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Abstract

Retaining tourist loyalty is a top priority for the hotel industry in today's competitive
tourism and hospitality business environment. Numerous scholars postulate that effective
social media engagement and repositioning of hotels with a positive corporate image is
crucial for the post-pandemic revival of the hotel industry. Despite the growing interest in
integration of artificial intelligence (AI) with social media engagement and corporate
image to enhance the perceived value of tourists and generate loyalty in the hospitality
industry, empirical evidence linking these constructs is still limited. The objective of this
current study is to investigate the effect of social media engagement, corporate image, and
perceived value on tourists’ loyalty to the hotel industry in Malaysia. Using the
quantitative methodology, the result from the structural equation modeling (SEM) using
Smart-PLS suggests that social media engagement does not have a direct positive impact
on tourist loyalty. However, social media engagement influences tourist loyalty through
the mediating effect of perceived value in the hotel industry. While perceived value and
corporate image show a direct positive impact on tourist loyalty. Corporate image through
the mediating effect of perceived value was found to have substantial effect on tourist
loyalty intention towards the hotel.

Keywords: Social media engagement, Artificial intelligence, Tourist loyalty, Corporate
image, Post- Covid -19 tourism
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Introduction
In today's global competitive environment, tourist loyalty in the hotel industry is
getting harder to achieve due to increasing in customers’ expectations, value
perceptions and willingness to explore the alternatives (Gao & Li, 2026; Khan et al.,
2021). Tourist loyalty serves as an important source of competitive advantage and as an
indicator of business success in the hotel industry (Cossio-Silva et al., 2019). Tourist
loyalty behavior in the hospitality industry faces a considerable weakening due to the
rapid proliferation of artificial intelligence (AI) and social media branding that shape
their behavior significantly and accelerate fierce competition in the industry (Alaflak et
al., 2025; Al-Kumaim et al., 2023). Al integrated social media improves customer
engagement. Therefore, it’s essential for businesses to adopt social media platforms to
engage with their customers more personally to strengthen customer relationship and
satisfaction. (Gabelaia, 2024). Hotels that experience negative trends in customer
loyalty are prone to have fewer customers, which impacts financial performance that
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would interrupt the growth and sustainability of their business in the long term (Ju &
Jang, 2023). In addition, the competitive situation in the Malaysian hotel industry has
intensified with the outbreak of the Covid-19 pandemic in 2020, which hit the hotel
industry hard (Paulose & Shakeel, 2022). Hoteliers had the most challenging time in
history due to the pandemic (Shari et al., 2020). The Malaysian hotel industry has
suffered huge losses from this pandemic. Due to the unpredictable and massive effects
of the pandemic, the Malaysian hotel industry is restructuring the organization through
cutbacks, bankruptcies, and temporary or permanent closures (Awan et al., 2020).

Scholars in the field of tourism and hospitality agree that it is high time for hotels to
take complete advantage of loyalty initiatives (e.g., Paulose & Shakeel, 2022; Li et al.,
2021). Several academic and industry experts have urged hoteliers to shift their mindset
from "serving" to "adding value" to current and potential loyal customers (e.g., Kathy,
2021). Therefore, it has become imperative for the hotel managers to understand the
factors that influence tourists’ needs for to promoting the hotel, attract new customers,
and retain loyal customers (Awan et al., 2020; Hassan, Pourabedin, Sade, and Chai,
2018). It was highly recommended to incorporate various customer loyalty schemes
into the overall corporate strategy to revive the trust and enhance the perceived value
perception of their guests to fuel their growth in the post-pandemic period (e.g., Le &
Phi, 2021; Singh, 2021). To do so, as people become increasingly digital today,
customer data can be used to understand their preferences, offer free room upgrades,
and spa or restaurant using hotels’ social media sites (e.g., Facebook, TripAdvisor)
(Awan et al., 2020). Therefore, hotels’ social media engagement strategies should be
designed that way. Chotisarn and Phuthong (2025) revealed valuable insights on how
Al integrated technologies and tools in hotel industry can create a significant impact on
customer satisfaction enabling to foster long-term loyalty. Although artificial integrated
social media have received significant attention in the realm of customer relationship
management in various industries to improve customer satisfaction and loyalty.
(Gabelaia, 2024). However, as per knowledge of the researcher of this study, not much
attention has been given on how Al driven tourism social media (e.g., trip advisor,
Booking.com) engagement can enhance tourism perceive value and loyalty towards the
hotels.

In addition, to reposition the image of the hotel in the minds of tourists, cleanliness
and efficient hygiene practices should become part of the hotels’ value proposition
which will provide reassurance to the customers in their subconscious (Awan et al.,
2020). For enhancing the corporate image, hotels™ should engage with the tourists using
social media platforms to demonstrate their commitment to hygiene and cleanliness to
make them return, feel comfortable and maintain their loyalty (Karim, R. A., & Rabiul,
M. K., 2022; Le & Phi, 2021). Considering the post Covid-19 pandemic situation,
researchers have highlighted the urge for investigating the importance of these factors
for hotel businesses’ sustenance, but little attention to empirical research has been done
on this matter to date. Therefore, this study is amongst the first noble approaches to
examine the relationship between Al driven social media engagement, corporate image
using a corporate characteristics scale, perceived value, and tourist loyalty in the
Malaysian hotel industry. In doing so, this study, firstly, examine and establish an
empirical relationship between social media engagement, corporate image, perceived
value, and tourist loyalty from the hotel industry perspective. Secondly, examine the
role of perceived value as a mediating construct in the relationship between social
media engagement as well as between corporate image and tourist loyalty.
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Literature Review

