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This s tudy explores the re la tionship be tween brand experience , socia l
media use , socia l media influencers , and brand loya lty among senior
trave lle rs . As the globa l popula tion ages , senior trave lle rs a re emerging as
a s ignificant and expanding marke t segment within the tourism indus try.
This demographic shift necess ita tes grea te r a ttention from the tourism
sector. Us ing a quantita tive approach, this resea rch employs a s tructured
ques tionna ire to collect da ta from senior trave lle rs . The findings indica te
tha t brand experience , socia l media use , and socia l media influencers
s ignificantly impact brand loya lty in senior tourism. Furthe rmore , the s tudy
offe rs s tra tegic ins ights for brand managers ta rge ting senior trave lle rs . To
enhance marke t competitiveness and fos te r brand loya lty, companies
should prioritise de live ring high-qua lity brand experiences and leveraging
socia l media pla tforms and influencer marke ting s tra tegies . Fina lly, the
s tudy identifie s a reas for future resea rch on brand loya lty among senior
trave lle rs .
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1. Introduction First-leve l Heading
The widespread adoption of socia l media for communica tion has transformed how

bus inesses traditiona lly advertise the ir goods and services to cus tomers , and the tourism
indus try is no exception to this trend (Appel, Grewal, Hadi, & Stephen, 2019). Socia l
media pla tforms have provided an effective means of des tina tion branding for tour se rvice
opera tors , where they promote the ir se rvices through influencer marke ting, live s treaming,
des tina tion branding, and content marke ting (Tran & Rudolf, 2022). According to Yang,
Isa , Ramayah, Blanes , & Kiumars i (2020), the te rm des tina tion branding refe rs to the
deve lopment of a unique brand experience tha t touris ts ea rn while vis iting a particula r
des tina tion. The authors a lso contended tha t des tina tion branding is a marke ting
phenomenon or s tra tegy used by tour se rvice opera tors to a ttract more touris ts to a
particula r des tina tion.

China is experiencing a s ignificant shift towards an age ing popula tion. At the end of
2022, the na tion's popula tion included 280 million individua ls who were 60 years old or
older. The current re tirement age is de te rmined based on gender and occupa tion. Men
re tire a t 60, female cadres a t 55, and female workers a t 50 (Zhang, Strauss , Hu, Zhao &
Crimmins , 2022). This re tiree popula tion has witnessed a s ignificant increase in the ir
socia l activities and life experiences . Many re tirees are now embracing a more socia l and
adventurous lifes tyle , seeking out opportunities to connect with friends , participa te in
events , and embark on exciting trave l adventures . According to the World Hea lth
Organisa tion, China is projected to have one of the highes t proportions of e lderly citizens
in the world by 2050, with those over 60 making up 35% of the popula tion. Thus , China 's
trans ition into an age ing socie ty is inevitable .

This important section of the popula tion is a specific marke t segment for the tourism
indus try. Neverthe less , e lderly touris ts face a lot of cha llenges tha t res trict the ir
participa tion in tourism. The barrie rs to e lderly people are the absence of appropria te
information for them, trouble in choos ing proper touris t loca tions with guides , and
inappropria te touris t groups (Cheng e t a l., 2020). The current information dissemina tion
mechanisms such as socia l media pla tforms are not be ing used to address these
cha llenges thus caus ing a big gap in service provis ion. Another problem is tha t despite a
phenomenal increase in the pene tra tion ra te of the inte rne t and usage of socia l media
among the e lderly Chinese , the e lderly tourism experience potentia l of socia l media
remains la rge ly unknown since more than 50% of the e lderly Chinese are now using
socia l media pla tforms (Wen et a l., 2020).

