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Abstract. Social media is an influential objective for most industries. Organizations in every sector are
willing to implement this technique for achieving several business goals. Some of them are brand loyalty
and service quality. The current study analyses these specific objectives in the tourism sector. The AIDA
model has been considered in this scenario, where five hypotheses are generated. Instagram has been
selected as the selected social media platform, as 45% of respondents preferred it. The study includes a
primary research method surveying 51 respondents and evaluating the quantitative data using SPSS. The
KMO and Bartlett’s Test indicated a reading of 0.932, which describes the reliability of the sample. The
statistical value provides that there is a strongly positive relation (R-0.960; R2-0.922; 92.2%) between
tourism brand and product quality in the sector. On the other hand, through Cronbach’s alpha, the results
came as 0.997, which shows the high level of consistency between the variables. It has been further
analysed that brand awareness, brand loyalty, and tourism product service are integral part of business
objects that are related to social media marketing.

1 Introduction
The process of usage of social media marketing (SMM)
supports an organization to connect with audiences, to
enhance brand image as it supports an increased rate of
sales. The SMM supports in attracting new audiences for
business, as it supports in opening up doors of tools and
tactics thus new audiences can engage with business.
The objectives of the research paper are● To examine effects of social media marketing
activities that supports in increasing brand
awareness, image and loyalty
● To signifies different factors that are associated
with social media marketing to enhances brand
loyalty of tourism sector
● To understand the impacts of social media
marketing to establish a positive relationship
between brand loyalty of tourism products

tourism value through adopting social media marketing
strategy can enable a tourism business to reach a larger
customer base through creating value proposition [1].
Besides, building and maintaining customer trust in a
specific brand, especially for tourism business, can be
highly controlled by the brand equity and product quality
of respective company. Regarding this, social media
marketing helps to build brand consumer relationship
model for enhancing brand awareness [2].
Now, following the theoretical concept of AIDA
model, brand loyalty and marketing performance of a
brand can be controlled through successful
implementation of marketing strategies [3]. In this case,
the first stage concentrating on developing awareness of
proposed products or services by a specific brand helps
businesses to device appropriate marketing strategies.
This is further followed by the interests of customers as
introducing social media marketing tools and platforms
enables a business to reach a wider customer base [4].

2 Theoretical Background and
Hypothesis Development
Technological convergence has facilitated opportunities
for global businesses to operate in the competitive
market while utilizing advanced technologies for
building brand awareness. The initiative to co-create
*
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Awareness

Action

building relationships between tourism services and
product services. Usage of input and output research
methods leads to a positive emphasis as it supports in
objective measurement and statistical analysis of all
collected data. Hence, it can be stated that research
methods is primary quantitative and research models
can be proposed as below.

• Designing marketing
strategies for
generating awareness
of tourism products

Interest

Desire
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• Utilsing social media
platforms to convey brand
value and increasing
customers' interests

3.2 Population and Sampling

• Creating desire or motivating
customers to make purhcasing
decisions

The research population can be highlighted as a
collection of population from large collection, as it
supports in putting an effective focus on maintaining
scientific query. The research population supports a
well-defined collection of individuals and objects and
the research study is effectively relied on these sampling
techniques [7]. The applied sampling technique, random
sampling,
supports
in
highlighting
unbiased
representation of total population by selecting 51
customers out of total populations that are present within
the travel industry.

