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Abstract

The rising power of social media has changed the way in which destinations and the tourism businesses market the travel
experiences and digital platforms become an invaluable tool to reach and reach the contemporary travellers. The paper
analyses the most vital issues that determine the effectiveness of social media marketing (SMM) initiatives in promoting
travel through the synthesis of both qualitative and quantitative research approaches. Based on the interviews and analysis
of successful campaigns, 250 individuals surveyed are social media users, the study participants would share the
determinants that influence campaign performance. The results of the regression indicate that content quality and visual
appeal are significant boosters to the SMM performance, but the visual appeal is the strongest among the results. The choice
of platforms and optimization contributes greatly to the ambient interaction, whereas the impressions of influencer
marketing and user-generated content have a positive influence on trust and travel intention influencer marketing the most.
Moreover, the number of likes, comments, shares, and views are the audience engagement metrics demonstrating a strong
correlation with the success of the entire campaign. The results demonstrate the multidimensional character of the social
media performance influenced by the strategic, technological and behavioural aspects. This research offers practical
recommendations to tourism marketers, destination management organisations and travel businesses that want to develop
data-driven, engaging, and high-impact social media marketing campaigns that successfully change traveller behaviour.

Keywords: Social media marketing, travel promotion, content quality, visual appeal, platform optimization, influencer
marketing, user-generated content.

Introduction

Information creation, sharing, and consumption has substantially changed due to the rapid advancement of digital
communication technologies that have occurred in the last decade [1]. In this changing environment, the social media has
become one of the most powerful and volatile platforms of communication, transforming the organizational marketing
tactics in all sectors [2]. One of the most popular areas to be affected by the extensive use of social media is the travel and
tourism industry, since the industry is predisposed to visual representation, narrative descriptions, and aspirational messages
[3, 4]. Destinations, tourism boards, travel agencies, hotels, airlines and other stakeholders are becoming more aware of
the fact that social media is not only a tool to promote, but it forms a vital ecosystem in which future travellers learn about,
judge and often emotionally engage with the travel products. Consequently, the use of social media marketing (SMM) has
become part of the global travel promotion campaigns [5-10].

New social media Instagram, Facebook, TikTok, YouTube and X (previously Twitter) have significantly transformed the
tourism marketing environment by providing interactive, community-based, and highly visual communication [11-13]. The
current-day traveler is bombarded with an ever-flow of travel stories, visuals, videos, and user experiences being filtered
by both the professional travel agencies and other travelers [14, 15]. Through this democratisation of content creation,
destination marketers have been able to access effective modes of storytelling and experiential promotion that were hitherto
curtailed by the rules of the traditional media. The images of the cleanest beaches, the air shots of mountain routes, the
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immersive video of cultural parties, and the emotional testimonies of the unusual experience of local people affect the
minds of millions of prospective travelers every day. Social media therefore serves as a very important touch point in the
inspirations-planning-decision-making continuum of travel behavior.

Simultaneously, the fast development and the availability of social media have enhanced competition between the
destinations and tourism enterprises [16]. An unlimited number of destinations and travel brands compete to capture the
attention of the audience, and the capacity to create high-performing SMM campaigns to compete against each other has
turned into a determinant of the competitive differentiation [17]. Nevertheless, the effectiveness of SMM initiatives is quite
diverse even in the context of the growing amount of investments in their promotion. There are also those campaigns that
become viral, which have created adequate awareness and quantifiable growth in tourists foot traffic whereas others cannot
attract the attention or convert the attention to actual traveling. This inconsistency is also significant in that it questions
what the real driving forces of success of social media marketing efforts in the travel sphere are [18].

