4/9/2026 15:24:09

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Atlet

4/9/2026 15:25:13

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 15:25:43

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Freelance

4/9/2026 15:54:52

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 8:58:03

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/11/2026 9:31:43

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/11/2026 9:47:14

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 10:08:55

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 10:33:15

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 13:32:21

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 15:21:24

Perempuan

16 - 27 tahun

(Generasi Z)

Freelance

4/11/2026 15:23:15

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta
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16 - 27 tahun Karyawan

4/11/2026 15:24:34 | Laki-laki 4 3 4 5 5 3 4 4 5 5
(Generasi Z) Swasta
16 - 27 tahun

4/11/2026 15:25:48 | Perempuan Wiraswasta 5 5 4 4 5 4 5 4 4 5
(Generasi Z)
28 - 44 tahun

4/11/2026 17:19:21 | Laki-laki (Generasi Wiraswasta 5 4 4 5 5 4 4 5 4 5
Milenial)
28 - 44 tahun

4/11/2026 19:53:58 | Perempuan | (Generasi Wiraswasta 5 5 5 5 5 5 5 5 5 5
Milenial)
16 - 27 tahun Pelajar /

4/12/2026 2:03:43 Perempuan 3 4 5 3 5 5 5 5 3 3
(Generasi Z) Mahasiswa
16 - 27 tahun Karyawan

4/12/2026 9:24:10 Perempuan 5 5 5 5 5 5 5 5 5 5
(Generasi Z) Swasta
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4/12/2026 12:03:57

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/12/2026 12:05:24

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta

4/12/2026 12:15:30

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta

4/12/2026 12:16:52

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/12/2026 12:19:04

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta
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4/12/2026 12:26:04

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/12/2026 12:27:06

Perempuan

16 - 27 tahun

(Generasi Z)

Pegawai
Negeri Sipil

(PNS)

4/12/2026 12:28:08

Laki-laki

16 - 27 tahun

(Generasi Z)

Pegawai
Negeri Sipil

(PNS)

4/12/2026 12:30:21

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Pegawai
Negeri Sipil

(PNS)

4/12/2026 12:31:55

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta
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16 - 27 tahun Karyawan
4/12/2026 12:33:31 | Perempuan

(Generasi Z) Swasta

16 - 27 tahun Karyawan
4/12/2026 12:35:42 | Perempuan

(Generasi Z) Swasta
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Jenis CRN |CRN |CRN [CRN |[CRN | LM | LM | LM | LM | LM
Usia
Time Stamp Kelamin Profesi 1 2 3 4 5 1 2 3 4 5

3/31/2026 16 - 27 tahun Pelajar /

Perempuan 4 5 3 4 3 4 3 3 5 4
21:11:00 (Generasi Z) Mahasiswa
3/31/2026 16 - 27 tahun Pelajar /

Laki-laki 5 3 3 4 2 4 2 5 4 4
21:11:54 (Generasi Z) Mahasiswa
3/31/2026 16 - 27 tahun Pelajar /

Perempuan 4 5 5 5 5 5 4 4 5 4
21:21:14 (Generasi Z) Mahasiswa
3/31/2026 16 - 27 tahun Pelajar /

Perempuan 4 3 5 5 5 4 4 3 4 5
21:23:38 (Generasi Z) Mahasiswa

28 - 44 tahun

3/31/2026

Perempuan | (Generasi Wiraswasta 4 4 5 5 5 4 4 4 5 4
21:28:15

Milenial)
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3/31/2026

21:29:31

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

3/31/2026

21:46:22

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

3/31/2026

21:47:26

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Freelance

3/31/2026

21:54:07

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

3/31/2026

22:00:33

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

3/31/2026

22:05:39

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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3/31/2026 16 - 27 tahun Karyawan
Perempuan
22:11:11 (Generasi Z) Swasta
3/31/2026 16 - 27 tahun
Perempuan Freelance

22:20:21 (Generasi Z)