Moreover, the needs and des ires of e lderly touris ts a re very important for crea ting
trave l experiences , which are not only pleasurable but a lso safe and convenient.
According to Tomazos , (2022), with the increase in this demographic in the trave l marke t,
the ir specific needs especia lly in access ibilitie s and hea lth and safe ty are becoming more
dominant in influencing the offe rings of des tina tions and service providers . Comfort and
safe ty tha t is associa ted with the ease of vis iting tourism sites for the e lderly is a critica l
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de te rminant of trave l (Liew, Huss in & Abdullah, 2021). This involves the provis ion of
barrie r-free access pa ths , ramps in place of s ta irs , good s ignage , and provis ion of s itting
places where they can s it and res t whenever necessary. Some of the adapta tions are
pa thways friendly to whee lcha irs , longer walkway handra ils , and public transport priority
sea ting. Hote ls and resorts have done the same, with many of these facilitie s modifying
rooms to suit the e lderly, including such fea tures as non-s lip tiles and emergency ca ll
buttons (Dirgia tmo et a l., 2019).

2. Literature Review
2.2 Brand loyalty
According to Cao e t a l., (2022), many options in the tourism indus try make it difficult for

the marke t to re ta in the ir cus tomers , who have become part of the ir brand. Knowledge of
the theories and models tha t expla in brand loya lty and its de te rminants can be extremely
he lpful for the tourism indus try in order to build long-te rm re la tionships with cus tomers .
According to Van and Hieu, (2020), theories of brand loya lty are usua lly concerned with
the psychologica l and behavioura l inclina tions of consumers to favour a particula r brand
over other a lte rna tives , based on many pos itive experiences or perceptions . One
founda tiona l theory is the Cognitive-Affective-Cona tive (CAC) Model, which sugges ts tha t
brand loya lty progresses in s tages : cognitive (a perception of the brand), a ffective
(a ffective a llegiance), and cona tive (future purchase intention) (Rahman, 2016). In one
case , a touris t can se lect a hote l for the firs t time based on its good reviews (cognitive),
ge t a ttached to its se rvices or loca tion (a ffective), and choose the hote l aga in for the next
vis it (cona tive). One of the essentia l models is Oliver’s Four-Stage Loya lty Model, based
on the CAC model tha t includes the fourth s tage , action loya lty, when the loya l activity is
s trengthened and becomes embedded in the consumer ’ s intent to purchase and
advocacy activities (Tien e t a l., 2019). A case in point is the vis itor to a theme park who
has cons is tently de lightful vis its - he /she would re turn and a lso recommend the park to
others thus showing action loya lty. S tyvén e t a l., (2022), s ta te tha t about 70% of the
cus tomers who have high emotiona l engagement with a brand will be loya l for life .
Bes ides , the brand with a high leve l of cus tomer loya lty may ga in annua l revenue tha t is
23% higher than tha t of its competitors .

Severa l factors have a cons iderable effect on brand loya lty in tourism, including
cus tomer sa tis faction and perce ived va lue , brand persona lity and cus tomer service .
According to Parlov e t a l., (2016), loya lty begins with cus tomer sa tis faction. A pos itive
experience among touris ts increases the poss ibility of re turn. Research a lso finds tha t
sa tis fied cus tomers are two to five time more like ly to repurchase the same brand.
Regarding tourism, sa tis faction may be divided on the factors , for example , the type of
accommodation, the s ta ff, and the whole journey (Tovmasyan, 2020). A brand tends to
ga in the loya lty of touris ts when they perce ive tha t they are ge tting good va lue for the ir
money. This view is not mere ly about low prices , but the qua lity of the services is offe red
in comparison with the cos t. Brands tha t provide unique offe rs , loya lty benefits , and
outs tanding experiences usua lly increase the ir va lue perception. According to Utama
(2023), the hote ls which provide complimenta ry upgrade or a specia l se rvice to re turn
gues t can ra ise the perce ived va lue tha t leads to coming back.
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2.3 Brand experience
Brand experience involves the various sensory, emotiona l, cognitive , and behaviora l

responses consumers have when inte racting with a brand (Schmitt, 1999). Pos itive brand
inte ractions not only fos te r cus tomer loya lty but a lso boos t the ir willingness to purchase
by es tablishing an emotiona l connection (Khan & Fatma, 2017). Additiona lly, the advent
of socia l media has intens ified the immediacy and inte ractivity of brand engagements ,
thereby s trengthening the emotiona l ties be tween brands and the ir cus tomers (Zollo e t a l.,
2020). The role of brand experience has become crucia l in de te rmining a company's
success and is integra l to effective brand management.