These factors should be understood since social media marketing does not just rely on the results of frequent posting and
visually pleasing posts. The success of SMM campaigns is determined by various factors that have a mutual dependence,
such as the strategic decisions made by marketers, the technological capabilities of sites, the psychological aspects involved
in motivating consumers, and changes in trends of digital communications [19]. The quality of content and authenticity of
the narrative used, the credibility of the influencer, personalization, platform optimization, user-generated content (UGC)
and connection plans have significant contributions to the reach, resonance, and conversion prospects of campaigns related
to traveling. Also, data-driven targeting, algorithmic changes, and analytics tools also contribute to the ways audiences are
exposed to and engage with travel content [20]. Theoretically, there are a number of existing models that are used to explain
the effectiveness of social media in travel promotion [21]. One example is the Technology Acceptance Model (TAM),
which focuses on the effect of perceived usefulness and ease of use on the readiness of travelers to consume content on
social media. In the meantime, the Stimulus -Organism -Response (SOR) model offers the understanding of the interaction
of the visual content and emotional stories with internal cognitive and affective conditions influencing the attitudes of
travelers and their behavior intentions [22]. The theory of destination image highlights the significance of curated and user-
created photographs in creating positive impressions of a place whereas the consumer engagement theory highlights the
importance of interactive functionality such as likes, comments, and sharing, live chat in increasing the visibility of a
campaign through platform algorithms [23]. Collectively, these frameworks demonstrate that the success of social media
marketing in tourism is multidimensional and has been acquired due to the influence of both technological and human
factors [24].

The recent tendencies also prove the increased significance of social media in terms of travel promotion. The emergence
of micro-influencers, the surge of short content in the form of videos, and the growing importance of peer-to-peer
recommendation suggest a transition to the idea of authenticity and relatability. Not only have travelers become more of a
consumer of information, they are actively pursuing reviews, travel vlogs, personal experiences, and behind the scenes
peeks of the destination that create a sense of trust and perceived reduced risk when making travel choices. UGC is
especially effective, as research always indicates that potential travelers will rely on the content of fellow users more than
promotional campaigns. Consequently, tourism organizations are turning to UGC more often in their SMM approach,
organizing hashtags, publishing images of travelers, and motivating stories to improve interaction [25]. In addition to that,
data analytics and artificial intelligence have increased the opportunities of customized travel promotion. Now, marketers
have the ability to monitor user behavior, gauge engagement metrics and target site content to demographic and
psychographic segments. This precision can be used to make communication more relevant and target-oriented, which adds
to a higher possibility of turning interest into bookings. Nonetheless, the successful application of analytics is subject to
digital literacy and strategic thinking, not all tourism organizations have the same level of them. Smaller destinations and
local tourism companies tend not to compete with major global brands that possess enormous resources to promote with
data [26]. Even though the impact of social media in promoting travel is undeniable, there is still a lot of gaps in research.
Although individual factors are considered, including the influencer marketing or the destination image building, there is
little in-depth analysis of the factors that interplay to form the overall performance of SMM initiatives. The travel business
is special since its products are intangible, experiential, high involvement and thus, social media was a particularly potent
yet complicated tool [27]. It is thus important to know the interaction of various elements such as the quality of content,
the platform chosen, and the engagement tactics, as well as the psychology of the audience, and branding and trust
mechanisms to come up with effective marketing policies and practices [28].
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The proposed study will fill this gap by syntactically reviewing the major determinants which affect the effectiveness of
social media marketing campaigns on promoting travel. Comprising the knowledge on the academic literature, industry
reports, and the current digital marketing trends, the study offers a thorough comprehension of the strategic, technological,
and behavioral dynamics that contribute to the achievement of the successful social media in promoting traveling [29]. The
results can be of great help to destination marketing organizations (DMOs), tourism boards, travel agencies and businesses
that aim at increasing their visibility on digital platforms, improving their interaction with the audience, and eventually
increasing their visitor numbers [30].

The skill of creating viable social media marketing plans has never been more significant with the competitive tourism
environment in the global market where digital presence usually determines the initial contact point between destinations
and tourists. This study therefore makes a contribution to the academic and practical application through the identification
of the fundamental factors that constitute a high-performing social media campaign within the travel industry. The resulting
insights can enable the tourism stakeholders to design more persuasive, data-based and user-focused marketing campaigns
which resonate with the contemporary travellers and promote the development of sustainable tourism.

