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ABSTRACT 

 

This study investigates the direct impact of social media marketing (SMM) on brand 

equity of the hospitality industry in South-South Nigeria. Social media has become a 

critical platform for engaging customers, building relationships, and enhancing 

brand equity. Utilising a quantitative research design, the study explores the 

dimensions of SMM, perceived usefulness, perceived ease of use, content and reviews, 

and social influence, and their influence on brand equity. Data were collected via 

structured online questionnaires from a sample of 322 respondents who had 

transacted through social media within the past six months. The results demonstrate 

significant positive effects of SMM dimensions on brand equity, highlighting the role 

of social media in fostering customer loyalty, enhancing brand awareness, and 

improving brand associations. The study provides practical recommendations for 

leveraging SMM in the hospitality industry. 

 

Keywords: Social media marketing; brand equity; hospitality industry; perceived 

usefulness; social influence; customer engagement 

 

1. INTRODUCTION 

 

Social media marketing (SMM) has emerged as a vital tool for businesses in various 

industries, including hospitality, to enhance brand equity. Defined as the use of social 

media platforms to promote products or services (David, 2024), SMM connects 

billions of users worldwide and significantly influences consumer behaviour. As 

digital interactions increasingly shape marketing strategies, SMM becomes a crucial 

element in building brand recognition, consumer trust, and loyalty. According to 

Statista (2023), over 4.5 billion people engage with social media, creating vast 

opportunities for businesses to connect with and influence potential customers. Social 

media platforms, such as Facebook and YouTube, offer businesses powerful tools to 
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enhance consumer engagement, increase brand visibility, and foster relationships 

(Appel et al., 2020). This engagement not only drives brand awareness but also fosters 

loyalty and enhances brand equity, defined as the set of brand assets associated with 

a brand’s reputation (Sep et al., 2020). In the hospitality industry, particularly, 

companies are increasingly turning to social media as a proactive strategy to manage 

customer relationships, address consumer needs, and stay competitive (Chang Bi & 

Zhang, 2022). Despite the widespread adoption of SMM, research on its influence on 

brand equity in hospitality, particularly in Nigeria, remains limited. Additionally, the 

role of trust as a mediating variable in this relationship is underexplored (Smith et al., 

2017).  

Social media marketing has dramatically transformed how businesses engage 

with their audiences. Preace (2020) emphasises that integrating social media strategies 

with traditional marketing efforts is vital for success. Social media marketing in the 

hospitality industry enables businesses to connect with their target audience through 

various platforms, such as Facebook, Instagram, and Twitter. These platforms offer 

opportunities to enhance brand visibility and foster consumer loyalty through regular 

updates, engaging content, and customer interaction. 

The hospitality sector benefits from social media for brand recognition, as it 

allows businesses to showcase their offerings, share experiences, and promote special 

deals. Aubree (2023) highlights how platforms like Instagram and Facebook help 

businesses reach diverse demographics, using features like targeted ads to cater to 

specific audience segments. Social media also facilitates real-time customer 

engagement, which is crucial for building trust and loyalty. However, maintaining a 

consistent brand identity across different platforms presents a challenge (Preace, 

2020). Additionally, competition on these platforms is intense, requiring businesses 

to remain adaptable and creative to stay relevant. 

Best practices include defining clear goals, measuring success through Key 

Performance Indicators (KPIs), maintaining transparency, and leveraging user-

generated content to enhance credibility. Businesses must also align their social media 

strategy with customer expectations by fostering a two-way communication process 

(Aubree, 2023). Social media marketing is a powerful tool for driving customer 

engagement, but businesses must approach it strategically, ensuring content resonates 

with their audience and reflects the brand's identity. 

