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RESUMEN

Este estudio tuvo como objetivo investigar el impacto del uso
de las redes sociales en la publicidad boca a boca con énfasis
en el papel mediador del valor de la marca en la industria del
turismo. El propésito de este estudio es el tipo aplicado y en
términos del método es una encuesta. La herramienta de
recopilacion de datos en este estudio es el cuestionario
estandar de Andrew. En este estudio, se utilizé la validez
aparente y de contenido para evaluar la validez del
cuestionario. Los resultados de un valor de relacion critica
(valor T que varia de -1,96 a 1,96) dieron como resultado un
99% de ser positivo y significativo.
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ABSTRACT

This study aimed to investigate the impact of using social media
on word of mouth advertising with an emphasis on the
mediating role of brand equity in the tourism industry. The
purpose of this study is applied type and in terms of the method
is a survey. The data gathering tool in this study is the standard
questionnaire of Andrew. In this study, face and content validity
were used to evaluate the validity of the questionnaire. Findings
of a critical ratio value (T-value ranging from -1.96 to 1.96)
resulted in a 99% be positive and significant.

Keywords: Brand equity, Social media, Tourism, Word of
mouth advertising.
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INTRODUCTION

Over the past two decades, social media has revolutionized marketing communications and provided new
opportunities for user-brand interaction. This interaction is very important for brands because social network
users rely on the recommendations, they receive from other users (Schmitt et al.: 2011, pp. 46-59) and this
relationship affects the decision-making process (Hinze et al.: 2011, pp. 55-71). Word of mouth advertising is
the type of relationships and nodes within the node of people, products, services, places, and nodes that can
be used as a communication between the consumer of the product, the service, the company, and a corporate
place.

This is a product or service provider and can be a two-way or ordinary one-way article. Tourists as
consumers to choose a location for tourism a series of actions can be taken to make the process more efficient.
After detecting the need, they evaluated different options and gathered information, and the decision was
finally taken (Shiffman & Kanuk: 2006). Tourist's decision to choose a place depends on different factors that
can be referred to in Advertising, tourist destination, personality features of tourist, awareness of tourism
destinations and word of mouth advertising (2014).

Among these factors, word of mouth advertising, which has one of the most important ways to dominate
the market and decision-making of consumers increases, but most marketers Tourism services sight of the
fact remained that customers engage with others more effectiveness of marketing activities and even
advertising (De Bruyn & Lilien: 2008, pp. 151-163).

To analyze the relationship between social media use and brand equity, we use a theoretical model of
cognitive psychology that underlies various studies on information processing and the impact of advertising.
According to the above theory, consumers associate communication stimuli with their prior knowledge (Lane
& Fastoso: 2016). Therefore, new information is not stored randomly but rather is divided into categories
arranged in a concept in the mind of the consumer. For example, in the context of destination as a brand, if
the information received matches the consumer's knowledge of the destination, the information is split into the
existing program, but if new information is not compatible with consumer knowledge, the structure of the
program to absorb new data will change (Stojanovic et al.: 2018). Brand value is a fundamental concept in
brand management.

From the marketing perspective of Aaker (Aaker: 2009) brand value describes the brand value in
consumers' minds. And in particular, as a different effect of the impact of brand awareness on consumer
response to the brand or as a perceived tool and the overall superiority of a product because of its brand,
compared to other brands (Stojanovic et al.: 2018). Previous studies have shown empirical evidence that
marketing communications can enhance brand awareness. Recent studies have also shown that social media
communication can have a similar effect on program theory (Schivinski & Dabrowski: 2015; Ramirez &
Hugueth: 2017; Rincén et al.: 2019).

Daily social network users are increasingly exposed to content about tourist destinations they share with
friends (photos, videos, blogs, comments, etc.), which has a significant impact on brand awareness (Halkias:
2015). Although company-generated content is always positive, compared to user-generated content, that
may be positive and negative. Some authors argue that both types of content increase brand awareness and
help consumers make their purchasing decisions. The consumer first recognizes that there is a tourist
destination and then a memory program is created that displays the destination image. Various studies support
this analysis in the context of social networks because the content produced or shared by other users indicates
stimuli that influence the formation of the target image.

Points out that perceived value can be considered as a set of benefits and costs received. Empirical
findings have shown that perceived customer value is more important than customer satisfaction perceived
by consumer buying behaviors. Empirical findings have shown that perceived customer value is less than
customer satisfaction perceived by consumer buying behaviors, because perceived value occurs in different
stages of the decision-making process for the buyer, while customer satisfaction is unanimously an evaluation
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after purchase or use. Whatever products have better-perceived value than competitors, it is a source of
competitive advantage.