This study therefore contributes to both academic and practical knowledge by identifying the essential elements that define
a high-performing social media campaign in the tourism sector. Accordingly, the present study the researcher aims to
achieve the following objective “to examine the critical determinants that shape the effectiveness of social media marketing
initiatives for tourism promotion.”

Literature Review

Hussain et al. (2025) investigated the role of the perceptions of social media influencers (SMls) in influencing the
sustainability inspiration, engagement in sustainable travel behaviours and intentions of the travellers. They sampled 242
Chinese tourists based on the purposive sampling that viewed the travel-related SMI content on BiliBili, Douyin, WeChat,
and Weibo. Structural Equation Modelling revealed that perceived SMI affect positively the sustainability inspiration,
involvement, and sustainable behaviour. The paper has also determined the mediating functions of sustainability motivation
and engagement. The research, using the theory of persuasion and the S-O-R model, offered substantial information to the
policy-makers and marketers of the tourism industry interested in promoting sustainable tourism.

Afren et al. (2024) investigated the influence that digital marketing (particularly social media) had on tourism businesses.
Based on scholarly sources, industry publications, governmental resources, and online information, the researchers
discovered that digital marketing was a powerful stimulator of tourists interest as well as an influence on traveling choices.
Social media networks had changed the way travellers searched, planned and booked their travel with most of them
depending on user-generated content and videos. Reports by the government also showed that, internet usage had a major
effect on travel behaviour. The results have shown that online resources enhanced the involvement and motivated the
decision to travel. In sum, the research gave meaningful information to tourism businesses on the changing nature of
consumer behaviour as a result of digital marketing.

Jodi et al. (2024) sought to establish the effectiveness of the use of social media as a promotional media by travel agents.
The researchers applied the qualitative, descriptive, non-experimental approach where they gathered data via interviews
and observations. It was found that despite the fact that travel agencies still had accounts on social media, they were not
properly engaged with their customers, which indicates that more engaging material and a better communication strategy
should be implemented. The research indicated the significance of engaging posts and innovative storytelling in order to
increase the user engagement. It also pointed out the need to have systematic monitoring and analytics to measure
performance and improve the digital marketing strategies to achieve improved promotional results.

Abbasi et al. (2024) contributed to the scanty knowledge of the social media-based brand equity in destination branding.
Based on the data of the visitors to Gilgit-Baltistan and the analysis results of the WarpPLS 7.0, the researchers identified
that the communication created by organizations and tourists on the social media influenced destination brand awareness
in different ways. They also found out that brand awareness had any effect on perceived image dimensions which indirectly
affected perceived quality. The perceived quality is a positive influence on the satisfaction and finally leading to the loyalty.
The paper also provided valuable insights to destination marketers and indicated future directions of research in online
destination marketing.
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Al-Dmour et al. (2023) examined how various social media marketing aspects, including beneficial promotions, relevant
content, popular content, and existence on multiple platforms, influence brand loyalty in Jordan tourism office marketing.
After surveying 350 social media followers, the researchers discovered that all the social media marketing elements had a
significant positive impact on brand loyalty with customer satisfaction being one of the major mediators. All the factors
reinforced the loyalty due to the engagement and sense of value. Being the first research to explore such a connection in
Jordan, it served as a gap in the research in the region and formed a useful reference to travel businesses wanting to enhance
their customer satisfaction and generate a stable customer base.

Kilipiri et al. (2023) examined how Instagram travel influencers impact travellers in selecting sustainable destinations,
whether there is an increase in this effect with geo-location data. The researchers analysed posts by 10 macro-influencers
and 30 sustainable destinations of 2017-2019, applying mixed methods, such as hierarchical and panel data analysis.
Findings indicated that influencers had a positive effect on the choice of sustainable destinations. Nonetheless, geo-location
tagging did not create any major impact on the intentions of travellers to visit such destinations. The research increased the
knowledge of the role of influencers to facilitate sustainable tourism and provided gaps in the research on the effectiveness
of digital communication in the context of sustainability.

