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Abstract: This study aims to investigate the impact of social media promotion on customer engagement within
the context of Northern Indian chain hotels. In an era characterized by the increasing digitalization of businesses
and the hospitality industry, social media platforms have emerged as powerful tools for hotels to connect with
their clientele and enhance customer engagement. The research employs a comparative analysis to assess the
effectiveness of social media promotion strategies in various Northern Indian chain hotels and their influence on
customer engagement metrics. The research methodology includes a comprehensive review of the social media
practices employed by select chain hotels in Northern India, with a focus on their content strategy, frequency of
posts, platform selection, and interaction with customers. Additionally, customer engagement metrics such as
likes, comments, shares, and user-generated content are analyzed to evaluate the impact of social media promotion
on enhancing the hotel-guest relationship. The findings of this study provide valuable insights into the role of
social media in shaping customer engagement in the hospitality industry, specifically within the unique context
of Northern Indian chain hotels. By comparing and contrasting the social media strategies and outcomes of
different hotels, this research aims to identify best practices that can be applied to optimize customer engagement
through social media promotion.
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Introduction

In a progressively digitalized globe, the hospitality sector has experienced a noteworthy alteration in its method
to patron involvement and promotional tactics (Lamberton & Stephen, 2016). Amidst the countless array of digital
avenues accessible, social networking platforms have surfaced as powerful instruments for hotels to engage with
their guests, establish brand recognition, and cultivate significant relationships (Kapoor & Kapoor, 2021). The
Northern Indian series hotel industry, recognised for its varied cultural legacy and affluent past, has not been
resistant to this digital transformation (Kumar & Sharma, n.d.). In reality, it has adopted social media advertising
as a way to amplify customer involvement and remain competitive in an ever-changing marketplace. The
hospitality sector's shift to a progressively technology-focused terrain has been propelled by the altering
inclinations and conducts of contemporary tourists (Manhas & Tukamushaba, 2015). Today's visitors not just
desire solace and opulence during their sojourns but also anticipate tailored encounters and genuine engagements
with the lodgings they select (Lin, 2016). Social networking platforms offer a perfect area for hotels to fulfil these
expectations by establishing direct channels of communication, displaying their distinct offerings, and curating
content that strikes a chord with their intended audience (Tandon, Ertz, & Bansal, 2020).

This investigation strives to explore the influence of social media advertising on customer involvement within the
particular setting of Northern Indian chain hotels (Instead, 2021). By performing a juxtaposed examination of
diverse hotels within this locality, we aspire to unveil the tactics and methodologies that demonstrate utmost
efficacy in enhancing customer involvement measurements (Kwok & Yu, 2013). By accomplishing this, we aspire
to illuminate the function of social media in moulding the hotel-patron connection, propelling brand devotion, and
ultimately, influencing the financial outcome of these establishments (Ibrahim, Aljarah, & Sawaftah, 2021). The
ensuing segments of this manuscript will investigate the investigation technique, scholarly examination,
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information examination, and discoveries, all of which are pivotal in grasping the convoluted dynamics between
online networking promotion and client engagement in Northern Indian chain hotels (Elgarhy, 2023). By the
culmination of this investigation, we expect not solely adding to the current accumulation of knowledge in the
realm of hospitality and digital advertising but also providing pragmatic perceptions and suggestions for hoteliers
seeking to exploit the potential of social media to amplify their customer involvement tactics (Boulding et al.,
2005).

Social Media Strategies in Northern Indian Chain Hotels

In the vibrant terrain of Northern Indian chain hotels, social media tactics have become an essential component
of their marketing and customer involvement endeavours (Kapoor & Kapoor, 2021). These enterprises have
welcomed the vast capacity of platforms such as Facebook, Instagram, Twitter, and LinkedIn to engage with their
varied clientele and exhibit the distinct encounters they provide (Kwok & Yu, 2013). The assortment of social
media platforms is a tactical choice, frequently grounded on where their intended audience is most engaged (Azhar
et al., 2023). Furthermore, content tactics play a crucial role in captivating users (lbrahim et al., 2021). Hotels
curate material that not only mirrors their brand principles but also strikes a chord with their audience's hobbies,
displaying everything from splendid meals to cultural occasions (Ghauri, 2022). Uniformity in publishing and
upholding a consistent timetable is yet another crucial component. Inns that consistently distribute captivating
content tend to cultivate stronger connections with their followers (Lamberton & Stephen, 2016). Engagement
with users is greatly appreciated, with timely replies to remarks, communications, and references improving user
satisfaction (Boulding et al., 2005).

