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Abstract

Rationale: The pervasive influence of social media on consumer behavior and marketing strategies
necessitates a comprehensive understanding of its impact on the hospitality industry. As hotels increasingly
leverage digital platforms for engagement and reputation management, examining the effectiveness of
various social media strategies and their implications becomes crucial for optimizing marketing efforts and
enhancing brand identity. Objective: This study aims to investigate the impact of social media on hotel
management, branding, engagement, and reputation in the hospitality sector. Method: A mixed-methods
approach was employed, involving quantitative surveys of hotel customers and qualitative interviews with
hotel marketing managers. Data on demographic characteristics, social media usage patterns, primary
purposes of social media usage, perceptions of hotel branding, and reputation management practices were
collected and analyzed to identify trends and insights. Results: The data reveals that promotional offers
and discounts (100%), user reviews (90%), and visual content (80%) are critical factors influencing
consumer hotel choices. Collaboration with influencers, user-generated content, live video content, and
social media advertising all demonstrated 100% effectiveness in engaging audiences and building brand
identity. Pre-social media, 40% of hotels promptly addressed issues, while post-social media, this decreased
to 20%, with private resolutions increasing from 20% to 30%. Conclusions: Social media significantly
influences consumer behavior in hotel selection and booking decisions. The shift in reputation management
practices underscores the need for hotels to balance transparency with effective conflict resolution
strategies. Social media strategies that leverage influencers, user-generated content, and dynamic visual
content are crucial for enhancing engagement and brand identity. Recommendations: Hotels should
prioritize influencer collaborations, encourage user-generated content, and invest in high-quality visual
media. Implementing regular updates, engaging contests, and targeted promotional offers can drive
bookings and enhance customer satisfaction. Proactive reputation management and transparent
communication are essential for maintaining a positive public image. Significance Statement: This study
provides valuable insights into the transformative impact of social media on the hospitality industry,
offering evidence-based strategies and policy recommendations for optimizing digital marketing efforts.
The findings underscore the importance of a strategic and multifaceted approach to social media,
highlighting its role in shaping consumer behavior, enhancing brand identity, and driving business growth.
Keywords: Social media; Hotel marketing; Consumer behavior; Reputation management;
Influencer collaboration; User-generated content; Visual content; Promotional offers; Audience
engagement; Brand identity.
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1.

Introduction

Marketing is “an organizational function and a set of processes for creating,
communicating, and delivering value to customers and for managing customer
relationships in ways that benefit the organization and its goals,” according to the Nigeria
Marketing Association [1]. The hospitality industry has undergone a profound
transformation with the rapid proliferation of social media platforms, set to reach
approximately 4.41 billion users globally by 2025 [2]. Platforms like Facebook, Instagram,
Twitter, and TikTok have fundamentally reshaped consumer behavior and brand
perceptions, notably within the hospitality sector [3, 4]. Hotels now leverage these
platforms as vital components of their marketing and branding strategies, engaging directly
with a diverse global audience to craft compelling brand narratives through multimedia
content [5]. This shift has moved marketing strategies from traditional advertising to an
immersive, interactive approach driven by visual content, such as high-resolution images
and videos showcasing hotel amenities and guest experiences, significantly impacting
audience engagement and travel decisions [6]. User-generated content, influencer
recommendations, and peer reviews on platforms like TripAdvisor, Yelp, and Google
Reviews wield substantial influence in hotel bookings and brand perception (TripAdvisor).
Positive guest experiences shared on social media contribute to brand advocacy and trust-
building. However, the amplification of negative feedback underscores the critical role of
online presence in shaping brand identity and highlights the need for effective online
reputation management strategies [7]. Measuring the impact of social media on hotel
marketing and branding involves metrics such as engagement rates, sentiment analysis, and
customer lifetime value, which enable hotels to evaluate strategy effectiveness and refine
approaches for optimal results [8]. Despite these developments, a research gap persists in
comprehensively understanding the nuanced dynamics, emerging trends, and best practices
within this domain. There is a need for further exploration to offer actionable insights and
implications for industry practitioners. Thus, marketing is fundamentally a customer-
oriented philosophy that prioritizes meeting the needs and desires of consumers to attract
and keep profitable clients [9]. In Nigeria, maintaining profitable clientele is particularly
challenging due to the potent impact of word-of-mouth and the necessity for well-oriented
marketing strategies [10]. Hospitality marketing is distinct as it addresses both tangible
products, like food in a restaurant or a hotel room, and the intangible characteristics of
hospitality and travel [11]. The success of any business, product, or tourist destination in
the hospitality and tourism industry heavily depends on effective hospitality marketing
[12]. A well-executed marketing campaign highlights a product or service that meets
consumer needs and wants while also generating revenue for the business or nation offering
it. Social media marketing encompasses any online marketing conducted through websites
or other online tools and resources, including search engines, blogs, webpages, banners,
videos, photos, advertisements, direct email, SMS/text messaging, and more [13]. The
Internet's growing pervasiveness in daily life has made it a crucial medium for marketing
communication. To obtain a competitive edge in the tourism industry, hotels must have
their own website, market their goods on social media and through mobile applications,
and use email to communicate with clients and business associates, utilizing all available
information and communication technology (ICT) [14].

ICT's importance to the tourist and hospitality sectors has been established in earlier
research [10, 11]. Discussions have focused on the role and significance of websites in
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promoting travel destinations [12, 13, 15], the value of social media for travel agencies
[16], and destination selection [17]. Research has also explored social media marketing's
impact on consumer behavior [18], the use of email marketing in the sector [19], and web
promotion strategies [20]. Nonetheless, EI-Gohary [21] notes that more well-established
studies are needed to build theory in the field of social media marketing, as the current
theory is still in its infancy. Research on social media marketing in the hotel business is
appropriate to address this gap, as few publications examine the overall degree of social
media marketing implementation in this sector. The integration of social media platforms
into hotel marketing and branding strategies has transformed consumer engagement and
brand representation in the hospitality industry. However, several pressing challenges
necessitate deeper exploration. Key among these challenges is the dynamic nature of
consumer behavior in response to social media influences. Platforms like TripAdvisor and
Yelp significantly impact traveler decisions, yet the trend toward user-generated content
and influencer endorsements requires agile strategies to engage prospective guests
continuously. The vulnerability of hotel reputations in the online sphere remains a
significant concern, as negative reviews can swiftly tarnish a hotel's brand image,
underscoring the need for robust online reputation management strategies. Additionally,
there is a need for more refined measurement tools and methodologies to accurately assess
the impact of social media strategies on marketing objectives and consumer preferences.
The ever-evolving digital landscape introduces complexities in understanding emerging
trends, necessitating hotels to stay abreast of technological advancements, shifting
consumer behaviors, and the dynamic social media landscape. Despite acknowledging the
significance of social media, a notable research gap exists in comprehensively
understanding the interplay between social media dynamics, hotel marketing strategies,
branding efforts, and evolving consumer behaviors. This gap highlights the need for further
investigation to yield actionable insights and strategies beneficial for industry practitioners
navigating the multifaceted realm of social media-driven marketing.

2. Method
2.1 Area of Study
The study focuses on hotels in Nigeria, primarily those located in Lagos State.
Lagos State, situated in the South-Western part of Nigeria, lies on the narrow plain of the
Bight of Benin. It is approximately located between longitude 2° 42'E and 3° 2'E, and
latitude 6° 22'N and 6° 2'N (Figure 1). Bounded to the North and East by Ogun State, to
the West by the Republic of Benin, and stretching over 180 kilometers along the Guinea
Coast of the Bight of Benin on the Atlantic Ocean, Lagos State covers an area of 3,577 sq.
km, representing 0.4% of Nigeria’s landmass. The study covers the following hotels on the
Mainland of Lagos State: Great Ville Signature Surulere (Four-star), Radisson Ikeja (Four-
star), Radisson Blue Ikeja (Four-star), De Santos Akowonjo (Three-star), Havana Suite
Akowonjo (Three-star), Choice Suite Signature (Three-star), Presken Hotel (Three-star),
Blue lvy Hotel and Suites (Three-star), Whitebrook Suite and Bar (Two-star), Mayoral
Hotel & Suites (Two-star), Paragon Hotel (Two-star), Downtown Lagos Hotel Ikeja (Two-
star), Westpark Hotel (Three-star), Primal Hotel Ikeja (Three-star) and Msquare Hotel
(Three-star). The unique characteristics and boundaries of this area make it ideal for
studying the impact of social media on hotel marketing and branding. Data collection
involve structured interviews and examination of market trends pre- and post-social media
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usage. Social media platforms of focus include Facebook, Twitter (now known as X), and
Instagram.
LGAs in the initial city
of Lagos

LGAs in Lagos
Metropolitan Arca

Fig. 1: Map of Lagos State

2.2 Design of the Study
The research design is a framework for collecting and analyzing data in a way that
combines relevance to the research objectives with procedural economy. This study
employs a stratified random sampling method to evaluate the impact of social media on
hotel management: branding, engagement, and reputation. The survey method was utilized
for data collection, featuring open-ended questions posed to hotel managers to analyze the
impact of using social media. Both primary and secondary data were used in this study.
2.3 Population of the Study
The population for this study consists of 100 respondents, including hotel
management personnel and hotel clients in Lagos State, Nigeria. This population was
selected for its relevance and representativeness in understanding the impact of social
media on hotel marketing and branding strategies [22-24]. To ensure the validity of the
data, specific inclusion and exclusion criteria were established. The inclusion criteria
encompass managers and staff members responsible for marketing and customer
engagement, along with clients who have interacted with the hotels through social media
platforms. Conversely, the exclusion criteria eliminate participants who lack significant
exposure to social media or those who are not involved in marketing or customer service
roles.
2.4 Study Duration
The study span over six months, from August 2024 to January 2025. This period
allows sufficient time for data collection, analysis, and interpretation. It encompasses the
peak and off-peak seasons in the hospitality industry, ensuring that the data captures a
comprehensive view of social media impacts across different business cycles.
2.5 Sampling Techniques
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The study employs stratified random sampling to ensure diverse representation
across different hotel categories, specifically four-star, three-star, and two-star hotels. From
each category, a proportional number of hotels and respondents are randomly selected,
enhancing the generalizability of the findings. The sample size consists of 15 hotels and a
total of 100 respondents, adequately representing the population. Primary data are collected
through interviews with e-marketing staff and marketing department executives, while
secondary data are gathered from business profiles, manuals, and previous year reports.

2.6 Study Instrument

The primary data collection instrument is the “Social Media Impact Assessment on
Hotel Management Questionnaire” (SMIAHMQ). This structured questionnaire is
designed to assess the impact of social media on hotel marketing and branding strategies,
including platform effectiveness, content types, user engagement strategies, and their
influence on consumer behavior. The SMIAHMQ includes sections on demographics,
social media usage patterns, perceptions of branding on social media, influence on
purchase decisions, and the effectiveness of different strategies. Responses are captured
using Likert-type scales for quantitative data and open-ended questions for qualitative
insights, ensuring comprehensive data collection. The SMIAHMQ was developed by the
research team, drawing on validated metrics from prior research in social media marketing
and branding. Each section of the questionnaire includes specific items designed to align
with the study's objectives. Response options range from strongly agree to strongly
disagree, with open-ended questions providing additional qualitative insights. A scoring
legend assigns numerical values to each response option, facilitating quantitative analysis
of the data collected.

2.7 Study Procedure

The study follows a systematic procedure that begins with pre-study preparation,
which involves obtaining necessary permissions from hotel management and briefing
participants about the study's purpose and procedures. During data collection, the Social
Media Impact Assessment on Hotel Marketing Questionnaire (SMIAHMQ) is distributed
to selected respondents through both online and offline methods, while structured
interviews are conducted with hotel management personnel to gather qualitative insights.
Once data collection is complete, the compiled questionnaires and interview transcripts are
reviewed to ensure completeness and accuracy before analysis. Finally, statistical software
is utilized to analyze the quantitative data, while thematic analysis is applied to the
qualitative data.

2.8 Validation and Reliability

The Social Media Impact Assessment on Hotel Marketing Questionnaire
(SMIAHMQ) underwent expert review by academics specializing in social media
marketing and hospitality management to ensure its relevance and comprehensiveness.
Feedback from these experts was incorporated to enhance the instrument's effectiveness.
Additionally, pilot testing was conducted with a small subset of respondents to assess
reliability, resulting in a reliability coefficient of 3.5 from the statistical analysis of the pilot
data. As a result, the SMIAHMQ is a robust and comprehensive tool tailored to capture
essential insights into the impact of social media on hotel marketing and branding strategies
within the hospitality industry. Its structured approach and validated design guarantee the
collection of reliable and valuable data for the study.

2.9 Data Analysis

https://ijbtob.org



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Data analysis for this study incorporates both quantitative and qualitative methods.
Quantitative analysis utilizes descriptive statistics, such as mean, median, mode, and
standard deviation, to summarize the data. Inferential statistics, including chi-square tests,
t-tests, and ANOVA, are employed to assess relationships and differences between
variables, while regression analysis identifies the impact of social media on marketing
outcomes. On the other hand, qualitative analysis involves thematic analysis of open-ended
responses and interview transcripts, aiming to identify common themes and insights related
to social media strategies and their effectiveness.

2.10 Ethical Approval

Ethical approval is obtained from the Institutional Review Board (IRB) of the
affiliated university. The study adheres to ethical guidelines, including informed consent,
confidentiality, and the right to withdraw without penalty. Participants are informed about
the study's purpose, procedures, and potential risks. Data privacy is maintained by
anonymizing responses and securely storing data. Ethical considerations also include
ensuring no harm comes to participants due to their involvement in the study. By adhering
to these rigorous methodological and ethical standards, the study aims to provide valuable
insights into the impact of social media on hotel marketing and branding strategies in Lagos
State, Nigeria.

3. Results and Discussion
3.1 Sociodemographic characteristics of Respondents
The table 1 provides a breakdown of demographic data collected from respondents,

encompassing age groups, gender, and occupation. The study's demographic data reveals
that the majority of respondents fall within the 18-34 age range, with 30% aged 18-24 and
40% aged 25-34. Respondents aged 35-44 make up 20% of the sample, while those aged
45-54 comprise 10%. Notably, there are no respondents aged 55 and above, indicating a
younger demographic predominantly engaging in social media interactions relevant to
hotel marketing and branding. Gender distribution among the respondents shows a near-
equal representation, with 50% identifying as male and 40% as female. Additionally, 10%
of respondents preferred not to disclose their gender. This diverse gender representation
ensures that the study captures a wide range of perspectives on the impact of social media
on hotel marketing and branding strategies. Occupational data highlights that travelers
constitute the largest group of respondents at 40%, followed by marketing professionals at
35%. Hotel staff make up 20% of the sample, while 5% of respondents fall into the 'Other'
category. This mix of respondents provides a comprehensive view of social media's
influence on hotel marketing and branding from various professional standpoints,
enriching the study's findings with insights from both consumers and industry
professionals.

Demographic Frequency Percentage (%)

Age

18-24 30 30

25-34 40 40
https://ijbtob.org
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35-44 20 20 Table 1:

45-54 10 10 Sociodemographic

55 and above 0 characteristics of
respondents

Gender

Male 50 50

Female 40 40

Prefer not to say 10 10

Occupation

Traveler 40 40

Hotel Staff 20 20

Marketing 35 2

Professional
Other 5 5

Figure 2 illustrates the distribution of respondents based on their familiarity with
social media platforms. The data on respondents’ familiarity with social media platforms
indicates that a significant majority, 80%, are very familiar with these platforms. An
additional 20% are somewhat familiar, while no respondents reported being unfamiliar
with social media. This high level of familiarity underscores the relevance of social media
as a critical tool in hotel marketing and branding, with most respondents having substantial
exposure and understanding of these platforms.

Familiarity with Social Media Platforms

Very Familiar

80
70
60
50
40
30
20
10

0

Not Familiar Somewhat Familiar

Figure 2: Familiarity with Social Media Platforms
Figure 3 shows the data on the frequency of social media usage among respondents

reveals that 80% engage with social media platforms multiple times a day. An additional
20% use social media once a day. No respondents reported using social media 2-3 times a
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week or rarely. This high frequency of usage indicates that social media plays a significant
and regular role in the daily lives of the respondents, highlighting its importance in hotel
marketing and branding strategies.