16 - 27 tahun Pelajar /
4/1/2026 0:04:27 | Perempuan

(Generasi Z) Mahasiswa

16 - 27 tahun Pelajar /
4/1/2026 0:09:44 | Perempuan

(Generasi Z) Mahasiswa

16 - 27 tahun Pelajar /
4/1/2026 1:13:00 | Perempuan

(Generasi Z) Mahasiswa

16 - 27 tahun Pelajar /
4/1/2026 10:13:03 | Laki-laki

(Generasi Z) Mahasiswa

16 - 27 tahun Pelajar /
4/1/2026 10:26:48 | Laki-laki

(Generasi Z) Mahasiswa
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4/1/2026 10:27:38

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 11:56:32

Laki-laki

16 - 27 tahun

(Generasi Z)

Atlet

4/1/2026 12:49:41

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 15:48:53

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/1/2026 16:35:22

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 16:37:48

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 19:43:45

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/1/2026 19:45:22

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 19:45:51

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta

4/1/2026 19:47:08

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 19:48:02

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 19:51:10

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta

4/1/2026 20:14:10

Laki-laki

16 - 27 tahun

(Generasi Z)

Freelance
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4/1/2026 20:30:23

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 21:18:06

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/1/2026 22:15:15

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 11:44:33

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 18:39:02

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 19:02:50

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 19:49:53

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/2/2026 20:07:45

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 20:16:48

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/2/2026 20:40:29

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 21:18:06

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/2/2026 21:39:10

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/3/2026 17:59:31

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 14:05:07

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/4/2026 14:07:31

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 14:09:41

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 14:11:03

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 14:22:00

Perempuan

16 - 27 tahun

(Generasi Z)

Freelance

4/4/2026 14:53:22

Laki-laki

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/4/2026 17:36:39

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 18:33:46

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/4/2026 19:43:53

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/4/2026 22:37:51

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/5/2026 21:03:54

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/6/2026 8:54:35

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 10:51:19

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 18:05:53

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 18:37:12

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/6/2026 19:27:51

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 19:32:14

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 20:18:13

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 20:29:39

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 20:56:59

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/6/2026 22:47:06

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 22:58:13

Laki-laki

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta
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4/6/2026 23:14:57

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/6/2026 23:15:22

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 10:27:25

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 10:47:57

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 13:12:32

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta

4/7/2026 13:19:02

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta
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4/7/2026 13:27:11

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/7/2026 13:33:33

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta

4/7/2026 13:34:24

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 13:34:44

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 14:02:17

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/7/2026 14:43:55

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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16 - 27 tahun Pelajar /
4/7/2026 15:54:16 | Laki-laki
(Generasi Z) Mahasiswa
16 - 27 tahun Pelajar /
4/7/2026 19:58:00 | Laki-laki
(Generasi Z) Mahasiswa
28 - 44 tahun Pegawai
4/8/2026 22:02:27 | Laki-laki (Generasi Negeri Sipil
Milenial) (PNS)
28 - 44 tahun
Karyawan
4/8/2026 22:03:29 | Perempuan | (Generasi
Swasta
Milenial)
28 - 44 tahun
4/8/2026 22:04:03 | Laki-laki (Generasi Wiraswasta
Milenial)
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4/8/2026 22:04:39

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta

4/8/2026 22:05:13

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta

4/8/2026 22:07:28

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta

4/8/2026 22:08:01

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Karyawan

Swasta
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28 - 44 tahun

Pegawai

4/8/2026 22:08:59 | Laki-laki (Generasi Negeri Sipil
Milenial) (PNS)
28 - 44 tahun
Karyawan
4/8/2026 22:10:38 | Laki-laki (Generasi
Swasta
Milenial)
28 - 44 tahun Pegawai
4/8/2026 22:14:35 | Perempuan | (Generasi Negeri Sipil
Milenial) (PNS)
16 - 27 tahun Pelajar /
4/8/2026 23:49:14 | Perempuan
(Generasi Z) Mahasiswa
16 - 27 tahun Karyawan
4/9/2026 0:09:58 | Perempuan
(Generasi Z) Swasta
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4/9/2026 0:21:01

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 8:26:45

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 9:52:51

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 10:18:43

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 11:28:53

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 12:09:48

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/9/2026 15:24:09

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Atlet

4/9/2026 15:25:13

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/9/2026 15:25:43

Laki-laki

28 - 44 tahun
(Generasi

Milenial)