Moreover, social networking is effortlessly incorporated into wider promotional initiatives, enhancing their scope
and influence (Tandon, Ertz, & Bansal, 2020). These hotels meticulously gauge and assess their social media
endeavours using diverse metrics such as favourites, remarks, distributions, and conversion rates (Ibrahim, 2022).
Such information-driven insights inform future tactics and guarantee an ongoing enhancement cycle (Lin, 2016).
Notwithstanding the advantages, hotels encounter obstacles in this digital realm, comprising of overseeing online
standing and dealing with adverse commentary (Manhas & Tukamushaba, 2015). Nevertheless, they additionally
acknowledge the perpetually changing prospects presented by novel characteristics and tendencies in social
networking (Elgarhy, 2023). In general, the segment on social media tactics emphasises the ever-changing and
inventive methods utilised by Northern Indian chain hotels to successfully interact with their audience and amplify
their visibility in the fierce hospitality industry.

Customer Engagement Metrics and Measurement

Customer involvement indicators and assessment comprise a crucial element of every enterprise's plan,
encompassing Northern Indian franchise lodgings (Boulding et al., 2005). These measurements encompass a
varied array of signs that mirror the profundity and excellence of the bond between a hotel and its patrons (Kapoor
& Kapoor, 2021). Popular customer involvement measurements consist of approvals, reposts, responses, and
supporters on social networking sites, click-through proportions in electronic mail advertising initiatives, the
length of time of website sessions, and the quantity of recurring reservations (Kwok & Yu, 2013). These numerical
measurements provide valuable perspectives into the efficiency of different marketing and consumer involvement
endeavours (Ibrahim, Aljarah, & Sawaftah, 2021).

Nonetheless, assessing customer involvement extends beyond mere figures; it also encompasses qualitative
evaluations (Instead, 2021). Customer input, appraisals, and emotion analysis are crucial for comprehending how
patrons perceive their engagements with the inn (Nunkoo et al., 2013). An optimistic sentiment and elevated
customer contentment are robust indicators of efficient involvement (Manhas & Tukamushaba, 2015). Moreover,
overseeing the transformation rate of involved clients into devoted supporters is pivotal (Elgarhy, 2023). This
entails monitoring the frequency with which committed customers revisit, recommend others, or engage in loyalty
initiatives.

To gauge these parameters efficiently, hotels utilise a fusion of analytics instruments and data scrutiny methods
(Tandon, Ertz, & Bansal, 2020). Sophisticated instruments permit for instantaneous monitoring and
documentation, empowering hotels to execute nimble modifications to their approaches (Lamberton & Stephen,
2016). Consistently examining these measurements not only offers perspectives into the present condition of
customer involvement but also aids in recognising trends and formations over time (Kumar & Sharma). In the
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end, the evaluation of customer involvement indicators enables Northern Indian chain hotels to customise their
services, promotional efforts, and customer engagements to amplify guest contentment, allegiance, and overall
business triumph.

Research Methodology

The investigation technique utilised for this examination included a survey-based examination, intended to
extensively investigate the influence of online networking advancement on client commitment in Northern Indian
chain lodgings. To collect valuable perspectives, a sample of 70 participants from diverse Northern Indian chain
hotels was chosen. The survey was meticulously designed to encompass a broad spectrum of facets pertaining to
social media practises within these establishments. The exploration process commenced with the recognition of
pivotal variables and concepts pertinent to the investigation, such as the assortment of social media platforms,
content tactics, posting regularity, and patron engagement. The survey was organised to capture participants'
viewpoints on these factors, enabling a comprehensive analysis of their online platform tactics and their perceived
influence on customer involvement.

The questionnaire tool was disseminated to the chosen participants, who were staff directly engaged in the
administration of social media profiles for their respective hotels. This standard ensured that the responses
obtained were from individuals with direct knowledge of their hotel's social media practises. Participants were
motivated to offer qualitative perspectives alongside quantitative answers, enabling a more comprehensive
comprehension of their tactics and encounters. Information gathered from the surveys were subsequently
subjected to a stringent examination. Numerical data were processed using statistical software to generate
explanatory statistics and recognise trends and patterns. In the meantime, qualitative information experienced
thematic examination to extract significant themes and stories from participants' remarks and elucidations.

The amalgamation of numerical and descriptive data analysis techniques facilitated a comprehensive
comprehension of the social media tactics utilised by Northern Indian chain hotels and their perceived influence
on customer involvement. This investigation approach guaranteed that the results were not only statistically rooted
but also enhanced with practical knowledge from professionals in the field. In the end, the examination of the
survey answers established the foundation for the ensuing conversations and findings in this investigation,
illuminating the complex interplay between online platform advertising and consumer involvement in this distinct
setting.

Objectives:

To assess the extent of the correlation between the frequency of social media promotions (measured in posts per
week) and the level of customer engagement (measured in likes, comments, and shares) on social media platforms
for a sample of Northern Indian chain hotels.