Social Media Awareness and Usage Patterns

80

w Peggentage (%o

20
10

-y @ o

Multiple times a day Once a day 2-3 times a week Rarely

Figure 3: Social Media Awareness and Usage Patterns

Figure 4 shows the data on the primary purpose of social media usage among
respondents shows that 35% primarily use social media to connect with friends and family.
Meanwhile, 25% use it for planning travel and accommaodation, highlighting its relevance
to the hospitality industry. Another 20% use social media to follow news and trends, and
an equal percentage (20%) use it to discover new products and services. These varied
purposes underscore the multifaceted role social media plays in the lives of users, offering
diverse opportunities for hotel marketing and branding strategies.

Primary Purpose of Social Media Usage

Planning travel and... 25
Discovering new... 20
Following news and trends =20
Connecting with friends and... —35

0 10 20 30 40 50

Figure 4: Primary Purpose of Social Media Usage

https://ijbtob.org



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Figure 5 shows that the data on the effectiveness rating of social media in hotel
marketing and branding indicates that 60% of respondents consider it very effective.
Another 20% rate it as effective, while the remaining 20% hold a neutral view. No
respondents found social media to be ineffective or very ineffective. This overwhelmingly
positive assessment underscores the perceived value and impact of social media as a tool
for enhancing hotel marketing and branding efforts.

Perception of Hotel Branding on Social Media

80
70
60
50
40
30
20
10

0

_10Very Effective Neutral Ineffective V}ry
Effective Ineffective

-20

Figure 5: Perception of Hotel Branding on Social Media

Figure 6 shows that the data on the preferred social media platforms for hotel
marketing and branding shows that 50% of respondents favor Instagram. Facebook and
YouTube are each preferred by 20% of respondents, highlighting their significant but lesser
roles compared to Instagram. Twitter is used by 10% of respondents, while LinkedIn and
other platforms are not favored by any respondents. This distribution emphasizes
Instagram's dominant role in social media strategies within the hospitality industry.

Social Media Platforms Effectiveness for Hotel Branding
and Influence on Purchase Decisions
70
60
50 {
40
30
20

10 20 L
1
0 i
LinkedIn

_facebook Instagram Twitter

50

20

YouTube Oier
-20

Figure 6: Social Media Platforms Effectiveness for Hotel Branding and Influence on Purchase
Decisions

https://ijbtob.org



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Figure 7 shows the data on the influence level of social media on hotel marketing
and branding indicates that 60% of respondents find it strongly influential. Another 30%
consider it moderately influential, while 5% are neutral. Additionally, 5% of respondents
rate it as slightly influential, and none view it as not influential. This highlights the

significant impact social media has on shaping marketing and branding efforts in the
hospitality sector.

Influence on Purchase Decisions

\\

Ly [y ro
Ngi|
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Figure 7: Influence on Purchase Decisions

Figure 8 demonstrated that the impact level of social media on hotel marketing and
branding reveals that a substantial 80% of respondents believe it significantly influences
their decisions. An additional 20% feel that social media somewhat influences them, while
no respondents reported experiencing any impact, whether negative or neutral. This strong
perception of social media's positive influence underscores its vital role in shaping
marketing strategies within the hospitality industry. Thus, indicating that these findings
underscore the importance of visually appealing content in driving consumer engagement
and influencing booking decisions within the hospitality industry.

Impact of Visual Content and Promotional Offers on
Hotel Booking Decisions
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Figure 8: Impact of Visual Content and Promotional Offers on Hotel Booking Decisions
Figure 9 findings indicate that the data on the influence level of social media in
hotel marketing and branding indicates that 80% of respondents feel that social media
always influences their decisions. An additional 20% report that it often influences them,
while no respondents indicated that social media occasionally, rarely, or never influences
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their choices. This strong consensus highlights the pervasive and consistent impact of
social media on decision-making processes within the hospitality sector.

Influence of Promotional Offers

ALWAYS . OFTEN OCCASIONALLY _RARELY NgR
Figure 9: Influence of Promotional Offers

Figure 10 indicate that the data on the effectiveness of various social media
strategies for hotel marketing reveals the following ratings: For “Regular Updates and
Posts,” 50% of respondents rated it a 4, while 40% rated it a 5, indicating strong approval.
In the case of “Engaging Contests or Challenges,” 50% rated it a 5, 30% rated it a 4, and
20% rated it a 3, reflecting a positive reception. Notably, “Collaboration with Influencers”
received a perfect score, with 100% of respondents rating it a 5, emphasizing its
importance. “User-Generated Content” garnered ratings of 50% at both levels 4 and 5,
while “Live Video Content” received ratings of 60% at level 4 and 40% at level 5. Lastly,
“Social Media Advertising” also achieved a 100% rating of 5, underscoring its
effectiveness in hotel marketing strategies. Overall, these results highlight the significant
role of influencer collaboration and social media advertising in driving successful
marketing efforts.

Effectiveness of Social Media Strategies and
Reputation Management Practices

Social Media Advertising

Live Video Content
User-Generated Content
Collaboration with Influencers

Engaging Contests or Challenges

Regular Updates and Posts

o

20 40 60 80 100 120

Rating 1 Rating 2 M Rating3 MRating4 M®Rating5 ®

Figure 10: Effectiveness of Social Media Strategies and Reputation Management Practices
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Figure 11 findings show the responses to customer feedback indicates that 40% of
respondents believe that promptly addressing the issue is the most effective approach,
while an equal 40% advocate for providing compensation or discounts. Additionally, 20%
suggest seeking private resolution through direct messages. Notably, no respondents
selected "no response™ or "other™ options, highlighting a consensus on the importance of
active engagement in addressing customer concerns. This suggests that swift action and
compensation are key strategies for effective customer relationship management in the
hospitality industry. These results highlight the proactive approach taken by hotels in
managing negative feedback on social media platforms, emphasizing the importance of
swift and effective responses to maintain brand reputation and customer satisfaction.

Reputation Management Practices
120%

20% 0% 0%
100% 0% o b

40%
80%

60%

40% 40%

20%

0%
Provide... No response
Promptly... Seek private... Other (please...

Figure 11: Reputation Management Practices

Figure 12 shows the data on the effectiveness of different strategies for leveraging
positive guest experiences in hotel marketing reveals the following distribution: 30% of
respondents (30 respondents) feature positive reviews on official pages, while 20% (20
respondents) share guest-generated content. Notably, the most popular strategy, used by
40% of respondents (40 respondents), is to employ positive testimonials in advertising.
Additionally, 10% of respondents (10 respondents) offer exclusive perks to guests with
positive experiences. Interestingly, no respondents selected the "Other" option, indicating
a clear preference for these established strategies. These findings have several implications
for hotel marketing strategies. First, the preference for using positive testimonials in
advertising underscores its perceived impact on attracting new customers and enhancing
brand reputation. Furthermore, featuring positive reviews on official pages and sharing
guest-generated content are also significant, indicating the value of authentic and user-
driven content in marketing efforts. Although less commonly used, offering exclusive
perks to guests with positive experiences suggests a targeted approach to rewarding and
encouraging guest loyalty. Overall, the absence of responses for the "Other" category
suggests a strong consensus on the effectiveness of these primary strategies, reflecting a
strategic focus on authenticity, guest engagement, and leveraging positive feedback to
enhance marketing efforts. Thus, these findings underscore the importance of leveraging
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positive feedback to bolster brand reputation and attract potential guests on social media

platforms.
Leveraging Positive Guest Experiences
Feature positive reviews on official... 30%
Share guest-generated content 20%
Use positive testimonials in advertising 40%
Offer exclusive perks to guests with... 10%

Other (please specify)

Figure 12: Leveraging Positive Guest Experiences

Figure 13 presents the data on market trends before and after the adoption of social
media by hotels reveals a significant shift in favorability. Prior to social media usage, only
10% of respondents (10 respondents) reported more favorable market trends, whereas a
substantial 70% (70 respondents) indicated that the trends were largely unchanged, and
20% (20 respondents) observed less favorable conditions. None of the respondents were
unsure about the market trends before social media usage. Thus, this suggests a notable
transformation in market dynamics with the advent of social media, reflecting its impact
on the hospitality industry's trends and strategies. In contrast, post-social media usage data
shows a dramatic improvement, with 90% of respondents (90 respondents) reporting more
favorable market trends. The percentage of those who felt the market trends remained
largely unchanged dropped drastically to 5% (5 respondents), and no respondents reported
less favorable conditions. Additionally, 5% (5 respondents) were not sure about the market
trends after social media adoption. These findings imply that social media has played a
crucial role in enhancing market perceptions and trends for hotels, significantly shifting
them from a state of stagnation or decline to one of considerable favorability. This
highlights the transformative impact of social media on hotel marketing and its potential to
drive positive market outcomes.
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4

Examination of Market Trends Pre and Post-Social

Media Usage
120%
100% 90%
80%
60%

20% 5% & 5%
0% jf b6 5E
20% More Favorable Largely Unchanged Less Faporable NotSure

-40%
Pre-Social Media Usage Post-Social Media Usage

Figure 13: Examination of Market Trends Pre and Post-Social Media Usage.
Discussion

4.1.1 Demographic Characteristics of Respondents

The study’s demographic data, indicating that the majority of respondents are aged
between 18-34 and have diverse gender and occupational representations, provides a
valuable context for comparing with other studies on Al integration in the hospitality
industry. For instance, Milton [25] emphasized the role of younger demographics in
adopting Al-driven innovations in menu design and customer interaction, suggesting a
correlation between age and Al receptiveness in hospitality settings. Similarly, Kannan
[26] noted that younger travelers are more likely to engage with Al-driven tourism services,
supporting the demographic trends observed in this study. Same for studies by Adindu et
al. [27]; Olalekan and Adindu, [28]; Ihuoma and Raimi, [29]; and Adindu and Raimi [30]
Furthermore, the study’s findings on gender distribution align with those of Limna [31],
who found a balanced gender representation among respondents evaluating Al in the
hospitality industry. This near-equal gender distribution ensures diverse perspectives,
mirroring the comprehensive view presented in Prud’homme and Raymond’s [32] study
on sustainable practices in hospitality. Additionally, the study’s focus on social media
interactions among hotel marketing professionals echoes the insights of Bisoi, Roy, and
Samal [33], who explored Al's impact on marketing strategies and found significant
engagement from both male and female professionals. Transitioning to occupational data,
the study reveals that travelers and marketing professionals constitute the largest groups of
respondents, which is in agreement with Prentice, Weaven, and Wong [34]. Their research
highlighted that AI’s influence is most pronounced among frequent travelers and marketing
professionals who utilize Al tools for customer engagement. This occupational alignment
reinforces the findings of Vinnakota et al. [35], who discussed AI’s role in enhancing
marketing efficiency and customer interaction, particularly among industry professionals.
Moreover, the study's demographic insights on hotel staff participation are comparable to
the observations by Bi et al. [36], who investigated the asymmetric effects of Al on
customer satisfaction in the hotel industry. Their study also found that hotel staff, though
a smaller group, play a crucial role in implementing Al solutions, which is consistent with
the 20% representation of hotel staff in this study. This correlation is further supported by
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41.2

the work of Thaker and Ohol [37], who highlighted the critical role of front-line staff in Al
adoption and customer service enhancement. The study’s data on the age distribution,
particularly the lack of respondents aged 55 and above, contrasts with the findings of
Rosak-Szyrocka et al. [38]. They observed that older demographics are less likely to
engage with Al-driven solutions, a trend that aligns with the absence of older respondents
in this study. This discrepancy underscores the importance of targeting younger
demographics for Al innovations, as highlighted by Leung [39] in his research on smart
tourism. Additionally, the study's comprehensive view of social media's influence on hotel
marketing aligns with Ahmed and Houda's [40] findings on Al-powered marketing
strategies. Both studies underscore the significant role of social media in engaging
customers and enhancing brand visibility. This alignment is further reinforced by
Chatterjee and Karmakar [41], who emphasized the synergy between digitalization and
sustainable development goals in the hospitality industry.

Furthermore, the diverse occupational representation in this study enriches the
understanding of AI’s multifaceted impact, as discussed by Joanna et al. [42]. Their
research on sustainability and Al in hospitality education highlights the varied perspectives
of industry stakeholders, mirroring the mixed professional backgrounds of respondents in
this study. This diversity ensures a holistic view of AI’s benefits and challenges, similar to
the findings of Gerdt, Wagner, and Schewe [43] on the relationship between sustainability
practices and customer satisfaction. Lastly, the study’s insights into the influence of social
media and Al on hotel marketing and branding strategies resonate with the comprehensive
reviews by Milton [25] and Kannan [26]. Both researchers underscored the transformative
potential of Al in enhancing customer experience and operational efficiency, which aligns
with the perspectives gathered from the diverse demographic and occupational groups in
this study. These comparisons underscore the relevance and applicability of the study’s
findings in the broader context of Al adoption in the hospitality industry.

Familiarity with Social Media Platforms

The findings illustrated in Figure 2 highlight the remarkable level of familiarity that
respondents possess with social media platforms, as 80% indicated they are very familiar.
This finding aligns with previous studies that also emphasize the importance of social
media in shaping customer interactions within various sectors, particularly in hospitality
marketing [27-30, 44, 45]. Notably, the absence of respondents reporting unfamiliarity
suggests a universal recognition of social media's role, resonating with Chen et al. [46],
who argue that social media is an essential channel for engaging customers effectively.
Such substantial familiarity may be linked to increased consumer expectations for
engagement through digital platforms, further reinforcing the need for businesses to adapt
their marketing strategies accordingly [47]. Furthermore, this high level of familiarity
supports the assertion that social media can significantly influence customer satisfaction
and brand perception, as indicated in research conducted by Bi et al. [36]. The finding that
20% of respondents are somewhat familiar suggests there remains an opportunity for
businesses to further educate these users on utilizing social media effectively, enhancing
their overall experience. Previous studies have found that social media familiarity can lead
to increased trust and loyalty, which are crucial factors for success in the hospitality
industry [48]. Therefore, businesses must leverage the existing familiarity of consumers
while addressing the needs of those who may only have a partial understanding of social
media tools. Moreover, the implications of these findings are underscored by the significant
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role of artificial intelligence (Al) in enhancing customer service and engagement within
the hospitality sector. Research has shown that leveraging Al can create personalized
experiences, thereby improving customer satisfaction and retention rates [49, 50]. The high
levels of social media familiarity among respondents could enable the seamless integration
of Al tools, as customers with a solid foundation in these platforms are likely to embrace
Al-driven solutions that enhance their interactions with brands. This synergy between
social media familiarity and Al utilization can create a powerful competitive advantage for
businesses looking to optimize their marketing strategies.

Transitioning from the familiarity aspect to the marketing effectiveness, the high
percentage of respondents who are familiar with social media supports the argument that
social media marketing is not just a trend but a necessity for businesses, particularly in
hospitality [41]. As customers increasingly turn to social media for recommendations and
reviews, businesses must prioritize their online presence to attract and retain customers.
The findings suggest that businesses that neglect to engage with their audience on social
media risk losing potential customers to competitors who are more adept at utilizing these
platforms [43]. Consequently, organizations must recognize the significant influence of
social media on customer decision-making processes and adapt their marketing strategies
accordingly. In addition to marketing implications, the research also raises concerns about
the potential barriers to effective social media engagement. While 80% of respondents are
very familiar with social media, the remaining 20% may encounter challenges in utilizing
these platforms effectively [51]. Studies indicate that lack of knowledge about social media
tools can hinder effective engagement and customer interaction [39]. Therefore, addressing
these barriers becomes crucial for businesses aiming to maximize their marketing efforts.
Training programs focused on enhancing social media skills among employees could help
bridge the gap for the 20% who are somewhat familiar, ultimately leading to improved
customer service and satisfaction. Moreover, as the hospitality industry continues to
evolve, the integration of digital tools and social media must remain a priority for
businesses. Research by Daradkeh et al. [52] suggests that enhancing digital presence is
key to maximizing customer value in various sectors. With a solid foundation of
respondents familiar with social media, businesses can harness this familiarity to develop
innovative strategies that capitalize on emerging trends in the digital landscape. This
approach not only enhances marketing effectiveness but also fosters customer loyalty
through sustained engagement [40].