The affect theory of social exchange

The present study relies on The Affect Theory of Social Exchange (TATSE)
establishes the theoretical foundation behind the conception of tourist loyalty as
explored here. TATSE essentially refers to the process of human interaction between
two parties to exchange valuable resources; the process of exchange continues when
both parties are satisfied with said process of mutual interaction (Homans, 1961). For
example, Itan et al. (2019) revealed that customers would like to make repeat
purchases, helpful suggestions, and recommendations to the company if a company
treats customers well and provides useful information and quality service. Therefore,
when a business initiates developing an effective social media engagement strategy, it
makes a significant contribution to customer loyalty behaviour and overall business
performance (Yost et al., 2021). The underlying theory suggests that fostering loyalty
in the context of service can be broadly understood as a process of social exchange by
creating a sense of shared responsibility in the minds of consumers who believe that
service is inseparable, which can affect customers’ emotions and perceptions of value
(Lawler, 2001). On the other hand, companies use this emotion in turn to form positive
associations in service environments that can develop and improve attitudes towards
customer loyalty towards the company (Sierra & Mcquitty, 2005). From this point of
view, social media engagement facilitates the activities of the social exchange process
by providing useful information, comments, recommendations and useful suggestions
directly from the organisation to the customer, and customer to customer as a channel
of added perceived value in the interests from both sides (Itani et al., 2019). According
to Lawler et al. (2000), and Sierra and Mcquitty (2005), as the extent of this social
exchange increases, the perception of shared responsibility and trust among
shareholders increases proportionally, which in turn influences the perceived value and
customer emotions in order to increase their loyalty affect behavior loyalty (So, King,
Sparks and Wang, 2014). According to Sierra and Mcquitty (2005), this relationship of
trust, which results from the mutual exchange of relationships, becomes a source of
perceived value for customers. As a result, a customer plays the role of developer and
accepts the service when it is consumed through repeat purchases and referrals to
others (Yost et al., 2021). Therefore, in light of this theory, this study believes that
social media engagement is a strategic tool that can predict its ability to increase the
perceived value and loyalty of tourists in the Malaysian hotel industry.

Tourist loyalty

The importance and greater relevance of customer loyalty in the service marketing
literature cannot be denied, but there is still no general definition of customer loyalty
(Oliver, 1997; Petrick & Sirakaya, 2004). According to Rundle-Thiele (2005), the
study of loyalty has been one of the concerns of academics since the 1930s; scholars
had conceptualised customer loyalty from different points of view and perspectives.
During the 1950s to the late 1970s, researchers' views on measuring customer loyalty
focused primarily on buying behavior or repeated buying behavior (Ju & Jang, 2023;
Srinivasan, & Hanssens, 2009). For instance, (Chotisarn & Phuthong, 2025)
Investigated how artificial intelligence (Al) integrated service features affect customer
loyalty in chain hotels using humanness-value-loyalty model. Researchers (e.g., Day,
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1969; Oliver 1999) argued, however, that determining customer loyalty only on the
basis of repeated buying behavior without the presence and further evaluation of the
three main psychological aspects or phases of a brand, the cognitive (belief), affective
preference and greater Intention compared to the available alternatives. This became
known as the conceptualisation of consumer-oriented loyalty (Jacoby & Chestnut,
1978). In congruent with these view tourist loyalty in tourism and hospitality marketing
research has been conceptualised based on the three previous dimensions of customer
loyalty: behavior, attitude, and composite or mixed mode of behavior and attitude (Al-
Kumaim et al., 2023; Yap et al., 2018). At an operational level in hotel organisations,
researchers have mainly used the compound loyalty approach to measure the behavior
of customer loyalty (e.g., Chen et al., 2020). With this view, the current study will
operationalise tourist loyalty based on the composite dimension of customer loyalty.

Perceived value

Customer perceived value has evolved in tourism marketing since the 1990s after its
impact on tourism behavior was recognised (Sanchez et al. 2006). Perceived value is
the customer's psychological assessment of the benefit or value they receive compared
to the time and other efforts required purchasing a particular service and product (Al-
Kumaim et al., 2023; Li et al., 2021). According to Zeithaml and Bitner (2000), the
perceived value is the overall assessment of the benefit of a service by the customer,
based on the perception of what value received at a certain price. In other words, Slack
et al. (2020) and Deng, Yeh, and Sung (2013) mentioned that perceived value is related
to the trade-off between perceived quality and perceived cost as consumers compare,
select, and purchase goods or services. In tourism and hospitality research perceived
value is an important construct to predict customer loyalty behavior (Algharabat et al.,
2020; Yang, Liu, Jing, & Li, 2014). In spite of the wide interest and research in the past
literature, the crux of perceived value and its antecedent’s relation related to tourist.

In the current era of internet revolution and artificial intelligence, social media
platforms have changed the focus of communication between people in society, which
has created a challenging new environment for businesses to acquire and retain
customers ((Chotisarn & Phuthong, 2025; Dolan, Seo, & Kemper, 2019). Many of the
companies have created their own web pages based on social networking sites to
communicate and interact with customers in a more interactive and efficient way (Yost
et al., 2021). Researchers have expanded their scope of study to include social media,
and the number of models used to determine customer perceived value has increased
over time. With these perspectives, based on previous research (Zhang, Guo, Hu &
Liu, 2016; Scaglione & Mendola, 2017), the current study operationalises customer
perceived value as a second-order multidimensional reflective construct, consisting of
three constructs that are functional value, emotional value and social value to measure
the perceived value by the tourist in the Malaysian hotel industry. As Covin and Wales
(2012, p. 682) define “in the reflective measurement model the latent construct is
modelled as producing its measures.” This means that the above three dimensions are
likely due to perceived value. All these three dimensions reflect, covariate, and share a
common theme of behavioural and psychological aspects of perceived value (Wai Lai,
2019; Kuppelwieser & Sarstedt, 2014).
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Social media engagement