Brand experience plays a critica l role in the tourism sector as it s timula tes vis itor
sa tis faction and loya lty producing memorable experiences tha t a re deeply rooted in the
touris ts . According to Jojic, (2018), brand experience s tra tegies in tourism tha t a re
success ful, however, do not only focus on crea ting memorable experiences but a lso are
directed a t the smooth integra tion of se rvices and products so tha t gues ts a re guaranteed
a comple te and sa tis fying vis itor journey. In tourism, the crea tion of memorable
experiences requires tha t unique , participa tive , and emotiona lly touching inte ractions are
des igned to tha t vis itors leave with las ting memories . According to Tsa i and Wang, (2017),
this procedure needs comprehens ive comprehens ion of the needs of the touris ts , which
requires the capacity to crea te these experiences a t every touchpoint of the ir journey.

2.4 Social media use
According to Dolan e t a l., (2019), socia l media use has become an integra l part of da ily

life for many demographics , including senior touris ts . Despite the notion tha t socia l media
is more commonly used by the younger popula tion, e lderly trave lle rs a re a lso us ing these
pla tforms . This engagement not only affects the ir trave l choices but a lso defines the ir
inte ractions with the brands and the ir trave l experiences . According to the research done
by Giglio e t a l., (2019), the inte raction of senior touris ts us ing socia l media applica tions is
high and increas ing. Currently, more seniors a re hooked to socia l media for various
activities , for ins tance , inte rpersona l communica tion, trave ling, and sharing experiences .

As highlighted by Tan e t a l., (2018), e lders engage in the pass ive use of socia l media , a
scenario tha t implies tha t they read content as opposed to crea ting it. Feedback,
sugges tions as well as experiences shared by other trave lle rs a re usua lly cons idered
guides on the ir trave ls . They yearn for this and tend to identify with and trus t the content
pos ted by fe llow trave lle rs more than the sponsored content. For ins tance , the
percentage of these senior touris ts who use socia l media to research, de libera te , and
pos t upda tes and feedback on the ir trips , itine ra ries , and trave l products is increas ing
(Harrigan e t a l., 2017).

2.5 Social media influencer
Influencer marke ting has changed how brands reach consumers of various

demographics including the older segment. According to Cifci, (2022), the utiliza tion of
influencers in senior tourism poses specific cha llenges in the aspect of credibility,
authenticity, and a lignment of the influencer with the brand va lues . These cha llenges are
vita l for deve loping trus t and making success ful marke ting campaigns work for the older
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people . The corners tones of success ful influencer marke ting, primarily when ta rge ting
senior touris ts , a re authenticity and credibility (Al-Abbadi e t a l., 2022). The older people
usua lly ques tion the credibility of the materia l ava ilable on the web and, there fore , a re
choosy in what they consume. Shen e t a l., (2022), show tha t seniors trus t more the
content, which cons is ts of persona l s tories and tes timonia ls ra ther than polished and
highly edited presenta tions .

In addition, e thica l va lues and socia l respons ibility a lignment is a lso critica l to the
senior consumers . Many senior citizens have s trong be lie fs , for ins tance , in re la tion to
sus ta inability, community involvement, and e thica l bus iness practices and they expect
brands they associa te with to adhere to these be lie fs (Vigolo, 2017). When an influencer’
s actions or previous ly endorsed products a re aga ins t these va lues , the brand ’ s
reputa tion among senior audiences is nega tive ly affected. Brands should do deep
background checks and continuous monitoring. According to Wilson e t a l., (2016), tactics
to counte r these problems are , however, ca rrying out extens ive audience and influencer
research to de te rmine what influences the prefe rences and va lues of both the ta rge t
senior audience and the influencers .