To compare the impact of different types of social media content (e.g., images, videos, promotions, customer
reviews) on customer engagement in Northern Indian chain hotels and identify which content types have the
strongest correlation.

Hypotheses:

Hypothesis 1

There is a positive correlation between the frequency of social media promotions (measured as the number of
posts per week) and the level of customer engagement (measured as likes, comments, and shares) on social media
platforms for Northern Indian chain hotels. Specifically, as the frequency of promotions increases, customer
engagement will also increase.

Descriptive Statistics
Mean Std. Deviation N
the frequency of social media promotions 1.90 810 100
the level of customer engagement 2.11 .827 100
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The aforementioned table presents elucidating data concerning the occurrence of social media advertisements and
the extent of consumer involvement for a selection of hotels in Northern India. It demonstrates that the average
occurrence of social media promotions, gauged in posts per week, is 1.90, with a deviation of 0.810. Conversely,
the average degree of customer involvement, assessed in relation to approvals, remarks, and distributions, is 2.11,

with a deviation of 0.827. This data provides us with a synopsis of the mean and dispersion in the data.

Correlations
the frequency the level of
of social media customer
promotions engagement
the frequency of social Pearson Correlation 1 .875™
media promotions Sig. (2-tailed) .000
N 100 100
the level of customer Pearson Correlation .875™ 1
engagement Sig. (2-tailed) .000
N 100 100
**_ Correlation is significant at the 0.01 level (2-tailed).

The aforementioned table showcases the correlation examination between the occurrence of social media
advertisements and the degree of customer involvement. The Pearson correlation coefficient, which gauges the
potency and orientation of the association between these two variables, is 0.875. The import level (Signif.) is
0.000, which suggests that the association is extremely important at the 0.01 level (two-sided). In more
straightforward language, this implies that there is a robust affirmative correlation between the frequency of social
media advertisements and the degree of customer involvement among Northern Indian chain hotels. These
discoveries uphold Assumption 1, which proposed that as the frequency of promotions escalates, customer
involvement on social media platforms also escalates. The elevated affirmative correlation coefficient implies that
there is a sturdy association between these variables, signifying that hotels that partake in more regular social
media campaigns tend to encounter amplified levels of customer involvement. This data offers experiential proof
of the efficiency of social media campaigns in stimulating customer involvement for Northern Indian chain hotels
(Boulding et al., 2005).
Hypothesis 2

The type of content shared on social media has a significant impact on customer engagement in Northern Indian
chain hotels. Specifically, visually appealing content, such as images and videos, will have a stronger positive
correlation with customer engagement compared to text-based promotions.

Descriptive Statistics

Mean Std. Deviation N
The type of content shared on 2.57 1.103 100
social media
impact on customer engagement in 2.02 816 100
Northern Indian chain hotels

The chart demonstrates that the average for "The category of material distributed on social platforms™ is 2.57,
with a deviation of 1.103. This variable probably signifies the diverse varieties of content that hotels publish on
their social media channels. The average for "effect on client involvement in North Indian chain lodgings" is 2.02,
with a deviation of 0.816. This variable probably signifies the degree of customer involvement arising from the
categories of content distributed.
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Correlations
The type of impact on
content shared customer
on social media engagement in
Northern Indian
chain hotels
The type of content shared on Pearson Correlation | 907"
social media Sig. (2-tailed) .000
N 100 100
impact on customer Pearson Correlation 907" 1
engagement in Northern Indian Sig. (2-tailed) 000
chain hotels N 100 100
**_Correlation is significant at the 0.01 level (2-tailed)

Referring to the correlation analysis, the table discloses a Pearson correlation coefficient of 0.907 between "The
category of material distributed on social media" and "influence on customer involvement in Northern Indian
chain hotels." The correlated import level (Significance) is documented as 0.000, suggesting a substantial degree
of statistical significance at the 0.01 level (two-sided). In pragmatic terms, these findings strongly endorse
Hypothesis 2, which hypothesised that the character of content exchanged on social media greatly impacts
customer involvement in Northern Indian chain hotels. The considerable affirmative correlation coefficient of
0.907 indicates a robust and affirmative association between the category of material, specifically aesthetically
pleasing material such as pictures and videos, and the degree of customer involvement. This discovery implies
that hotels in this area can improve their customer involvement by giving priority to aesthetically pleasing content,
like pictures and films, in their social media advertising approaches. Visual material has a tendency to seize the
focus and fascination of social media users more efficiently, leading to amplified appreciation, remarks, and
distribution (Lin, 2016). It is crucial to recognise that these discoveries are grounded on a sample of 100 Northern
Indian chain hotels and may not be universally relevant. Nevertheless, they offer precious perspectives for hotels
in the area, directing their social media content tactics to cultivate more efficient interaction with their intended
viewers (Lamberton & Stephen, 2016).
Hypothesis 3

The time of day when social media posts are made affects customer engagement in Northern Indian chain hotels.
Specifically, posts made during peak engagement hours (e.g., evenings and weekends) will have a stronger
positive correlation with customer engagement compared to posts made during off-peak hours.