Liu et al. (2023) examined the influence of social media marketing activities (SMMAs) on the travel behaviour of the
Generation Z. In a comparative study against older generations, the authors of the research established that Gen Z was
more sensitive to SMMA features including entertainment, trendiness, interaction, and word-of-mouth. The Gen Z
travellers also showed readiness to sustain high prices. Gender differences were revealed, where females were more
affected by customization and word-of-mouth and the males were more affected by the entertainment. The results informed
the knowledge on the generational disparities in social media leverage and they presented feasible suggestions on the
development of specific SMMA tactics.

Arica et al. (2022) investigated the variables that affected the readiness of tourists to share their experience of visiting the
destination using social media. Based on the data on 1,280 American travellers, which was analysed with the help of PLS-
SEM, the researchers determined that non-participant sharing had a positive impact on the actual posting. The negative
influence on the sharing behaviour was based on environmental, relational, and security concerns, and the positive
motivation on content creation came out of altruism, fulfilment, and self-actualization. The analysis found that content
perceived as honest and truthful on social media by the travellers was appreciated, and they shared it more. These results
indicated that tourism enterprises need to remove as much as possible obstacles to sharing and create an environment of
promotion of authentic user-created content.

Jaya et al. (2022) quantified the effect of social media influencers, destination image, and brand image on the purchase
intention of tourists visiting Bratan Lake, Bali. The study used 179 responses that had been analysed by use of PLS-SEM
and the study revealed that all three variables enhanced the purchase intention. The greatest impact was on brand image,
which implies that tourists were strongly dependent on the expectations in terms of quality, reliability, and previous
performance. This implied that management of the destinations should intensify brand attributes and use influencer
endorsements to the fullest to satisfy visitor expectations. The results demonstrated that brand consistency should be
improved to be visited again.

Han et al. (2022) investigated the impact of source credibility of social media influencers on the Millennials and travel
intentions. The study made use of 212 valid responses, where the credibility of the sources enhanced the user attitudes,
which, in turn, boosted the intention to visit the destinations offered in promotion. These relationships were mediated by
influencer-following behaviour in which followers showed more attitudinal and behavioural reactions compared to non-
followers. The research paper has generalized the theory of source credibility in tourism and used self-determination theory
to describe different user reactions, which give significant information on the development of influencer-based destination
marketing campaigns.

Trawnih et al. (2021) studied the variables that affected the adoption of social media by SMEs in Jordan during the COVID-
19 pandemic. Based on the TOE framework and TAM, and evaluating data collected on 250 SMEs in Irbid, the researchers
discovered that technological, organizational and environmental aspects had a significant influence on adoption. Most
predictors were the strongest environmental factors which were the need of digital tools in the crisis. The research showed
the role of social media in aiding customer communication, maintaining operations, and survival of the business. Its results
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were of valuable recommendations to SME managers who wish to improve their digital capacities and increase the use of
social media technologies.

Table 1: Comparison Table of Reviewed Studies

decision-making.

documents, and platforms.

Study Purpose Methodology Key Findings

Hussain et | To examine how SMIs influence | Purposive sampling; SEM | SMIs positively shaped

al. (2025) sustainability inspiration, | on 242 Chinese tourists | sustainability inspiration,
involvement, and sustainable | exposed to SMI travel | involvement, and behaviour;
behaviour, including mediation | content. mediating variables were
effects. significant.

Afren et al. | To explore how digital marketing | Literature review of | Digital marketing strongly

(2024) and social media influence | academic studies, industry | influenced travel interest,
tourism businesses and traveller | reports, government | planning, and booking; social

media became central to tourism
decisions.

Jodi et al. | To assess how travel agents use | Qualitative study; | Engagement levels were low
(2024) social media as a promotional tool. | interviews and observation | despite platform usage; content
of travel agents. quality and strategy needed
improvement.