 

2.1 Social Media Marketing in the Hospitality Industry 

The hospitality industry relies heavily on social media to connect with customers, 

drive engagement, and enhance the guest experience (Preace, 2020). Social platforms 

allow consumers to share experiences, discover new destinations, and interact with 

brands in real-time. Social media’s role in hospitality marketing has evolved as 

consumer expectations shifted towards instant, personalised interactions. A delayed 
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response on platforms like Twitter or Instagram can result in lost business, as 

consumers now expect swift replies to inquiries and complaints (Aubree, 2023). 

The guest experience extends beyond physical interactions to include social 

media exchanges, where brands must maintain consistent engagement. A strong social 

media strategy is essential for success, with key elements such as a guest-first 

approach, timely responses, human-centric content, and staying updated on social 

media trends (The Hospitality Daily, 2023). Social media platforms like Facebook 

and Instagram are widely used for promoting properties, sharing guest testimonials, 

and engaging with consumers through visually appealing content. These platforms 

also provide analytics to measure the effectiveness of marketing campaigns, allowing 

businesses to optimise their strategies (Jeon et al., 2016; Kumar et al., 2022). 

Facebook remains a dominant platform for hospitality marketing, offering 

tools for promotion, customer service, and consumer research. Its viral nature allows 

content to spread quickly, reaching a global audience (Jeon et al., 2016). Instagram, 

with its visual appeal, is especially effective for showcasing scenic views and high-

quality images of hospitality offerings. The platform’s Stories feature enhances real-

time engagement, making it an indispensable marketing tool in the hospitality sector 

(Ibrahim & Aljarah, 2023). Social media marketing plays a crucial role in shaping the 

success of hospitality businesses by enhancing brand visibility, improving customer 

engagement, and fostering loyalty. However, to capitalise on these benefits, 

businesses must develop a strategic and adaptive approach to their social media 

campaigns. 

 

Social media and Measuring Impact/Return on Investment (ROI): ROI measures 

the profitability of an investment. In the context of social media, Kaske et al. (2012) 

argue that traditional ROI metrics face challenges in capturing the long-term impact 

of brand equity. They suggest that social media's financial effects are often 

underestimated, and future forecasts can be inaccurate. Despite this, non-financial 

metrics such as engagement and customer interactions are gaining importance. 

Companies are increasingly turning to social media not only because of its proven 

effectiveness but also due to fear of missing out on valuable marketing opportunities 

(Gilfoil & Jobs, 2012). Measuring ROI on social media is critical for assessing its 

success, as social media marketing allows for faster campaigns and broader reach 

compared to traditional methods (Dwivedi et al., 2015; Sathya, 2015). Key metrics 

include activity-based metrics (e.g., likes, shares), result-based metrics (e.g., 

conversations), and sentiment analysis (Dahl et al., 2016). Some scholars argue that 

social media activity is immeasurable, but data, when interpreted carefully, provide 

useful insights (Michopoulou & Moisa, 2019). 
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Brand Awareness: Brand awareness refers to how well consumers recognise or recall 

a brand. It influences purchase intentions and brand loyalty (ChiHsun, 2008; Kiseol, 

2010). Social media plays a significant role in increasing brand awareness by 

providing information about the brand (O'Guinn & Albert, 2009). Riorini (2018) 

found that social media marketing positively affects brand consciousness in 

Indonesia's fashion sector. Online metrics such as search ranking, mentions, and 

website visits are used to measure brand awareness (Hoffman & Fodor, 2010). 

 

Customer Engagement/Relationship: Customer engagement refers to emotional 

connections formed through repeated interactions with a brand. Social media 

enhances customer engagement by fostering interactions and strengthening 

relationships (Yang & Kankanhalli, 2014). Engagement can be measured using 

metrics like comments, likes, and reposts (Yang & Kankanhalli, 2014). Some 

researchers argue that measuring consumer engagement remains complex, as 

constructs like "consumer-brand engagement" are difficult to define and 

operationalise (Schultz & Peltier, 2013). Despite this, customer engagement remains 

a critical factor in improving business performance (Neff, 2007; Sedley, 2008). 