Transitioning to the implications for future research, the current findings emphasize
the need for further studies exploring the relationship between social media familiarity and
customer engagement outcomes in the hospitality industry. While existing literature
highlights the significance of social media in marketing, there remains a gap in
understanding how varying levels of familiarity affect customer behaviors and perceptions
[53]. By conducting in-depth analyses of these dynamics, researchers can contribute
valuable insights that inform industry practices and enhance customer experiences in a
rapidly changing digital environment. Additionally, the increasing reliance on social media
in marketing raises ethical considerations that warrant attention. The existing literature
suggests that transparency and trust play crucial roles in fostering positive customer
relationships in digital spaces [54, 55]. As businesses navigate the complexities of social
media engagement, maintaining ethical standards becomes essential to building trust with
customers. The findings indicating a high level of familiarity with social media among
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respondents highlight the importance of ethical considerations in marketing practices, as
customers are more likely to engage with brands that prioritize transparency and
authenticity. In conclusion, the data presented in figure 2 provides valuable insights into
the familiarity of respondents with social media platforms, reinforcing its critical role in
hotel marketing and branding. The findings align with existing literature that underscores
the importance of social media in shaping customer interactions and perceptions within the
hospitality industry. As businesses continue to leverage social media and Al-driven
solutions, addressing potential barriers to effective engagement and maintaining ethical
standards will be crucial for maximizing customer satisfaction and loyalty. Future research
should further explore the dynamics between social media familiarity and customer
behaviors to provide actionable insights that can enhance marketing strategies and foster
positive customer experiences.

Social Media Awareness and Usage Patterns

The data on the frequency of social media usage among respondents in this study,
where 80% engage with social media multiple times a day, aligns with Zywiotek's [44]
findings on the integral role of social media in shaping company image. Zywiotek's study
indicates that frequent social media engagement is crucial for companies to maintain a
positive image and develop specific strategies. Similarly, Vinnakota et al. [45] highlight
the importance of leveraging artificial intelligence in social media to enhance customer
engagement in the hospitality industry. This is consistent with the high frequency of social
media use observed in the present study, underscoring the need for effective social media
strategies. Transitioning from the role of social media in company image, Bihari Singh et
al. [47] explore the barriers and motivations towards sustainable initiatives in the
hospitality industry. They note that frequent social media engagement can drive sustainable
practices through increased awareness and customer involvement. This aligns with the
current study's finding that social media plays a significant role in hotel marketing and
branding. Similarly, Bi et al. [36] discuss the asymmetric effects of attribute performance
on customer satisfaction in the hotel industry, emphasizing that social media interactions
can significantly impact customer perceptions and satisfaction levels. Furthermore, the
present study's results resonate with Prahadeeswaran's [49] comprehensive review on the
convergence of artificial intelligence and tourism. Prahadeeswaran suggests that high
social media engagement, facilitated by Al, can enhance tourism marketing strategies. This
complements the observed high frequency of social media use among respondents,
reinforcing the importance of integrating Al in social media marketing. Additionally, Al-
Araj et al. [50] examine the effect of artificial intelligence on service quality and customer
satisfaction in the Jordanian banking sector, highlighting similar trends in the hospitality
industry where social media and Al together enhance customer experiences.

Moreover, Prentice and Nguyen [48] emphasize the importance of Al in engaging
and retaining customers through social media platforms. Their findings support the current
study's indication that social media usage is critical for customer engagement in the
hospitality industry. This perspective is echoed by Chatterjee and Karmakar [41], who
discuss the role of digitalization and sustainable development goals in the hospitality
industry. They argue that frequent social media interactions can promote sustainability and
customer loyalty, aligning with the high engagement levels observed in this study. In
contrast, Khan et al. [56] explore the technical aspects of network management using
UAVs, which, while not directly related to social media usage, highlight the broader
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technological advancements influencing customer engagement strategies. This suggests a
potential area for future research, integrating UAV technology with social media to
enhance customer experiences. Similarly, Mohsan et al. [57] (2022) provide a
comprehensive review of micro-UAV charging techniques, indirectly suggesting that
advancements in related technologies could further boost social media engagement through
improved connectivity and accessibility. Additionally, Zywiotek et al. [44] discuss the
nexus of transformational leadership and employee adaptiveness in knowledge sharing,
highlighting the importance of social media as a tool for information dissemination and
employee engagement. This complements the current study's findings by suggesting that
frequent social media use can enhance internal communications and knowledge sharing
within the hospitality industry. Similarly, Zywiotek and Schiavone [58] emphasize the
perception of smart city solutions in enhancing residents' safety, which can be extrapolated
to suggest that social media engagement can play a role in promoting safety and trust
among customers.

Transitioning to environmental aspects, Batool et al. [59] assess sustainable
strategies in alleviating energy poverty, indicating that frequent social media use can drive
awareness and support for sustainable initiatives. This aligns with the current study's
findings, highlighting the potential of social media in promoting environmental
sustainability in the hospitality industry. Furthermore, Zywiolek [60] discusses the
monitoring of information security systems, suggesting that frequent social media
engagement requires robust security measures to protect customer data, which is critical
for maintaining trust and satisfaction. Finally, Zywiotek and Schiavone's [58] exploration
of the value of datasets in information and knowledge management reinforces the
importance of social media as a valuable data source. Frequent social media interactions,
as observed in the current study, provide rich data for analyzing customer preferences and
improving marketing strategies. This is further supported by Shang et al. [61], who
examine the impact of Al applications on enterprise environmental performance,
suggesting that high social media engagement can contribute to better environmental
outcomes through data-driven insights and targeted marketing efforts.

Primary Purpose of Social Media Usage

The data indicating that 35% of respondents use social media primarily to connect
with friends and family aligns with previous findings. Andersson and Ohman [62]
demonstrated that young people frequently discuss personal and social matters on social
media platforms, emphasizing the role of these platforms in maintaining relationships.
Similarly, Badri et al. [63] noted that social media serves as a significant tool for
communication among school children and their families, highlighting the importance of
these digital interactions in fostering social bonds. Moreover, Boyd and Ellison [64]
discussed the fundamental role of social network sites in connecting people and supporting
social interactions, which is consistent with the current data. Transitioning to the aspect of
social media usage for planning travel and accommodation, which accounts for 25% of the
respondents, this is echoed in studies emphasizing the influence of social media on the
hospitality industry. Wood et al. [65] found that social media is a crucial tool for
quantifying nature-based tourism and recreation, indicating its significance in travel
planning. Aydin [66] also highlighted that university students frequently use social media
for travel-related activities, showcasing the platform’'s utility in this sector. Similarly,
Chandra and Krishna [67] identified an increase in travel-related content on social media,
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particularly during the COVID-19 pandemic [68-74], underscoring its relevance in travel
and accommodation planning. Another 20% of respondents using social media to follow
news and trends is supported by various studies on the informative role of these platforms.
Dunkel et al. [75] developed a framework to study collective reactions to events,
emphasizing the role of social media in disseminating news and trends. Bai et al. [76]
reviewed the use of emojis in following news on social media, further supporting the notion
that these platforms are vital for staying updated. Moreover, Kim et al. [77] found that
local topics and news are often discovered through social media, demonstrating the
platform's role in providing timely information to users.

In examining the 20% of respondents using social media to discover new products
and services, the findings resonate with studies on consumer behavior. Gabarron et al. [78]
noted that social media platforms are significant for promoting and discovering new
products, particularly in the context of health-related information. Prada et al. [79] also
highlighted that emojis and other visual elements on social media can influence consumer
behavior and product discovery. Additionally, Ayvaz and Shiha [80] discussed how the
sentiment expressed through emojis can impact user perception of new products, aligning
with the current data. Transitioning to the broader implications, the multifaceted role of
social media in users' lives offers diverse opportunities for hotel marketing and branding
strategies. This aligns with findings by Barbieri et al. [81], who explored patterns of social
media usage in different contexts, highlighting the potential for targeted marketing. Levi
[82] also examined how emojis indicate thematic developments, which can be leveraged
for branding. Furthermore, Guntuku et al. [83] studied cultural differences in social media
usage, suggesting that understanding these patterns can enhance marketing strategies
across different demographics. In contrast, some studies highlight potential disagreements
or limitations in the current data. Dunkel et al. [84] discussed privacy concerns related to
location-based social media, which might limit the willingness of users to engage in travel
planning or product discovery on these platforms. Desfontaines et al. [85] also raised
concerns about the privacy implications of using social media for news and trend
following, indicating potential drawbacks. Additionally, Mukherjee et al. [86] analyzed the
EU migration crisis through social media, suggesting that the platform's role in news
dissemination might be influenced by geopolitical contexts, which could affect the
generalizability of the current findings.

Moreover, the specific use of social media for product discovery might not align
universally, as noted by Wiestaw [87], who found variations in social media usage patterns
across different regions. This indicates that the current data might not fully capture the
global diversity in social media behavior. Similarly, Imran et al. [88] highlighted cross-
cultural differences in social media sentiment during the COVID-19 pandemic [68-74],
suggesting that the platform's role in product discovery could vary significantly across
cultures. Finally, while the data underscores the multifaceted role of social media, it is
essential to consider the dynamic nature of these platforms. Kejriwal et al. [89] emphasized
that social media usage patterns evolve rapidly, influenced by technological advancements
and changing user preferences. This dynamic aspect is crucial for developing effective
marketing and branding strategies. Additionally, Hauthal et al. [90] noted that emotional
reactions on social media can fluctuate, affecting how users engage with different purposes
over time. Thus, while the current data provides valuable insights, continuous monitoring
and adaptation are necessary to fully leverage social media for marketing and branding.
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4.1.5 Perception of Hotel Branding on Social Media

The findings presented in Figure 5 indicate a significant endorsement of social
media’s effectiveness in hotel marketing and branding, with 60% of respondents rating it
as very effective. This aligns with the research by Leung [39], who highlights the
transformative role of information and communication technology in the tourism sector,
emphasizing that social media is a crucial tool for enhancing visibility and engagement.
Similarly, Daradkeh et al. [52] assert that a strong digital presence is vital for maximizing
customer value, which further underscores the positive perception of social media's role in
the hospitality industry. Conversely, the positive ratings contrast with findings by Kimani
and Scott [91], who suggest that while social media is beneficial, its impact is heavily
influenced by the quality of engagement and content strategies employed by businesses. In
agreement with the overwhelming positive assessments, Batool et al. [59] also emphasize
the significance of adopting sustainable strategies in marketing to enhance consumer
engagement and satisfaction. This perspective complements the findings that social media,
when used effectively, can foster strong customer connections and improve brand
reputation. Furthermore, the positive evaluation aligns with the observations made by
Gerdt et al. [43], who found that effective digital marketing strategies can lead to higher
customer satisfaction, thereby creating a positive feedback loop that enhances brand loyalty
and trust. Moreover, the neutral responses from the remaining 20% of participants could
reflect a lack of familiarity with social media's capabilities or the inconsistency in its
application across various businesses. This viewpoint resonates with the studies conducted
by Olalekan et al. [92], which point to potential gaps in the utilization of social media tools
in enhancing customer relationships. Additionally, the research of Ahmed and Houda
highlights the necessity for businesses to adapt their public relations strategies in
conjunction with social media, suggesting that without a comprehensive approach, some
respondents may remain skeptical about its effectiveness.

As we delve deeper into the implications of these findings, it becomes clear that the
perceived effectiveness of social media in hotel marketing aligns with the views expressed
by Zywiotek and Schiavone [58], who argue that the integration of modern communication
tools is essential for fostering a sense of safety and security among consumers. Their
insights suggest that a robust social media strategy not only promotes the brand but also
enhances customer confidence in service quality. This connection is pivotal as it
underscores the multifaceted role that social media plays in building customer relationships
and brand identity within the hospitality sector. In contrast to these predominantly positive
assessments, some literature highlights the challenges faced by hospitality businesses in
leveraging social media effectively. For instance, the study by Subrahmanyam and Patricia
[93] emphasizes the potential pitfalls of social media engagement, which can lead to
miscommunication and negative public perceptions if not managed correctly. Therefore,
while the current findings indicate a general consensus on the effectiveness of social media,
it is crucial to consider the nuanced perspectives that highlight the importance of strategic
implementation and risk management. Transitioning from the potential challenges, it is
essential to recognize the implications of these results for future marketing strategies. The
findings suggest a need for hotels to prioritize social media in their marketing frameworks,
as supported by studies from Rustiawan et al. [94], which outline the critical role of
communication technology in enhancing business management and customer interactions.
By incorporating social media into their strategic plans, hotels can capitalize on the

https://ijbtob.org

20



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

4.1.6

significant support expressed by respondents, ultimately fostering stronger customer
relationships and improving overall performance.

Additionally, the substantial endorsement of social media’s effectiveness reinforces
the findings of Khan et al. [95], who discuss the importance of brand engagement in online
services. Their research highlights that effective social media strategies not only boost
visibility but also foster deeper emotional connections with customers. This aligns with the
high effectiveness ratings reported in the current study, indicating that hotels should
actively cultivate their online presence to align with evolving consumer expectations.
Furthermore, the absence of respondents rating social media as ineffective could indicate
a shift in market dynamics, suggesting that businesses that fail to adopt digital marketing
strategies risk falling behind. This observation supports the work of Li et al. [96], who
argue that businesses must adapt to the changing landscape of marketing to remain
competitive. The consensus among respondents that social media is a valuable tool
reinforces the notion that its integration is no longer optional but rather essential for
sustained success in the hospitality industry. In conclusion, the results from this study,
juxtaposed with existing literature, paint a comprehensive picture of the role of social
media in hotel marketing and branding. The predominantly positive perceptions align with
broader trends in digital marketing, underscoring the potential of social media to enhance
customer engagement and brand reputation. However, it is imperative for businesses to
remain vigilant and adapt their strategies to maximize the effectiveness of social media, as
highlighted by various studies, ensuring that they can navigate the complexities of the
digital landscape while maintaining strong customer relationships.

Social Media Platforms Effectiveness for Hotel Branding and Influence on Purchase
Decisions

Comparing the results that show Instagram being favored by 50% of respondents
for hotel marketing and branding with other studies reveals both alignments and
discrepancies. Milton [25] emphasizes the transformative role of Al in the hospitality
industry, particularly in enhancing customer interaction and engagement, which aligns with
the high preference for Instagram given its interactive features. Similarly, Kannan [26]
discusses the significant impact of Al on customer experience and operational efficiency,
suggesting that platforms like Instagram may be preferred due to their ability to integrate
Al-driven tools that enhance user engagement. Further exploring the digital landscape,
Limna [31] highlights Al's role in the hospitality sector, suggesting that the visual and
interactive nature of Instagram aligns with Al's capabilities to enhance customer
interaction, thus supporting the study's findings. Bisoi et al. [97] also indicates that Al
integration into social media platforms is crucial for customer engagement and satisfaction,
reinforcing Instagram's dominant role in hotel marketing strategies. These insights confirm
that Al's integration into visual and interactive platforms like Instagram significantly
influences customer preferences. Contrastingly, Prud’homme and Raymond [32] highlight
the importance of sustainable development practices in influencing customer satisfaction.
This focus on sustainability may align more with platforms like LinkedIn, which, despite
being unfavored in the study, are often utilized for sharing corporate social responsibility
initiatives. However, the study's results show no preference for LinkedIn, possibly
indicating a gap in leveraging sustainability in social media marketing within the
hospitality industry. Similarly, Prentice et al. [34] discuss the moderating effect of Al
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preference on customer engagement, suggesting that while Instagram is favored, other
platforms could also be effective if utilized differently.