Freelance

4/9/2026 15:54:52

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026 8:58:03

Perempuan

16 - 27 tahun

(Generasi Z)

Karyawan

Swasta

4/11/2026 9:31:43

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa
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4/11/2026 9:47:14

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026

10:08:55

Laki-laki

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026

10:33:15

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026

13:32:21

Perempuan

16 - 27 tahun

(Generasi Z)

Pelajar /

Mahasiswa

4/11/2026

15:21:24

Perempuan

16 - 27 tahun

(Generasi Z)

Freelance

4/11/2026

15:23:15

Perempuan

28 - 44 tahun
(Generasi

Milenial)

Wiraswasta
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4/11/2026 16 - 27 tahun Karyawan
Laki-laki
15:24:34 (Generasi Z) Swasta
4/11/2026 16 - 27 tahun
Perempuan Wiraswasta
15:25:48 (Generasi Z)
28 - 44 tahun
4/11/2026
Laki-laki (Generasi Wiraswasta
17:19:21
Milenial)
28 - 44 tahun
4/11/2026
Perempuan | (Generasi Wiraswasta
19:53:58
Milenial)
16 - 27 tahun Pelajar /
4/12/2026 2:03:43 | Perempuan
(Generasi Z) Mahasiswa
16 - 27 tahun Karyawan
4/12/2026 9:24:10 | Perempuan
(Generasi Z) Swasta
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4/12/2026 16 - 27 tahun Pelajar /
Perempuan
12:03:57 (Generasi Z) Mahasiswa
28 - 44 tahun
4/12/2026 Karyawan
Perempuan | (Generasi
12:05:24 Swasta
Milenial)
28 - 44 tahun
4/12/2026
Laki-laki (Generasi Wiraswasta
12:15:30
Milenial)
4/12/2026 16 - 27 tahun Pelajar /
Perempuan
12:16:52 (Generasi Z) Mahasiswa
28 - 44 tahun
4/12/2026 Karyawan
Perempuan | (Generasi
12:19:04 Swasta
Milenial)
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4/12/2026 16 - 27 tahun Pelajar /
Perempuan
12:26:04 (Generasi Z) Mahasiswa
Pegawai
4/12/2026 16 - 27 tahun
Perempuan Negeri Sipil
12:27:06 (Generasi Z)
(PNYS)
Pegawai
4/12/2026 16 - 27 tahun
Laki-laki Negeri Sipil
12:28:08 (Generasi Z)
(PNS)
28 - 44 tahun Pegawai
4/12/2026
Perempuan | (Generasi Negeri Sipil
12:30:21
Milenial) (PNS)
28 - 44 tahun
4/12/2026 Karyawan
Perempuan | (Generasi
12:31:55 Swasta
Milenial)
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4/12/2026 16 - 27 tahun Karyawan
Perempuan

12:33:31 (Generasi Z) Swasta

4/12/2026 16 - 27 tahun Karyawan
Perempuan

12:35:42 (Generasi Z) Swasta
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Indicators
M3 ]
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a3z
440
4305
4297
421
4z
4203

4zn
4795

a0
4z

0201
4219
4084
4288
4219
4180
4016

©ocoooconoc0oono00 000
E

Median
4000
5000
4000
4000
4000
4000
4000

Scate min

Lampiran 4

Olah Data Statistik
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Excess hurtosia
1638
247
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2188

0a22
0182

Hasil pengolahan SEM-PLS

Skewness

1443
1578
124

123

@ Copy to Excel/Word

Cramér.von Mises p valus

o000
0.000
0000

1. Nilai Average Variance Extracted, Cronbach’s Alpha dan Composite

Reliability

Construct reliability and validity - Overview

Jaringan Ulasan Konnsumen

Loyalitas Merek

Media Sharing Network

Sosial Media

Cronbach's alpha

2. Nilai Cross-Loading

Discriminant validity - Cross loadings

usia

USIA x JaringanUlssan Ka...
USIA x Media Sharing Net...

USIA x Sasisl Media

Jaringan Ulssan Konmsumen

a76s

Loyalitas Merek
0545
asaa
0479
as1a
as23
0813
0797
ase2
a7
as76
as16
083

Composite reliability (rho...