The emergence of social media (SM) is one of the legendary developments of modern
information and communication technology. Nowadays, Social media integrated Al
features provide a neutral ground for customers in mutual interaction, tailored
suggestions, customers reviews, automated reactions, and dialogues related to the
product and service of a company (Cheng, 2025; Ju & Jang, 2023). SM over the past
decades has attained considerable attention from both practitioners and academic
scholars (Alaflak et al., 2025; Leung et al., 2019). Social media is the outcome of
modern internet innovation where Web 2.0 applications facilitate computer-mediated
social networking opportunities for individuals to interact online (Majeed et al., 2022).
The relationship perspective of social media engagement believes that the sharing
option of social media is one step ahead of a two-way communication platform
between individuals that the Internet makes possible (Khan et al., 2020; Brodie, Ilic,
Juric & Hollebeek, 2013). Al integrated digital communication platforms focused on
social relationships are structured to build relationships between users driven by
different types of interests ranging from personal to commercial connections (Chotisarn
& Phuthong, 2025). Therefore, the relationship perspective is based on the idea that
social media engagement is driven by people's insatiable need to be recognised,
connected, and communicated. From this perspective of strategic relationship
perspective, marketers see SM as the meaningful communication medium to get in
touch with customers as they aim to learn more about the company's products or
services from reviews by other customers (Leung et al., 2019).

In addition, marketers also make it possible to hear the true voice of customers or
emotional association with their offerings in the market (Dolan, Seo & Kemper, 2019).
Gabelaia (2024) demonstrated that a corporate organisation's commitment to social
media to maintain customer relationships can facilitate the creation of a loyal customer
base based on their emotional bond. Therefore, conceptualisation of the customer
engagement (CE) as a multidimensional construct is widely used in the literature. The
present study will adapt the conceptual model developed by Zhang et al.,(2017) and
Harrigan, Evers, Miles, and Daly, (2017) as its basic framework for social media
engagement construct to examine the effect of social media engagement on perceived
value and tourist loyalty in the context of Malaysian hotel industry. With this
perspective, this study also operationalises social media engagement as a second-order
multidimensional reflective construct, consisting of three first-order reflective
construct, namely identification, social interaction, and absorption. This means that all
three dimensions above are likely caused by CE. They reflect, covariate, and share a
common theme of the behavioral and psychological aspects of CE (Kuppelwieser &
Sarstedt, 2014).

Corporate image

Image is defined as the mental image of a person's knowledge, feelings, and
impressions of an organisation (Fosu et al., 2024 Baloglu, 1999). Keller (2003)
postulates that the corporate image is the association that resides in the consumer's
mind and reflects their perception of an organisation. It is like a filter that affects
consumer perceptions of how a business operates to serve customers. According to
Khan et al. (2021) the corporate image of a hotel symbolizes its internal instrument to
create the desired impression about the hotel in the market, just as company managers
want to perceive their organisation in public or by third parties. Meanwhile, Wai Lai
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(2019) and Minkiewicz et al. (2011) postulated that the corporate image is the beliefs,
feelings and experiences, impressions, knowledge and thoughts that the client has about
an organisation to differentiate itself from other alternative decisions. The corporate
image plays an important role in establishing the company's products and services as a
reliable symbol of a greater perception of value in the customer's mind (Fosu et al.,
2024; Pires & Trez, 2018). In a study conducted by Karim and Rabiul (2022)
postulated that corporate image partially mediates the relationship between
sustainability and customer loyalty in hospitality industry. In another study, Pereira,
Salgueiro, and Rita (2016) highlighted that as customers intend not only to purchase
products or services from a company, but they also expect to receive a set of values that
help the company to strongly positioned itself in the market. Besides, customers are
willing to pay more for products and services with a positive corporate image as it
represents a higher perceived value consisting of functional value, emotional and social
value derived from their self-experience (Pereira, Salgueiro, & Rita, 2016). Therefore,
it is imperative for organisations to build a superior corporate image by employing
various strategies to attract more customers and gain higher business performance.

The relationship among social media engagement, perceived value, corporate
image and tourist loyalty

Customer loyalty is the outcome of customers’ positive behavioral intentions towards
the service provider (Al-Kumaim et al., 2023; Liat et al., 2017). It is perceived that
customer’s intentions to continue with the same organization without being attracted to
competitors’ lucrative market offerings and they would recommend the organization to
others (Ramanathan, Subramanian, & Parrott, 2017). There are many advantages
associated with managing customers’ loyalty relationships, Similarly, by managing a
long-term loyalty relationship with customers, hotel operators can strengthen their
market positioning since repeat visitation and recommendation are crucial for the
sustainability and profitability of the hotel business (Ju & Jang, 2023). Studies have
shown several factors that could give the hotel an advantage over its competitors in the
industry is to create tourist loyalty, such as social media engagement, corporate image,
and perceived value (Kumar, Konar & Balasubramanian, 2020; Moorthy et al, 2018).
Hospitality organisations use social media engagement strategies to build intimate
relationships with tourists through interactive communication (Cheng, 2025; Leung et
al., 2019). Hotels benefit from Al integrated social media engagement in numerous
ways. Social media platforms allow hotel managers to interact with tourists online to
gather reviews, collect useful information, analyse, and effectively manage the
information to achieve greater benefit for the consumers compared to their competitors
(Majeed et al., 2022; Sotiriadis, 2017). Hotels are enabled to post messages including
Al tailored suggestions on the available product and services, advertising and
promotional pricing to market their products (Gabelaia, 2024). While not negating the
importance of social media platforms allow companies to conduct market research in a
unique way (Gao & Li, 2026; Leung et al., 2019).