Moreover, Milton [25] and Vinnakota et al. [45] discuss the strategic implications
of Al in enhancing operational efficiency and competitive advantage in the hotel industry.
This might suggest that while Instagram is currently favored, other platforms like Facebook
and YouTube, each preferred by 20% of respondents, also play a crucial role in
comprehensive marketing strategies. Joanna et al. [42] also emphasize the synergy between
Al and sustainability in education, implying that diverse platforms could cater to different
strategic goals in hospitality marketing. Further, Rosak-Szyrocka et al. [38] and Zywiotek
et al. [98] discuss advancements in distance learning and the significance of customer data
security, respectively. This indicates a potential overlap between the educational use of
social media and its application in hospitality for customer engagement and data security,
supporting the study's findings on platform preferences [99]. The integration of Al in these
platforms ensures enhanced customer satisfaction and engagement, aligning with
Instagram's high preference due to its interactive capabilities. Additionally, Limna and
Kraiwanit [51] explore the role of ChatGPT in customer service within the hospitality
industry, highlighting the importance of Al in enhancing customer interactions. This
supports the study’s findings, as Instagram’s Al-driven features might be preferred for
similar reasons. Leung [39] also discusses the evolution from e-tourism to smart tourism,
suggesting that Instagram’s capabilities align with these advancements, thus reinforcing its
dominance in the study's results.

Meanwhile, Thaker and Ohol [37] emphasize enhancing digital presence for
customer value maximization in fine dining, which aligns with the preference for Instagram
due to its strong visual appeal and engagement capabilities. Similarly, Daradkeh et al. [52]
discuss digital presence in fast food restaurants, implying that Instagram’s features might
cater well to diverse segments within the hospitality industry, corroborating the study's
findings. This indicates that Instagram’s dominance is reflective of broader trends in
enhancing digital presence across various hospitality segments. In contrast, Kimani and
Scott [91] discuss front office operations, suggesting that platforms like LinkedIn might be
underutilized in operational contexts within hospitality, explaining their lack of preference
in the study. Gerdt et al. [43] also investigate the relationship between sustainability and
customer satisfaction, which might not be as effectively communicated through Instagram
as through platforms like LinkedIn or Facebook, highlighting an area for potential
improvement in strategy. Finally, Ahmed and Houda [40] discuss Al-powered marketing
and public relations, indicating that while Instagram is favored, platforms like Twitter and
YouTube also play significant roles in comprehensive marketing strategies. This suggests
that a balanced approach, leveraging the strengths of multiple platforms, could enhance
overall marketing effectiveness in the hospitality industry, aligning partially with the
study’s findings and indicating areas for strategic diversification.

Influence on Purchase Decisions

The data indicating that 60% of respondents find social media strongly influential
in hotel marketing and branding is consistent with findings from other studies that
emphasize the critical role of social media in shaping consumer perceptions and behaviors.
For instance, Aiken and Boush [54] highlighted the importance of trust marks and online
signals in building consumer trust, which aligns with the significant impact that
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respondents attribute to social media marketing efforts in the hospitality sector. Similarly,
Bai, Yao, and Dou [100] demonstrated that social commerce factors significantly influence
user purchase behavior, supporting the idea that social media is a powerful tool for
influencing customer decisions. Transitioning from this point, the moderate influence
reported by 30% of respondents also finds support in the literature. Chen and Teng [55]
developed a comprehensive model showing that online store image, which can be heavily
influenced by social media presence, plays a crucial role in purchase intentions. This
finding is echoed by Chen and Shen [101], who found that consumers’ decisions in a social
commerce context are significantly shaped by their engagement with social media
platforms. These studies collectively underline that while social media is not the sole
influencer, it is a substantial factor in the decision-making process. Moreover, the neutrality
expressed by 5% of respondents can be compared to findings by Duan, Gu, and Whinston
[102], who investigated the impact of online reviews on consumer behavior. They found
that while positive online reviews significantly boost sales, some consumers remain
indifferent, possibly due to personal preferences or skepticism about the authenticity of
online content. Similarly, Fang et al. [103] highlighted that the effectiveness of social
media marketing could be moderated by factors such as the perceived effectiveness of e-
commerce mechanisms.

Furthermore, the 5% of respondents who find social media slightly influential align
with research by Heinonen [104], which suggests that not all consumers actively engage
with social media for purchasing decisions. Heinonen’s study indicated that while social
media could shape consumer behavior, some users might not be as influenced due to
various personal or contextual factors. This nuance in consumer behavior reflects the
diverse ways in which individuals interact with social media content. Transitioning to the
absence of respondents who view social media as not influential, this finding aligns with
the broader consensus in the literature that social media plays at least some role in modern
marketing strategies. Kim and Park [105] noted that social commerce characteristics
consistently affect consumer trust and performance, reinforcing the notion that even
minimal engagement with social media can impact consumer perceptions. Additionally,
Lim and Van Der Heide [106] found that the credibility of online reviews on platforms like
Yelp significantly affects consumer trust, suggesting that social media presence is almost
universally recognized, albeit to varying extents. Linking this to studies on trust and online
shopping, Gefen, Karahanna, and Straub [107] explored the integrated model of trust and
the Technology Acceptance Model (TAM) in online shopping, demonstrating that trust
built through social media interactions can significantly enhance consumer acceptance and
engagement. This aligns with the high percentage of respondents who view social media
as strongly influential, underscoring its role in fostering trust and influencing purchasing
behavior.

Furthermore, examining moderated online communities, Chen, Xu, and Whinston
[46] showed that the quality of user-generated content in social media forums can greatly
affect consumer decisions. This finding is relevant to the significant impact attributed to
social media in the survey, as quality content can drive engagement and trust, ultimately
influencing marketing and branding outcomes. Lastly, transitioning to the broader
implications, studies by Hajli and Lin [53] (2015) and Hajli et al. [108] on consumer
adoption of social commerce highlight the pivotal role of trust in social networking sites
on purchase intentions. These studies collectively support the notion that social media
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significantly influences hotel marketing and branding, as evidenced by the 60% of
respondents who find it strongly influential. They also reinforce that even the moderate
influence observed in other respondents is critical in shaping overall consumer behavior
and brand perception.

Impact of Visual Content and Promotional Offers on Hotel Booking Decisions

The findings of Figure 8, which demonstrate that 80% of respondents believe social
media significantly influences their hotel booking decisions, align with Andersson and
Ohman's [62] study on young people's conversations about environmental and
sustainability issues on social media. Their research highlighted that social media plays a
crucial role in shaping public perceptions and behaviors regarding sustainability, showing
a parallel in the influential capacity of social media in various contexts [62]. Similarly, Bai
et al. [76] found that the use of emojis on social media platforms can enhance user
engagement and sentiment, indicating the powerful role of visual elements in influencing
user interactions and decisions, which supports the idea that visually appealing content
drives consumer engagement in hotel marketing [76]. Transitioning to the examination of
social media's role in sentiment analysis, Ayvaz and Shiha [80] explored how emojis
impact sentiment analysis, concluding that emojis significantly enhance the accuracy of
sentiment predictions by providing additional context and emotional nuance [80]. This
supports the notion that visual elements, such as images and videos used in hotel marketing,
can similarly enhance consumer perception and decision-making processes. Furthermore,
Barbieri et al. [81] identified patterns in Twitter emoji usage, suggesting that these visual
symbols help convey emotions and opinions more effectively than text alone, which aligns
with the findings that visually appealing content on social media positively influences hotel
branding and consumer engagement [81]. In agreement with the positive influence of social
media on consumer decisions, Broni [109] reported that global emoji usage continues to
rise, indicating a growing trend in the use of visual elements to communicate emotions and
influence online interactions [109]. This trend supports the findings of Figure 8,
emphasizing the importance of visually appealing content in hotel marketing strategies.
Moreover, Chandra and Krishna [67] highlighted that during the COVID-19 pandemic,
social media sentiment analysis via deep learning revealed significant shifts in public mood
and behavior, further illustrating the impact of social media on shaping consumer
perceptions and decisions [67, 110, 111].

Chen et al. [112] demonstrated the effectiveness of using bi-sense emoji embedding
and attention-based LSTM for Twitter sentiment analysis, showing that incorporating
visual elements enhances the understanding of user sentiments [112]. This finding parallels
the impact of visually appealing social media content on hotel marketing, as identified in
Figure 8. Additionally, Desfontaines et al. [85] discussed the limitations of cardinality
estimators in preserving privacy, emphasizing the importance of accurate and ethical data
usage in social media analysis, which is crucial for maintaining consumer trust in hotel
marketing [85]. Dunkel et al. [75] proposed a conceptual framework for studying collective
reactions to events on location-based social media, suggesting that social media platforms
are instrumental in influencing public reactions and behaviors [75]. This framework aligns
with the findings of Figure 8, highlighting the significant influence of social media on
consumer decisions in the hospitality industry. Furthermore, Dunkel, L&échner, and
Burghardt [84] examined privacy-aware visualization of volunteered geographic
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information, stressing the ethical considerations in using social media data for marketing
purposes, which is relevant for developing responsible hotel marketing strategies [84].

Feldman et al. [113] noted that emojis and words work together to enhance
communication on social media, which supports the idea that visual and textual content
combined can effectively influence consumer decisions, as seen in Figure 8 [113].
Additionally, Gabarron et al. [78] conducted a sentiment analysis of diabetes-related
tweets, finding that social media content significantly impacts public perceptions and
health-related behaviors, which parallels the influence of social media on hotel marketing
and consumer engagement [78]. Lastly, Goodchild [114] discussed the role of citizens as
sensors in the world of volunteered geography, emphasizing the participatory nature of
social media in influencing public behaviors and decisions [114]. This concept aligns with
the findings of Figure 8, where consumer engagement with visually appealing social media
content significantly impacts their hotel booking decisions. Granell and Ostermann [115]
extended this idea by exploring the objectives and methods of research using geo-social
media for disaster management, further illustrating the powerful role of social media in
shaping public responses and actions in various contexts, including hospitality [115].
Influence of Promotional Offers

The findings in Figure 9, indicating that 80% of respondents feel social media
always influences their decisions and 20% report it often influences them, align with
numerous studies. For instance, Aji et al. [116] found a significant effect of social media
marketing on Instagram towards purchase intention, suggesting a strong influence of social
media on consumer behavior. Similarly, Ausat et al. [117] emphasized the utilization of
social media in market research and business decision analysis, supporting the idea that
social media consistently impacts decision-making processes. In contrast, some studies
indicate a more nuanced influence of social media. Almaududi Ausat et al. [118] analyzed
factors affecting mobile commerce adoption, revealing that while social media plays a
crucial role, other factors such as user interface and trustworthiness also significantly
contribute to consumer decisions. Additionally, Ferine et al. [119] noted that while social
media impacts consumer behavior, the degree of influence varies based on demographic
and psychographic factors, suggesting that the influence might not always be as uniform
as indicated in Figure 9. Transitioning to the context of business performance, Ausat and
Peirisal [120] explored determinants of e-commerce adoption on business performance and
found that social media significantly boosts business performance, corroborating the high
influence levels reported in Figure 9. However, Harahap et al. [121] highlighted obstacles
and solutions for MSMEs in electronic commerce during the COVID-19 pandemic,
indicating that while social media is influential, businesses must also address technological
and operational challenges to maximize its benefits.

Furthermore, studies on the role of social media during the pandemic provide
additional insights. Harahap et al. [121] examined ChatGPT technology and its potential
in improving tourism information services, illustrating how social media and digital tools
enhance engagement and decision-making. Similarly, Dewobroto and Enrica [122]
demonstrated that live streaming technology significantly improves the shopping
experience, generating engagement and buyer trustworthiness, which aligns with the strong
influence observed in hotel marketing and branding. In terms of consumer behavior, Azhar
et al. [123] investigated the effect of social media influencer characteristics on purchase
intentions, finding a substantial impact. This aligns with Figure 9's findings, as influencers
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on social media platforms often sway consumer decisions. However, Liu and Guan [124]
raised concerns about using social networking as an informal organizational
communication channel, suggesting potential limitations and challenges, which might
indicate a more complex influence of social media than a straightforward one.
Additionally, the literature on digital marketing strategies supports the strong influence of
social media indicated in Figure 9. Li et al. [96] proposed a comprehensive framework for
social media marketing strategies, validating the pervasive impact of social media in
marketing contexts. Similarly, Dwivedi et al. [125] set the future of digital and social media
marketing research, underscoring the importance of social media in contemporary
marketing strategies, which corroborates the findings in the hospitality sector.

On the other hand, Rustiawan et al. [126] explored determinants of employee
dedication to companies, finding that while social media influences employee engagement,
other factors like organizational culture and leadership also play crucial roles. This suggests
that the influence of social media, while significant, might not be as dominant in all
contexts as indicated by the uniform consensus in Figure 9. Finally, the role of social media
in educational marketing strategies highlights another dimension of its influence. Harini et
al. [127] discussed effective marketing strategies for early childhood education schools in
the digital age, indicating that social media is a powerful tool for engagement and
communication. This aligns with the strong influence observed in the hospitality sector,
showing the broad applicability of social media across different industries. In conclusion,
while the findings in Figure 9 are supported by several studies indicating the significant
influence of social media on decision-making in various sectors, other research highlights
the complexities and additional factors that can moderate this influence. Therefore, while
social media undeniably plays a crucial role, its impact may vary based on context,
demographics, and other concurrent factors, suggesting a need for a more nuanced
understanding of its influence.

Effectiveness of Social Media Strategies and Reputation Management Practices

The findings on the effectiveness of various social media strategies for hotel
marketing, particularly the strong approval for “Regular Updates and Posts” and “Engaging
Contests or Challenges,” are consistent with the literature on the importance of active
engagement and content variety in social media marketing. For instance, Crook et al. [128]
highlight the role of Web 2.0 technologies in enhancing user interaction and participation,
which aligns with the positive reception of engaging contests or challenges. Additionally,
the Horizon 2009 Report [129] emphasizes the significance of continuous updates in
maintaining audience interest, corroborating the high ratings for regular updates and posts.
Similarly, the perfect score for “Collaboration with Influencers” is well-supported by
existing studies. Aji et al. [116] and Ibafiez-Sanchez et al. [130] discuss how influencer
collaborations can significantly boost brand visibility and credibility, which is mirrored in
the 100% approval rating. Furthermore, the role of influencers in shaping consumer
behavior is emphasized by Dwivedi et al. [125], highlighting the strategic importance of
influencer partnerships in modern marketing efforts. The high effectiveness of “User-
Generated Content” and “Live Video Content” also aligns with contemporary research. Liu
and Fraustino [131] illustrate how user-generated content can enhance authenticity and
trust, which explains its high ratings. Moreover, Sedej [132] and Dewobroto and Enrica
[122] underscore the impact of live video content in engaging audiences and creating real-
time interactions, supporting the favorable reception observed in the survey. In contrast,
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the universal effectiveness of “Social Media Advertising,” receiving a 100% rating, may
reflect specific trends in digital advertising strategies. Anderson and Walker [133] and Li
et al. [134] provide evidence of the growing reliance on targeted advertising to reach
specific demographics effectively. This universal approval suggests a broad consensus on
the efficacy of paid social media campaigns in achieving marketing goals, as also indicated
by Mokgale and Smit [135] in their study on South African businesses.

However, there are some areas of divergence when comparing these results with
other studies. For instance, while Prensky [136] emphasizes the digital divide and varying
comfort levels with technology among different user groups, the perfect scores in
influencer collaboration and social media advertising might not fully capture these
nuances. The high effectiveness ratings could be influenced by the sample's demographic
characteristics, which might predominantly include digital natives more comfortable with
these strategies. Moreover, the findings on user-generated content contrast slightly with
studies emphasizing potential risks. Coombs [137] and Kim and Reber [138] highlight the
challenges of managing user-generated content during crises, suggesting that while
generally effective, it may require careful monitoring and crisis communication strategies
to mitigate potential negative impacts. This complexity is somewhat underrepresented in
the universally positive ratings observed. The strong approval for live video content also
warrants a closer examination in the context of technological infrastructure. Studies like
those by Ausat et al. [118] highlight the challenges faced by businesses in regions with less
robust internet connectivity, which could limit the effectiveness of live video strategies.
The 60% and 40% ratings may reflect a more optimistic view influenced by respondents’
access to reliable internet services. Furthermore, the role of social media advertising in
achieving marketing objectives, as reflected in the 100% approval rating, may vary based
on budget constraints and market dynamics. Gupta and Sharma [139] and Silva and Pereira
[140] discuss how financial resources and competitive pressures can affect the ability to
sustain effective advertising campaigns, suggesting that while highly rated, the feasibility
of maintaining such strategies may differ across different business contexts. Overall, these
comparisons highlight the complex interplay between various social media strategies and
their effectiveness, as seen in hotel marketing versus other sectors. The general trends
observed, such as the strong endorsement of influencer collaborations and social media
advertising, align with broader findings in the literature, while also pointing to potential
contextual factors and challenges that could influence their application and success. This
comprehensive view underscores the importance of considering both the strengths and
limitations of different social media strategies in developing effective marketing
campaigns.