Media Shoring Netwark
as22
as22
as13
as29
ass3
as67
as66

Sosial Media

ag
a6ss
as7a
a3

usia
-0043

USIA x Sasial Media
a3s
a2
a3

Composite reliability (rho_c)

1905

USIAx Modia Sharing Net__.

Copy to Excel/Word

Average variance extracte...

Copy to Excel/Word Copy

USIA x Jaringan Ulssan K.
azs1 37
0297 a2
0208 a3
0307 038
azss 315
axr asn
0238 0278
0330 a3
033 a3l
0255 0223
0331 a2
0276 0225
a3s 0307
377 0303
020 an
asn a3ss
a210 0240
0376 a3
023 023
0383 02
0073 a0
0865 1.000
1000 aass
LE 086

0.657
0.684

0.586

169



3. Nilai Outer-Loading

Copy to Excel/Word l Copy to R
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6. Nilai F-Square
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7. Nilai Q-Square

PLSpredict MV summary - Overview Copy to Excel/Word ~ Copy to R
Q%predict PLS-SEM_RMSE PLS-SEM_MAE LM_RMSE LM_MAE 1A_RMSE 1A_MAE

M1 0.504 0581 0454 0.605 0448 0.824 0.659

M2 0.293 0.862 0.665 0.850 0633 1.024 0.825

M3 0.287 0677 0527 0788 0592 0.801 0.599

LM 4 0453 0570 0444 0636 0483 0.771 0.631

M5 0383 05% 0448 0,648 0485 0756 0.616

8. Hasil Bootstrapping

Path coefficier
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ABSTRACT
Building and maintaining brand loyalty is crucial for every organisation in such
competitive business environment and organisations in the hospitality indusiry are not
spared. Hotels have made many efforts on branding to gain brand loyalty from their
custormers and recently they hawe carried their efforts to social media to survive in
anline environment as well. The growth in social media marketing is attributed to the
imcrease in social metworking users, internet wsers, mobile phone users and digital
content consumplion. Therefore, the aim of this sudy was to establish the effect of
social media marketing on brand loyalty in the hespitality industry in Zimbabwe, with
age &5 a moderator. Data was gathered from 223 hotel customers using a structuned
questionnaire with Likert-type guestions. The findings show that social media marketing
positively influences brand loyalty in emerging market Also, the study findings show
that age moderate the effect of social media marketing on brand loyalty. The study
contributes to studies that proved a cignificant relationship between social rredia
markeating and brand loyalty by incuding the moderating role of age. Thus, hospitality
arganisations. are advised o utilise sodial media marketing in order to improve bramd
loyalty. In addition, they must consider the maderating role of age when formulating
social media marketing strategies w enhance brand loyaloy.

IMPACT STATEMENT

Social media marketing contributes a crucial role in the suceess of firms in the hospitality
industry. This study exarnines effect of social media marketing on brand loyalty within
the hospitality industry in Zimbabwe and the modesating role of age. The stwdy
specifically tests the effect of sodal media, media sharing networks and consurmer
review networks on brand lovalty. The study established that social media marketing
positively influences brand lowalty in ermerging market. Also, the study established that
age moderates the relationship between sodial media marketing and brand loyalty.
Thus, hospitality organisations are encouraged to wiilise social media marketing in
order 1o improve brand loyalty. Also, they are advised to consider age when formulating
strategies o enhance brand loyalty.

1. Introduction
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SUBJECT
Consumer Behasowr

World over, the advancements in the intemet hawe opened up the way business is being conducted,
social media being one of the advancements which has altered the way companies view and intercon-
nect with their customers (Kaondera et al, 2023; Koay et al, 2021; Mguyen et al, 2021; Tatar &
Eren-Erdogmus, 2016). Socdal media has given customers the power to analyse services before they
decide on acquiring the product or service (Mamyanga et al, 2022). Social media marketing has given
individuals and brands a chance to communicate without the need for physical meetings [Alves et al.,
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2016; So et al, 2018). As a result of increased competition, companies are now considering social media
as a proactive strategy to attract and retain customers, develop bramd, market products and increase
their sales wolumes [Chikazhe & Makanyeza, 2022; Tam & Kim, 2019). Building and maintaining brand
loyalty is crucial for every organisation in such competitive business environment and organisations in
the hospitality industry are not spared (Tatar & Eren-Erdogmus, 2016). The growth in social media mar-
keting is attributed to the increase in social networking wsers, internet users, mobile phone users and
digital content consumption (lbrahim & Aljarah, 2023). Hotels worddwide yeam for brand loyalty from
their customers and recently they have camied their efforts to social media to survive in online emviron-
ment as well (Mjeri, 2021). This has been further prompted by the outbreak of Cowvid 19 which has
pushed businesses to consider social media marketing as a lewerage to attain brand loyalty (Perera
et al., 2023).