Abbasi et al. | To test a model linking social | WarpPLS modelling using | Different social media
(2024) media communication to | tourist data from Gilgit- | communication types affected
destination brand equity, | Baltistan. brand awareness and image;

satisfaction, and loyalty. perceived quality boosted

satisfaction and loyalty.

Al-Dmour et
al. (2023)

To examine how social media
marketing affects brand loyalty
satisfaction in

via customer

tourism offices.

Survey of 350 followers;
SEM analysis.

All SM  marketing factors
improved loyalty; satisfaction was
a major mediator.

Kilipiri et al.
(2023)

To study Instagram influencers’
shaping opinions of
sustainable destinations and the
effect of geolocation tagging.

role in

Mixed methods; panel data,
SPSS, regression across 30
destinations.

Influencers positively affected
sustainable destination selection;
geolocation data had no significant

effect.

(2022)

to share travel experiences on
social media.

American travellers.

Liu et al. | To analyse the effects of SMMAs | Comparative generational | Gen Z was highly responsive to

(2023) on Gen Z travel behaviour | analysis. SMMAs; notable gender
compared with other generations. differences in influence patterns.

Arica et al. | To identify what motivates tourists | PLS-SEM on 1,280 | Altruism and fulfilment

encouraged sharing; security and
environmental concerns reduced
sharing.

Jaya et al
(2022)

To measure the influence of SMIs,

destination image, and brand
image on tourist purchase
intention.

PLS-SEM on
international tourists.

179

All predictors significantly
increased purchase intention;
brand image had the strongest
effect.
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Han et al. | To examine how influencer | SEM  and  hierarchical | Credibility improved attitudes and

(2022) credibility  shapes Millennial | regression on 212 | visitation intentions; effects were
attitudes and travel intentions, | responses. stronger among followers.
with moderation by influencer-
following.

Trawnih et | To explore factors affecting SME | Survey of 250 SMEs; TOE | All factors significantly predicted

al. (2021) adoption of social media during | and TAM frameworks. social media adoption;
COVID-19. environmental context was most
influential.

3.Research Methodology
3.1. Research Design

The research design used in this study is mixed-method research design, a combination of qualitative and quantitative
research methods that will be used to analyse the factors affecting the performance of social media marketing (SMM)
initiatives to promote travel activities in details. The qualitative element allows the profound exploration of the contents
strategies, the user interaction behaviors, and the industry attitudes through the interviews carried out with the tourism
professionals and the content analysis of the effective traveling promotional campaigns. Simultaneously, the quantitative
aspect provides objective data on the influence of such specific variables as the quality of content, the choice of the
platform, or the level of engagement on the success of SMM initiatives. The combination of the two methods will guarantee
the research a comprehensive picture of the phenomenon, cross-test results and increase reliability, which will lead to the
more competent analysis of the processes defining social media performance in travel industry.

3.2. Hypotheses

H1: The quality of content and appeals play a significant and positive role in the performance of social media marketing
activities in travel promotion.

H2: The choice and optimization of the platform is significantly important in terms of the audience and the reach of the
campaign.

H3: Influencer marketing and user generated content have substantial positive effects in terms of audience trust and travel
intention.

H4: The measures of audience engagement (likes, comments, shares, views) are related to the general SMM campaign
performance.

3.3. Variables of the Study

This research includes some of the most important variables that aid in quantitative investigation. Content quality and
visual appeal, platform choice, credibility of the influencer, user-generated content, personalization strategy, analytics and
targeting, the presence of trust, and interactivity are the independent variables. The dependent variable is the effectiveness
of social media marketing campaigns to promote the travel, which is evaluated based on the indicators of engagement rates,
reach, impressions, conversions, and stated travel intention. The control variables are the type of destination, demographic
of the audience, campaign budget, and frequency of posting, because they may affect the campaign performance, and thus
needs to be considered in the analysis.