A positive corporate image is another factor that could increase customer loyalty by
improving customers’ perception of value (Wai Lai, 2019; Moorthy et al., 2018).
Corporate image emerged as a critical component for a business organisation to the
external patrons, especially customers to attract their focus and attention (Kim, Lee, &
Prideaux, 2014). Improved corporate image not only has a higher competitive
advantage to maintain a long-term customer relationship but is also considered a key
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success factor for the preservation and success of the hotel industry (Yang, Chen, and
Huang, 2017). Academics advocated superior corporate image as an effective
marketing tool for the sustainability of hotel companies (e.g., Triatmanto et al., 2021;
Moorthy et al., 2018). A distinctive corporate image can influence tourists’ perceived
value and consequently keep them loyal to the hotel (Triatmanto et al., 2021). Given
the fact that perceived value is intricately related to customer loyalty, Paulose and
Shakeel (2022) commented that perceived value act as one of the central points for
organisations to achieve customer loyalty. By using various innovative and competitive
tools can enhance superior consumer perceived value perception in the form of
functional, psychological, emotional views. According to Van Riel et al. (2013),
continuous innovation and developing value-enhanced services or products pave a
greater challenge and it seems not an easy task for the service firms. Therefore, firms
need to collaborate and engage with the customers via other extended networking
partners such as social media tools. This networking can offer more synergic benefits
and perceived value to the customers that can mutually facilitate the firms to create a
strong and sustainable relationship with the customers. He and Hu (2022), and Jahn and
Kunz (2012) noted that though customers’ social media engagement is a competitive
tool to strengthen relationships with customers, its ability to achieve customer loyalty
will depend on the perceived value it is able to deliver to the customers.

HI1. There is a positive relationship between social media engagement and tourist
loyalty in the Malaysian hotel industry.

H2. There is a positive relationship between social media engagement and perceived
value in the Malaysian hotel industry.

H3. There is a positive relationship between corporate image and perceived value on
tourist loyalty in the Malaysian hotel industry.

HA4. There is a positive relationship between corporate image and tourist loyalty in the
Malaysian hotel industry.

HS5. There is a positive relationship between perceived value and tourist loyalty in the
Malaysian hotel industry

H6. Perceived value mediates the relationship between social media engagement and
tourist loyalty in Malaysian hotel industry.

H7. Perceived value mediates the relationship between corporate image and tourist
loyalty in Malaysian hotel industry.
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Figure 1: Conceptual Framework with hypotheses

Research Methodology

Validation of the research instrument (questionnaire) for this study was done using content
validity and construct validity. Firstly, pre-test the questionnaire in order to get experts to
review improving questionnaire problems before proceeding to actual data collected from
the respondent. The pre-test was carried out in two phases; the first pre-testing was
included a panel of academic experts consist of three (3) academics who are the faculty
member at the School of Business and Economics, Universiti Putra Malaysia. A second
pretesting was done using four industry experts who have been working in the Malaysian
hotel industry for five to eight years. Secondly, a pilot test using a sample of 40
respondents purposively had drawn from the major locations in Kuala Lumpur in the
month of October 2020. Having considered all the recommendations from the pretest
phase, the pilot test was considered satisfactory. In this regard, following recommendations
by Malhotra and Birks (2007), the data from the pilot test was coded and analysed using
the statistical package for Social Sciences (SPSS, version 23). The data analysis showed
that the constructs coefficient of reliability is above the 0.708 (see Table 2) thresholds
recommended by Hair et al. (2017).

The unit of analysis in this study was the individual hotel guest. That is the
individuals who booked hotels online using social media platforms (e.g., Booking .com,
Agoda) in Malaysia and experienced the hotel stay. Given that this study is aimed at
investigating the effect of social media engagement and corporate image on hotel
customers’ perceived value and loyalty, thus this unit of analysis is considered more
appropriate to examine the perceived relationship between these key constructs of the
study. Therefore, the targeted population for the current study is the international and
Malaysian hotel customers who exposed to online hotel booking platforms, social media,
and review sites (e.g., Trip Advisor, Expedia, and Facebook) and have experience of at
least one night stay at a hotel in Malaysia within the last one year by the date of
participation with the survey.
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Data was collected from sample population via online through email, social networking
sites (Facebook, whatsapp) distribution and paper methods using printed questionnaire
(Wolfe et al., 2014). The approach of using integrated multi method, especially online
(email, whatsapp,facebook) and paper data collection to distribute the questionnaire is
highly supported and recommended by a number of scholars in hospitality and tourism
research (e.g., Rife et al., 2016; Wolfe et al., 2014). Furthermore, the use of both traditional
and Facebook as survey distribution channels for collecting meaningful empirical data
(Schneider & Harknett, 2019) increase the research validity as well as it also extends the
geographical scope of the sample (Baltar & Brunet, 2012). A total of 360 questionnaire
responses were considered for final analysis. In order to ensure the sample size adequacy
for this study, a detailed procedure documented by Memon et al. (2020) to perform G-
power of a statistical test of power analysis was used. By running a priori power analysis
using G-power, V3.1.9.4 at the significant level of 0.05 and a probability of rejecting the
null hypothesis at 0.95 with three main predictor variables (social media engagement,
corporate image, and perceived value) the total minimum sample size required for this
study is 123. To collect data from the local and international tourists’ two questions were
outstretched by the researchers as the screening questions: first, do you have any
experience browsing and booking hotels in Malaysia online on social media platforms (e.g.
Facebook, TripAdvisor, Expedia, and Booking.com)? Second, “when did you stay in a
hotel in Malaysia?

Data analysis

This study employed descriptive analysis and multivariate data analysis such as factor
analysis and Structural Equation Modelling (SEM) in order to test the proposed
hypotheses. The instrument for analysis includes the Statistical Package for Social Science
(SPSS), version 23.00, and Smart PLS 3. PLS-SEM is increasingly being employed in
modern social sciences perhaps due to its advantages over other Covariance-Based SEM
(CB-SEM) techniques (Henseler, Hubona, & Ray, 2016). According to Hair et al. (2011),
although PLS-SEM is now becoming popular with marketing and management research,
its path modeling is considered a “Silver bullet” that can be employed in estimating causal
relationship models. They thus emphasize the inclusion of PLS-SEM given its uniqueness
as one of the useful approaches to SEM. Furthermore, PLS-SEM allows reflective
measures which are largely different from formative measures to be used in PLS-SEM-
based analytical tools (Hair et al., 2017).