Reputation Management Practices

The findings from Figure 11 align with those of Adeyemi and Olufemi [141], who
found that Nigerian businesses prioritize swift responses to customer feedback, with 45%
of respondents emphasizing the importance of addressing issues promptly. This agreement
highlights a shared understanding across different regions that timely intervention is crucial
for maintaining customer satisfaction [133]. Similarly, Coombs [137] identified that quick,
decisive action is fundamental in crisis communication, reinforcing the idea that immediate
responses are a key strategy in reputation management. In contrast, Gupta and Sharma
[139] found a greater emphasis on compensatory actions, with 55% of Indian businesses
favoring discounts or compensation over prompt issue resolution. This divergence suggests
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cultural differences in managing customer dissatisfaction, where compensatory strategies
might be more effective in some contexts [142]. However, it is noteworthy that both studies
underline the necessity of active engagement, either through quick resolutions or
compensatory measures, to effectively manage reputation. Further supporting the findings,
da Silva and Ferreira [143] observed that Brazilian companies also value prompt responses,
with 48% of businesses indicating this as their primary strategy for handling negative
feedback. This consistency across studies underscores the importance of swift actions in
various geographical contexts [144]. Additionally, the consensus observed in Figure 11
regarding the lack of preference for “no response” options is mirrored in Fediuk et al. [145],
where non-action was the least favored approach among CEOs managing reputation risk.

On the other hand, Mokgale and Smit [135] reported a balanced approach in South
African businesses, with equal emphasis on both prompt responses and compensation. This
agreement with Figure 11's dual approach highlights a strategic blend of both methods to
address customer feedback effectively [134]. Moreover, the study by Kimani et al. [146]
in Kenya also found that 50% of businesses combine prompt action with compensatory
strategies, suggesting a comprehensive approach to reputation management. Interestingly,
Nakamura and Suzuki [147] found that Japanese businesses prioritize private resolution
through direct messages, with 35% of respondents favoring this method. This preference
for privacy contrasts with the public-facing strategies highlighted in Figure 11, suggesting
that cultural norms around privacy and direct communication significantly influence
reputation management practices [140]. However, the overarching goal remains consistent:
active engagement to address customer concerns effectively. Mdiller et al. [148] identified
a similar trend in Germany, where businesses also lean towards private resolutions, with
40% of respondents favoring direct communication channels. This approach aligns with
the 20% in Figure 11 who prefer seeking private resolutions, indicating that while prompt
responses and compensation are popular, private resolutions also play a significant role in
some contexts [149]. This variation highlights the need for tailored strategies based on
specific business and cultural contexts.

Moreover, Smith et al. [150] found that US businesses primarily focus on
compensation, with 60% of respondents viewing it as the most effective strategy. This
discrepancy with Figure 11's equal emphasis on prompt responses and compensation
indicates regional differences in customer expectations and business practices [151].
Nonetheless, the importance of active engagement is a common thread, as businesses aim
to maintain customer satisfaction and brand reputation. The Horizon 2009 Report [129]
also supports the emphasis on prompt responses, noting that timely interventions are crucial
for maintaining trust and credibility in the digital age. This agreement with Figure 11
underscores the growing importance of quick, effective communication in online
reputation management [128]. Furthermore, Liu and Fraustino [131] highlight the role of
social media in facilitating prompt responses, enabling businesses to address issues swiftly
and publicly. In summary, while Figure 11's findings align with many studies that
emphasize prompt responses and compensatory actions as key strategies in reputation
management, variations exist based on cultural and regional contexts. Studies from
different parts of the world highlight the importance of tailoring strategies to specific
customer expectations, with some regions favoring private resolutions or a stronger focus
on compensation [152, 153]. Nonetheless, the overarching theme is the necessity of active
engagement to maintain customer satisfaction and manage reputation effectively.
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4.1.12 Leveraging Positive Guest Experiences

The data on the effectiveness of leveraging positive guest experiences in hotel
marketing shows a strong preference for using positive testimonials in advertising, with
40% of respondents favoring this approach. This finding is consistent with several studies,
such as those by Adeyemi and Ogunnaike [154], who highlight the importance of customer
reviews and testimonials in shaping brand perception. Similarly, Anderson and Walker
[133] emphasize that authentic and positive guest experiences significantly impact
marketing strategies, supporting the idea that testimonials are crucial for attracting new
customers and enhancing brand reputation [142, 145]. Furthermore, featuring positive
reviews on official pages, as chosen by 30% of respondents, aligns with the findings of
Kim and Reber [138], who note the importance of visibility and accessibility of positive
feedback in building trust with potential customers. Li et al. [134] also support this,
indicating that official platforms serve as credible sources for potential guests, enhancing
the effectiveness of marketing efforts. This is further corroborated by Coombs [137], who
argues that managing online reviews on official channels helps maintain a positive brand
image during crises. The strategy of sharing guest-generated content, selected by 20% of
respondents, reflects a growing trend highlighted by da Silva and Ferreira [143], who found
that user-generated content significantly enhances engagement and authenticity in
marketing campaigns. Liu and Fraustino [131] further support this by demonstrating the
value of authentic guest experiences shared on social media in building brand loyalty and
trust. Mokgale and Smit [135] also emphasize the effectiveness of leveraging guest-
generated content to create a more relatable and trustworthy brand image.

Offering exclusive perks to guests with positive experiences, although chosen by
only 10% of respondents, suggests a targeted approach to guest loyalty. This strategy is
supported by Gupta and Sharma [139], who highlight the role of personalized incentives
in fostering long-term customer relationships. Jin et al. [155] also notes that such perks can
serve as powerful motivators for repeat business and positive word-of-mouth, aligning with
the idea that rewarding loyal guests can enhance overall customer satisfaction [150, 156,
157]. Interestingly, the absence of responses for the “Other” category indicates a clear
consensus on the effectiveness of the primary strategies identified. This aligns with the
findings of Miller et al. [148], who observed a similar trend in the German market, where
businesses predominantly relied on established strategies for managing positive guest
feedback. Nakamura and Suzuki [147] also found that Japanese businesses preferred well-
defined and proven approaches for leveraging customer experiences in their marketing
efforts. Moreover, the preference for using positive testimonials in advertising highlights a
strategic focus on authenticity and guest engagement. This is consistent with the insights
of Adindu and Raimi [30], who emphasize the importance of genuine customer experiences
in enhancing marketing effectiveness. Ochieng et al. [149] further support this by noting
that authentic testimonials are more likely to resonate with potential customers, leading to
higher engagement and conversion rates [22, 92, 156].

The findings also underscore the significance of featuring positive reviews on
official pages and sharing guest-generated content. This is corroborated by studies like
those of Silva and Pereira [140], who found that these strategies are effective in building a
credible and trustworthy brand image. The strategic use of positive feedback to enhance
marketing efforts is further supported by Prensky [151] and Guess [158], who highlight the
impact of digital natives' trust in peer-generated content over traditional advertising
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methods [141, 145]. Additionally, the targeted approach of offering exclusive perks to
guests with positive experiences suggests a nuanced understanding of guest loyalty. This
is consistent with the findings of lhuoma and Raimi [29], who emphasize the role of
personalized incentives in maintaining long-term customer relationships. The strategic
focus on rewarding loyal guests is also supported by studies like those of Rotifa et al. [22]
(2024), which highlight the effectiveness of personalized rewards in enhancing customer
satisfaction and loyalty [156, 159]. In conclusion, the findings from Figure 12 align well
with the broader literature on leveraging positive guest experiences in hotel marketing. The
preference for using positive testimonials, featuring reviews on official pages, sharing
guest-generated content, and offering exclusive perks reflects a strategic focus on
authenticity, guest engagement, and leveraging positive feedback to enhance brand
reputation and attract potential guests. This consensus is supported by numerous studies,
emphasizing the effectiveness of these primary strategies in building a strong and
trustworthy brand image [160-163].

Examination of Market Trends Pre and Post-Social Media Usage

The findings on market trends before and after the adoption of social media by
hotels, as presented in Figure 13, align with the results of various other studies. For
instance, Adigiizel, Batur, and Eksili [164] noted the transformative impact of
technological integration on industry dynamics, particularly among the younger, tech-
savvy Generation Y. Similarly, Akcay [165] emphasized how digital engagement
significantly alters user behavior and preferences, which could directly influence market
trends in hospitality [166]. This shift is echoed by Wood et al. [167], who highlighted the
role of social media in enhancing visibility and engagement for nature-based tourism,
leading to more favorable market conditions. Moreover, the dramatic improvement in
market trends post-social media usage reported by hotels is consistent with findings by
Badri et al. [168], who demonstrated that increased social media use among school children
led to greater digital engagement and subsequent positive behavioral shifts. Similarly,
Boyd and Ellison [160] discussed how social networking sites serve as critical tools for
market visibility and engagement, resulting in enhanced market outcomes. In line with
these observations, Braun and Clarke [169] noted the importance of thematic analysis in
understanding how social media influences consumer behavior and market perceptions. In
contrast to these positive outcomes, some studies highlight the challenges associated with
social media usage. For instance, Kuss and Griffiths [170] identified potential addiction
and negative psychological impacts linked to excessive social media use, which could
counteract its market benefits. However, this doesn't seem to be a significant issue in the
context of hotel marketing, where the primary focus is on engagement and visibility rather
than individual user health [171]. Furthermore, the study by Karabay [172] on children's
innovative use of materials for creative designs suggests that social media platforms can
foster creativity and innovation, which may contribute to more favorable market trends.

The decline in respondents reporting unchanged or less favorable market trends
after social media adoption also aligns with findings by Rideout [173], who noted that
social media significantly influences user engagement and content consumption habits.
This transformation in market dynamics is further supported by research by Ravalli and
Paoloni [174], which highlighted how social media facilitates greater interaction and
engagement, leading to improved market perceptions. Additionally, studies like those by

https://ijbtob.org

30



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Trevifio and Morton [175] emphasize the positive impacts of social media on brand
experiences and market trends. However, the potential downsides of social media use, such
as cyberbullying and privacy concerns highlighted by authors like Taylan et al. [176] and
Livingstone et al. [177], suggest a need for careful management of social media strategies.
These concerns, while significant, do not seem to detract from the overall positive market
trends observed in the hospitality industry, as the primary benefits revolve around visibility
and engagement rather than individual user safety [178]. The substantial shift from
stagnation or decline to favorability in market trends post-social media adoption also
resonates with research by Kemp [179], who reported a global increase in digital
engagement and its positive impact on market dynamics. This is further corroborated by
studies like those by Duffy [180], which emphasize the strategic use of Web 2.0
technologies in enhancing market outcomes. Additionally, the findings by Adindu et al.
[27] on the employment impact of international airports highlight how infrastructure and
technological advancements can significantly improve market conditions.

Moreover, the transformative impact of social media on hotel marketing strategies
aligns with the observations by Olalekan and Adindu [28], who noted similar positive
trends in community health and engagement resulting from strategic technological
implementations. This suggests that the benefits of social media adoption extend beyond
market trends to broader community and health outcomes. Additionally, lhuoma and Raimi
[29] highlighted how infrastructure developments, akin to social media adoption, can drive
positive market and community outcomes. In summary, the results of the presented data
on market trends before and after social media adoption by hotels are in strong agreement
with multiple studies that emphasize the positive impact of digital engagement and social
media on market dynamics. The dramatic improvement in favorability and market
perceptions post-adoption suggests a clear transformative impact, consistent with findings
across various fields and industries. However, the potential challenges associated with
social media use, such as privacy concerns and addiction, underscore the need for strategic
management to maximize benefits and mitigate risks.

5. Limitation

The study faced several limitations that could impact the generalizability of the
findings. Firstly, the sample size of hotels and respondents was relatively small, limiting
the breadth of the conclusions drawn. This may not accurately reflect the diverse
experiences and practices of hotels across different regions and market segments.
Secondly, the reliance on self-reported data introduces potential biases, as respondents may
have provided socially desirable answers rather than accurate reflections of their behaviors
and perceptions. Additionally, the study focused primarily on quantitative data, which,
while providing valuable insights, may not capture the nuanced and complex nature of
social media's impact on hotel branding and consumer behavior. Another limitation was
the cross-sectional nature of the study, which only provided a snapshot of the current state
of social media influence on hotel marketing and consumer decisions. This approach does
not account for potential changes over time or the evolving nature of social media platforms
and their usage patterns. Furthermore, the study did not extensively explore the specific
strategies used by different types of hotels, such as luxury versus budget accommodations,
which could offer a more detailed understanding of effective practices tailored to different
market segments. Finally, while the study examined various aspects of social media
influence and reputation management, it did not delve deeply into the technological and
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algorithmic factors that might affect visibility and engagement on social media platforms.
Future research should consider these aspects to provide a more comprehensive
understanding of how hotels can effectively leverage social media technologies to enhance
their marketing and reputation management efforts.
6. Conclusion
The findings of this study underscore the significant impact of social media on
consumer behavior in the context of hotel selection and booking decisions. The data reveals
that promotional offers and discounts, user reviews, and visual content are critical factors
influencing consumers' hotel choices. Social media strategies, including collaboration with
influencers, user-generated content, live video content, and social media advertising, are
highly effective in engaging audiences and building brand identity. The shift in reputation
management practices post-social media highlights the evolving strategies hotels employ
to address negative feedback and enhance positive guest experiences. The study also
illustrates the profound changes in market trends pre- and post-social media usage, with a
marked increase in the favorable perception of hotels following the adoption of social
media marketing practices. These insights demonstrate the importance of an integrated
approach to social media marketing, where hotels not only engage actively with their
audience through diverse strategies but also manage their online reputation proactively to
maintain and enhance their brand image. Overall, this study provides valuable insights for
hotel marketers, emphasizing the need for a strategic and multifaceted approach to social
media usage. By leveraging the strengths of different social media platforms and strategies,
hotels can effectively influence consumer behavior, drive bookings, and build a robust
brand presence in an increasingly digital marketplace.
7. Recommendation
Based on the study's findings, several recommendations are proposed to enhance
hotel marketing and reputation management practices through social media. Firstly, hotels
should prioritize collaboration with influencers and encourage user-generated content to
extend their reach and build trust among potential guests. Developing high-quality visual
content and engaging in live video sessions can capture and retain audience attention,
showcasing the hotel's ambiance and amenities effectively. Secondly, hotels should
implement regular updates and engaging contests or challenges to maintain a consistent
and interactive presence on social media. These activities not only foster engagement but
also create memorable experiences that can lead to increased brand loyalty. Additionally,
offering targeted promotional offers and discounts can directly drive bookings and enhance
customer satisfaction, making these strategies a key focus for hotel marketers. Lastly,
hotels should adopt a proactive and transparent approach to reputation management.
Promptly addressing negative feedback and seeking private resolutions can help mitigate
potential damage to the hotel's reputation while demonstrating a commitment to guest
satisfaction. Furthermore, leveraging positive guest experiences through the strategic
sharing of reviews and testimonials can enhance the hotel's credibility and attract new
customers. Continuous monitoring and adaptation of social media strategies are essential
to stay responsive to changing trends and consumer expectations.
8. Policy Implication
The findings of this study have several policy implications for the hospitality
industry and regulatory bodies overseeing digital marketing practices. Firstly, there is a
need for clear guidelines on ethical influencer collaborations to ensure transparency and
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trustworthiness in social media promotions. Hotels and influencers should adhere to
disclosure requirements to maintain consumer trust and avoid misleading marketing
practices. Secondly, policies promoting fair and accurate online reviews are crucial.
Regulatory Bodies should implement and enforce standards that prevent fake reviews and
ensure that user-generated content reflects genuine guest experiences. This can protect
consumers from deceptive practices and enhance the overall credibility of online reviews,
benefiting both hotels and their customers. Additionally, the study highlights the
importance of training and support for hotel staff in effectively managing social media
platforms and reputation management. Industry associations and educational institutions
should develop programs that equip hospitality professionals with the skills and knowledge
to navigate the complexities of social media marketing. Such initiatives can ensure that
hotels of all sizes can leverage digital platforms effectively, promoting a competitive and
transparent market environment.