• Purchasing action or making travel choices

Figure 1: AIDA Model of Brand Awareness

Along with this, encouraging customers to make
purchasing decisions through motivating the customers
and informing them regarding product features can be
supportive to design build brand loyalty through
improving service quality. This is also influenced by the
perceived value and perceived experience of customers
regarding a specific brand for meeting tourism service
quality and acquiring more loyal customers [5].
Depending on this, the role of social media being an
essential marketing tool to build relationship between
tourism brand loyalty and product service quality is
essential to consider. Here, the hypothesis to be tested in
this study can be listed as belowH1: Social media marketing holds significant impact
on building brand awareness
H2: Social media marketing holds significant impact
on building brand loyalty
H3: Social media marketing holds significant impact
on conveying the tourism products and services quality
Now, considering this, the following parallel
hypothesis have been determined to develop a better idea
regarding this research contextH4: Brand awareness through social media marketing
holds significant impact on brand loyalty of tourism
product service
H5: Brand awareness through social media marketing
holds significant impact on tourism product service
quality

3.3 Measurement
Quantitative methods effectively emphasize objective
measurement, process thus all issues can be managed in
a much effective manner. The process of computational
techniques supports in managing some of statistical data,
as it leads to development of quantitative research
methods. The research data supports in measuring all
issues in a much effective manner, as it supports in
managing all issues [8]. In the data collection methods,
the researcher has progressed for conduction primary
methods of data collections.
In this research paper, the researcher questionnaire
has divided the question into four parts. The first part of
survey question is significantly focused on highlighting
interaction processes and its benefit can be obtained with
help of SMM [9]. The process of interaction supports in
brand visibility and supports in increment in tourism
products.
3.4 Data Collection and Analysis
The data collection is a process of collecting, analyzing
and measuring accurate data therefore the process of
standard validation techniques can be conducted. In this
research paper, for concluding study in effective manner
primary methods of data collection is done. The adoption
of primary methods of data collection supports resolving
all research issues, thus all specific issues can be met to
resolve all issues to enhance business situations [10].
The data analysis is been conducted with help of SPSS,
as it supports in providing some reliable and fast answers.
Hence, primary methods of data collection are done on
51 respondents of customers and tourists, whereas
analysis is done on SPSS.

3 Materials and Methods
3.1 Research Method and Research Model
The social media strategy supports increased brand
recognition as it engages with broad audiences of
consumers. Quantitative methods of data collection are
applied to gain an understanding about marketing
activities and loyalty possessed by brands of tourism
products. Usage of quantitative methods supports in
understanding all complex reality associated with a topic,
as it supports in obtaining accurate and reliable
measurement [6]. The usage of quantitative methods
influences social media marketing as it supports in
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4 Results & Discussion

Table 2. Cronbach’s Alpha Test

4.1 Demographic Characteristics
In order to comment on the effectiveness of social media
in building relationship between tourism brand loyalty
and tourism product and service quality, statistical
analysis have been performed. Here, demographic
characteristics of chosen participant group highlights that
out of 51 respondents 57% of the employees (29) were
female while 35% and 8% of employees were male and
others respectively. Moreover, 33% of respondents
belong from the age group of 35-44 while 51% were in
the age group of 25 to 34 years. Besides, Instagram has
been preferred as the most frequently used social media
platform to extract information on tourism places as 45%
of the participants have chosen this option.

Now, as indicated in the above table, a total number
of 17 items have been selected in this study, which
represents that all of these factors have been considered
to ensure the reliability of the measurement model.
Besides, the Cronbach's alpha being 0.997 highlights that
there is high level of internal consistency for the chosen
scale with this particular sample.
Table 3. Item Total Statistics

Figure 2: Demographic Data

4.2 Measurement Model
In order to test the hypothesis and comment on the
influence of social media in building relationship
between brand loyalty of tourism products and product
service quality, it is essential to test the validity of
measurement. Moreover, measuring the internal
consistency of the factor while assessing the conformity
of the data set it can be stated that supportive coverage
validity of measurement model. In this context,
performing KMO and Bartlett’s Test has assisted to test
the sampling adequacy of data used for factor analysis
[11].
Table 1. KMO and Bartlett’s Test for Factor Analysis

The attached table helps to interpret the results if an
item would be deleted from the table. Here, the removal
of any of the factors or variables can hold significant
impact on the data set as the vales of Cronbach’s alpha
for all of the questions are high (more than 0.950).
Therefore, it can be mentioned that removal of any of
these items can influence the statistical outcomes.