3.4. Research Approach

The study utilizes a two-methodology. The qualitative part will entail semi-structured interviews with tourism marketers,
destination marketing organizations (DMOs), travel influencers, and digital marketing specialists to elicit professional
opinion of campaign strategies and performance determinants. It also involves the content analysis of national and
international travel campaigns in order to determine the general patterns of success. A quantitative method is that a
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structured questionnaire will be offered to social media users that follow travel pages so that the perceptions and reactions
to the SMM content would be measured. Also, the quantitative data is enriched with measures gained by means of social
media analytical tools like Facebook Insights, Instagram analytics, and YouTube Studio.

3.5. Population and Sampling

The research sample will include tourism marketers, destination marketing practitioners, travel agencies, destination
boards, influencers, and content creators and the general users of social media who consume travel content. The purposive
approach sampling technique also is applied to select expert professionals within the industry to conduct qualitative
interviews, making sure that only applicants with pertinent experience in the profession are included. In quantitative data,
simple random sampling method is used to sample the users of social media giving a good representation of the various
types of audiences. The recommended sample will consist of 200-300 social media users, 20-25 industry professionals, and
around 10 successful campaigns case studies. The sample size can be varied to the final number according to the response
rates and accessibility.

3.6. Data Collection Methods

The study data is collected using primary and secondary data. Primary data collection will be conducted using online
questionnaires via the use of Google Forms, conducting an interview in different forms: by phone, video or email, and
conducting an observational analysis of the activity indicators of the chosen travel campaigns. Secondary data involves
academic literature, marketing and tourism research reports, social media performance reports, and publications of tourism
authorities. Such types of data add contextual, historical, and empirical basis that is required to underpin the analysis.

3.7. Research Instruments

The tools to be applied in this study are a structured questionnaire and an interview guide. The survey will include
demographic questions and a set of Likert questions, which will assess the perception of users on different elements of
SMM including content quality, engagement, trust, personalization and platform efficiency. The interview guide will
incorporate open ended questions that will discuss approaches employed in travel promotion, what makes successful
campaigns, and obstacles facing tourism marketers. In order to analyze the data, statistical software, including SPSS, social
media insights dashboards, and Google Analytics, are used to analyze and interpret quantitative data.

3.8. Data Analysis Techniques

A quantitative and qualitative data analysis are combined in the study. The quantitative analysis implies the use of
descriptive statistics which summarize the responses, reliability analysis which is a measure of Cronbach alpha and factors
analysis which determines the key influencing constructs, correlation analysis which identifies the relationships between
variables and regression analysis which tests the hypothesis. In the suitable cases, Structural Equation Modeling (SEM)
can be utilized to test complex interrelationships between two or more variables. Qualitative data on the other hand is
analyzed by using thematic analysis to determine the recurring themes in interview responses and content analysis to see
the pattern in successful travel campaigns. Coding and categorization are used to be sure that the data is interpreted
systematically.

Results & Discussion

The study outcomes can be very useful in detailing the demographic nature of the respondents and the statistical
associations among the main variables which determine the effectiveness of social media marketing campaign in promoting
travel. There were 250 participants involved in the dataset which was a varied blend of age, sex and educational
backgrounds. The analysis identified the frequency with which the respondents frequent social media to do travelling and
also provided an idea about the patterns of engagement. Moreover, a regression analysis was done to evaluate the four
hypotheses proposed, investigating the impact of the content quality, visual appeal, platform strategies, influencer-related
factors, and the audience engagement metrics on performance of the entire campaign. The results show that all the proposed
hypothesized variables are strong, significant and positive thus demonstrating the multidimensional nature of social media
effectiveness in the tourism industry.
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Table 2: Age-wise Distribution of Respondents

Age Frequency Percent
18-25 56 22.4
26-35 42 16.8
36-45 51 20.4
46-55 62 24.8
56+ 39 15.6
Total 250 100.0

The respondents have been evenly represented across various age groups. The highest percentage is the 4655 age bracket
that takes up 24.8 percent of the sample followed by the age bracket of 1825 (22.4) and that of 3645 (20.4). The age range
of 2635 represents 16.8 with the highest age of 56 and above representing the smallest percentage of 15.6. Altogether, the
information shows that, all the significant adult ages are equally represented in the study with a small predominance of the
middle-aged participants. The sample size that will be used in the analysis is 250 respondents.