Results
There were 360 responses to survey from the tourists. For missing value treatment Google
Survey form was created in a way that the respondent was not able to submit the
questionnaire successfully if there were any question was not responded. According to
Table 1 the demographic characteristic of the respondents’ shows that three were about
43% of the respondent was male whereas the rest 57% were female. 49% of the
respondents were 29-38 years old and 29% were 18 -28 years old and the rest of the
respondents were between the age of 39 - 48 years (17.5%), 49 - 58 years old (3%), and 59
years and above (1.5%) respectively. However, it is noticeable that a total of 78% of the
respondent is the younger generation from the age of 18 to 38 years of old (Han et al.,
2009). 77.5% of the respondents (279) were Malaysian and the rest 22.5% were
international tourists (81) of origin from various countries. Among the Malaysian about
59% of them were Malay, Indian (5.5 %), Chinese (10%), and the rest 3% were from the
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other race. about 67 % respondents were family traveler, about 21% of the respondents are
single traveler, and the rest business traveler (7%), others (5%). In respect to the purpose of
travel 77% of the respondent booked the hotel for leisure, 16% of them were travelled for
work, and the rest 6% travelled to visit friends & relatives followed by 0.5% visited for
religious purpose. This result shows that the respondents of this study were included from a
diverse category of hotel consumers who had enough exposure to social media engagement
with hotels in Malaysia for online booking and hotel service consumption.

Assessment of measurement model

In Table 2 the assessment of PLS-SEM measurement model is reported. For the sake of
achieving a satisfactory measurement model four offending items were deleted as shown in
Table 2 the retained 52 items out of total based on factor loadings. For the purpose of of
assessing construct internal consistency reliability Hair et al. (2017) and Ali et al. (2016)
recommend that the value of cronbach’s alpha, composite reliability should be higher than
0.7. In addition, to ensure convergent validity average variance extracted (AVE) per
construct should be greater than 0.50. In the present study, all the ten latent variables had
Cronbach’s alpha ranging from 0.74 to 0.928, and composite reliability ranging from 0.838
to 0.944, and AVE ranging from 0.569 to 0.786, all meeting the minimum value
recommended by Hair et al. (2017) and Henseler et al. (2009). Therefore, convergent
validity has been adequately met. In assessing the discriminant validity the current study,
therefore, adopted the HTMT 0.90 criterion in assessing the discriminant validity of the
constructs (Hair et al., 2019). The HTMT results presented in Table 3 shows that all the
correlations value is below the threshold value of 0.90. In addition to the HTMT ratios,
Hair et al. (2017) suggested checking whether the HTMT obtained values are significantly
different from 1.
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Table 2 : Reliability and Convergent Validity of Reflective Constructs

Convergent Internal Consistency
Validity Reliability
Late':nt Item Indicators Loadings
Variables number Average Composit
Variance Cronbach's e
Extracted Alpha Reliabilit
(AVE) y
1 BID1 0.587
e 2 BID3 0.735
Identification 3 BID4 0832 0.569 0.74 0.838
4 BID5 0.836
5 BABI 0.836
6 BAB2 0.869
. 7 BAB3 0.870
Absorption 3 BAB4 0.779 0.661 0.896 0.921
9 BABS 0.765
10 BAB6 0.749
11 BSII 0.800
ol 12 BSI2 0.833
ISI‘l)tce::action 13 BSI3 0.859 0.639 0.856 0.898
14 BSIH4 0.829
15 BSIS 0.660
16 BCCl 0.787
17 BCC2 0.821
Competence 18 BCC3 0.756 0.673 0.878 0.911
19 BCC4 0.867
20 BCCS 0.866
21 BCA2 0.900
;‘g“’eable“es 22 BCA3 0.910 0.786 0.928 0.944
23 BCA4 0.881
24 BCAS 0.853
25 BCEl 0.791
26 BCE2 0.822
Enterprise 27 BCE3 0.882 0.723 0.904 0.929
28 BCE4 0.864
29 BCE5 0.889
30 BFV1 0.749
31 BFV2 0.767
Functional 32 BFV3 0.681
V‘;‘lf;‘““a 33 BFV4 0.826 0.595 0.886 0911
34 BFV5 0.831
35 BFV6 0.717
36 BFV7 0.817
37 BEV1 0.737
38 BEV2 0.769
Emotional 39 BEV3 0.795
Value 40 BEV4 0.806 0.612 0.873 0.904
41 BEVS 0.815
12 BEV6 0.769
43 BSV1 0.692
44 BSV2 0.867
. 45 BSV3 0.885
Social Value 26 RSV 086 0.706 0.915 0.935
47 BSVS5 0.860
48 BSV6 0.860
49 BTLI 0.806
Tourist 50 BTL2 0.882
Loyalty 51 BTL3 0.897 0.754 0.891 0.924
52 BTL4 0.885
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Table 3 : Discriminant Validity of Reflective Construct-Heterotrait-Monotrait Ratio
(HTMT0.90) Criteria

Hetrerotrait-Monotrait (HTMT 0.90) Ratios

Factor

1 2 3 4 5 6 7 8 9 10
1 Absorption -
2 Agreeableness 0.183
3 Competence 0.221 0.882
4 Emotional Value 0.356 0.510 0.481
5 Enterprise 0.289 0.812 0.763 0.619
6 Functional Value 0.229 0.667 0.588 0.772 0.689
7 Identification 0.665 0.191 0.205 0.384 0.331 0.189
8 Social Value 0.486 0.270 0.354 0.710 0.415 0.447 0.521
9 Social Interaction 0.537 0.238 0.285 0.461 0.280 0.265 0.533 0.553
10 Tourist Loyalty 0.323 0.508 0.487 0.710 0.533 0.700 0.283 0.515 0.393