Quality of service is one of the most important factors that have a major effect on consumer satisfaction
and loyalty, and especially their verbal advertising (Sweeney et al.: 2008, pp. 344-364). Quality of service and
customer experience of this quality are all the perceptions formed by a tourist interacting with a place,
company, brand, and product and every time a customer interacts with them directly or indirectly, an
experience is formed and this experience is highly personal and indicates his or her participation at various
levels (rational, emotional, sensory, physical and spiritual). Meibar and Schacher (1) also believe that
customer service quality experience, customer internal and mental response to any direct contact (usually
occurring during direct purchase and initiated by the customer) and indirect (including unwanted interactions
with company representatives) that will also be effective in generating customer satisfaction and customer
image from one place.

Tourism is expressed as a driving force for regional development. Successful tourism can increase
government revenue, employment, and destination tourism revenue. How to attract a tourist to visit the
destination again or recommend the destination to others is crucial for successful destination tourism
development. The first studies of brand valuation in tourism were used for hotels, restaurants (Kim & Ko:
2005, pp. 1480-1486) and airlines (Chen & Tiseng: 2010, pp. 24-34). This study intends to examine the impact
of using social media on verbal advertising with the mediating role of brand equity dimensions including brand
awareness, image, quality, value perception.

Background research

The results showed that the significant effect of location brand complexity on identity through verbal
advertising was greater for residents than for foreign tourists. Also, the significant effect of location brand
complexity is greater for foreign tourists than residents, due to satisfaction in verbal advertising. Besides;
location brand complexity does not have a positive impact on verbal advertising due to commitment.

Mansouri et al. (Mansouri et al.: 2018, pp. 49-72) examined the impact of service recovery performance
on verbal advertising; the mediating role of perceived customer value, customer experience, emotional
responsiveness, and brand loyalty. According to the results, high levels of performance in service retrieval
influence the verbal advertising of tourists.

Alizadeh et al. (Alizadeh et al.: 2017, pp. 127-143) examined the relationship between media advertising
and brand equity from the viewpoints of Tabriz sports stores customers. The results showed that there is a
significant positive relationship between media advertising with brand equity (brand loyalty, brand association,
brand awareness, and brand perceived quality) from the viewpoints of customers of Tabriz sports stores.
Customers' brand equity is affected by advertising media, and this research has concluded.

Severi et al. (Severi et al.: 2014, pp. 231-258) examined the impact of electronic Word of mouth
advertising on brand value about social media. The findings show that there is an indirect relationship between
electronic Word of mouth advertising and brand equity dimension. Ismaeil et al. (Ismaeil et al.: 2012, pp. 457-
493) examined the effect of love, personality, and brand image on Word of mouth advertising: the case of
fashion brands among young consumers. The results showed that only brand image is a Determinant of brand
love affecting Word of mouth advertising (WOM) associated with brand personality.
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Figure 1. Conceptual Model

Research hypotheses
Using social media affects brand awareness.
Using social media affects brand image.
Using social media affects brand quality.
Using social media affects customer value.
Brand awareness affects word of mouth advertising.
Brand image affects word of mouth advertising.
Brand quality affects word of mouth advertising.
Customer value affects word of mouth advertising.
Using social media affects word of mouth advertising.

METHODS

The present study is of applied purpose, in terms of survey method and is of comparative scientific nature.
The statistical population of this study includes foreign tourists coming to Tehran. The sample size using Using
Kerchezy and Morgan's table was 384 people who were selected randomly. The data collection tool in this
study is Andreu et al. (Andreu et al.: 2017, pp. 111-134) standard questionnaire. For the Social Media variable
(3 items), the brand equity variable was adjusted to include four dimensions; brand awareness, brand image,
brand quality and customer value (16 items), and the Word of mouth advertising variable (6 items). In this
study, content validity was used to assess the validity of the face validity questionnaire. In this way, using two
forms of CVI, CVR, questionnaires were given to several experts and mentors and consultants and they were
asked about the questions that were confirmed by the questionnaire after making the corrections. One of the
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methods of calculating the reliability is Cronbach's alpha coefficient calculated according to Table 1- above
0.7 which indicates the internal consistency of the items and confirmation of reliability.

Cronbach's alpha value Dimensions Variables Row
0.745 - Using Social Media 1
0.789 Brand awareness 2
0.738 Brand image . 3
0.820 Brand quality brand Equity 4
0.843 customer value 5
0.889 - Word of mouth advertising 6

Table 1- Reliability of the questionnaire
Structural equation modeling was performed using AMOS software version 23 for data analysis.