24.80%
22.40%
20.40%
16.80%
| 15.60%
18-25 26-35 36-45 46-55 56+

Figure 1: Age-wise Distribution of Respondents

Table 3: Gender-wise Distribution of Respondents

Gender Frequency Percent
Female 164 65.6
Male 86 34.4
Total 250 100.0

The gender bias of the respondents shows that males are a considerably lower representation of the sample. Among the 250
participants, 164 are female making up 65.6 of the respondents whereas 86 are male and this makes 34.4. This indicates
that the female respondents constitute almost two thirds of the sample and indicates that the female respondents either
participated or were represented more in the study than the male respondents. On the whole, the dataset can be considered
a gendered sample, where most of the participants were females.
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B Female M Male

Figure 2: Gender-wise Distribution of Respondents

Table 4: Educational Qualification of Respondents

Education Frequency Percent
Bachelor’s 42 16.8
Diploma/Certificate 48 19.2
Master’s 37 14.8
Other 50 20.0
Professional degree 35 14.0
Secondary 38 15.2
Total 250 100.0

The respondent education profile presents a wide range of qualifications, which implies representation of a wide range of
academic backgrounds. The highest category is the Other which comprises 20.0 percent of the sample then those with
Diploma/Certificate courses which is 19.2 percent. The level of 16.8% and 15.2% are composed of the respondents with a
Bachelor degree and secondary education respectively. Masters have a percentage of 14.8 and 14.0% have a professional
degree. On the whole, it can be assumed that in the distribution, there were representatives with different levels of education,
which will provide a balanced representation of educational levels among the 250 respondents.

19.20% 20.00%
16.80%
14.80% | 14.00% 15.20%
A (] 19 X < A
N X X < )
&° & % & & &
& ® > &
® XC .\o,;@ g
\0(0 ‘@éj
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Figure 4: Educational Qualification of Respondents
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Table 5: Frequency of Social Media Use for Travel Among Respondents

Social Media Use for Travel Frequency Percent

Daily 45 18
Several times per week 47 18.8
Once a week 47 18.8
Rarely 59 23.6
Never 52 20.8
Total 250 100

The respondents have different levels of involvement in terms of their social media usage in regard to travel. The largest
category is a remarkable 23.6, who travel related purposes are only rarely used on social media. It is succeeded by 20.8
percent who said they did not use social media to obtain any information relating to travelling. In the meantime, 18.8 per
cent of respondents visit social media once a week for travel and the same percentage (18.8) use it a few times a week. The
number of people who use social media to travel on a daily basis is only 18%. In general, the results indicate that although
some of the respondents are active social media users in terms of traveling, most of them do the same on a very rare or no

basis.

18.00%

Daily

18.80% 18.80%

Several times Once a week

per week

23.60%

Rarely

20.80%

Figure 5: Social Media Use Frequency for Travel

Table 6: Regression Results for Hypothesis Testing

Never

Hypothesis Dependent Predictors B SE Beta t Sig.
Variable

H1: Content quality and | PER (Constant) -0.107 | 0.185 — -0.576 .565

visual appeal significantly and

positively influence the

performance of social media

marketing initiatives  for

travel promotion.
CQ 0.307 0.024 0.311 12.912 .000
VA 0.704 0.024 0.702 29.139 .000
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H2: Platform selection and | AEM (Constant) 0.095 0.174 — 0.543 .588
optimization have a
meaningful effect on audience
engagement and campaign
reach.
PS 0.224 0.016 0.245 13.923 .000
PO 0.788 0.018 0.783 44.426 .000
H3: Influencer marketing and | PER (Constant) 0.790 0.433 — 1.826 .069
user-generated content
significantly enhance
audience trust and increase
travel intention.
M 0.175 0.042 0.181 4.165 .000
UGC 0.778 0.045 0.749 17.253 .000
H4: Audience engagement | PER (Constant) 2.512 0.583 — 4.307 .000
metrics (likes, comments,
shares, views) are strongly
associated with overall SMM
campaign performance.
AEM 0.767 0.039 0.782 19.739 .000