Electronic Word of Mouth (eWOM) refers to the ongoing and dynamic 

process of information exchange between potential, actual, or former consumers 

regarding products, services, or brands, accessible to a wide audience via the internet 

(Ismagilova et al., 2017). eWOM significantly influences consumer purchase 

decisions (Ismagilova et al., 2019; Sandes & Urdan, 2013). It impacts consumer 

information adoption, attitudes, and purchasing behaviour (Ismagilova et al., 2019; 

Tsao et al., 2015). Marketers aim to leverage eWOM by fostering positive 

communications, particularly through social media platforms (Dwivedi et al., 2015; 

Kumar & Mirchandani, 2012). Monitoring eWOM related to a brand on social media 

is crucial for businesses, as it helps identify influential figures (influencers) who can 

sway consumer behaviour (Kumar & Mirchandani, 2012). 

Influencers can be incentivised to amplify positive eWOM, either through 

tangible rewards (e.g., freebies) or intangible benefits (e.g., recognition within social 

networks). This practice can contribute to increased brand awareness, customer 

engagement, and financial performance (Kumar & Mirchandani, 2012). Kumar and 

Mirchandani (2012) also introduced metrics to quantify the influence of social media 

campaigns, such as the Customer Influence Effect (CIE), Stickiness Index (SI), and 

Customer Influence Value (CIV). Their study on Hokey Pokey, an ice-cream 

company, demonstrated significant growth in sales revenue (40%), social media ROI 

(83%), and brand awareness (49%) through the use of these metrics. 

To measure eWOM, companies can track indicators like likes, shares, 

retweets, reviews, citations, and responses to reviews (Hoffman & Fodor, 2010). 

Despite the importance of eWOM, studies in this area have limitations. Most research 
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is cross-sectional, and longitudinal studies are needed to understand the long-term 

impact of social media on ROI. Additionally, research has predominantly focused on 

platforms like Facebook and Twitter, leaving other social media platforms 

underexplored (Spackman & Larsen, 2017; Yang & Kankanhalli, 2014). Future 

research should also address various product categories, industry types, and the impact 

on company employees (Kumar et al., 2013). Further exploration into intangible ROI 

factors such as brand awareness and customer engagement is also necessary (Hoffman 

& Fodor, 2010). 

Social commerce, a concept that leverages Web 2.0 and social media 

applications, is another growing trend within eWOM. It enhances customer ability to 

review, rate, and recommend products and brands (Algharabat et al., 2020). Social 

commerce has significant implications for business and marketing strategies, 

highlighting the need for further investigation into its role in customer engagement, 

value co-creation, and the influence of reviews (Zhang et al., 2017). Scholars such as 

Lin et al. (2017) have explored two key trends in social commerce: innovation and 

corporate reputation, and online reviews and trust, with a focus on how these trends 

influence consumer behavior and value creation. 

Algharabat (2017) focus on the relationship between social media marketing 

and brand equity, exploring how activities on platforms contribute to brand awareness, 

loyalty, and association. Their studies likely utilize consumer behavior theories or 

brand equity models, with findings highlighting the role of social media in enhancing 

brand value. Ali et al. (2016) investigate social media marketing’s influence across 

industries, emphasizing how engagement metrics can strengthen brand equity. The 

study, using regression analysis, reveals the importance of a strong social media 

presence in enhancing brand value. However, critiques address the sample size 

limitations and the generalizability of findings. Kim and Qu (2018) examine the same 

relationship but focus on Facebook and Trip Advisor. Their findings show that social 

media strategies significantly affect brand equity, though their study's focus on just 

two platforms limits the broader applicability of the results. Despite this, their work 

emphasizes how platforms can boost brand awareness, image, and loyalty. Ismagilova 

et al. (2019) take a quantitative approach, analyzing the impact of social media 

engagement on brand perception and loyalty. Their findings suggest that active 

engagement on social platforms significantly contributes to building brand equity. 