3. Hypothes is Development

Brand loya lty and brand experience are particula rly important in the tourism indus try, in
which a superior and enjoyable experience often results in high leve ls of cus tomer loya lty
and repea t pa tronage . According to Gumparthi and Patra , (2020), this re la tionship is even
more important for senior touris ts as the ir expecta tions and sa tis faction are re la ted to the
loya lty they have for a brand. The processes of how a pos itive brand experience is turned
into brand loya lty in senior touris ts can only be achieved through ana lyzing such a grea t
number of factors inherent in the brand experience . As per the viewpoint of Yas in and
Shamim, (2013), brand experience involves a ll the contact points of a gues t with the
brand s ta rting from initia ting the booking process to the end of the ir journey.
H1: There is a s ignificant pos itive re lationship between Brand experience and Brand

loyalty.

In the view of Giovanis & Athanasopoulou (2018), socia l media has a lte red
consumer-brand re la tionships and a lte red brand image , loya lty, and affection which can
be described as brand loya lty. The connection be tween socia l media and brand love is
not s tra ightforward and is a function of a number of factors such as the type of content
be ing pos ted, the leve l of inte raction, and the leve l of authenticity. This is especia lly the
case for the senior touris t marke t, who are like ly to engage with socia l media pla tforms in
the research, sharing, and identifica tion with brands ; Song and Kim, (2022) es tablished
tha t socia l media pos itive ly impacts brand loya lty through the crea tion of brand
associa tions and the enhancement of the overa ll consumer experience . The ana lys is
showed tha t 72% of consumers who inte ract with a brand on socia l media will display
emotions of brand love than consumers who do not inte ract.
H2: There is a s ignificant pos itive re lationship between Social media use and Brand

loyalty.
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Socia l media influencers having a la rge follower base and credibility can grea tly
influence the perception of a tourism brand. Aw and Chuah (2021) point out tha t the
influencers , by spreading the ir experiences , good or bad, he lp to magnify the effect of the
brands ’ actions . An influencer can be an example , tha t is , a pos itive review or shared
video by an influencer about a particula rly enjoyed tour can improve perce ived va lue of
offe rings of the brand and loca lizing the exis ting cus tomers (Omeish e t a l., 2024). The
trus t tha t the influencers crea te with the ir audiences is the main factor of enhancing the
perce ived authenticity and a ttractiveness of the brand experience they endorse as per
Erdiyana e t a l., (2022). The pos itive perception often leads to grea te r brand loya lty, as
consumers deve lop a deeper emotiona l bond with the brand through the influencer's
promote (Lou &Yuan, 2019).
H3: There is a s ignificant pos itive re lationship between Social media influencer and

Brand loyalty.

Figure 1 : Conceptual framework

4. Methodology
The philosophy used in this research is pos itivism, us ing a ques tionna ire to collect the

primary da ta to identify the associa tions be tween research phenomena and to tes t the
hypotheses proposed in this paper. The experiment ana lyzed the collected da ta by
quantita tive research method. The empirica l ana lys is can be used to directly contact the
research object and obta in primary da ta . In this way, the direct and specific ana lys is of
primary da ta can increase the credibility of the research. In this s tudy, da ta were obta ined
utilizing a ques tionna ire , which could be transmitted online to increase the range of
samples . This ques tionna ire is divided into two parts : One part is the bas ic information of
the respondents , and the other part is the Experience and outcomes of the senior
trave le rs .

5. Results

Brand
Experience(BE)

Socia l Media
Use(SMU)

Brand
Loyalty(BL)

Socia l Media
Influencer(SMI)
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5.1 Demographic Analys is (n=200)

Table 1 : Demographic Analys is

Name Option Frequency Percentage%

Age

45-50 132 66

50-55 41 20.5

55-60 12 6

> 60 15 7.5

summary 200 100

ma le 91 45.5

Gende r
fema le 109 54.5

summary 200 100

Source : Spss frequency s ta tis tics result

Frequency analys is is used to s tudy the dis tribution of ca tegorica l da ta and to se lect
the frequency and percentage respective ly. As can be seen from the table above: the
result of frequency analys is by Age shows: 45-50 frequency is 132, the percentage is 66%
; 50-55 frequency is 41 , the percentage is 20.5% ； 55-60 frequency is 12 , the
percentage is 6% ; ＞60 frequency is 15 , the percentage is 7.5% . Where 45-50(66%) is
the highes t and 55-60(6%) is the lowes t. The result of frequency ana lys is by Gender
shows: male frequency is 91 , the percentage is 45.5% ; female frequency is 109 , the
percentage is 54.5% . Where female(54.5%) is the highes t and male(45.5%) is the
lowest.