Regression findings on each of the four hypotheses depict that there are good and statistically significant connections
between the predictors and their corresponding dependent variables. In the case of H1, content quality (CQ) and visual
appeal (VA) have positive and significant effects on social media marketing performance (PER), but VA ( = 0.702, p <
.001) will be a better predictor than CQ (= 0.311, p <.001). Platform selection (PS) and platform optimization (PO) show
that their level of impact on audience engagement metrics (AEM) is significant in H2, with a stronger contribution of PO
(=0.783, p =.001) than PS ( = 0.245, p =.001). In the case of H3, both influencer marketing (IM) and user-generated
content (UGC) have positive effects on performance (PER) but the effect of UGC ( = 0.749) is robust compared to the
effect of IM ( = 0.181). Lastly, H4 shows that the audience engagement metrics (AEM) are strongly and significantly
positively correlated with the overall campaign performance (PER) and thus has a high beta value (=0.782, p <.001). On
the whole, the significance of all predictors in all hypotheses is very high, which proves the importance of content quality,
visual appeal, platforms strategies, and influencer-related, as well as engaging metrics, as drivers of social media marketing
effectiveness in promoting the promotion of traveling.

Discussion

The results of this research are used to point out the very crucial things that dictate the success of social media marketing
programs in the travel industry. The findings affirm that the visual attractiveness and quality content are the key elements
of campaign performance. Visual appeal was the most influential among them, as it is necessary to focus on the fact that
the audience of the travel business is the most responsive to the stunning visuals, engaging images and aesthetically edited
posts. This is in line with nature of tourism whose decision making processes are greatly influenced by visual imagination
and emotional attachment. Issues of platform also came out as key determinants. Platform optimization alone had a great
influence on engagement as compared to platform selection, which implies that merely selecting a platform is not sufficient;
marketers should learn how to work with algorithms, the form of posting, and the best time to ensure maximum reach and
interaction. This confirms the value of being a strategic digital tourist marketer. The research also depicts that influencer
marketing and user-generated content also affect the trust and travel intention positively. User-created content more
specifically was found to be a more effective engine than influencer content, which implies that travellers offer more weight
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to authentic experiences that are described by ordinary users than to managed endorsements. This highlights the increased
significance of authenticity in the promotion of travel. Last but not least, metrics of audience engagement proved to be
highly correlated with the total performance and proved that liked, commenting, sharing, and viewing are not the measures
but the tools that can contribute to the success of the campaign. Increased interaction enhances exposure, drives algorithmic
marketing, and advances the chances of affecting the decisions to travel. On the whole, the research shows that successful
social media marketing of travel presupposes the balance of attractive content, powerful platform strategies, genuine user
content, and engagement of the audience.

Conclusion

This study contains a detailed analysis of the issues which shape the performance of the social media marketing campaigns
in promotion of the travel products. The findings prove that a strategic content development, platform optimization,
involvement of influencers, and audience engagement is a combination that creates effective travel marketing on social
platforms. Visual appeal and platform optimization were the strongest predictors of campaign performance compared to all
others and reveal the significance of innovative delivery and tactical internet implementation. The power of user-generated
content was also discovered to be very powerful, which supported the significance of authenticity and peer-generated
storytelling in influencing the perception and intentions of travellers. The paper also establishes the fact that engagement
metrics, including likes, comments, shares, and views, are paramount in enhancing campaign reach and campaign
effectiveness. These conclusions indicate that effective travel promotion cannot be achieved without generating appealing
content as well as promoting interactive and community-based communication. The study on the whole highlights that
tourism social media marketing is a complex process which is based on creativity, technical know-how and the trust of the
audience. These factors, when taken into account, would enable tourism enterprises and destination marketers to develop
more effective, experience-driven, and compelling social media strategies, which would be effective in motivating travel
behaviour and reinforce destination visibility.
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