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Abstract: The substantial influence of social media advertising on consumer behavior in the hotel sector is
examined in this study. The research shows how visually appealing material and user-generated reviews on
social media sites like Facebook and Instagram improve brand trust and have an impact on consumer
decisions. It draws attention to how tailored experiences that resonate with customers and build a sense of
community and loyalty may be created through targeted advertising. The results highlight how important it is
for hospitality companies to have strong social media strategy if they want to draw in and keep clients in a
cutthroat industry and eventually improve reservations and brand loyalty

|. INTRODUCTION

Social media has rapidly transformed the hospitality industry in India, becoming a crucial tool for
engagement and marketing through digital channels. This study explores the influence of social media on
Indian consumer behavior within the hospitality sector, emphasizing how consumers interact with brands,
make decisions, and form opinions. Platforms such as Instagram, Facebook, and YouTube have provided
consumers with direct access to reviews, ratings, and user-generated content, which significantly impacts their
decision-making processes. Prior research indicates that social media serves as a critical medium for building
brand trust, especially through user-generated content.

This study expands upon existing literature to develop a framework for understanding the role of social media
in shaping consumer behavior in India’s hotel industry. In today's digital landscape, social media has emerged
as a powerful marketing tool for hospitality firms. Platforms like Instagram, Facebook, and TikTok engage
billions of users daily, offering unprecedented opportunities for businesses to attract new customers.

Social media advertising allows hospitality companies to display their offerings in visually appealing ways,
combining interactive engagement with targeted marketing. The hospitality industry, which includes hotels,
restaurants, and travel agencies, thrives on customer experiences and feedback. Given the increasing reliance
on social media for recommendations, the influence of online reviews and peer-generated content on
consumer behavior is critical to brand success.

Il. LITERATURE REVIEW

Role of Social Media in Hospitality
Social media has fundamentally altered how hospitality businesses interact with customers. Today, platforms
such as Facebook, Instagram, and Twitter serve as primary marketing channels for hotels, restaurants, and
travel agencies. In India, social media usage has surged, with over 500 million active users engaging on
platforms like Facebook and Instagram between 2022 and 2023, according to Statista (2023). As social media
penetration increases, it becomes a key tool for customer engagement in the hospitality industry.

Leading hospitality brands like Taj Hotels, OYO Rooms, and MakeMyTrip utilize these platforms to build
brand awareness and influence customer decision-making. Social media serves as a virtual marketplace where
consumers can purchase services and share their experiences. Research indicates that peer-generated content,
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such as reviews and testimonials, plays a crucial role in influencing decision-making, with 70% of Indian
travelers checking online reviews before booking a hotel (PWC, 2022). The reach of social media in shaping
consumer behavior continues to grow, emphasizing the importance of an online presence for hospitality
brands.

Consumer Behavior and Decision Making
The emergence of social media has transformed customer decision-making in the hotel industry. Today,
consumers can access a wealth of information through platforms like Instagram, including product reviews,
influencer endorsements, and promotional content. Visual content, such as photos and videos, is particularly
impactful in shaping consumer perceptions of hospitality services. Instagram, for example, has evolved into
a visual catalogue where users can browse real-life experiences shared by other customers, influencing their
choices of hotels and restaurants

Several hotel chains, including The Oberoi Group, have capitalized on visually stimulating content to attract
and retain customers. Through carefully curated social media feeds, these brands build stronger connections
with consumers, increasing engagement and loyalty.

Social Media as a Marketing Tool in Hospitality

While social media marketing strategies differ across hospitality firms, they typically revolve around two key
elements: content creation and customer interaction. Leading Indian brands, such as Domino’s India and Taj
Hotels, use influencer partnerships, engaging posts, and targeted advertisements to attract potential customers.
Approximately 82% of Indian hospitality brands employ social media as their primary marketing tool,
marking a shift in how businesses interact with their audiences. Taj Hotels, for instance, encourages user-
generated content by asking guests to share their experiences and participate in online campaigns. This
strategy not only builds brand awareness but also fosters a sense of community and enhances customer trust.
Influencer marketing, in particular, has become a crucial component of social media strategies, as influencers
help shape consumer perceptions, especially among younger demographics. For example, OYO Rooms
collaborates with travel influencers to promote its brand, significantly impacting the decision-making process
of potential customers.