Although Zimbabwe is an emerging country, the need of social media marketing is undisputable due
to high levels of mobile penetration and adoption of social media in daily lives of most individuals
(lorahim & Aljarah, 20018 Manyanga et al, 2022). Data from Zimbabwe Touwrism Authority (ZTA) confirm
a drop in tourist arrivals by 11% in 2019 to 229 million from 257 million in 2018 {Zimbabwe Tourism
Authority, 2009). In 2020 tourist arrivals declined by 7% to 0.63 million (Zimbabwe Tourism Authority,
2020). Total tourist arrivals rose by 174% in 2022 (1.04 million) compared to 2021 (0.38 million) as the
global ravel and tourism continues to show strong recovery post-COVID 19 ([Zimbabwe Touwrism Authority,
2022). According to ZimStats (2022), Zimbabwe's population increased by 16% between 2012 and 2022,
then internet users increased by 4.2%. Zimbabwe also realized an increase in social media users by 320
thousand [13%) between 2020 and 2021 (ZimStats, 2022). There were 1.30 millicn social media users in
Zimbabwe in Jamuary 2021 (Zim Digital, 2021). The number of socal media wsers in Zimbabwe was
equivalent to 87% of the total population in lanuary 2021 (ZimStats, 2022). Given these statistics it
shows an upsurge in the users of social media, in this regard hotels are encouraged to invest in social
media marketing to influence brand loyalty (Kumar et al, 2022). Previous studies have looked at the
general outlook of social media on brand loyalty and consumer buyer behaviour (Aberdeen et al, 2016;
Chege, 2017; Mbetu, 2018; Musungwini et al, 2014) rather than explicit media channels like media shar-
img metweorks, consumer review networks. Most of these studies focused on direct relationship between
social media or its sub variables and brand loyalty. This study is unique as it adds the moderating role
of age on the relationship between social media marketing and brand loyalty.

2. Theoretical framework
2.1. Theory underpinning the study

Social exchange theory (SET) lies in the notion that individuals participate in a series of mutually depen-
dent interactions that create obligations among the exchange parties (Lee et al, 2014). However, individ-
vals are likely to disassociate themselves from a relationship if they discern it as being unprofitable to
them (Lai et al, 2014). The social behaviour in social media marketing (5MM) is a culmination of an
exchamge process where each party, in either a (customer-firm) or (customer-customer) on-line interac-
tion, seeks to maximize benefits and minimize costs (Chadesworth, 2014). Both SMM and SET depend on
a network of acquaintances among which social exchanges take place (Charlesworth, 20014) In today's
business enwviromment, these relationships manifest through various social media applications such as
Facebook, Twitter, Instagram and YouTube among others.

2.2, Social media

Social media as a set of internet-based systems which permit formatiom and chat of consumer-generated
information which is created, initiated, circulated and used by customers with the intention of educating
and engaging with other customers (Blackshaw [2016; Godey et al, 2016). Social media also refer to
online satting with intention to exchange wviews, remark and information (Alawadhi & Al-Daihami, 2019;
Seo & Park, 2018). Munnukka et al. (2015) posit that social media invalve the use of internet websites to
foster collaboration, participation and community building. Therefore, social media refer to
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communication means that is utilised to make available information to customers using the internet and
makimg use of user generated information.

Social media has an ability to reach millions of customers with brand-related content and engage
thern in conversations (Lacka & Wong, 2021; Matanhire et al, 2021). Social media has become crucial in
the hospitality industry due to its ability to connect with the target audience instantly (Peruta & Shields,
2018; Yadav & Rahman, 2017). Tatar and Erem-Erdogrus (2016) posit that social media has grown to
become a ploneering means to interact and firms have also taken advantage of that since it reassures
communication with oustomers.