Descriptive Statistics

Mean Std. Deviation N
The time of day when social 242 1.148 100
media posts
customer engagement in Northern 1.49 502 100
Indian chain hotels

The mean value for "The time of day when social media posts" is 2.42, with a standard deviation of 1.148. This
variable likely reflects the different times during the day when hotels choose to post on their social media
platforms. On the other hand, the mean for "customer engagement in Northern Indian chain hotels" is 1.49, with
a standard deviation of 0.502. This measure appears to represent the level of customer engagement resulting from
posts made at different times of the day.
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Correlations

The time of day
when social
media posts

customer
engagement in
Northern Indian
chain hotels

The time of day when social Pearson Correlation 1 .883™
di t
fecia posts Sig. (2-tailed) 000
N 100 100
customer engagement in Pearson Correlation .883™ 1
Northern Indian chain hotel
orfer InClan AR AOES  Sig. (2-tailed) 000
N 100 100

**_ Correlation is significant at the 0.01 level (2-tailed)

The chart displays a Pearson correlation coefficient of 0.883 between "The period of the day when social media
posts” and "client involvement in Northern Indian chain hotels." The correlated import level (Significance) is
documented as 0.000, signifying a substantial degree of statistical significance at the 0.01 level (two-sided). These
findings robustly endorse Hypothesis 3, which proposed that the timing of social media posts greatly influences
customer involvement in Northern Indian chain hotels. The considerable affirmative correlation coefficient of
0.883 implies a sturdy and affirmative association between the period of day when posts are created, notably
throughout peak involvement hours like nights and weekends, and the magnitude of client involvement. This
discovery emphasises the significance of timing in social media advertising tactics for hotels in the Northern
Indian chain industry. By strategically arranging posts during periods when their target audience is most lively
and prone to interact with content, hotels can optimise their customer engagement endeavours (Tandon, Ertz, &
Bansal, 2020). Nevertheless, it is imperative to acknowledge that these discoveries are founded on information
from a specimen of 100 chain hotels in Northern India and might possess constraints in relation to generalizability.
However, they offer valuable counsel for hotels in the area, highlighting the significance of timing on social media
involvement tactics (Kwok & Yu, 2013).

Conclusion

In the constantly changing terrain of Northern Indian chain hotels, the impact of social media promotion on
customer involvement has surfaced as a dynamic and crucial facet of their marketing tactics. This investigation
has explored extensively into the intricate realm of social media practises within these establishments, illuminating
their varied approaches, obstacles, and possibilities. Our examination unveiled that the choice of social media
platforms is a tactical determination, propelled by the necessity to harmonise with the inclinations and conduct of
the intended viewers. Content strategy plays a crucial role, with hotels curating content that not only mirrors their
brand values but also strikes a chord with their audience's interests. Uniformity in publishing and timely
engagement with users on social media platforms are crucial elements of efficient involvement. Incorporation
with wider marketing campaigns magnifies the scope and influence of social media endeavours, displaying the
harmony between digital and conventional marketing channels. The quantification and examination of customer
involvement indicators provide valuable perspectives, enabling hotels to make information-based choices and
consistently enhance their approaches. Notwithstanding obstacles such as overseeing online reputation and
managing adverse feedback, Northern Indian chain hotels acknowledge the constantly changing possibilities
presented by novel characteristics and tendencies in social media. These establishments are adjusting,
revolutionising, and utilising social media to amplify their presence in the competitive hospitality market. The
discoveries of this investigation emphasise the significance of a comprehensive strategy to customer involvement,
where online networking acts as a potent instrument to cultivate significant connections and stimulate brand
devotion. As the hospitality sector persists to develop, it is apparent that the amalgamation of customary Indian
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hospitality principles with contemporary digital methods has the capability to transform the visitor encounter in
Northern Indian franchise hotels. This investigation adds not just to the expanding collection of information in the
domains of hospitality and digital advertising but also provides practical perspectives and suggestions for hoteliers
aiming to enhance their customer engagement approaches through social media advertising. It is our aspiration
that this investigation will direct and motivate Northern Indian chain hotels to navigate the dynamic terrain of
social media with assurance, harnessing its potential to forge deeper bonds with their guests and secure a
prosperous future in the ever-evolving world of hospitality.
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