Social Media and Customer Engagement

One of the most significant contributions of social media to the hospitality industry-is enhanced customer
engagement. Real-time communication between brands and customers helps improve satisfaction and loyalty.
Hospitality brands increasingly invest in social media-based customer service to address questions,
complaints, and concerns. This immediate engagement not only improves the consumer experience but also
strengthens the brand's reputation in a competitive market. For example, MakeMyTrip responds to customer
queries on platforms such as Facebook and Twitter, often in real-time. This proactive approach to customer
service creates a positive image of the brand and increases customer retention.

Impact of Social Media on Brand Loyalty
Social media has reshaped how customers form brand loyalty in the hospitality industry. Through direct
communication on platforms like Facebook and Instagram, brands can build emotional connections with their
customers. Domino's India, for instance, uses interactive polls, contests, and personalized responses to foster
consumer loyalty. Sharing user-generated content and offering exclusive deals are common strategies for
creating a sense of belonging within the brand's community.

Challenges and Limitations
Challenges

» While social media offers numerous benefits, it also presents challenges for hospitality brands.

> Negative reviews can damage a brand's reputation, making effective crisis management essential
Algorithm changes on social media platforms can impact engagement and visibility, forcing brands to
continually adapt their strategies

> Influencer marketing also faces authenticity issues, as consumers become increasingly skeptical of
paid promotions
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» Growing customer expectations based on online portrayals can lead to dissatisfaction when real-world
experiences fail to match the curated images

Limitations

» The limitations of social media include its resource-intensive nature, as smaller businesses may
struggle to maintain a strong presence due to the time and expertise required

» Measuring the exact impact of social media on revenue and bookings remains challenging, given the
complexity of consumer behavior.

» Privacy concerns also limit the extent to which companies can use customer data for targeted
marketing.

> Information overload can make it difficult for consumers to differentiate reliable reviews from
misleading ones.

I11. OBJECTIVE OF THE STUDY

To examine the role of social media platforms in influencing consumer decision-making in the Indian
hospitality industry.

1V. DATA ANALYSIS AND INTERPRETATION

Which social media platforms do you use most for travel related content?
200 responses

Instagram 178 (89%)
Meta 103 (51.5%)
Linkedin 88 (44%)
Twitter
Other
0 50 100 150 200

Preferred Social Media Platforms

e Instagram (89%) is the most preferred platform, followed by YouTube and Facebook.
« Implication: Instagram should be the primary channel for hospitality marketing. Use reels, stories, and
influencer collaborations to maximize engagement.
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Which type of social media advertisement catches your attention the most?

200 responses

Images 147 (73.5%)

Videos 165 (82.5%)

Stories/Reels 174 (87%)

Influencer post 122 (61%)

Text-based post 111 (55.5%)

0 50 100 150 200

Types of Ads That Engage

Users are most engaged by stories, reels, and video-based content.

Implication: Static ads are less effective. Dynamic, immersive content (especially short videos)
should be the norm. Behind-the-scenes, experience highlights, and influencer stories can boost
performance.

Implications:

Power of Visual Marketing:

Hospitality businesses should continue investing in visually appealing and emotionally engaging
social media ads, as they strongly influence customer decision-making.

Room to Convert Moderate Viewers:

With 34.5% of respondents in the middle ground (rating 3), there's significant opportunity to convert
moderately influenced users into fully engaged customers by improving ad relevance, clarity, and
call-to-action strategies.