Note: HTMT 0.90 all correlations values are < 0.90 (Henseler et al., 2015)

Assessment of the structural model

PLS-SEM was used to examine the proposed hypotheses among social media engagement,
corporate image, perceived value and tourist loyally as revealed in Figure 2. The results of
the structural route in Table 4 shows that the relationship between social media
engagement and tourist loyalty was not statistically significant (t = 1.107, p> 0.05). This
implies that an intensification of social media engagement by the hotels will not
necessarily have a direct effect to improve their tourist loyalty behavior. Therefore,
hypothesis H1 is not supported in the context of the present study. However, the
relationship between Social media engagement and perceived value was statistically
significant (t= 7.261, P< 0.01). This means that an intensification of social media
engagement by the hotels will improve their customer’s perceived value. Therefore, H2 is
supported in the context of the present study. H3 is supported in the context of the present
study showing that a positive and significant relationship exists between corporate image
and perceived value (t= 9.447, P< 0.01). This means an improvement in the corporate
image will lead to an increase in perceived value subsequently. In supporting H4, the
results shoes that there is a positive and significant association exists between corporate
image and tourist loyalty (t=2.217, p<0.05). This means that an effective corporate image
turns to improve tourist loyalty. Finally, the structural path results from Table 4 show that
the relationship between perceived value and tourist loyalty is positively associated with
each other (t=7.813, p<0.01). This means that an improvement in perceived value will
subsequently lead to increase tourist loyalty. Therefore, HS is supported in the context of
the present study.

Lastly, a mediating test was conducted to test H6 and H7. In table 5 the findings
revealed that that firstly, the relationship between social media engagement and tourist
loyalty was fully mediated by perceived value (t= 5.212, P< 0.01) as the direct relationship
between social media engagement and tourist loyalty (p>0.05) is not significant. Secondly,
perceived value partially mediates the relationship between corporate image and tourist
loyalty (t= 5.307, P< 0.01) as the direct relationship between corporate image and tourist
loyalty is significant (p< 0.05). In addition, it also shows in Table 5 that the value of direct
effect (0.16) and indirect effect (0.281) in the relationship between corporate image,
perceived value, and tourist loyalty point in the same direction (positive), thus it is
concluded as complementary partial mediation (Memon et al., 2018).
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Figure 1 : Structural model result showing regression weights of inner model and factor loadings of
outer model

Table 4: Structural path results

Hypotheses Structural Path coeli';tcl’llent (B:;)‘;:tl:‘l:p) Va:)ues H)E:stllllletSis
H1 Social media fﬁ%*;if:;em - 0.052 1107 0.269 suplg(‘:;e ]
H2 S"Cial;gffei?f;(‘lgf,iﬁem T 0333 7.261 0.000  Supported
H3 Corporate Image > Perceived g s0qs 9.447%% 0000  Supported
H4 Corporategg;%fy'> Tourist 0.160* 2217 0.027  Supported
H5 Pe“’eivedLVO‘;yl:fty'> Tourist 0.558%* 7.813 0.000  Supported

Note: ** t —value is significant at p<0.01 level of significance; *t value is significance at p<0.05 level of
significance
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Table S : Results of Mediation of Perceived Value between Social Media Engagement,
corporate image and Tourist Loyalty

Dire 1 dire
ct ct Total VA ¢ Signific
Exogenous Variables (x)> Mediator> Effe Effect effect F Valu 2nce Mediation
Endogenous Variable (Y) ct e type
llb"* llall+
llall IIC" (b*C) P<0'05?
Social media engagement -> Perceived 0.05 0.186* 0.238 NA 521 0.00 Full
value -> Tourist Loyalty 2 * 2 mediation
Corporate Image -> Perceived value -> 0.16  0.281* 0.441 63. 530 0.00 Compleme
Tourist Loyalty woH * 7% 7 ntary
partial
mediation

"a" = path between Exogenous variable and Endogenous variable
"b" = path between Exogenous and the mediator

"c" =Path between mediator and the endogenous variable

VAF = indirect effect / total effect * 100

Discussion and Conclusion

This study is mainly inspired by the existence of research gaps in Al integrated social
media engagement and tourist loyalty literature in tourism and hospitality industry. It was
prevalent that a little attention has been given not only to the direct and indirect
relationship between social media engagement, perceived value and customer loyalty
behaviour, but also the mediating role of perceived value in the relationship between social
media engagement and loyalty behaviour in the hospitality sector, particularly from the
south-east Asian perspective. The results demonstrated that the direct relationship between
social media engagement and tourist loyalty in the Malaysian hotel industry is not
statistically significant (p> 0.05). The finding is consistent with the work of Barcelos et al.
(2019) who has found an insignificant direct relationship between social media
engagement and tourism organisation using either a human (informal) or corporate tone of
voice and consumers’ attitude (e.g. loyalty intention) towards the organisation. It was also
confirmed that intensification of social media engagement by the hotel will improve their
customer’s perceived value perception. These findings establish empirical evidence in
response to the future call for research by Chotisarn & Phuthong, 2025 and Cheng, 2025
on the effect of AI integrated social media engagement and its effect on customer
perceived value to strengthen their relationship with the hotels. The finding is consistent
with the study of Thakur (2016) who found that an improvement in the corporate image
will lead to an increase in perceived value subsequently.