As indicated in the table presented above, the value
for sampling adequacy in KMO and Bartlett's test is
0.932, which is greater than 0.05. This indicates that the
factor analysis is useful with the obtained data signifying
the adequacy of sampling data. Apart from that, intention
to test the measurement model has been justified through
conducting reliability analysis for obtaining and
interpreting Cronbach’s Alpha value and test the internal
consistency of gathered data set [12].

4.3 Structural Model
Social media marketing enabling opportunity for tourism
industry to build better customer relationship can
influence the customers’ perceived brand value [13].
Now, following this specific context, paired-sample ttest has been performed for testing the hypothesis and
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comment on the influence of social media marketing in
developing effective relationship between tourism brand
loyalty and product service quality.

Table 5. Model Summary

Table 4. Paired Sample Test

The table shows the value of R (0.960) indicating a
strongly positive relationship between the research
variables while R2 value being 0.922 indicates that
92.2% data can be explained.
Table 6. ANOVA Table

The table shows that mean value for the first chosen
pair is -0.20 while the standard deviation is 0.374 and t
value is -0.375. Now, a 95% confidence level being
considered here with a significance level of 0.709 that is
more than 0.05 highlights that there can be other factors
influencing brand awareness rather than only social
media marketing. The same thing applied for the t-test
with the second pair as the p value presented here is 0.2.
However, the p-value of the third pair is 0.000
(0.000<0.05) and this indicates that there is statistically
significant different between the chosen two variables,
which are questions 10 and 20.
On the other hand, in order to comment on the
interrelationship between tourism brand loyalty and
product service quality, a multiple regression test has
been performed.

Here, the ANOVA table represents that the p value,
presented in “Sig.” column of “Regression” row is 0.000
and this value being smaller than 0.05 (0.000>0.05)
signifies that the regression model can statistically
significantly predict the outcome variable.
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In addition, following the above table, it is evident
that the chosen dependent (question 8) and independent
variables (questions 17 and 19) share statistically
significant relationship and hence, the regression
equation can be presented as belowQuestion 8 = 0.177+0.147 (Question 17) + 0.844
(Question 19)
Therefore, it can be interpreted that there is strongly
statistical positive relationship between the dependent
variable (social media marketing) and independent
variables (brand loyalty and tourism product service
quality). Thus, it accepts the hypotheses and establishes
that adoption of social media marketing strategies can be
beneficial for businesses to enhance customer awareness
for building tourism brand loyalty [14]. Furthermore,
based on the statistical assessment carried out in
previous section, it can be mentioned that social media
can work as an essential tool to develop a relationship
between tourism brand loyalty and product service
quality
Depending on this, the structural model can be presented
as below-

Table 7. Correlation Coefficient Table

Brand
Awareness

Improved interaction

Effective advertisement
campaigns

Tourism
product
service
quality

Social
Media
Marketing

Customised product
specification

Brand
Loyalty

Information Availability
Significance level 0.05 (p<0.05)

Figure 3: Research Mode

effectively supports in connecting with audiences, as it
supports in supplementing network participation and
supports in conduction of striking discoveries of
information technology. The usage of social media
improves the process of interaction with consumers as it
supports effective improvement of performances of
consumers. For instance, VisitBritain has collected about
1.9 billion GBP extra due to investment in overseas
performances. Effective usage of social media marketing
strategy has helped Visit Britain to conduct campaigns as
it supports an increasing rate of visit by 10% [17].
Therefore, the usage of SMM activities supports in
development of effective advertising campaigns as it
supports in managing issues.
Social media marketing (SMM) supports in
improving interaction between both customers and
organizations. The social media usage has become
ubiquitous and organizations with help of SMM can able
to meet strategic goals, as it supports in managing
customer relationship management processes. The
interaction with customers supports in creating customer
engagement as it enhances firm performances as it leads
to development of marketing strategies [18]. On the
other hand, about 45 million of social media users are