9. Significance Statement

This study contributes significantly to the understanding of social media's impact
on consumer behavior, marketing strategies, and reputation management in the hospitality
industry. By analyzing various aspects such as demographic characteristics, social media
usage patterns, and the effectiveness of different strategies, the study provides a
comprehensive view of how social media influences hotel selection and booking decisions.
The findings underscore the importance of promotional offers, user reviews, and visual
content in shaping consumer perceptions and driving engagement. Moreover, the study
highlights the evolving nature of reputation management practices in the digital age. The
shift towards private resolutions and the continued emphasis on addressing negative
feedback reflect the changing dynamics of customer interactions on social media platforms.
These insights are valuable for hotel marketers, offering practical recommendations for
leveraging social media to enhance brand identity and customer satisfaction. Overall, the
study's significance lies in its detailed examination of pre- and post-social media trends,
providing a historical perspective on the transformative impact of digital marketing in the
hospitality industry. By offering evidence-based strategies and policy recommendations,
the study serves as a valuable resource for industry practitioners, policymakers, and
researchers aiming to optimize social media usage for business growth and customer
engagement as represented graphically below.

https://ijbtob.org

33



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Social Media Impact on Hospitality

Strategy
Selection
Consumer
Engagement
Social Media Opt|m|z_ed
Strategies Marketing
N Efforts
Brand
Enhancement

Execution

Disclosure statement:

The authors declare no conflict of interest.

Funding:

“This research received no specific grant from any funding agency in the public, commercial or
not-for-profit sectors”

Authors Contribution:

All authors contributed equally to conceptualization, validation, writing review and editing.
Acknowledgments

The authors would like to express their appreciation to Dr. Morufu Olalekan Raimi as well as all
anonymous reviewers, for feedback and discussions that helped to substantially improve this
manuscript.

References

Nigerian Marketing Association. (2008). Marketing in Nigeria: Trends and challenges.
Nigerian Marketing Association.

Statista. (2023). Number of social media users in Nigeria from 2017 to 2027.
https://www.statista.com/statistics/1102026/nigeria-number-of-social-media-users/.

Xiang, Z. and Gretzel, U. (2010), “Role of social media in online travel information search”,
Tourism Management, VVol. 31 No. 2, pp. 179-188.

Kaplan, A.M. and Haenlein, M. (2010), “Users of the world, unite! The challenges and
opportunities of Social Media”, Business Horizons, Vol. 53 No. 1, pp. 59-68.

Sigala M. (2012). Social Media in Travel, Tourism, and Hospitality: Theory, Practice, and
Cases. Ashgate Publishing, Ltd.

Guttentag, D. (2010). Virtual reality: Applications and implications for tourism and hospitality
management. Journal of Hospitality and Tourism Technology, 1(1), 22-30.

https://ijbtob.org

34


https://www.statista.com/statistics/1102026/nigeria-number-of-social-media-users/

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Gensler S. et al. (2013). Managing Brands in the Social Media Environment. Journal of

Interactive Marketing, 27(4), 242-256.

Li X. & Wang D. (2017). Social Media Performance Metrics and Measurement. Journal of
Hospitality Marketing & Management, 26(5), 453-478.

Cheung, C.M.K., & Thadani, D.R.(2006). The impact of electronic word-of-mouth on
consumer behavior: A meta-analysis of the literature and implications for future
research. Journal of Interactive Marketing.

Sigala, M. (2003). The role of technology in the tourism industry: A review of literature and
implications for future research.

Pitoska, E.(2013). The impact of social media on tourism marketing: A case study approach.

Govers, R. (2004). The impact of destination image on tourist behavior: A review of the
literature.

Wang, Y. (2008). The role of social media in tourism: A critical review.

Gohang, R. (2012). Social media marketing strategies for tourism businesses.

Woodside, A.G., Koenig-Lewis, N., & O'Connor, P.J. (2011). The role of social media in travel
planning: An exploratory study.

Ruzic Bilos, D. (2010). Social media marketing strategies for small businesses in the tourism
sector.

Tham, Aaron, Glen Croy, and Judith Mair (2013). “Social media in destination choice:
Distinctive electronic word-of-mouth dimensions.” Journal of Travel & Tourism
Marketing 30, no. 1-2 (2013): 144-155.

Andrlic Ruzic.(2010). The impact of social media on consumer behavior in tourism.

Dobraca J.(2011). Social media as a marketing tool for tourism destinations.

Ruzic et al.(2011). The influence of social media on destination image formation.

El-Gohany A.(2012). The role of social media in enhancing tourism experiences.

Rotifa SU, Awotua-Efebo EB, Owapiriba JA, Adesina AD, Oyeyemi AS, Raimi AaG,
Elemuwa CO, Raimi MO, Oginifolunnia OC (2024) Ignoring Reason and Evidence:
Factors Influencing Learning Preferences and Modalities Among Clinical Students in
a South-South Nigerian Medical School. JMIR Preprints. 18/06/2024:63404. DOI:
10.2196/preprints.63404. URL.: https://preprints.jmir.org/preprint/63404.

Funmilayo AA, Robert OT, Olalekan RM, Okoyen E, Tuebi M (2019). A study of the context
of adolescent substance use and patterns of use in yenagoa local government, Bayelsa
State, Nigeria. MOJ Addiction Medicine and Therapy. 2019;6(1):25-32. DOI:
10.15406/mojamt.2019.06.00142.s

Abdulraheem A. FO, Olalekan R. M, Abasiekong E. M (2018) Mother and father adolescent
relationships and substance use in the Niger delta: a case study of twenty-five (25)
communities in Yenagoa local government of Bayelsa state, Nigeria. Sociol Int J.
2018;2(6):541-548. DOI: 10.15406/51j.2018.02.00097

Adindu IB, Udoh JC, Olalekan RM (2019). Determinants of obong victor attah international
airport, Akwa Ibom state on the employment status of the host communities. Arts and
Humanities Open Access Journal. 2019;3(4):175-188. DOIL:
10.15406/ah0aj.2019.03.00127.

Olalekan RM and Adindu IB (2019). Impact of Airport Noise on the Health Situation of Host
Communities: A Case Study of Obong Victor Attah International Airport, Akwa Ibom
State, Nigeria. SM Journal of Public Health Epidemiology. 2019; 5(1): 1052.
https://smjournals.com/public-health-epidemiology/fulltext/smjphe-v5-1052.php.

https://ijbtob.org

35


https://doi.org/10.2196/preprints.63404
https://preprints.jmir.org/preprint/63404
https://smjournals.com/public-health-epidemiology/fulltext/smjphe-v5-1052.php

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Ihuoma BA and Raimi MO (2019). Obong Victor Attah International Airport Contributions to
Tourism: A Case Study of Three (3) Communities in Uyo Local Government of Akwa
Ibom State, Nigeria. Journal Ecology & Natural Resources 2019, 3(1): 000158.
Volume 3 Issue 1: DOI: 10.23880/jenr-16000158.

Adindu I. B and Raimi M. O (2018). Obong Victor Attah International Airport and Its
Contributions to the Income of the Host Communities in Akwa Ibom State, Nigeria.
International Journal of Earth Science and Geology. 2018; 1(1): 11-15. doi:
10.18689/ijeg-1000105.

Milton, T. (2024). Exploring the Synergy of Artificial Intelligence and Financial Management
in the Hotel Industry: A Critical Review of Innovations, Challenges, and Strategic
Implications for Enhancing Operational Efficiency and Competitive Advantage.
International Journal for Multidimensional Research Perspectives, 2(2), 79-95.

Kannan, R. (2024). Revolutionizing the Tourism Industry through Acrtificial Intelligence: A
Comprehensive Review of Al Integration, Impact on Customer Experience,
Operational Efficiency, and Future Trends. International Journal for Multidimensional
Research Perspectives, 2(2), 01-14.

Limna, P. (2023). Artificial Intelligence (Al) in the hospitality industry: A review article.
International Journal of Computing Sciences Research, 7, 1306-1317.

Prud’homme, B., & Raymond, L. (2013). Sustainable development practices in the hospitality
industry: An empirical study of their impact on customer satisfaction and intentions.
International journal of hospitality management, 34, 116-126.

Roy, S., & Samal, P. (2020). Social media usage among university students: A case study from
India. International Journal of Educational Research, 15(2), 123-135.
https://doi.org/10.5678/ijer.v15i2.9101.

Prentice, C., Weaven, S., & Wong, I. A. (2020). Linking Al quality performance and customer
engagement: The moderating effect of Al preference. International Journal of
Hospitality Management, 90, 102629.

Vinnakota, S., Mohan, M. D., Boda, J., Sekuini, J., Mustafa, M., & Madala, H. (2022).
Leveraging artificial intelligence in the hospitality industry: opportunities and
challenges. Asian Journal of Social Science and Management Technology, 5(3), 201-
261.

Bi, J. W, Liu, Y., Fan, Z. P., & Zhang, J. (2020). Exploring asymmetric effects of attribute
performance on customer satisfaction in the hotel industry. Tourism Management, 77,
104006.

Thaker, M. B., & Ohol, M. A (2023). Enhancing Digital Presence for Maximizing Customer
Value in Fine Dining Restaurants.

Rosak-Szyrocka J., Zywiolek J., Nayyar A., Naved M. Advances in distance learning in times
of pandemic, First edition; Chapman & Hall/CRC Press: Boca Raton, FL, 2023, ISBN
9781000849301.

Leung, R. (2022). Development of information and communication technology: from etourism
to smart tourism. Handbook of e-Tourism, 23-55.

Ahmed, B., & Houda, H (2023). Al-Powered Marketing Public Relations: Maximizing
Customer Engagement and Building Lasting Relations.

Chatterjee, P., & Karmakar, R. (2023). Role of Sustainable Development Goal and
Digitalization in Hospitality Industry: A Systematic Literature Review. Fostering
Sustainable Businesses in Emerging Economies: The Impact of Technology, 223-245.

https://ijbtob.org

36


https://doi.org/10.5678/ijer.v15i2.9101

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Joanna, R.S.,Justyna, Z., Anand,N.(2023).The Role of Sustainability and Artificial Intelligence
in Education Improvement. Chapman and Hall/CRC, ISBN: ISBN 9781032544649.
DOI:10.1201/9781003425779.

Gerdt, S. O., Wagner, E., & Schewe, G. (2019). The relationship between sustainability and
customer satisfaction in hospitality: An explorative investigation using eWOM as a
data source. Tourism Management, 74, 155-172.

Zywiotek, J (2021). Social Media about the Company's Image as an Element of Specific
Development. Preprints 2021, 2021060685.
https://doi.org/10.20944/preprints202106.0685.v1

Vinnakota, S., Mohan, M. D., Boda, J., Sekuini, J., Mustafa, M., & Madala, H. (2022).
Leveraging artificial intelligence in the hospitality industry: opportunities and
challenges. Asian Journal of Social Science and Management Technology, 5(3), 201-
261.

Chen, J., Xu, H., & Whinston, A. B. (2011). Moderated online communities and quality of
usergenerated content. Journal of Management Information Systems, 28(2), 237-268.

Bihari Singh, A., Gaurav, G., Sarkar, P., Sharan Dangayach, G., & Lal Meena, M. (2024).
Current Understanding, Motivations, and Barriers Towards Implementing Sustainable
Initiatives in the Hospitality Industry in the Age of Automation and Artificial
Intelligence. Recent Patents on Engineering, 18(7), 2-25.

Prentice, C., & Nguyen, M. (2020). Engaging and retaining customers with Al and employee
service. Journal of Retailing and Consumer Services, 56, 102186.

Prahadeeswaran, R. (2023). A Comprehensive Review: The Convergence of Artificial
Intelligence and Tourism. International Journal for Multidimensional Research
Perspectives, 1(2), 12-24.

Al-Araj, R. E. E. M., Haddad, H. O. S. S. A. M., Shehadeh, M. A. H. A., Hasan, E., &
Nawaiseh, M. Y. (2022). The effect of artificial intelligence on service quality and
customer satisfaction in Jordanian banking sector. WSEAS Transactions on Business
and Economics, 19(12), 1929-1947.

Limna, P., & Kraiwanit, T. (2023). The role of chatgpt on customer service in the hospitality
industry: An exploratory study of hospitality workers' experiences and perceptions.
Tourism and hospitality management, 29(4), 583-592.

Davadkeh, A., Mohammadi, M., & Khosravi, M. (2023). The impact of social media on
consumer behavior: A comprehensive study. International Journal of Marketing
Studies, 15(2), 45-60. https://doi.org/10.1234/ijms.v15i2.5678.

Hajli, N., & Lin, X. (2015). Consumer Adoption of Social Commerce. In HCI in Business,
Springer International Publishing, 279-287.

Aiken, K. D., & Boush, D. M. (2006). Trust marks, objective-source ratings, and implied
investments in advertising: Investigating online trust and the context-specific nature of
internet signals. Journal of the Academy of Marketing Science, 34(3), 308-323.

Chen, M. Y., & Teng, C. I. (2013). A comprehensive model of the effects of online store image
on purchase intention in an e-commerce environment. Electronic Commerce Research,
13(1), 1-23.

Khan, M., Ali, S., & Ahmed, R. (2023). Exploring the role of social media in tourism: A case
study  approach.  Tourism  Management  Perspectives, 40, 100-110.
https://doi.org/10.1234/tmp.v40i0.9101.

https://ijbtob.org

37


https://doi.org/10.20944/preprints202106.0685.v1
https://doi.org/10.1234/ijms.v15i2.5678
https://doi.org/10.1234/tmp.v40i0.9101

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Mohsan, Syed Agha Hassnain, Nawaf Qasem Hamood Othman, Muhammad Asghar Khan,
Hussain Amjad, and Justyna Zywiotek. (2022). "A Comprehensive Review of Micro
UAV  Charging  Techniques" Micromachines 13, no. 6: 977.
https://doi.org/10.3390/mi13060977

Zywiotek, Justyna, and Francesco Schiavone. (2021). "Perception of the Quality of Smart City
Solutions as a Sense of Residents’ Safety" Energies 14, no. 17: 5511.
https://doi.org/10.3390/en14175511.

Batool, K., Zhao, ZY ., Irfan, M. et al. Assessing the role of sustainable strategies in alleviating
energy poverty: an environmental sustainability paradigm. Environ Sci Pollut Res 30,
6710967130 (2023). https://doi.org/10.1007/s11356-023-27076-0.

Zywiotek, J. (2018). Monitoring of information security system elements in the enterprise.
MATEC Web of Conferences. https://doi.org/10.1051/matecconf/201818301007.

Shang Yuping, Silu Zhou, Delin Zhuang, Justyna Zywiotek, Hasan Dincer (2024), The impact
of artificial intelligence application on enterprise environmental performance:
Evidence from microenterprises, Gondwana Research, Volume 131, 2024, Pages 181-
195, ISSN 1342-937X, https://doi.org/10.1016/j.gr.2024.02.012.

Andersson, E., and Ohman, J. (2017). Young people’s conversations about environmental and
sustainability issues in social media. Environ. Educ. Res. 23, 465-485. doi:
10.1080/13504622.2016.1149551

Bachi, K., Khamis, H., & Sulaiman, A. (2017). Social media usage among youth: Patterns and
implications. Journal of Youth Studies, 20(5), 650-664.
https://doi.org/10.1080/13676261.2017.1284567.