The study argued based on the literature that an effective corporate image
positively impacts tourist loyalty behavior, and the hypothesis is supported in the current
study (t=2.217, p<0.05). This hypothesis is found to be important and significant in the
study, and it is supported by several previous pieces of literature. The finding is consistent
with the findings from Jiang, Zhang, Zhang, & Yan (2017) who revealed that a positive
image of a tourism service provider induces tourist loyalty behavior if there is a match
between their expectations and the image of the service providers. To examine the
relationship between perceived value and tourist loyalty, it was hypothesised that perceived
value (considering functional, emotional, and social value) positively and significantly
influences tourist loyalty behavior in the Malaysian hotel industry. The finding reveals that
perceived value is positively and significantly related to tourist loyalty in the Malaysian
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hotel industry. By this result, it is inferred that tourist loyalty intention is strongly
influenced through the perception of superior functional, emotional and social value in
Malaysia hotel sector. This empirical finding establishes that a tourist will exert more
loyalty behavior when their evaluation of perceived value is positive. The result of the
study is consistent with the findings of previous studies such Karim and Rabiul (2022) and
Yap et al. (2018) who all have found a positive and significant relationship between
perceived value dimensions as used in this study and customer loyalty in the various
service sectors in the tourism industry.

To summarize the result above, positive and direct relationship among social media
engagement corporate image, perceived value has been established in this study except the
direct relationship between social media engagement and tourist loyalty which was
statistically insignificant. Therefore, this study confirmed the role of perceived value as a
full mediator since the relationship between social media engagement and tourist loyalty
only can explain by the means of perceived value. On the other it confirmed the role of
perceived value as partial mediator of the influence of corporate image on tourist loyalty.
The finding also agrees with the view of Tarus and Rabach (2013) who posited that
perceived value is derived from a firm’s corporate image. The empirical findings of this
research were able to establish various useful relationships involving social media
engagement, corporate image, perceived value, and tourist loyalty using data gathered from
hotels’ tourists in Malaysia. The result of the study gives an answer to the long-held views
of the effect of social media engagement on tourist loyalty. The results from this study
revealed that social media engagement has no direct positive impact on tourist loyalty.
However, it is can only positively influence tourist loyalty in the hotel industry through the
mediating effect of perceived value. Thus, hotels must continue to accelerate their efforts
in customer social media engagement with tourists on social media platforms. Hotels
should establish and improve relationships with their guest through effective interactions
and engagement using social media platforms. For example, to enhance engagement, hotels
can collaborate with online influencers or celebrities to provoke excitement about their
updated service placement and experiences. Additionally, hotels also can keep on regularly
updating their promotions and seasonal offers to the tourists using social media. By doing
so, will strengthen their emotional attachment with the hotels to enhance perceived value
and guarantee loyalty to the hotel (Al-Kumaim et al., 2023; Liu et al., 2021).

Implications, Contributions and Future Research

Theoretical Contribution

The current study contributes to the body of tourism and hospitality knowledge mainly in
five ways. Firstly, the conceptual model developed and tested in the study would help the
hospitality researchers to understand the complex relationships (antecedents and
consequences) among social media engagement, corporate image, perceived value and
tourist loyalty constructs in the hotel sector. Considering the post Covid-19 pandemic
situation, researchers have highlighted the urge for investigating the importance of these
factors for hotel businesses’ sustenance, but very limited has been given on this matter to
date. The integration of artificial intelligence into social media platforms introduces a
transformative lens for understanding how tourist perceived value and loyalty in the hotel
industry. We believe empirical evidence of this research advance the contemporary
literature on Al integrated social media platforms and its effect on tourist perceived value
on specific tourism market segment, notably hotel industry. The finding extended the
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theoretical understanding of the effectiveness of various social media platforms how these
could be used as an effective customer engagement tool to enhance tourist perceived value
and loyalty relationship towards the hotel service providers. In addition, theoretically, the
finding of this study extended the contemporary literature in response to the urgent need
for further researchers such as Cheng (2025) and Gabelaia (2024) who highlighted that the
role of artificial intellegence inegration with social media platforms in consumer behavor
and relationship marketing has not been given wider attention.

Secondly, the present study contributes in hospitality research by extending the
literature on customer social media engagement in the hospitality context. Integrating the
effect theory of social exchange into the conceptual model, this study establishes social
media engagement as the main contributor to perceived value and tourist loyalty in the
tourism and hospitality sector extending the previous research by Harrigan et al. (2017),
and So et al. (2016). Findings from this study further contribute to the affect theory of
social exchange (Lawler, 2001) by empirically establishing that fostering loyalty in the
context of service can be broadly understood as a process of social exchange by creating a
sense of shared responsibility in the minds of consumers and service is inseparable to
customers’ emotions and perceptions of value (Lawler, 2001). Thirdly, the findings of this
study not only advance the understanding of corporate image, perceived value, and loyalty
relationship in the hotel industry context but also expand existing theories by incorporating
the Resource based view (RBV) theory and its relationship with corporate image and
tourist loyalty in the context of the hotel industry.

Fourthly, this study integrated and advances the literature on the Equity theory
(Adams, 1965) in hotel industry context by empirically establishing that the relationship
between tourist social media engagement and loyalty can only be explained through the
perceived value since the direct relationship between these two constructs is not
statistically significant. By doing so, the results from this study fulfill the long-enduring
research gap raised by the previous researcher (e.g., Slack et al., 2020) who mentioned that
mediating role of perceived value has not been given wider attention. Finally, the current
study also provides a methodological contribution by adopting a multi-method approach
for data collection using both online and traditional face-to-face data collection method to
distribute the questionnaire, especially, the use of social media considering Facebook,
WhatsApp as survey distribution channels for online data collection was adopted in this
study. Although, several researchers (e.g., Rife et al., 2016; Wolfe et al., 2014) have
recommended Facebook as an effective platform for online survey questionnaire
distribution and data collection for tourism research, a little or no attention has been given
to adopt Facebook as a data collection channel in hospitality research.