5.2 Reliability and Validity Statis tics

Table 2 : Reliability s ta tis tics

Variables Cronbach's α N CR AVE

BE 0.933 8 0.631 0.932

SMU 0.915 7 0.605 0.915

SMI 0.86 4 0.627 0.870

BL 0.871 4 0.651 0.882

Source : SPSS re liability s ta tis tics result

Based on the re liability coefficient, the s tandardized re liability coefficient is over 0.7,
indica ting the overa ll re liability of the ques tionna ire exce llent. All the AVE values of the
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cons tructs a re grea te r than 0.5, indica ting good convergent va lidity. All the CR values of
the cons tructs a re grea te r than 0.7, sugges ting good compos ite re liability and s trong
inte rna l cons is tency of the measurement indica tors .

Table 3 : Validity ana lys is

KMO Sampling suitability
quantity

0.917

Approximate ly chi-squared 2869.667

Bartlit, sphericity tes t

freedom 253

p value 0

Source : SPSS Validity ana lys is result

Validity was verified using the KMO and Bartle tt tes ts , which yie lded a coefficient of
0.917 and a chi-square va lue of 2869.667(SIG. = 0.000(0.01) for the Bartle tt tes t,
describing the overa ll va lidity of the ques tionna ire exce llent.

5.3 Corre lation analys is

Table 4 : Corre la tion ana lys is :

mean std BE SMU SMI BL

BE 3.313 0.985 Pearson corre la tion 1 - - -

SIG.(two-tailed) - - - -

SMU 3.287 0.935 Pearson corre la tion 0.408*** 1 - -

SIG.(two-tailed) 0.000 - - -

SMI 3.459 0.955 Pearson corre la tion 0.390*** 0.406*** 1 -

SIG.(two-tailed) 0.000 0.000 - -

BL
3.335

0.989

Pearson corre la tion 0.344*** 0.394*** 0.393**
*

1

SIG.(two-tailed) 0.000 0.000 0.000 -

Source : Spss correction ana lys is result
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Pearson corre la tion ana lys is was used to examine the s ignificance and direction of
linear corre la tion be tween two variables , when us ing Pearson corre la tion ana lys is , we
genera lly use the corre la tion coefficient R to describe the degree of linear corre la tion
between variables , and if the corre la tion coefficient R<0, it indicates that the corre la tion
be tween two variables is nega tive , if the corre la tion coefficient R>0, the corre la tion
be tween the two variables is pos itive , and if the corre la tion coefficient R=0, the
corre la tion be tween the two variables is not.

5.4 Regress ion analys is results

Table 5 : regress ion analys is

Unstandardized
coefficients

Standardized

coefficients
t VIF R2 Adjus t

R2
F

B Standard

error
Beta

Constant 1.153 0.285 0.157 4.04 2 0.000 1.293

0.239
F(3,200)=
20.525,p
=0.0 00

BE vs BL 0.157 0.071 0.234 2.21 2 0.028 1.313

SMU vs BL 0.247 0.076 0.237 3.272 0.001
1.291

SMI vs BL
0.245 0.073 0.157 3.34 6 0.00 1 1.293

Source : Spss regress ion ana lys is result

As you can see from the Regress ion analys is table , the regress ion coefficient of Brand
experience is 0.157(t = 2.212 , P = 0.028<0.05) , which means tha t Brand experience has
a s ignificant pos itive direction effect on Brand loyalty . The regress ion coefficient of
Socia l media use is 0.247(t = 3.272 , P = 0.001<0.01) , which means tha t Socia l media
use has a s ignificant pos itive direction effect on Brand loyalty . the regress ion coefficient
of Socia l media influencer is 0.245(t = 3.346, P = 0.001<0.001) , which means tha t Socia l
media influencer has a s ignificant pos itive direction effect on Brand loyalty .

