extracted from the
analysis.
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Table 2 Shows the mean and standard deviation of 25 variables

Variable Code Mean Std. Deviation
(1) Do you feel that using social media to search for FacO0l  4.09 918
travel information is easy

(2) You can view travel itineraries from social media. Fac02 4.10 974
(3) You can easily use social media to communicate Fac03  4.05 .827
with travel service providers.

(4) Do you think the language used in social media is Fac04  4.08 910
easy to understand

(5) You can easily find tourist attractions through social FacO5 4.18 .835
media.

(6) Have you ever learned to use social media for travel Fac06  3.97 917
together with friends

(7) Have you ever participated in online groups or Fac07 4.10 811
communities to learn how to use social media together

for travel

(8) Do you feel that collaborative learning in groups or Fac08  4.00 956
online communities is beneficial for using social media

for tourism

(9) You feel fond of learning to use social media Fac09 3.96 934
together

(10) Have you ever encountered difficulties in learning Facl0  3.86 927
to use social media collaboratively

(11) Do you think the travel-related information you’ve Facll 391 818
received through social media communication is clear

(12) Do you feel that social media helps you Facl2 4.19 912
communicate with travel service providers more

conveniently

(13) Do you feel confident in the information and Facl3  4.03 .876
responses from travel service providers on social media

(14) Do you feel that communication through social Facl4 4.16 .889
media helps you make better decisions about travel

(15) Do you feel that communication through social Facl5  3.95 .820
media is safe and reliable

(16) You feel that using social media to search for travel ~ Facl6 ~ 4.25 .807
information is enjoyable.

(17) You feel that sharing your travel experiences Facl7  4.09 .905
through social media is enjoyable and a way to relieve

stress.

(18) Do you think that social media can enhance your Facl8 4.25 788

happiness and enjoyment in planning your travels

(Continued)
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Table 2 Continued
Variable Code Mean Std. Deviation
(19) You have interacted (such as liking or commenting)  Facl9  4.18 817
with others on social media, which makes you feel
positive and enjoy yourself

(20) Using social media allows you to learn and gain Fac20 4.25 875
new perspectives on travel
(21) Do you feel that social media is a beneficial Fac21 4.20 .929

channel for seeking advice and assistance regarding

travel planning

(22) Do you feel that social media is a beneficial Fac22 4.15 984
channel for seeking advice and assistance regarding

travel planning

(23) Have you ever received assistance or given advice Fac23 4.14 .879
to others about travelling through social media

(24) Do you feel that being a member of an online group  Fac24 ~ 3.97 .929
or community helps you receive information and

assistance

(25) You are pleased to share your travel experiences to Fac25 4.04 .903
help others

Table 3 Shows the KMO value and Bartlett’s test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 922
Bartle’s Test ofSphericity Approx. Chi-Square 14598.334

df 300

Sig. .000

The Maximum Likelihood method with Varimax rotation was used to
rotate the component axis. Table 5 shows that the factor loadings were
different after the rotation compared to before the rotation.

From Table 5, the Varimax rotation, the values correspond to the correla-
tion coefficients between the variables and the rotated components. We found
that the variables have the following factor loadings for each component.

The variables Fac17, Fac16, Fac19, Facl8, Fac21, Fac20, Fac22, Fac25,
Fac24, and Fac13 combine to form Component 1, also known as “the aspect
of perceived enjoyment for sharing experiences.”

The variables FacO1, Fac04, Fac03, Fac05, Fac02, Facll, Fac06, and
Fac12 combine to form Component 2, also known as “the aspect of perceived
ease of communication through social media.”
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Scree Plot
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Figure 3 Eigenvalues scree plot.

Table 5 Shows the rotated factor matrix

Factor
1 2 3

Facl7  .858
Facl6  .855
Facl9 .810
Facl8 .799
Fac21 .761
Fac20 .749
Fac22 .656
Fac25 .646
Fac24  .587
Facl3 .575
FacO1 .855
Fac04 .807
Fac03 .806
Fac05 791
Fac02 711
Facll 700
Fac06 .644
Facl12 583
Fac07 .803
Fac09 789
Facl0 766
Fac08 122
Fac23 .630

Facl5 573
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Table 6 Determining the group of components

Variable
Component Name (Issue)
Component 1: The aspect of perception of enjoyment for sharing experiences. 10
Component 2: Perception of Ease in Online Social Media Communication 8
Component 3: Collaborative Learning Using Social Media 6
Total 24

The variables Fac07, Fac09, Fac10, Fac08, Fac23, and Fac15 combine to
form Component 3, which we could name “Collaborative Learning through
Social Media.”