Low Resistance Audience:

The low percentage of uninterested respondents (2% gave rating 1) implies that social media is a
highly viable channel for targeting potential customers.

Data-Driven Content Strategy:

Marketers should use data to refine targeting, tailoring content to resonate with users in the rating 3—
4 range, nudging them toward action (e.g., booking, sharing, or recommending).
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Which type of promotional content would most encourage you to book a hospitality service?

200 responses

Limited time offers 148 (74%)

Loyalty rewards 159 (79.5%)
Influencer endorsement 138 (69%)
Community or local evgnt 130 (65%)
promotion
0 50 100 150 200

Engagement with Hospitality Content on Social Media

Insight: 70% of users either always (31%) or sometimes (39%) engage with hospitality-related content.

Implication: Social media platforms are effective for hospitality brands to connect with their audience. Brands
should invest in interactive and engaging content to maintain and boost user interaction

Would you recommend a hotel or restaurant to others if you had a positive experience and saw a

well-targeted social media ad?

200 responses

® Yes
® No

]

Willingness to Recommend Based on Positive Experience and Ad

Insight: A large majority (93.5%) would recommend a business if they had a positive experience and

saw a good ad.
Implication: Positive customer experiences combined with targeted social media marketing create

strong word-of-mouth. Brands should focus on both service quality and digital visibility.
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V. Results and Findings

Chi-Square Test: Influence of Following a Brand on Booking Behavior

1. Variables Used

Independent Variable: Do you follow any hospitality brand on social media?

Dependent Variable: Do you prefer booking through direct social media links or separately on the website?
1. Contingency Table

| | Prefer 'Depends on Offer||  Prefer'No||  Prefer 'Yes|| Row Total|
| Do Not Follow the Brand| 58 | 30 | 18 | 106 |
| Follow Brand | 21 | 15 | 58 | 94 |
| Column Total | 79 | 45 | 76 | 200 |

2. Calculate expected values
Formula to calculate the expected value for each cell:
B _ (Row Total) x (Column Total)
Yo Grand Total

For example, expected value for:

* (No, Depends on Offer) = lﬂgnxﬂ?ﬂ = 41 87

» (Yes, Depends on Offer) = “‘126;‘] = 37.13

and so on for each cell.

3. Application of Chi-square Formula
The Chi-square formula used:

(0 — E)?

=), %

Where:

e O = observed value
o E =expected value

You calculate this for each of the 6 cells, then sum the results.
The total result = Chi-square statistic = 42.82

5. Degrees of Freedom (df)

Formula:

Df = (r—1)x(c—1)df = (r - 1) \times (c - 1)df=(r—1)x(c—1)

Where:

e r=2r=2r=2(Yes/ No)

e ¢=3c =3c=3 (Depends / No / Yes)

So:

df=(2—1)x(3—1)=1x2=2df = (2 - 1) \times (3 - 1) = 1 \times 2 = 2df=(2—1)x(3—1)=1x2=2

6. Find the p-value

We compare the chi-square value (42.82) with the Chi-square distribution table for df = 2.
Using a stats calculator we get:

e p-value =5.04 x 1071°

7. Interpretation

Since:

e p<0.05, we reject the null hypothesis
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e This means there is a significant relationship between following hospitality brands and booking
behavior via direct links
Interpretation of Results
Since p < 0.05, we reject the null hypothesis. There is a strong and statistically significant relationship
between whether a user follows a hospitality brand on social media and their likelihood to use direct
booking links.

Vi Conclusion

The analysis confirms that social media advertisements play a pivotal role in consumer decision-making
within the  Indian hospitality industry. The detailed responses and the strong statistical correlation
observed through the Chi-square test emphasize that brands with an engaged social media presence can
drive significantly more direct bookings and build trust faster. These findings align with market trends
and serve as a strong recommendation for hospitality businesses to shift budge focus toward content
marketing, influencer tie-ups, and real-time promotions on platforms like Instagram and YouTube.
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