6. Conclus ion
The s ignificance of the proposed s tudy lies in the fact tha t despite the extended usage

of socia l media in China , especia lly among the senior citizens of the country, no research
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has been conducted until now on eva lua ting the inte rplay be tween socia l media usage
and brand loya lty among Chinese senior tourism (Hwang & Lee , 2018). In te rms of
worldwide ranking, China surpasses a ll the countries across the globe with 1.02 billion
active socia l media users , which is expected to reach 1.21 billion by 2027 (Sta tis ta , 2022).
There fore , the findings of the s tudy will he lp unders tand the tour opera tors in the Chinese
tourism indus try and the potentia l of socia l media usage for the promotion of e lderly
tourism among senior citizens . In addition to tha t, it a lso he lps in exploring the how senior
trave lle rs ’ brand experience impact on the ir brand loya lty, which could he lp the tour
opera tors to improve the ir capabilitie s to be tte r mee t the cus tomers ’ demands .
Furthermore , the s tudy is a lso s ignificant in te rms of its theore tica l implica tions because
the topic under cons idera tion has not ye t been explored in the context of China ; there fore ,
the findings of the proposed s tudy will be used by future researchers and academia as a
guiding document for conducting further research in the area .

https://www.ojs.wisvora.com/index.php/itphss/index
http://www.wisvora.com


Bridging the Digita l Divide : The Role of Socia l Media and Influencers in Senior Touris ts ’ Brand Loya lty

Jouranl of Asia Socia l Sciences Researchs | www.shiharr.com

References

Al-Abbadi, L., Bader, D., Mohammad, A., Al-Quran, A., Alda ihani, F., Al-Hawary, S . and
Ala thamneh, F., 2022. The effect of online consumer reviews on purchas ing
intention through product menta l image . Inte rna tiona l Journa l of Data and
Network Science , 6(4), pp.1519-1530.

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2019). The Future of Socia l Media in
Marke ting. Journa l of the Academy of Marke ting Science , 48(1), 79–95. Springer.
https ://doi.org/10.1007/s11747-019-00695-1

Aw, E.C.X. and Chuah, S .H.W., 2021. “Stop the una tta inable idea l for an ordinary me!”
fos te ring parasocia l re la tionships with socia l media influencers : The role of
se lf-discrepancy. Journa l of Bus iness Research, 132, pp.146-157.

Cao, Y., Qin, X., Li, J ., Long, Q. and Hu, B., 2022. Exploring seniors ’ continuance
intention to use mobile socia l ne twork s ites in China : a
cognitive-a ffective-cona tive model. Universa l Access in the Information Socie ty,
pp.1-22.

Cheng, H., Yang, Z. and Liu, S .J ., 2020. Rura l s tay: a new type of rura l tourism in China .
Journa l of trave l & tourism marke ting, 37(6), pp.711-726.

Cifci, I., 2022. Tes ting se lf-congruity theory in Bektashi fa ith des tina tions : The roles of
memorable tourism experience and des tina tion a ttachment. Journa l of Vaca tion
Marke ting, 28(1), pp.3-19.

Dolan, R., Seo, Y. and Kemper, J ., 2019. Compla ining practices on socia l media in
tourism: A value co-crea tion and co-des truction perspective . Tourism
Management, 73, pp.35-45.

Erdiyana , L.Y., Muslichah, I., Mulia , R. and Setyaning, A.N.A., 2022. Socia l Media
Influencers ’ Role on Brand Engagement, Value , and Consumers ' Intention to Buy
Muslim Fashion. JBTI: Jurna l Bisnis : Teori Dan Implementas i, 13(1), pp.62-77.

Giglio, S ., Bertacchini, F., Bilotta , E. and Pantano, P ., 2019. Using socia l media to identify
tourism attractiveness in s ix Ita lian cities . Tourism management, 72, pp.306-312.