The three components explain 79.055% of the variance of the origi-
nal variables. Component 1 accounts for 30.041%, whereas 2 accounts for
27.238%, and whereas 3 accounts for 21.776%. Organizing the various
variables into components led to the identification of three components, as
shown in Table 6.

From Table 6, 3 groups of components can be determined, consisting of
Component 1, the aspect of perception of enjoyment in sharing experiences,
with 10 variables; Component 2, the aspect of perception of ease of social
media communication, with 8 variables; and Component 3, the aspect of
learning together to use social media, with 6 variables.

5 Discussion and Conclusion

This study analyzed the factors influencing social media use for tourism
among the elderly in Thailand, highlighting how social media can enhance
the travel experience for this demographic. The research identified three key
components that influence the use of social media: enjoyment of sharing
experiences ease of communication, and collaborative learning.

The first component, “Enjoyment of Sharing Experiences” includes vari-
ables related to the satisfaction gained from sharing travel experiences,
finding travel information, interacting with others, and receiving support from
online communities. These factors contributed to 30.041% of the variance
reflecting how social media platforms such as Facebook, provide not only
travel information but also emotional satisfaction and entertainment during
travel planning. This aligns with existing research on the role of online media
in tourism decision-making which demonstrates that social media makes
information sharing and access easier, thus enriching the travel experience.
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The second component, “Ease of Communication” addresses the con-
venience of using social media for accessing travel-related information and
contacting service providers. With 27.238% of the variance explained, this
component underscores how the simplicity of using social media-whether
for finding tourist attractions, viewing maps or obtaining clear information-
encourages the elderly to use these platforms for tourism planning. This
is consistent with findings from previous studies, which show that social
media enhances the convenience of contacting tourism service providers and
gathering information.

The third component, “Collaborative Learning” involves using social
media for learning about tourism with friends and in online communities. The
variables include sharing learning experiences and receiving or giving advice
through social media, contributing to 21.776% of the variance. Collaborative
learning in online communities has been shown to increase the elderly’s
confidence in using social media for tourism, making it a beneficial method
for accessing support and information.

This research highlights the significant role of multimedia and social
media platforms on mobile applications in enhancing the elderly’s travel
experience. These platforms not only make travel information more acces-
sible but also empower the elderly to explore destinations with greater
confidence and security. Furthermore, this research contributes to enhanc-
ing the competitiveness of the tourism industry by focusing on strategies
that address the needs of elderly travelers in the digital age. The findings
emphasize the importance of using multimedia on mobile applications, with
Facebook and YouTube identified as key platforms. This approach can greatly
improve the quality of life and social engagement for elderly individuals,
helping them stay connected with the broader online community.

Beyond Thailand, the implications of this study can be applied globally,
particularly in countries facing similar demographic shifts towards an aging
population. As many countries are experiencing rapid aging, understanding
the elderly’s use of digital tools for tourism can inform strategies to improve
their social participation and travel opportunities. By recognizing the benefits
of social media in tourism, these insights can be utilized to enhance the
tourism industry and provide elderly populations worldwide with accessible,
engaging, and supportive platforms for travel.