Sodal media has given birth to technology-based solutions globally [Alahean et al, 2017). Hotel industry
s neot spared in its quest to understand consumer behaviowrs issues (lbrakinn & Aljarah, 2023). Having online
presence in hotel industry helps to create competitive advantage (Ding & Keh, 2016). Social media has influ-
enced many aspects of the consumer behaviowr such as awareness, information acquisition and sharing.
opinions, attitudes, purchase and postpurchase behaviour as well as brand boyalty (Tatar & Eren-Erdogmus, 2076).

2.2.1. Facebook

Facebook is one of the largest social networks accessible to all brands all over the wordd (Jeon et al,
2018). Facebook allows information of interest to be shared faster and become wiral to all potential cus-
tormers globally [Le, 2018). Al liked and commented post will also be visible on timelines of friends
hence creates a web 50 that exchange and interactivity wsing posts spread the brand to all wsers of
Facebook (leon et al, 2016 Kumar et al, 2022). Facebook is widely used for promotion, consumer
research and customer service, which makes it the foremost choice for destination promotion (Kaiser
et al, 2020). Facebook = used as a supplement to traditional marketing tools and rarely for customer
service and research (Kumar, 2018). Hotels benefit from the contents of scenic beauty, culbure and cuisine
wihich appeal more to engage users on Facebook pages (Ben-Shawl & Reichel, 2018).

Facebook attracts the largest number of followers (lbrahim et al, 2021). Facebook had 1.82 billion
daily active users at the end of the third quarter of 2020 and 2.7 billion monthly active users by the
second quarter of 2020 (Statista, 2020a, 2020b). With such a reach, the platform enables its users to
create an online profile and invite friends who can post, write comments on walls and watch each oth-
er’s activities (Kumar, 2018). Facebook i the most common social networking site (Kaiser et al, 2020),
and the most acceptable social media platform [Ben-Shaul & Reichel, 2018) among users. It is alse a tool
for destination promation (Le, 2018) as it has become the first choice to create a destination’s brand
page (Kumar, 2018). Hotels make use of these brand pages in disseminating mew product information,
interacting with customers and handling complaints Murmar et al, 2022; Vinh et al, 2019). Amane et al.
{2016) reported that Facebook users falling within the age ranges of less than 29years and 30-40years
show high engagement while travelling. They post their experences, comments and offer opinions
related to trawvel, which provide information to other users (Kumar et al, 2023).

2.2.2, Twitter

Twitter curated images creates an opinion of community, hence reinforce loyalty to a brand and improve
distinguishability to potential customers (Lee et al, 2015). The Twitter platformn has generated revenue
over five hundred and seventy-five million globally in adwverts and it is regarded as a microblogging
social platform and has owver three hundred and thirty-five million users as at the first quarter of 2018
(Statista, 2018a, 2018b). Mative adwertising is most commaon on Twitter through tweets which are pro-
moted where firns pay for their tweets which are shared by common users, the company itself and
infleencers to reach more people globally (Kurnar et al, 2022; Lalicic et al, 2019). Twitter usage increased
because it spreads content faster and improves brand interaction (Hayes et al, 2020).

2.2.3. Linkedin

Queinton and Wilson (2016) postulates that Linkedin is a business-related social networking mostly wti-
lised for proficient interaction. Witzig et al. (2012) posit that Linkedin is an online professional network
wihich permits people to link with reliable associates to discuss information, thowghts and prospects.
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Fimancial organisers discovered that Linkedn is useful for limking with potential customers (Alabwan
et al, 2017). The site permits individuals to look for business contacts, deal with their expert person-
ality, research firms, join industry gatherings and recognize wanted wocation openings (Deng &
Tavares, 2013)

2.3. Media sharing networks

Media sharing networks are social networks that allows users to share information via pictures or photos,
audios, videos and a combination with text [Hayes et al, 2020). These platforms indude Instagram and
YouTube (Peruta & Shields, 2018). Media sharing networks has delivered a worldwide netwaork for inter-
actions, permitting pecple to show what they are able o do indueding giving and obtain infomation
conceming the brand’s offerings (Quinton & Wilsamn, 2016).