However, some critiques highlight the limited sample size and scope of the platforms 

covered in the study. Jahn and Kunz (2012) explore the effectiveness of social media 

marketing in building brand equity across industries. Using case studies and content 

analysis, they demonstrate the positive impact of social media strategies on brand 

association and awareness, although their findings may be context-dependent and not 

universally applicable. 
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Kamboj et al. (2018) and Kao et al. (2016) also examine social media’s role in 

enhancing brand equity. Both studies highlight the significant influence of social 

media on brand visibility, sentiment, and purchase intent, using various theoretical 

frameworks such as consumer behavior and brand equity models. Their findings 

underscore the importance of engaging content to foster positive brand perceptions. 

Kapoor et al. (2018) focus on quantitative methods such as structural equation 

modeling to analyze social media's role in brand equity, finding that brand equity is 

significantly influenced by social media engagement. Their study provides a deeper 

understanding of the mechanisms behind social media’s contribution to brand loyalty 

and awareness. Agarwal and Nath (2013) and Ahmad & Laroche (2017) explore how 

different dimensions of brand equity, such as awareness and sentiment, are affected 

by social media marketing. The authors employ both qualitative and quantitative 

approaches, concluding that authentic social media engagement is crucial for 

enhancing brand equity, particularly in industries reliant on customer loyalty. 

Alalwan et al. (2017) and Aladwani and Dwivedi (2018) investigate social 

media’s impact on brand equity in various industries, focusing on brand visibility and 

purchase intent. These studies confirm the positive effect of social media strategies on 

brand equity and suggest that customer engagement through digital platforms is 

pivotal for businesses seeking to build strong brands. Gursoy, Chi, and Lu (2021) and 

Lin and Bao (2016) examine the impact of social media marketing on brand equity in 

the hospitality industry. Their findings emphasize the importance of social media 

content in shaping brand perception and customer loyalty, providing valuable insights 

for businesses in the hospitality sector. Chen and Xie (2022) investigate how social 

media marketing influences brand equity across industries, with findings suggesting 

that active social media engagement significantly contributes to consumer perceptions 

and loyalty. Huertas and Mattila (2019) focus on the hospitality industry, showing 

how social media strategies enhance brand equity and customer relationships. 

Overall, these studies collectively demonstrate that social media marketing 

plays a crucial role in building and strengthening brand equity. Whether through 

increased brand awareness, customer engagement, or positive brand sentiment, the 

power of digital platforms is evident in shaping modern brand perceptions and loyalty. 

This study examines the mediating role of trust in the relationship between 

social media marketing and brand equity in the hospitality industry in South-South 

Nigeria. 

 

1.1 Research Hypotheses 
The study tests the following hypotheses in their null forms: 

1. H01: There is no significant effect of perceived usefulness of social media on 

brand equity in the hospitality industry. 
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2. H02: There is no significant effect of perceived ease of use of social media on 

brand equity in the hospitality industry. 

3. H03: There is no significant effect of social media content and reviews on 

brand equity in the hospitality industry. 

4. H04: There is no significant effect of social influence on brand equity in the 

hospitality industry. 

 

1.2 Significance of the Study 
This study will contribute conceptually, empirically, and theoretically to the field of 

hospitality marketing. Conceptually, it provides insight into how SMM dimensions 

impact brand equity, guiding policy development for hospitality operators. 

Empirically, it fills gaps in the existing literature by linking SMM with brand equity 

in Nigeria. Theoretically, the study offers new perspectives on how social media 

marketing can expand brand awareness and loyalty, benefiting both academics and 

industry practitioners. 

 

3. METHOD 

 

A survey research design was employed to collect data from a representative sample 

of hospitality industry customers in South-South Nigeria. A correlational design was 

used to explore the relationships between the independent variables (perceived 

usefulness, perceived ease of use, reviews and content, social influence) and the 

dependent variable (brand equity), with trust as a mediator (Sekaran & Bougie, 2016; 

Creswell & Cresswell, 2018). The population for the study included adult customers 

(18 years and older) who have used social media for researching or booking 

hospitality services in the past six months, with an unknown population size. The 

Cochran formula was used to determine a sample size of 370 respondents. 