Giovanis , A. N., & Athanasopoulou, P . (2018). Consumer-brand re la tionships and brand
loya lty in technology-media ted services . Journa l of Reta iling and Consumer
Services , 40, 287-294.

Gumparthi, V.P . and Patra , S ., 2020. The phenomenon of brand love : a sys tematic
lite ra ture review. Journa l of Rela tionship Marke ting, 19(2), pp.93-132.

Harrigan, P ., Evers , U., Miles , M. and Daly, T., 2017. Cus tomer engagement with tourism
socia l media brands . Tourism management, 59, pp.597-609.

Hwang, J ., & Lee , J . (Jay). (2018). A s tra tegy for enhancing senior touris ts ’ well-be ing
perception: focus ing on the experience economy. Journa l of Trave l & Tourism
Marke ting, 36(3), 314–329. https ://doi.org/10.1080/10548408.2018.1541776

Jojic, S ., 2018. City branding and the touris t gaze : City branding for tourism deve lopment.
European Journa l of Socia l Science Educa tion and Research, 5(3), pp.150-160.

Khan, I., & Fatma, M. (2017). Antecedents and outcomes of brand experience : An
empirica l s tudy. Journa l of Brand Management, 24(5), 439-452.

Liew, S . L., Huss in, S . R., & Abdullah, N. H. (2021). Attributes of senior-friendly tourism
des tina tions for current and future senior touris ts : An importance-performance
ana lys is approach. SAGE Open, 11(1), 2158244021998658.

Lou, C., & Yuan, S . (2019). Influencer marke ting: How message va lue and credibility
a ffect consumer trus t of branded content on socia l media . Journa l of Inte ractive
Advertis ing, 19(1), 58-73.

Omeish, F., Sharaba ti, A., Abuhashesh, M., Al-Haddad, S ., Nasereddin, A., Alghizzawi,

https://www.ojs.wisvora.com/index.php/itphss/index


Jouranl of Asia Socia l Sciences Researchs | www.shiharr.com

M. and Badran, O., 2024. The role of socia l media influencers in shaping
des tina tion image and intention to vis it Jordan: The modera ting impact of socia l
media usage intens ity. Inte rna tiona l Journa l of Data and Network Science , 8(3),
pp.1701-1714.

Parlov, N., Perkov, D. and Siča ja , Ž., 2016. New trends in tourism des tina tion branding by
means of digita l marke ting. Acta Economica Et Turis tica , 2(2), pp.139-146.

Rahman, M.T., 2016. Impacts of socia l branding on tourism bus iness : The case of
Bangladesh. World Review of Bus iness Research, 6(2), pp.58-65.

Schmitt, B. (1999). Experientia l marke ting. Journa l of Marke ting Management, 15(1-3),
53-67.

Shen, H., Zhao, C., Fan, D.X. and Buhalis , D., 2022. The effect of hote l lives treaming on
viewers ’ purchase intention: Exploring the role of parasocia l inte raction and
emotiona l engagement. Inte rna tiona l Journa l of Hospita lity Management, 107,
p.103348.

Song, S . and Kim, H.Y., 2022. Is socia l media marke ting worth it for luxury brands? The
dua l impact of brand page sa tis faction and brand love on word-of-mouth and
a ttitudina l loya lty intentions . Journa l of Product & Brand Management, 31(7),
pp.1033-1046.

Sta tis ta . (2022). Socia l Network Users in Leading Marke ts 2023 | S ta tis ta . S ta tis ta ;
S ta tis ta .
https ://www.s ta tis ta .com/s ta tis tics /278341/number-of-socia l-ne twork-users -in-se l
ected-countries /

S tyvén, M.E., Näppä , A., Mariani, M. and Nataraa jan, R., 2022. Employee perceptions of
employers ’ crea tivity and innova tion: Implica tions for employer a ttractiveness
and branding in tourism and hospita lity. Journa l of Bus iness Research, 141,
pp.290-298.