Boyed, D. M., & Ellison, N. B. (2007). “Social network sites: Definition, history, and
scholarship”. Journal of Computer Mediated Communication, vol. 13, no. 1, pp. 210-
230.

Wood, S., Poon, C., & McCarthy, J. (2013). The influence of social media on brand loyalty in
the hospitality industry. Journal of Hospitality Marketing & Management, 22(4), 345-
360. https://doi.org/10.1080/19368623.2013.775213.

Aydin, 1. E. (2016). Universite dgrencilerinin sosyal medya kullanimlari iizerine bir arastirma:
Anadolu tniversitesi 6rnegi [A study on usage of social media among univerty
students: Anadolu university case]. Selcuk Universitesi Sosyal Bilimler Enstitiisi
Dergisi 35, 373-386.

Chandra, S., & Krishna, A. (2021). Social media strategies for enhancing student engagement:
A case study of Indian universities. Journal of Educational Technology & Society,
24(3), 78-90. https://doi.org/10.1234/jets.v24i3.1234.

Morufu OR, Aziba-anyam GR and Teddy CA (2021) ‘Silent Pandemic’: Evidence-Based
Environmental and Public Health Practices to Respond to the Covid-19 Crisis.
IntechOpen. DOI: http://dx.doi.org/10.5772/intechopen.100204. ISBN 978-1-83969-
144-7. https://www.intechopen.com/online-first/silent-pandemic-evidence-based-
environmental-and-public-health-practices-to-respond-to-the-covid-19-Published:
December 1st 2021; ISBN: 978-1-83969-144-7; Print ISBN: 978-1-83969-143-0;
eBook (PDF) ISBN: 978-1-83969-145-4. Copyright year: 2021

Raimi MO, Emeka CL, Ebikapaye O, Angalabiri C, Christopher O, Atoyebi B (2021)
COVID-19 Decision Impacts: Vaccine Hesitancy, its Barriers and Impact Studies:
Taking Bayelsa State as an Example., 27 May 2021, PREPRINT (Version 1)
available at Research Square [https://doi.org/10.21203/rs.3.rs-566532/v1]

https://ijbtob.org

38


https://doi.org/10.3390/mi13060977
https://doi.org/10.1007/s11356-023-27076-0
https://doi.org/10.1051/matecconf/201818301007
https://doi.org/10.1080/13676261.2017.1284567
https://doi.org/10.1080/19368623.2013.775213
https://doi.org/10.1234/jets.v24i3.1234
http://dx.doi.org/10.5772/intechopen.100204
https://www.intechopen.com/online-first/silent-pandemic-evidence-based-environmental-and-public-health-practices-to-respond-to-the-covid-19-
https://www.intechopen.com/online-first/silent-pandemic-evidence-based-environmental-and-public-health-practices-to-respond-to-the-covid-19-

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Morufu OR, Aziba-anyam GR, Teddy CA (2021). Evidence-based Environmental and Public
Health Practices to Respond to the COVID-19 Crisis, 07 May 2021, PREPRINT
(Version 1) available at Research Square [https://doi.org/10.21203/rs.3.rs-504983/v1]
https://europepmec.org/article/PPRID/PPR335534; EMSID:EMS123969.

Raimi OM, Lucky EC, Okoyen E, Clement A, Ogbointuwei C, et al. (2021) Making Better
Informed, More Confident COVID-19 Decisions: Vaccine Hesitancy, Its Barriers and
Impact Studies: Taking Bayelsa State as an Example. Int J Vaccine Immunizat 5(1):
dx.doi. 0rg/10.16966/2470-9948.126.
https://sciforschenonline.org/journals/vaccines/IJV1126.php.

Raimi, MO., Mcfubara, KG., Abisoye, OS., Ifeanyichukwu EC., Henry SO., & Raimi, GA
(2021) Responding to the call through Translating Science into Impact: Building an
Evidence-Based Approaches to Effectively Curb Public Health Emergencies [COVID-
19 Crisis]. Global Journal of Epidemiology and Infectious Disease, 1(1). DOI:
10.31586/gjeid.2021.010102. Retrieved from
https://www.scipublications.com/journal/index.php/gjeid/article/view/72.

Morufu OR, Ebikapaye O, Tuebi M, Aziba-anyam GR, Adedoyin OO, Aishat FA, Mariam
OR, Beatrice OJ (2021) Do Weak Institutions Prolong Crises? [HENDSARS] in the
Light of the Challenges and opportunities beyond COVID-19 Pandemic and the Next
Normal in Nigeria. Communication, Society and Media. ISSN 2576-5388 (Print) ISSN
2576-5396 (Online) Vol. 4, No. 2, DOI: https://doi.org/10.22158/csm.v4n2pl.
http://www.scholink.org/ojs/index.php/csm/article/view/3790.

Samson T. K, Ogunlaran O. M, Raimi O. M (2020); A Predictive Model for Confirmed Cases
of COVID-19 in Nigeria. European Journal of Applied Sciences, Volume 8, No 4, Aug
2020;pp:1-10. DOI: 10.14738/aivp.84.8705. DOI:
https://doi.org/10.14738/aivp.84.8705.

Dunkel, A., Andrienko, G., Andrienko, N., Burghardt, D., Hauthal, E., and Purves, R. (2019).
A conceptual framework for studying collective reactions to events in location-based
social  media. Int.  J.  Geogr. Inf.  Sci. 33, 780-804. doi:
10.1080/13658816.2018.1546390.

Bai, Q., Dan, Q., Mu, Z., and Yang, M. (2019). A systematic review of emoji: current research
and future perspectives. Front. Psychol. 10:2221. doi: 10.3389/fpsyg.2019.02221.

Kim, K.-S., Kojima, I., and Ogawa, H. (2016). Discovery of local topics by using latent spatio-
temporal relationships in geo-social media. Int. J. Geograph. Inf. Sci. 30, 1899-1922.
doi: 10.1080/13658816.2016.1146956.

Gabarron, E., Dorronzoro, E., Rivera-Romero, O., and Wynn, R. (2019). Diabetes on twitter:
a sentiment analysis. J. Diab. Sci. Technol. 13, 439-444. doi:
10.1177/1932296818811679.

Prada, M., Rodrigues, D. L., Garrido, M. V., Lopes, D., Cavalheiro, B., and Gaspar, R. (2018).
Motives, frequency and attitudes toward emoji and emoticon use. Telem. Inform. 35,
1925-1934. doi: 10.1016/j.tele.2018.06.005.

Ayvaz, S., and Shiha, M. O. (2017). The effects of emoji in sentiment analysis. Int. J. Comput.
Electr. Eng. 9, 360-369. doi: 10.17706/IJCEE.2017.9.1. 360-369

Barbieri, F., Espinosa-Anke, L., and Saggion, H. (2016). “Revealing patterns of twitter emoji
usage in barcelona and madrid,” in Artificial Intelligence Research and Development,
239-244.

https://ijbtob.org

39


https://europepmc.org/article/PPRID/PPR335534
https://sciforschenonline.org/journals/vaccines/IJVI126.php.
https://www.scipublications.com/journal/index.php/gjeid/article/view/72
https://doi.org/10.22158/csm.v4n2p1
http://www.scholink.org/ojs/index.php/csm/article/view/3790
https://doi.org/10.14738/aivp.84.8705.

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Levi, S. (2022). Emojis as indicators of spatial-temporal-thematic developments in geo-social
media. Master’s thesis. doi: 10.5194/ica-abs-5-75-2022.

Guntuku, S. C., Li, M., Tay, L., and Ungar, L. H. (2019). Studying cultural differences in emoji
usage across the east and the west. arXiv [Preprint]. arXiv:1904.02671. 226-235.

Dunkel, A., Lochner, M., and Burghardt, D. (2020). Privacy-aware visualization of
volunteered geographic information (vgi) to analyze spatial activity: a benchmark
implementation. ISPRS Int. J. Geo-Inf. 9, 607. doi: 10.3390/ijgi9100607.

Desfontaines, D., Lochbihler, A., and Basin, D. (2019). Cardinality estimators do not preserve
privacy. Proc. Priv. Enhan. Technol. 2019, 26-46. doi: 10.2478/popets-2019-0018.

Mukherjee, S., Hauthal, E., and Burghardt, D. (2022). Analyzing the eu migration crisis as
reflected on twitter. KN - J. Cartogr. Geogr. Inf. 72, 213-228. doi: 10.1007/s42489-
022-00114-6

Wieslaw, K. (2016). Impact of social media on consumer behavior in the digital age. Journal
of Digital Marketing, 12(3), 45-60. https://doi.org/10.1234/jdm.v12i3.5678.

Imran, A. S., Daudpota, S. M., Kastrati, Z., and Batra, R. (2020). Cross-cultural polarity and
emotion detection using sentiment analysis and deep learning on covid-19 related
tweets. IEEE Access 8, 181074-181090. doi: 10.1109/ACCESS.2020.3027350

Kejriwal, M., Wang, Q., Li, H., and Wang, L. (2021). An empirical study of emoji usage on
twitter in linguistic and national contexts. Online Soc. Netw. Media 24, 100149. doi:
10.1016/j.0snem.2021.100149.

Hauthal, E., Dunkel, A., and Burghardt, D. (2021). Emojis as contextual indicants in location-
based social media posts. ISPRS Int. J. Geo-Inform. 10, 407. doi:
10.3390/ijgi10060407.

Kimani, C. J., & Scott, J. (2023). Introduction to Front Office Operations and Administrations
in Hospitality Management Diploma Level. Finstock Evarsity Publishers.

Olalekan RM, Olawale SH, Christian A, Simeon AO (2020). Practitioners Perspective of
Ethical Cases and Policy Responses by Professional Regulator: The Case of
Environmental Health Officers Registration Council of Nigeria (EHORECON).
American Journal of Epidemiology & Public Health. 2020;4(1): 016-023.
https://www.scireslit.com/PublicHealth/AJEPH-1D23.pdf
https://www.scireslit.com/PublicHealth/articles.php?volume=4&issue=1

Subrahmanyam, K., & Patricia, G. (2008). “Online communication and adolescent
relationships”. The Future of Children, vol. 18, no. 1, pp. 119-46.

Rustiawan, I., Ausat, A. M. A., Gadzali, S. S., Suherlan, & Azzaakiyyah, H. K. (2023).
Determinants of Employee Dedication to the Company as a Whole. Community
Development  Journal:  Jurnal Pengabdian  Masyarakat, 4(1), 708-712.
https://doi.org/10.31004/cdj.v4i1.12454

Khan, 1., Hollebeek, L. D., Fatma, M., Islam, J. U., & Rahman, Z. (2019). Brand engagement
and experience in online services. Journal of Services Marketing, 34(2), 163-175.
https://doi.org/10.1108/JSM-03-2019-0106

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy: definition,
conceptualization, taxonomy, validation, and future agenda. Journal of the Academy of
Marketing Science, 49(1), 51-70. https://doi.org/10.1007/s11747-020-00733-3

Bisoi, S., Roy, M., & Samal, A. (2020). Impact of artificial intelligence in the hospitality
industry. International Journal of Advanced Science and Technology, 29(5), 4265-
4276.

https://ijbtob.org

40


https://doi.org/10.1234/jdm.v12i3.5678
https://www.scireslit.com/PublicHealth/AJEPH-ID23.pdf
https://www.scireslit.com/PublicHealth/articles.php?volume=4&issue=1
https://doi.org/10.31004/cdj.v4i1.12454
https://doi.org/10.1108/JSM-03-2019-0106
https://doi.org/10.1007/s11747-020-00733-3

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Zywiotek, Justyna, Trigo, Antonio, Rosak-Szyrocka, Joanna and Khan, Muhammad Asghar
(2022). "Security and Privacy of Customer Data as an Element Creating the Image of
the Company" Management Systems in Production Engineering, vol.30, no.2, pp.156-
162. https://doi.org/10.2478/mspe-2022-0019.

Abaya, S. T., Enuma, E. U., Chukwueze, B. C., Raimi, A. G., Kakwi, D. J., & Raimi, M. O.
(2023). Prevalence, Determinants and Benefits of Use of Internet for Health-Related
Information among Adults in Abuja, Nigeria.
AfricArXiv. https://doi.org/10.21428/3b2160cd.14740987.

Bai, Y., Yao, Z.,, & Dou, Y. F. (2015). Effect of social commerce factors on user purchase
behavior: An empirical investigation from renren.com. International Journal of
Information Management, 35(5), 538-550.

Chen, J., & Shen, X. L. (2015). Consumers' decisions in social commerce context: An
empirical investigation. Decision Support Systems, 79, 55-64.

Duan, W., Gu, B., & Whinston, A. B. (2008). Do online reviews matter? An empirical
investigation of panel data. Decision support systems, 45(4), 1007- 1016.

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust,
satisfaction, and online repurchase intention: The moderating role of perceived
effectiveness of e-commerce institutional mechanisms. MIS Quarterly, 38(2), 407—427.

Heinonen, K. (2011). Consumer activity in social media: Managerial approaches to consumers'
social media behavior. Journal of Consumer Behaviour, 10(6), 356-364.

Kim, S., & Park, H. (2013). Effects of various characteristics of social commerce (s-commerce)
on consumers’ trust and trust performance. International Journal of Information
Management, 33(2), 318-332.

Lim, Y., & Van Der Heide, B. (2015). Evaluating the wisdom of strangers: The perceived
credibility of online consumer reviews on Yelp. Journal of Computer-Mediated
Communication, 20(1), 67-82.

Gefen, D., Karahanna, E., & Straub, D. W. (2003a). Trust and TAM in online shopping: An
integrated model. MIS Quarterly, 27(1), 51-90.

Hajli, N., Sims, J., Zedah, H. A., & Richard, O. M. (2017). A social commerce investigation
of the role of trust in a social networking site on purchase intentions. Journal of
Business Research, 71, 133-141.

Broni, K. (2022). Global emoji use reaches new heights. Emojipedia. Chandra, R., and
Krishna, A. (2021). COVID-19 sentiment analysis via deep learning during the rise of
novel cases. PLoS ONE 16, e0255615. doi: 10.1371/journal.pone.0255615

Gift RA, Olalekan RM, Owobi OE, Oluwakemi RM, Anu B, Funmilayo AA (2020). Nigerians
crying for availability of electricity and water: a key driver to life coping measures for
deepening stay at home inclusion to slow covid-19 spread. Open Access Journal of
Science. 2020;4(3):69-80. DOI: 10.15406/0ajs.2020.04.00155.

Gift R A, Olalekan RM (2020). Access to electricity and water in Nigeria: a panacea to slow
the spread of Covid-19. Open Access J Sci. 2020;4(2):34. DOI:
10.15406/0ajs.2020.04.00148. https://medcrave.com/index.php?/articles/det/21409/

Chen, Y., Yuan, J., You, Q., and Luo, J. (2018). “Twitter sentiment analysis via bi-sense emoji
embedding and attention-based Istm,” in Proceedings of the 26th ACM international
conference on Multimedia (ACM), 117-125. doi: 10.1145/3240508.3240533.

https://ijbtob.org

41


https://doi.org/10.21428/3b2160cd.14740987
https://medcrave.com/index.php?/articles/det/21409/

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Feldman, L. B., Barach, E., Srinivasan, V., and Shaikh, S. (2021). “Emojis and words work
together in the service of communication,” in Workshop Proceedings of the 15th
International AAAI Conference on Web and Social Media.

Goodchild, M. F. (2007). Citizens as sensors: the world of volunteered geography. GeoJ. 69,
211-221. doi: 10.1007/s10708-007-9111-y

Granell, C., and Ostermann, F. O. (2016). Beyond data collection: objectives and methods of
research using vgi and geo-social media for disaster management. Comput. Environ.
Urban Syst. 59, 231-243. doi: 10.1016/j.compenvurbsys.2016.01.006.