5 Interpretations
5.1 Social Media Marketing Activities and Brand
Awareness of Tourism Products
Social Media Marketing (SMM) supports the usage of
social media platforms to connect with audiences to
increase brand sales and supports in attracting website
traffic. The usage of social media marketing activities
supports in increasing brand awareness as it supports in
attracting inbound traffic and supports in improvement
of search engine ranking. The usage of SMM supports
in increasing conversion rates thus leads to an
improvement of brand loyalty and brand authority.
Social media supports interacting with content as it
supports increased brand awareness, as it supports in
enhancing cost-efficiency of organizations operating
within digital marketing. The usage of SMM supports in
usage of social media websites, thus marketing can be
done on services and products.
Effective usage of social media marketing (SMM)
supports interactive multitasking as it is effectively
dependent on network participation. The SMM
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using social media as it leads to highlights that
effectively 66% of UK are using social media [19].
Therefore, it can be stated that customization of product
specification supports in improvement of performances
of an organization. The usage of social media supports
organizations to gain an effective understanding about
needs of customers. The usage of SMM supports in
increasing the rate of availability as it supports in
managing and highlighting product specialization. Hence,
it can be stated that usage of SMM supports in
improvement of tourism product specification as it
supports in enhancement of performance of tourism
industry.

brand situations. The process of quality content supports
in long term brand development as it supports effective
management of unique contacts [23]. The tourism
products and service quality is effectively influenced in
enhancing performances, as brand building supports in
managing internal brand launch.

6 Conclusion
The web conference has provided a view point about
convergences and facilitative opportunities as it supports
in managing all issues and provides advanced
technologies to manage all the factors in much sequential
manner. Social media marketing has a direct impact on
improving the rate of interaction, as it supports in
managing campaigns. The topic of the research paper is
influences of Social Media Marketing in Building
relationships as it supports in managing brand loyalty of
tourism products and service quality. The report
significantly highlights social media marketing as it
supports in providing effective information in a much
effective manner.
The usage of social media marketing supports custom
product specification as it leads to effective management
of information in much effective manner. In this
research paper, the researcher has tried to highlights
about SMM as it supports in managing brand tourism as
it effectively supports in reducing rate of intervention
and management performances. In this research paper,
the researcher has tried to showcase all the fundamental
performances of all significant findings as it supports in
managing issues in effective manner.

Figure 4: Active number of social media users in UK

5.2 Relationship between Tourism Branding and
Tourism Product Service Quality
The process of social media marketing holds a
significant marketing effect as it supports in
improvement of product quality and services. In this
modern day, tourism branding and service quality
improvement takes place as it supports in managing all
issues in a much effective manner. Adoption of tourism
branding and tourism service quality leads to a positive
relationship as it enhances brand awareness and brand
loyalty. The adoption of SMM supports in improvement
of tourism product service quality with help of
interactive interaction with consumers [20]. The usage of
the SMM supports in establishing a relationship between
tourism branding and tourism product service quality as
it supports in motivating customers and informing
product features to build a loyal brand.
The process of conduction of business is effectively
dependent on making powerful tools, thus potential
customer development process can be done as it supports
in having a proper reputation. The branding effectively
focused on improving the recognition as it supports in
development of trust between customer and audiences.
The process of SMM supports as a backbone of
advertisement process as it leads to development of
tourism branding and supports ion having a proper
service quality [22]. The process of branding supports
and inspires employees as it supports brands to draw
happy customers. The process of branding creates
differentiates as it supports effective management of
branding processes as differentiates of competitors can
be done. The usage of SMM supports brand strategy as it
supports in managing all issues and identifying target
audiences.
Tourism branding is a powerful weapon that supports
in identification of idea and feeling as it supports in
conduction of brand strategy. The target audience
identification supports in highlighting positioning
statements, as it supports in development of complex
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