2.3.1. Instagram

Instagram is one of the most efficient plaforms under media sharing networks used o interact with
clients in 2 unigue way that influence consumers purchase intention (We Are Socid, 2015 Members can
see what others send and comment and like (Peruta & Shields, 2018). Instagram gives an opportunity to
know consumer attitudes, perceptions and behaviowr towzards brands (Le, 2018). According to We Are
Social (2015), the number of pecple wsing Instagram is appeedmately 198 of the global population.
Instagram Is an indispensable marketing tool for brands, as it relies on visusl content through photo and
video-sharing (Ibrahim & Aljarah, 2023). Owver 500 million Instagram accounts use stones, including pho-
tos and videos, every day and four million businesses use story ads every month {Instzgram for Business,
2021). In addition, with one billion active wsers monthly (Statista, 2020a), Instagram s a powerful mar-
keting tool for establishing customer—brand relationships. Over 90% of the one hundred and fifty milion
wsers on Instagram falls below 30-year old, hence, it is the ideal media for selling hotel related services
{Mancuso & Stuth, 2015). Instagram is ideal for generation of young people and female customeers (Smith,
2014). These groups spend more due to influence from ather users (lbrahim & Aljarah, 2023). Also, these
groups follow the trends in hotel and they want tomove with the weve Roncha & Radchfie-Thomas, 2018).

2.3.2. YouTube

Media sharing networks also include YouTube [Wu, 2016). YouTube endorsement marketing is sometimes
referred to as native advertising and is a form of mzrketing where advertisements are seamlessly inaor-
porated into the wvideo content unlike tradithonal commercials (ilich & Hardey, 2030). Reino and Hay
{2011) moted that YouTube is a site where wers can upload, share and watch wideos and is the global
leader in the wideo streaming market, with over a billion videos viewed ewery day. Duffett et al. (2009
claims that people have used YouTube as a platiorm to step into the spotlight, howewer, most brands
have been left behind or in the shadows. Theough YouTube visitors can get an instantanecus appeal of
tourism places [Madzharow et al, 2015; Sakem & Chaichi, 20180 Duffett et al (319 posits thet digital
video is one of the fastest growing social meda, especially among Millen nials (18- to 34-year olds), with
an estimated 4.5 billion global users and an adwertising spending forecast of 537 billion by 20221 . YouTube
is mow crucial communication channel sikce it prowvides a better platform for reaching customers via
videos, hence firms camnot overlook YouTube simce it is used 10 target very profitable segment of
Millendals [Duffett et al, 2019).

Z2.4. Consumer review networks

Onlime consumer reviews have become a standard for new consumers to try out a business ar a new
product (Foswami et al, 2017). The reviews provide a guick owverview into the application and experi-
ence of the business/product and advertise it #o new customers (50 et al, 2018). Gafni and Galan (2015)
posit that the number of online social users grows very fast and sociglization became most imporant
activity.
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2.4.1. TripAdvisor
TripAdvisor reviews can help destination marketers in designing the marketing strategies destination

[Ramanwgam & Kumar, 20220, TipAdvisor aims to assist in travel data and advisory e-channel (Miller &
Chiristandl, 2019). TripAdvisor features gquesthouwses, attractions, capitals, cafeterias and travellers’ pictures
[Gaini & Golan, 20158). Mzny consumers have resorted to TripAdvisor for travel bookings (Huang, 2018
TripaAdvisor content is separately ceated by tourists {Raji =t al, 2018). Users post reviews, comments and
ratings on a destination, a hotel, an atraction or any other tourism related ‘object’ or service. [Miller &
Christandl, 2019). Trip advisor attracts neary 30 million monthly visitors making it one of the most pop-
ular sowrces of travel informmation on the web (Amaral et al, 2014). About 8% of all leisure travellers whao
used the web for travel research visit TrpAdvisor (Kladou & Mavragani, 2015). TripAdvisor's primary func-
tions are the collection and disseminetion of user-generated content reviews, ratings, photos and videos
on travel (Gafni & Golan, 2016).