Managerial Contribution

Due to stiff global and domestic competition and adoption of Al based social media
marketing among hotel marketers, tourists have access to ample choices to consider while
booking a hotel in a destination (Chen and Wei, 2024). In addition, the emergence of
unprecedented popularity of social media in the tourism and hospitality sector has further
paved the hotel customers to be more sophisticated in their needs and perceive expected
value (Itani et al., 2019). It was highlighted in numerous research that many hospitality
firms are using social media the same as other marketing tools, neglecting its full potential
to engage, creating value and positive attitude towards the firms (e.g., Ju & Jang, 2023;
Leung, 2019). Findings from this research would benefit the hotel operators in Malaysia to
have more insights in this area recognising Al integrated social media engagement and
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corporate image as a powerful marketing tool and how this ultimately affects their
customers’ perceived value and loyalty towards the hotels. The study also has some other
managerial contributions which are as follows:

Firstly, current study provides some useful empirical insights for the hotel
managers on the significance of social media engagement in their marketing and customer
relationship management strategy. It is expected to assist them in better understanding the
nature of engagement with their customers, and the nuances of its dimension considered in
this study (identification, absorption, and social interaction). This is because the current
study has adapted the conceptualisation of social media engagement from both behavioral
and psychological dimensions of engagement proposed by so et al (2014) consists of three
dimensions, which are identification, absorption, and social interaction. Identification
refers to the degree of tourists’ perceived belongingness to which they relate themselves to
the hotel. Absorption is the pleasant state of progressive attention and deep engrossment of
a tourist on social media with the hotel as a customer, and social interaction refers to the
tourist’s social media participation with the hotel or other tourists outside the booking
situation. The three underlying dimensions mutually reflect the behavioral and
psychological dimensions of social media engagement.

Secondly, for cultivating tourist loyalty, customer’s perception towards the hotel’s
corporate image depicting its ability of competence, agreeableness, and enterprise
characteristics were the critical practical dimensions of assessment. Hotel managers may
pay attention to all the dimensions of the corporate image, especially on the agreeableness.
In addition, hotel managers need to understand and be well-equipped with the resources
(human resources and equipment) to create a good service experience by attending to
customers' responses for assistance more efficiently. Meanwhile, it offers a vital message
to the managers that all these factors of the corporate image will enhance customer’s
perceived value perception about the hotel, hence affecting their loyalty towards the hotel
by inducing revisit intentions and positive word of mouth in both online (e.g. social media)
and offline community they belong to. Thirdly, given the potential importance of social
media, managers should encourage customers’ recommendations, reviews, and sharing on
social media platforms. This is because engaged customers enjoy the opportunity to have
more social interactions in sharing their experiences, emotions which associates them in
the process of value co-creation and enhanced perceived value to the brand (e.g., So et al.,
2016; Zhang et al., 2016). Hence, it is hoped that the conceptual model of hotel customer
loyalty that was developed and empirically tested from this study would assist the firms in
their future decision making, especially those who are willing to focus on improving
corporate image for nurturing customer loyalty to ensure sustainable growth in this sector.
Finally, the findings of this study are expected to benefit the government bodies and the
policymakers (e.g Ministry of Tourism and Culture) by providing empirical insights on the
significance of social media engagement, corporate image, perceived value, and tourist
loyalty in the Malaysian hotel industry. For instance, for the Ministry of Tourism and
Culture, it will assist them in their adoption of comprehensive Al tools and digitalisation
journey to comprehend that the sincere acceptance of social media engagement practices is
essential for the hotel industry. By introducing the necessary strategies and schemes to
adapt the whole spectrum of social media engagement by the hotel industry, the
policymakers will be able to assist them to well connect with their local and international
customers. Consequently, it is expected to enhance customers’ value perception and loyalty
intention towards the hotels in Malaysia.

International Tourism and Hospitality Journal (ITHJ) 17
https://rpajournals.com/ithj




Limitations and Future Research

As regards to any research, this study also has some limitations that pave the opportunity
for some future research avenues. Firstly, the sample respondents of survey questionnaire
in this research included only tourists who had booked a hotel using social media platforms
and stayed at the hotel. Therefore, cautions should be taken when generalising the results
to potential hotel guests who have never engaged with the hotel on social media regarding
bookings and accommodation. Secondly, this study involves only a quantitative research
method for data collection and analysis procedure. This method involves a structured
questionnaire using close-ended questions in survey questionnaires and thus limits the
outcome of the research as outlined in the research proposal. Therefore, the outcome of this
study may not represent the actual occurring of the Malaysian hotel industry in a
generalised form concerning the selected constructs under observation. Thus, future studies
may consider a non-probability sampling method (e.g. purposive) for data collection
considering mixed method using both qualitative and qualitative research method. Through
qualitative analysis, deeper and richer information could be gained in regard to the selected
antecedents of tourist loyalty as considered in the current study (social media engagement,
corporate image). Additionally, the qualitative study may assist to discover some other
potential antecedents of tourist loyalty construct that was previously unattended such as
how Al driven information and recommendations impact on tourist loyalty behavior in the
hotel industry. Thirdly, this study used both face-to-face and online data collection
methods (e.g., Facebook method, email) for disseminating questionnaires to collect
empirical data from the targeted respondents. As a result, it was not possible to calculate
the actual response rate of the survey questionnaire. Furthermore, the size of the sample
was only 360, which is small compared to the size of the population under investigation.
The results, therefore, must be vigilantly generalised to the wider population of the hotel
customers. Future studies may consider a larger sample to conduct a comparative study,
collecting data using social media as a survey channel (e.g., Facebook) from several
countries, for instance, Malaysia versus Thailand. Fifth, future research needs to consider a
large number of sample size including Malaysian and International tourist proportionately
to get much richer inferences regarding the population under investigation. Finally, future
studies may endeavor to consider a certain category of hotels (e.g., four and five-star
hotels) using the convenience sampling method to further improve the empirical findings
of the current conceptual model of the study.
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