RESULTS

Convergent validity

Variables CR AVE

Using Social Media 0.860 0.603
Brand awareness 0.726 0.628
Brand image 0.766 0.768
Brand quality 0.813 0.639
customer value 0.732 0.641
Word of mouth advertising 0.784 0.678

Table 2- Convergent validity analysis

AVE or (mean extracted variance) should be greater than 0.5. The values in Table 2 indicate that (AVE>
0.5) each variable is greater than 0.5, so convergence is achieved. In convergent validity, the composite
reliability should be greater than the mean of the extracted variance. (CR> AVE) Given the comparing values
of composite reliability and extracted variance, this convergent validity condition is found.

Divergent validity

Variables AVE MSV ASV

Using Social Media 0.603 0.457 0.412

Brand awareness 0.628 0.491 0.425

Brand image 0.768 0.433 0.503

Brand quality 0.639 0.520 0.437

customer value 0.641 0414 0.454
Word of mouth advertising 0.678 0.475 0.407

Table 3- Divergent validity check

To verify divergent validity, there must be two conditions: the first condition AVE (mean extracted
variance) is greater than the MSV (maximum common variance). The second condition AVE (extracted
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variance mean) is greater than ASV (mean-variance averaged), which is the second condition given the above
table values.

Fornell Larker test

. Using Social Brand Brand Brand customer Word of
Variables ) . . mouth
Media awareness image quality value -
advertising
Using Social Media 0776
Brand awareness 0.332 0.792
Brand image 0.470 0.520 0.876
Brand quality 0.660 0.657 0.678 0.799
customer value 0.374 0.536 0.498 0.642 0.800
Word of mouth 0.459 0.439 0.637 0519 | 0237 0.823
advertising

Table 4 - Larnell Fornell

The Fornell-Locker test asserts that a variable should be more scattered among its reagents than the
references of other variables at present. Therefore, statistically, the AVE of each variable now has to be
greater than its second-highest correlation coefficient with the other variables present.

The divergent validity of the model variables can be deduced from the results of Fornel and Larker tests
based on the results of the AVE correlations and the root of this table. Based on the results of the Fornell
Larker test, it can be concluded that our model has divergent validity.

Structural Equation Modeling
The model of structural equations after implementation in AMOS software is non-standard and standard
as follows.

Figure 2. Structural equation model in nonstandard coefficient estimation mode
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Figure 3. Structural Equation Modeling in Standard Coefficients Estimation

Hypothesis | Significance Critical | Error | Non-standard Latent Latent variable
level Ratio estimates variable
1 i 15.264 0.057 0.863 Using Social | <- Brand
Media - awareness
2 b 15.687 0.056 0.886 Using Social | <- Brand image
Media -
3 i 14.695 0.060 0.889 Using Social | <- Brand quality
Media -
4 b 14.587 0.060 0.875 Using Social | <- | customer value
Media -
5 0.022 2.294 0.175 0.401 Brand <- | Word of mouth
awareness - advertising
6 0.031 2.162 0.204 0.440 Brandimage | <- | Word of mouth
- advertising
7 b 5.611 0.087 0.490 Brand quality | <- | Word of mouth
- advertising
8 b 4.929 0.204 1.005 customer <- | Word of mouth
value - advertising
9 0.002 3.050 0.404 1.233 Using Social | <- | Word of mouth
Media - advertising
Table 5- Structural equation for meaningful assumptions
Hypothesis Path coefficient Latent variable Latent variable Result
1 0.946 Using Social Media | <- Brand awareness Confirmation
2 0.959 Using Social Media | <- Brand image Confirmation
3 0.887 Using Social Media | <~ Brand quality Confirmation
4 0.917 Using Social Media | <- customer value Confirmation
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5 0.383 Brand awareness <-- | Word of mouth advertising Confirmation
6 0.428 Brand image <-- | Word of mouth advertising Confirmation
7 0.514 Brand quality <-- Word of mouth advertising Confirmation
8 0.784 customer value <-- | Word of mouth advertising Confirmation
9 0.850 Using Social Media | <-- | Word of mouth advertising Confirmation

Table 6- Structural equation for investigating coefficients of hypotheses

Fit index CIMIN/df | RMSEA | GFI | AGFI | CFI TLI IFI
Acceptable values <3 <0.08 >0.8 | >08 | >09 | >09 | >09
Calculated values 2.616 0.065 | 0.875 | 0.844 | 0.946 | 0.938 | 0.744

Table 7- Goodness of fit indices

According to Table 7-According to the fit indices, it is shown that our model is a good fit.