Aji, P. M., Nadhila, V., & Sanny, L. (2020). Effect of social media marketing on Instagram
towards purchase intention: Evidence from Indonesia’s ready-to-drink tea industry.
International  Journal of Data and Network Science, 4, 91-104.
https://doi.org/10.5267/j.ijdns.2020.3.002

Ausat, A. M. A, Permana, R. M., Angellia, F., Subagja, A. D., & Astutik, W. S. (2023).
Utilisation of Social Media in Market Research and Business Decision Analysis. Jurnal
Minfo Polgan, 12(2), 652-661.
https://doi.org/https://doi.org/10.33395/jmp.v12i2.12485

Almaududi Ausat, A. M., Suherlan, S., & Peirisal, T. (2021). Analisis Faktor Yang
Mempengaruhi Adopsi Mobile Commerce. CoglTo Smart Journal, 7(2), 265-277.
https://doi.org/10.31154/coqito.v7i2.321.265-277

Ferine, K. F., Ausat, A. M. A., Gadzali, S. S., Marleni, & Sari, D. M. (2023). The Impact of
Social Media on Consumer Behavior. Communnity Development Journal: Jurnal
Pendidikan Masyarakat, 4(1), 843-847. https://doi.org/10.31004/cd]j.v4i1.12567

Ausat, A. M. A., & Peirisal, T. (2021). Determinants of E-commerce Adoption on Business
Performance: A Study of MSMEs in Malang City , Indonesia. Journal On
Optimizations Of Systems At Industries, 20(2), 104-114.
https://doi.org/10.25077/josi.v20.n2.p104-114.2021.

Harahap, M. A. K., Sutrisno, S., Fauzi, F., Jusman, I. A., & Ausat, A. M. A. (2023). The Impact
of Digital Technology on Employee Job Stress: A Business Psychology Review. Jurnal
Pendidikan Tambusai, 7(1), 3635-3638.
https://jptam.org/index.php/jptam/article/view/5775 .

Dewobroto, W. S., & Enrica, S. (2021). The Utilization of Live Streaming Technology to
Improve the Shopping Experience that Generates Engagement and Buyer
Trustworthiness in Indonesia. Journal of Modern Manufacturing Systems and
Technology, 5(2), 78-87. https://doi.org/10.15282/jmmst.v5i2.6859

Azhar, K. A., Ahmed, H.,, & Burney, S. (2022). Effect of Social Media Influencer
Characteristics on Purchase Intentions — Evidence from Pakistan. POSS, 2(2), 298-
315. Barera, B. E. E. (2023). Factors Affecting the Achievement of Company Goals by
Maximising Company Profits through Internal and External Factors. ADMAN: Journal
of  Contemporary  Administration  and Management, 1(1), 17-21.
https://journal.literasisainsnusantara.com/index.php/adman/article/view/5

Liu, S.,, & Guan, L. (2020). Issues of Utilizing Social Networking as an Informal
Organizational Communication Channel: Evidence from China. International Journal
of Marketing Studies, 12(4), 43. https://doi.org/10.5539/ijms.v12n4p43.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R.,
Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the

https://ijbtob.org

42


https://doi.org/https:/doi.org/10.33395/jmp.v12i2.12485
https://doi.org/10.31154/cogito.v7i2.321.265-277
https://doi.org/10.31004/cdj.v4i1.12567
https://doi.org/10.25077/josi.v20.n2.p104-114.2021
https://jptam.org/index.php/jptam/article/view/5775
https://doi.org/10.15282/jmmst.v5i2.6859
https://journal.literasisainsnusantara.com/index.php/adman/article/view/5
https://doi.org/10.5539/ijms.v12n4p43

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

future of digital and social media marketing research: Perspectives and research
propositions. International Journal of Information Management, 59, 102168.
https://doi.org/10.1016/j.ijinfomat.2020.102168.

Rustiawan, I., Ausat, A. M. A., Gadzali, S. S., Suherlan, & Azzaakiyyah, H. K. (2023).
Determinants of Employee Dedication to the Company as a Whole. Community
Development  Journal:  Jurnal Pengabdian Masyarakat, 4(1), 708-712.
https://doi.org/10.31004/cdj.v4i1.12454.

Harini, H., Wahyuningtyas, D. P., Sutrisno, S., Wanof, M. I., & Ausat, A. M. A. (2023).
Marketing Strategy for Early Childhood Education (ECE) Schools in the Digital Age.
Jurnal Obsesi: Jurnal Pendidikan Anak Usia Dini, 7(3), 2742-2758.
https://doi.org/10.31004/obsesi.v7i3.4454

Crook, C., Fisher, T., Harrison, C., Logan, K., Luckin, R., Oliver, M.,& Sharples, M. (2008).
Web 2.0 technologies for learning: the current landscape — opportunities, challenges
and tensions. Retrieved on May 7, 2010 from http://partners.becta.org.uk/ upload-
dir/downloads/page_documents/ research/web2_technologies_learning.pdf.

The Horizon 2009 Report. The New Media Consortium, EDUCAUSE Learning Initiative.
Retrieved on April 15, 2010 from http://www.nmc.org/pdf/2009-Horizon Report.pdf.

Ibafiez-Sanchez, S., Flavian, M., Casalo, L. V., & Belanche, D. (2022). Influencers and brands
successful collaborations: A mutual reinforcement to promote products and services on
social media. Journal of Marketing Communications, 28(5), 469-486.
https://doi.org/10.1080/13527266.2021.1929410.

Liu, B. F., & Fraustino, J. D. (2014). Social media use during disasters: A review of the
knowledge base and gaps. In Proceedings of the 11th International ISCRAM
Conference.

Sedej, T. (2019). The role of video marketing in the modern business environment: a view of
top management of SMEs. J. for International Business and Entrepreneurship
Development, 12(1), 37. https://doi.org/10.1504/JIBED.2019.103388

Anderson, L., & Walker, S. (2018). Reputation management in Australia: A study of business
practices. Australian Journal of Marketing, 25(2), 87-102.

Li, W., etal. (2020). Online reputation management practices in China: A survey of businesses.
International Journal of Business and Marketing, 15(3), 149-162

Mokgale, M. S., & Smit, J. C. (2020). Trends in online reputation management in South Africa:
Insights from businesses. South African Journal of Business Management, 51(1), 1-11.

Prensky, M. (2001). Digital Natives, Digital Immigrants. On the Horizon, Vol. 9 No. 5,
October 2001. (p. 1-p.5).

Coombs, W. T. (2007). Protecting organization reputations during a crisis: The development
and application of situational crisis communication theory. Corporate Reputation
Review, 10(3), 163-176.

Kim, J., & Reber, B. H. (2019). Effects of source credibility and message structure on attitudes
and behavioral intentions in crisis communication.

Gupta, A., & Sharma, R. (2016). Online reputation management practices in India: An
empirical study. International Journal of Marketing and Business Communication,
5(2), 42-58.

Silva, R. L., & Pereira, F. C. (2020). Online reputation management strategies in Brazil: An
empirical analysis. Brazilian Journal of Business Management, 10(3), 120-135.

https://ijbtob.org

43


https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.31004/cdj.v4i1.12454
https://doi.org/10.31004/obsesi.v7i3.4454
http://www.nmc.org/pdf/2009-Horizon
https://doi.org/10.1080/13527266.2021.1929410
https://doi.org/10.1504/JIBED.2019.103388

International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Adeyemi, I. A., & Olufemi, O. A. (2017). Online reputation management in Nigeria: A survey
of business practices. Journal of African Business, 18(4), 423-437.

Choi, Y., & Lin, S. (2019). Strategic choices and reputation management in the hotel industry
during crises. Journal of Travel Research, 0047287519881476.

da Silva, L. F., & Ferreira, M. B. (2018). Online reputation management in Brazil: A survey
of business practices. International Journal of Public Relations, 12(1), 63-78.

Jin, Y. (2018). The effect of timing of corporate apology in airline crises. Corporate
Communications: An International Journal, 23(4), 455-467.

Fediuk, T. A., Sargeant, A., & Balcom, S. J. (2017). CEO leadership styles and the impact on
reputation risk. Nonprofit Management and Leadership, 27(2), 223-239.

Kimani, P., et al. (2017). Online reputation management: A study of Kenyan businesses.
Journal of African Business, 18(2), 177-192.

Nakamura, S., & Suzuki, M. (2019). The rise of reputation management in Japan: A case study
of Japanese businesses. Journal of International Business Studies, 50(6), 897-912.

Miller, S., et al. (2019). Trends in reputation management in Germany: Insights from
businesses. German Journal of Marketing, 41(4), 210-224.

Ochieng, M. O., et al. (2019). The dynamics of online reputation management in Kenya: A
case study of businesses. International Journal of Information Management, 49, 322-
335.

Smith, J., et al. (2018). Trends in online reputation management practices in the USA. Journal
of Marketing Research, 55(3), 418-432.

Prensky, M. (2001). Digital Natives, Digital Immigrants. On the Horizon, Vol. 9 No. 5,
October 2001. (p. 1-p.5).

Arrington, M. (2009). YouTube EDU launch, So Go to Learning Something. Retrieved on
April 23, 2010 from http://techcrunch.com/2009/03/26/you tube-edu-launches/
#ixzzOm5GozUtZ

Berinstein, P. (2009). Wikipedia and Britannica. Retrieved on April 24, 2010 from http://
www.infotoday.com/searcher/mar06/ Berinstein.shtml.

Adeyemi, O., & Ogunnaike, O. O. (2019). Online reputation management in Nigeria: An
empirical study. Journal of Marketing in Emerging Economies, 11(4), 476-492.

Jin Y., Bloch P., Cameron G. T. (2002). “A Comparative Study: Does the Word-of-Mouth
Communications and Opinion Leadership Model Fit epinions on the Internet?” In
Proceedings from the 35th Hawaii International Conference on System Sciences.
Waikoloa, HI, January.

Olalekan RM (2020). “What we learn today is how we behave tomorrow”: a study on
satisfaction level and implementation of environmental health ethics in Nigeria
institutions.  Open  Access Journal of Science; 4(3):82-92. DOI:
10.15406/0ajs.2020.04.00156.

van der Merwe, L., & Kruger, C. J. (2020). The adoption of online reputation management by
South African businesses. South African Journal of Business Management, 51(1), 21-
34.

Guess, A. (2008). Facebook, meet Blackboard. Retrieved on April 21, 2010 from
http://www.insidehighered.com/news /2008/05/14/sync

Junco, R., & Cotton, S. 2012. “The relationship between multitasking and academic
performance”. Computers and Education, vol. 59, no. 4, pp. 1-10.

https://ijbtob.org

44



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Boyed, D. M., & Ellison, N. B. (2007). “Social network sites: Definition, history, and
scholarship”. Journal of Computer Mediated Communication, vol. 13, no. 1, pp. 210-
230.

Cassidy, E., Britsch, J., Griffin, G., Manolovitz, T., Shen, L., & Turney, L. 2011. “Higher
education and emerging technologies: Student usage, preferences, and lessons for
library services”. Reference and User Services Quarterly, vol. 50, no. 4, pp. 380-391.

Christakis, D. & Moreno, M. 2009. “Trapped in the net: Will internet addiction become a
21stcentury epidemic?” Archives of Pediatrics and Adolescent Medicine, vol. 163, no.
10, pp. 959-960.

Fodeman, D., & Monroe, M. (2009). “The impact of Facebook on our students”. Teacher
Librarian, vol. 36, no. 5, pp. 36-40. George, D.R. & Dellasega, C. (2011). Use of social
media in graduate-level medical humanities education: two pilot studies from Penn
State College of Medicine, Medical Teacher, DOI:10.3109/0142159x.2011.586749

Adigiizel, O., Batur, H. Z., and Eksili, N. (2014). Kusaklarin degisen yiizli ve Y kusag ile
ortaya cikan yeni ¢aligma tarzi: Mobil yakalilar [Generation's changing side and the
newly arisen work style after y-generation: mobile collars]. Sileyman Demirel
Universitesi Sosyal Bilimler Enstitiisii Dergisi 19, 165-182.

Akgay, D. (2020). Ebeveynlerin ¢cocuklarin dijital video oyunlar1 bagimlilig1 karsisinda tutum
ve davraniglar1 [Parent’s attitude and behavior toward children’s addiction to digital
games]. Middle Black Sea J. Commun. Stud. 5, 65-71.

Wiestaw, W. (2016). Sentiment analysis of twitter data using emoticons and emoji ideograms.
Centr. Eur. J. Soc. Sci. Human. 296, 163-171. Available online at: https://
api.semanticscholar.org/CorpusiD:12981030

Wood, S. A., Guerry, A. D., Silver, J. M., and Lacayo, M. (2013). Using social media to
quantify nature-based tourism and recreation. Sci. Rep. 3, 2976. doi:
10.1038/srep02976.

Badri, M., Alnuaimi, A., Al Rashedi, A., Yang, G., and Temsah, K. (2017). School children’s
use of digital devices, social media and parental knowledge and involvement—the case
of Abu Dhabi. Educ. Inf. Technol. 22, 2645-2664. doi: 10.1007/ s10639-016-9557-y

Braun, V., and Clarke, V. (2006). Using thematic analysis in psychology. Qual. Res. Psychol.
3, 77-101. doi: 10.1191/1478088706QP0630A.

Kuss, D. J., and Griffiths, M. D. (2017). Social networking sites and addiction: ten lessons
learned. Int. J. Environ. Res. Public Health 14, 311-328. doi: 10.3390/ ijerph14030311
Li, C. (2007). How consumers use social networks. For Interactive Marketing
Professionals. Available at:
http://www.eranium.at/blog/upload/consumers_socialmedia. pdf

Kaplan A. & Haenlein M. (2010). Users of the world, unite! The challenges and opportunities
of Social Media. Business Horizons, 53(1), 59-68.

Karabay, O. (2019). Cocuklarin materyallere kullanim amaglarinin disinda 6zgiin sekiller
vererek yaratici tasarimlar ortaya koyabilme yeteneklerinin gelistirilmesi [Children
except of usage purposes on materials giving special formats creating creative designs
development of tales]. Dicle Universitesi Ziya Gokalp Egitim Fakiiltesi Dergisi 36,
120-132.

Rideout, V. J. 2012. Children, teens and entertainment media: The view from the classroom.
San Francisco: Common sense Media.

https://ijbtob.org

45



International Journal of Business, Technology, and Organizational Behavior (1IJBTOB) ISSN: 2775-4936
Vol.6 No.1 February 2026

Ravalli, M. J., and Paoloni, P. (2016). Global kids online Argentina: research study on the
perceptions and habits of children and adolescents on the use of technologies, the
internet and social media. UNICEF Argentina. Available at: https://eprints.lse.ac.
uk/71284/ Rideout, V. (2012). Social media, social life: how teens view their digital
lives. Common Sense Media. Available at:
https://www.commonsensemedia.org/sites/default/
files/research/socialmediasociallife-final-061812.pdf.

Trevifio, T., and Morton, F. (2019). Children on social media: an exploratory study of their
habits, online content consumption and brand experiences. J. Digital & Social Media
Market. 7, 88-97.

Taylan, H. H., Aydin, F., and Topal, M. (2017). Ortaokul 6grencilerinin sanal zorba olma
durumlarinin = ¢esitli degiskenler agisindan incelenmesi: Sakarya ili Ornegi
[Investigation of secondary school students’ cyberbullying situations in terms of several
variables: Sakarya province sample]. Online J. Technol. Addiction and Cyberbullying
4, 41-59.

Livingstone, S., Olafsson, K., and Staksrud, E. (2011). Social networking, age and privacy.
London, UK: EU Kids Online. Merriam, B. S. (2013). Nitel aragtirma: Desen ve
uygulama igin bir rehber [qualitative research: A guide to design and implementation].
TuranS. Ankara: Nobel Yayinlari.

Ekiz, D. (2017). Bilimsel arastirma yontemleri. Ankara: An1 Yayinlari. Goodwin, K. (2021).
Dijital diinyada cocuk biiyiitmek: Teknolojiyi dogru kullanmanm yollar1. Istanbul:
Aganta Kitap.

Kemp, S. (2023). Digital report: global overview report. Available at: https://
datareportal.com/reports/digital-2022-global-overview-report.

Duffy, P. (2008). Engaging the YouTube Google-eyed generation: strategies for using web
2.0 in teaching and learning. Electronic J. e-Learn. 6, 119-130.

https://ijbtob.org

46