A non-probability sampling technique was employed, specifically 

convenience sampling and purposive sampling, to access participants who met 

specific criteria, such as using social media for hospitality services (Sekaran & 

Bougie, 2016). Data was collected through a structured questionnaire adapted from 

validated scales in hospitality and marketing research, ensuring content validity (Hair 

et al., 2019). The instrument measured demographic characteristics, SMM-related 

constructs (perceived usefulness, perceived ease of use, reviews, content, and social 

influence), trust, and brand equity using a 5-point Likert scale. 

The questionnaire was administered online via social media platforms and 

email lists from hospitality businesses in South-South Nigeria. To ensure validity, face 

validity and content validity were assessed by experts, and construct validity was 

evaluated through convergent and discriminant validity tests (Hair et al., 2019). The 

reliability of the instrument was tested using Cronbach’s alpha coefficient, with values 
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above 0.70 deemed acceptable (Hair et al., 2019). Factor analysis and a communality 

test were conducted to confirm the reliability of the items (Hair et al., 2019). For data 

analysis, descriptive statistics were used to summarize demographic data, while 

structural equation modeling (SEM) was employed to test hypotheses regarding the 

direct and indirect effects of SMM on brand equity through trust using JASP software 

(Hair et al., 2019). 

 

4. RESULTS AND DISCUSSION 

 

Out of the initial sample size of 370 respondents determined via Cochran's formula, 

322 which is approximately 83 per cent responses rate were valid and used for 

analysis. Four socio-demographic variables were used in the study and these are: 

gender, age bracket, marital status, and education. Cross tabulation explores the 

relationship between gender and the frequency of visits to hospitality services, 

revealing significant distinctions in visit patterns between male and female 

respondents. The total sample consists of 322 respondents, comprising 100 females 

and 222 males. An examination of the data shows that no female respondent reported 

not visiting hospitality services at all, whereas seven males fell into this category. 

Among those who visit occasionally, 26 females and 78 males were recorded, making 

this the second-largest category overall with 104 respondents. Interestingly, females 

are most concentrated in the “often” category, where 47 females were counted 

compared to only 19 males. This suggests that females are more consistent in their 

mid-range frequency of visits. On the other hand, males dominate the “rarely” 

category, with 85 males compared to 27 females, highlighting that occasional 

engagement is a more prevalent behavior among men. Furthermore, the “very often” 

category shows a sharp contrast: 33 males reported frequent visits, but no females 

were represented here, indicating a gender disparity in high-level engagement with 

hospitality services.  

We also examined respondents’ age brackets and their frequency of visits to 

hospitality services. The total sample includes 322 respondents, distributed across four 

age groups: 20–30 years (81 respondents), 31–40 years (163 respondents), 41–50 

years (47 respondents), and above 50 years (31 respondents). The data reveals notable 

variations in visit patterns among these age groups. The 31–40 years age group is the 

most active, dominating several visit categories. 

The marital status of the respondents is divided into two groups: married and 

single. Our analysis reveals several key insights. The largest group of respondents, 

104 in total, visits occasionally, with a near even split: 51 married and 53 single 

individuals. The data suggests that married individuals have a more diverse range of 

responses, with visits distributed across all the frequency categories. In contrast, 

single respondents tend to fall more within the "occasionally" and "rarely" categories, 
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and notably, no single respondents reported visiting hospitality establishments "very 

often. The crosstabulation of the frequency of respondents' visits to hospitality 

establishments based on their education level.  