The analysis of the factors influencing the use of social media for tourism
among the elderly in Thailand focused on how social media can enhance
the elderly’s travel experience. The research identified three main factors
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that influenced the use of social media: perceived enjoyment in sharing
experiences, ease of communication, and collaborative learning. Through
exploratory and confirmatory factor analyses, the study revealed that these
factors influenced the elderly’s engagement with online platforms for tourism
purposes.:

Component 1: Perception of Enjoyment in Sharing Experiences is com-
posed of 10 variables. Sharing travel experiences on social media is fun
and relieving, using social media to find travel information is enjoyable,
interacting (such as liking or commenting) with others on social media makes
user feel good and entertained, social media can enhance user’s happiness
and enjoyment in planning the trip, sharing travel experiences on social
media benefits others, using social media allows user to learn and gain new
perspectives on travel, social media is a great channel for seeking advice and
assistance in travel planning, feeling happy to share user’s travel experiences
to help others, being a member of online groups or communities helps
user receive information and support, and confidence in the information
and responses from travel service providers through social media. These
can explain 30.041% of all original variables’ variance. This is in line [33]
with the results of research studying the acceptance and use of online media
that affects tourists’ decision to choose tourist attractions in Bangkok. It
was found that using online media such as Facebook allows users to access
information and share experiences more easily, which is consistent with their
enjoyment of travel planning.

The second component, the perception of ease of social media com-
munication, consists of 8 variables: using social media to search for travel
information is easy, the language used in social media is easy to understand,
being able to use social media to communicate with tourism service providers
easily, being able to search for tourist attractions from social media easily,
being able to view travel maps from social media, being able to obtain clear
information from social media communication about tourism, having learned
to use social media for tourism with friends, and being able to communicate
with tourism service providers conveniently. The variance of all the original
variables can be explained by 27.238 percent, which is consistent with the
research results on searching for tourism information via social media, [34]
which found that users find it convenient to search for information and contact
tourism service providers, and find it easy to search for information to contact
service providers.

The third component, collaborative learning on social media, consisted
of 6 variables: having learned to use social media for tourism together with
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friends, enjoying learning to use social media together, having experienced
problems learning to use social media together, learning together in groups or
online communities is beneficial to using social media for tourism, receiving
assistance or giving advice to others about tourism via social media, and
communicating via social media is safe and reliable. It can explain the
variance of all the original variables by 21.776 percent, which is consistent
with the research results on the use of social media in tourism planning. It
found that users tend to learn in online media usage together with friends
for receiving assistance from friends and convenience in contacting tourism
service providers.

This research contributes the significant role of multimedia and social
media platforms on mobile applications in enhancing the travel experience
for the elderly. These platforms make information more accessible, enabling
elderly individuals to explore various destinations with greater confidence
and safety. Additionally, this research contributes to the competitiveness of
the tourism industry by focusing on strategies that address the needs of
elderly travellers in the digital era. The findings highlight the importance
of using multimedia on mobile applications for tourism among the elderly,
identifying Facebook and YouTube as key platforms on mobile applica-
tions. This approach has substantial potential to improve the quality of life
and social engagement of elderly individuals. Multimedia serves not only
as a vital source of information but also as a tool to build confidence,
provide enjoyment, and foster connections between the elderly and online
communities.

6 Future Applications and Suggestions

The findings of this research offer valuable insights into how social media
and mobile applications can be leveraged to enhance the travel experiences
of elderly individuals. In the future, tourism platforms could further expand
their services by incorporating more interactive and user-friendly features
specifically designed for older users. These platforms should prioritize acces-
sibility, ensuring that the elderly can easily navigate and engage with the
content. Additionally, integrating augmented reality (AR) and virtual reality
(VR) features could provide virtual tourism experiences, allowing elderly
individuals to explore destinations remotely before traveling, thus reducing
anxiety and boosting confidence. With the increasing reliance on technology
among the elderly, social media platforms can also serve as an avenue for
promoting social connections, where elderly users can interact with peers,
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share experiences, and gain advice, ultimately improving their overall travel
experience and quality of life.

To maximize the potential of mobile applications and social media for
elderly tourism, it is important for developers and tourism businesses to
focus on the specific needs of older users. Future research should explore the
long-term impacts of using social media on elderly travelers’ psychological
well-being, including factors like self-esteem and social isolation. Further
studies could also assess how different cultures and geographical contexts
influence the use of social media for tourism among the elderly, providing
a more global understanding of these trends. In addition, it is recommended
that tourism platforms collaborate with healthcare providers to offer tailored
travel packages that ensure the health and safety of elderly travelers. Such col-
laborations would be essential in addressing both the physical and emotional
well-being of elderly tourists, making travel more accessible and enjoyable
for this demographic.
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