DISCUSSION

The findings of the study using the effect of using social media on brand awareness because the Critical
Ratio value (T-value 1.96 to 1.96) was not significant, have a positive and significant effect at 99% confidence
level with 0.946. This finding is in line with the studies of Stojanovich et al. (Stojanovich et al.: 2018). To raise
brand awareness, it is recommended to exchange brand identity value through brand signage, thus creating
amore attractive brand personality for tourists who are increasingly exposed to different social media content.

The effect of using Social Media on the brand image also indicated that because the Critical Ratio, or T-
value between -1.96 and 1.96, was not present, the effect can be confirmed at a 99% confidence level. And
the impact of Using Social Media on the Brand image is 0.956 and its direction is direct. This research finding
is in line with the studies of Stojanovich et al. (Stojanovich et al.: 2018). In line with this finding, research is
needed to promote destination values that elicit a positive emotional response. Managers should analyze the
unique personality of the brand and incorporate these values into their online strategy.

One of the strategies that can be utilized is the so-called "Inbound Marketing", which is about creating
valuable content that arouses the interest of the audience and stimulates positive emotions. The content that
leads to a positive image of the destination creates the desired attitude on the part of consumers. It is also
suggested to provide a brand-driven axis of influence for one brand in their respective locations.

Concerning other research findings on the impact of using Social Media on brand quality because the
Critical Ratio, or T-value between -1.96 and 1.96, was not confirmed, this effect was confirmed at a 99%
confidence level. And the impact of using Social Media on Brand quality was 0.887 and direct. This research
finding is in line with the studies of Stojanovich et al. (Stojanovich et al.: 2018). In this regard, it is suggested
to increase the publicity of the services provided to inform tourists of the range of services to be provided.

Another finding of the effect of using Social Media on customer value because the Critical Ratio value, or
T-value between 1.96 and 1.96, did not confirm the 99% confidence level. And the impact of using Social
Media on customer value was 0.917 and direct. This finding is in line with the studies of Stojanovic et al.
(Stojanovich et al.: 2018). In explaining this finding, it can be said that the production of appropriate content
in different social media as a communication strategy based on active tourism participation through social
media is a competitive advantage for the tourist destination, as it promotes the perception of value by tourists.

Another finding from this study indicated that the effect of brand awareness on Word of mouth advertising
was because the Critical Ratio (T-value) was not between -1.96 and -1.96 and was confirmed at a 95%
confidence level. And the effect of Brand awareness on Word of mouth advertising was 0.383 and its direct
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direction. This research finding is in line with studies Stojanovic et al. (Stojanovic et al.: 2018). In this regard,
it is suggested to introduce tourists to the attractions, history, and culture of the country at the end of the trip.

CONCLUSION

The effect of Brand image on word of mouth advertising because the Critical Ratio value, or T-value
between 1.96 and 1.96, did not result in a 95% confidence level of confirmation. And the intensity of the brand
image's impact on Word of mouth advertising was 0.428 and its direction was direct. This finding was
consistent with the studies of Stojanovich et al. (Stojanovich et al.: 2018). Improving Brand image by using
products and services tailored to the needs and wants of the tourist, it is recommended to prioritize the
indicators that the tourist has in mind.

Another finding of the effect of brand quality on Word of mouth advertising, because the Critical Ratio, or
T-value between -1.96 and 1.96, did not support the 99% confidence level. And the intensity of the influence
of Brand quality on Word of mouth advertising was 0.514 and direct.

This finding is in line with studies by Stojanovic et al. (Stojanovich et al.: 2018). In explaining this finding
it can be said that brand identity has a good relationship with Brand quality and customer value. Tourists value
destination quality because most of them include the quality of accommodation, tourist attractions,
infrastructure, and security. Therefore, it is crucial to meet the tourist needs to enhance these aspects.

Another finding was that the effect of customer value on Word of mouth advertising was confirmed at 99%
confidence because the Critical Ratio value (T-value between - 1.96 and 1.96) was not. The impact of
customer value on Word of mouth advertising was 0.784 and its direction was direct.

This finding was in line with the studies of Stojanovic et al. (Stojanovich et al.: 2018). Improving the
Customer Experience of Using Tourism Products and Services By highlighting the tourist at the destination,
checking the needs of the tourist at the destination, and providing accurate tourist guidance in this regard. The
latest finding was that the effect of using Social Media on Word of mouth advertising was confirmed at 95%
confidence because the Critical Ratio, or T-value between 1.96 and 1.96, was not. The impact of using Social
Media on Word of mouth advertising was 0.850 and its direction was direct. This finding is consistent with the
studies by Stojanovic et al. (Stojanovich et al.: 2018). It is suggested to eliminate negative verbal advertising
among visitors to destination products and services and to create a context for positive verbal advertising.
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