The analysis shows a clear pattern indicating that individuals with higher 

education levels (particularly those with HND/BSc and Postgraduate qualifications) 

tend to visit hospitality establishments more frequently. Respondents with HND/BSc 

education are the most prevalent in the "occasionally," "often," and "very often" 

categories, while those with Basic Education are mostly absent from the higher-

frequency categories, suggesting fewer visits to hospitality places. This reinforces the 

conclusion that education level is a significant factor in the frequency of visits to 

hospitality establishments, with those having higher educational attainment tending to 

visit more often. 

To assess discriminant validity and present the results in a more structured 

way, we can create a discriminant validity table that compares the square root of the 

Average Variance Extracted (AVE) for each construct with the correlations between 

constructs. This method ensures that each construct is distinct from others, as the 

square root of the AVE should be higher than the correlation between the constructs. 

Below is an example of how the discriminant validity table would be structured, 

assuming that the square roots of the AVE for each factor are provided: 

 

Discriminant Validity Table 

Construct pusm peusm crsm sism trsm breq 

pusm 0.885      

peusm 0.351 0.860     

crsm 0.488 0.663 0.879    

sism 0.261 0.616 0.497 0.902   

trsm 0.241 0.553 0.389 0.462 0.860  

breq 0.457 0.643 0.562 0.594 0.674 0.863 

Diagonal Values (Square Root of AVE): The values on the diagonal (0.885, 0.860, 

0.879, 0.902, 0.860, 0.863) represent the square roots of the AVE for each construct. 

These values are crucial in discriminant validity analysis because they indicate the 

amount of variance captured by each factor relative to the variance shared with other 

factors. The off-diagonal values (e.g., 0.351 between pusm and peusm, 0.488 between 

pusm and crsm) represent the Pearson correlation coefficients between the constructs. 

These values show how strongly each pair of factors is related. If the correlation is too 

high, it suggests that the two constructs may not be distinct. To confirm discriminant 
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validity, we compare the square root of the AVE for each construct with the 

correlations between that construct and other constructs. The square root of AVE for 

pusm is 0.885, and the highest correlation with another construct (peusm) is 0.351. 

Since 0.885 is greater than 0.351, this suggests discriminant validity. Similarly, the 

square root of AVE for peusm is 0.860, and the highest correlation (crsm) is 0.663, 

which is lower than the square root of AVE, confirming discriminant validity. Since 

all the square roots of the AVE are greater than the corresponding correlations 

between constructs, this confirms that the factors are distinct and the discriminant 

validity holds. 

 

4.1 Hypotheses Testing and Mediation Analysis  
The hypotheses testing and mediation analysis sub-section evaluates the proposed 

relationships between variables and determines whether the data supports the study's 

theoretical framework. Hypotheses are tested using statistical techniques such as 

regression analysis and structural equation modeling (SEM), ensuring the significance 

of direct and indirect effects. Mediation analysis examines the role of mediators in 

influencing dependent variables, revealing underlying mechanisms. The findings 

validate or refute the study’s assumptions, contributing to theoretical and practical 

insights. 

 

Parameter estimates 

         Estimate  Std. Error  z-value  p  Lower  Upper  

pusm   →   breq   0.240   0.048   4.983   < .001   0.145   0.334   

peusm   →   breq   0.152   0.057   2.681   0.007   0.041   0.264   

crsm   →   breq   0.104   0.045   2.324   0.020   0.016   0.191   

sism   →   breq   0.185   0.047   3.957   < .001   0.094   0.277   

 

Note.  Robust standard errors, robust confidence intervals, ML estimator.  

 

The results of the parameter estimates, including direct, indirect, and total effects, as 

well as the R-squared values, were analysed to validate the research hypotheses. The 

findings confirm significant direct effects of perceived usefulness, perceived ease of 

use, social media contents and reviews, and social influence on brand equity. 

However, the mediation effects of trust vary, being significant only for the 

relationships involving perceived ease of use and social influence. These results 

underscore the critical roles of social media dimensions and trust in enhancing brand 

equity within the hospitality industry in South-South, Nigeria. This study explored the 

relationships between various dimensions of social media marketing (SMM), trust, 

and brand equity in the hospitality industry in South-South Nigeria. The findings 
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highlight the importance of trust in shaping brand equity, emphasizing its significant 

role across several social media marketing dimensions. 