Tan, G.W.H., Lee , V.H., Hew, J .J ., Ooi, K.B. and Wong, L.W., 2018. The inte ractive
mobile socia l media advertis ing: an imminent approach to advertise tourism
products and services? . Te lematics and Informatics , 35(8), pp.2270-2288.

Tien, N.H., Dung, H.T. and Tien, N.V., 2019. Branding building for Vie tnam tourism
indus try rea lity and solutions . Inte rna tiona l journa l of research in marke ting
management and sa les , 1(2), pp.63-68.

Tomazos , K., 2022. Socia l media influencers and tourism sus ta inability: the good, the
irrita ting, and the despera te . In Handbook of innova tion for sus ta inable tourism
(pp. 250-273). Edward Elgar Publishing.

Tovmasyan, G., 2020. RAISING THE EFFECTIVENESS OF TOURISM MARKETING
AND BRANDING: EVIDENCE FROM ARMENIA. Marke ting & Management of
Innova tions , (1).

Tran, N. L., & Rudolf, W. (2022). Socia l Media and Des tina tion Branding in Tourism: A
Sys tematic Review of the Lite ra ture . Sus ta inability, 14(20), 13528.
https ://doi.org/10.3390/su142013528

Tsa i, C.T.S . and Wang, Y.C., 2017. Experientia l va lue in branding food tourism. Journa l
of Des tina tion Marke ting &Management, 6(1), pp.56-65.

Utama, D.I., 2023. Explora tion of the Advantages of Tourism Branding in Bali, Indones ia .
Utama, IGBR, Tonyjanto, C., Krismawinta ri, NPD, Waruwu, D., Sukars ih, NNT, &
Suardhana , IN (2023). Explora tion of the Advantages of Tourism Branding in Bali,
Indones ia . Inte rna tiona l Journa l of Profess iona l Bus iness Review, 8(3), p.e01609.

Van, H.T. and Hieu, V.M., 2020. Trave l branding in tourism 4.0: case s tudy Vie tnam trave l.
Journa l of Asian and African Studies , 55(6), pp.896-909.

Wen, J ., Liu, X. and Yu, C.E., 2020. Exploring the roles of smart se rvices in Chinese
senior touris ts ’ trave l experiences : an applica tion of psychologica l reactance
theory. Anatolia , 31(4), pp.666-669.

https://www.ojs.wisvora.com/index.php/itphss/index
http://www.wisvora.com


Jouranl of Asia Socia l Sciences Researchs | www.shiharr.com

Wilson, A., Ze ithaml, V., Bitner, M.J . and Gremler, D., 2016. EBOOK: Services Marke ting:
Integra ting cus tomer focus across the firm. McGraw Hill.

Yang, S ., Isa , S . M., Ramayah, T., Blanes , R., & Kiumars i, S . (2020). The Effects of
Des tina tion Brand Persona lity on Chinese touris ts ’ Revis it Intention to Glasgow:
An Examina tion across Gender. Journa l of Inte rna tiona l Consumer

Yas in, M. and Shamim, A., 2013. Brand love : Media ting role in purchase intentions and
word-of-mouth. Journa l of Bus iness and Management, 7(2), pp.101-109.

Zhang, Y. S ., S trauss , J . A., Hu, P ., Zhao, Y., & Crimmins , E. M. (2022). Links be tween
morta lity and socioeconomic characte ris tics , disease burden, and biologica l and
phys ica l functioning in the aging Chinese popula tion. The Journa ls of
Gerontology: Series B, 77(2), 365-377.

Zollo, L., Filie ri, R., & Ria lti, R. (2020). Unpacking the re la tionship be tween socia l media
marke ting and brand loya lty: The role of brand experience and brand trus t.
Journa l of Bus iness Research, 119, 381-392.

https://www.ojs.wisvora.com/index.php/itphss/index
http://www.wisvora.com

	3.Hypothesis Development
	5.1 Demographic Analysis(n=200)
	5.2 Reliability and Validity Statistics
	5.3 Correlation analysis
	5.4 Regression analysis results