1. Perceived Usefulness of Social media and Brand Equity: The results 

confirm that perceived usefulness of social media positively impacts brand 

equity. This aligns with Kim and Ko (2012), who noted that social media’s 

utility helps businesses meet customer needs, enhancing satisfaction and brand 

perception. In the hospitality industry, platforms like Facebook, Instagram, 

and YouTube allow easy access to information and services, which strengthens 

brand equity. This finding supports the Technology Acceptance Model (TAM), 

which suggests perceived usefulness drives technology adoption. 
 

2. Perceived Ease of Use and Brand Equity: Perceived ease of use was 

identified as a significant determinant of brand equity. This is consistent with 

Cho and Sagynov (2015) and Tsao (2013), who found that user-friendly 

platforms encourage repeat interactions and foster positive perceptions. The 

simplicity of interacting with platforms like Instagram and Facebook increases 

customer satisfaction, leading to stronger brand equity. Wardati and 

Mahendrawwathi (2019) also support this, highlighting that ease of navigation 

enhances brand loyalty. 
 

3. Social Media Content and Reviews' Influence on Brand Equity: Social 

media content and reviews were found to significantly influence brand equity. 

User-generated content (UGC) and peer reviews on platforms like TripAdvisor 

and Yelp enhance brand awareness, trust, and perceived quality. Positive 

reviews, as forms of electronic word-of-mouth (e-WOM), are essential in 

influencing consumer decisions in hospitality, supporting the work of 

Ismagilova et al. (2017) and Kumar and Mirchandani (2012). 
 

4. Social Influence on Brand Equity: Social influence was found to 

significantly affect brand equity, consistent with Tian and Lin (2015) and Hertz 

et al. (2016). Social media platforms enable peer validation through likes, 

shares, and comments, shaping consumer perceptions. Influencer 

endorsements play a pivotal role in boosting brand visibility and credibility, 

which is supported by the Social Network Theory (SNT). 

 

5.   CONCLUSION AND RECOMMENDATIONS 

 

The study concluded that social media marketing significantly influences brand equity 

in the hospitality industry in South-South Nigeria. Perceived usefulness, ease of use, 

quality content, and social influence all enhance brand equity. The study highlights 

the importance of engaging content and peer recommendations via social media 
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platforms in fostering brand loyalty and enhancing consumer perceptions of a brand. 

However, the dynamic nature of social media and the challenges related to managing 

negative feedback, brand consistency, and evolving trends present hurdles that 

businesses must address. Proactive social media engagement strategies, including 

influencer partnerships and user-generated content, are essential to sustaining brand 

equity in this digital era.  

Based on the findings, the following recommendations are made: 

i. Enhance Perceived Usefulness: Hospitality businesses should focus on 

providing valuable and interactive content, such as promotions, updates, and 

virtual experiences, to improve the perceived usefulness of their social media 

presence. 

ii. Improve Ease of Use: Ensure that social media platforms are user-friendly and 

mobile-compatible, simplifying customer interactions and improving overall 

customer experience. 

iii. Leverage Content and Reviews: Encourage customers to share positive 

experiences on social media. Capitalize on Social Influence: Partner with 

influencers and satisfied customers to amplify the brand’s presence and 

enhance credibility. Peer recommendations through loyalty programs can 

further strengthen brand equity.  

iv. Adopt Analytical Tools: Use advanced analytics tools to track engagement, 

measure success, and tailor strategies to customer preferences for more 

effective campaigns. Train Employees: Equip employees with skills to 

effectively manage social media campaigns and customer engagement, 

ensuring consistency and alignment with business goals. Monitor Trends: 

Continuously adapt to emerging social media trends to maintain brand 

relevance and competitive advantage. 
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