2.5. Age

Brand loyalty in the hospitality sector is also affected by demographic factors such as age [Kim & Ko,
207d). However, other scholars postulate that consumers are the same despite their age (Vukasowic,
201 3. hawla and Joshi (2017 argued that the respondents’ demographics fike age, income, gender and
eduration impact buying decision-making proces. Consumer demographics such as age were found to
impact satisfaction and loyalty (Shaikh & Karjaluwio 200150 Similarty, demographic and psychographic
factors such as income, age, education and gender influence consumer decisions ((Masina, 2015; Shaikh
& Karaluoto, 2015 Furthermore, demographic aspeds like age, income, residential area, gender, employ-
ment status and marital status impact om customers’ behevioural intentions (Lee et al, 2015). Ako,
Manyanga et a (2022) established that age moderate the effiect of customer satisfaction on boyalty
within the banking secior in Zim babwe

2.8 Brand loyalty

Brand loyalty is a commitrment 10 make repurchase of a particular service/product/brand from the same
company despite changes or situations that might push him or her to switch to another service provider
[Koter & Keller, 2072, Kabira] ard Shanmugan [(2011) defined brand loyalty as the integration of atti-
tudes, emotions and behawours to continwe buying a brand based on previous experience because the
brand affers the rght image, price, quality and attributes. Brand loyalty i an intensely held assurance to
buy again same brand in future [Oliver, 1999 Szlem & Salern, 2018). Aaker (1991) defines brand boyakty
as 3 customer’s consistent repurchase of one brand out of a set of alternative brands. Thus, brand boyalty
Iz articulated repetitive purchase of the same brand (Gaura et al, 20210

Brand loyalty has a cognitive aspect as well s being the first to come to mind and price tolerance
(Tweneboah-Kodual & Farley, 2015). Conwversaly, Bilgin (2018) statas that behavioural loyalty to the brand
prowides direct income to the business, while attitudinagl and cognitive loyalty enhances the tendency to
give reliable recommendations to people in their environment and plays a crucial role in catching new
customers. Brand loyalty shows customer intention to mowe to other brands once there is an alteration
on productfservice price (Ebrahim, 20200

3. Development of research hypotheses and research model

It has been established in literature that social media has a positive effect on brand loyalty {Aghakhani
et al, 2018; Aji et al, 2020; Danniswara et al, 2020; Ebrahim, 2020; Huang et al, 2018; Hughes et al,
201&; Ibrahim &Aljarah, 2023; Kumar, 2020; Le, 2018 Mavenga, 2013; Salem & Salem, 2021; Van Asperen
et al, 2018; Vinh et al, 2019). Alsa, Bilgin (2018) in Turkey established that social media positively influ-
emce brand boyalty. Furthermaore, in a study by Mumnukka et al. (2015) in Finland it was confirmed that
social media through Facebook positively influences hotels to gain brand loyalty. In India, BKurnar et al
{2022) confirmed that social media through Facebook positively influence brand lboyalty. In Thailand,
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Muangmee (2021) confirmed that that social media through Facebook significzntly influence sustainable
brand loyalty. In addition, Movotowad (2018) established that social media throwgh Facebook positively
influence customer loyalty. Also, lbrahim et al [2021) confirmed a significant positive influence of soda
media marketing activities on brand loyalty. Furthermaore, lmail (2017) fownd that social media ha a
positive effect on brand loyalty. Sirilarly, Tatar and Eren-Erdogmus (2016) established that social media
activities in hospitality business positively affiect brand loyalty. Also, Mjeri (2021) established that sodal
media networks positively affect brand loyalty. Likewise, Tapfumaneyi [2015) established that sodd media
positively influence brand loyalty. From the above studies it is empinclly evident that social media has
a positive effect on brand loyalty. Therefore, it is hypothesised thaty

H1: Saciol media has o posilive effect on Brand leyalty in amenging rarket.

Pravious studies esablished that media sharing networks has & posithe effect on brand leyalty [Aji et al,
2020; Duffert et al, 201% Mursaningtyas et d, 2020; Njeri, 2021; Roncha & Radelyfe-Thomas, 2016 Salerm &
Salern, 2021; Tatar & Eren-Erdogmus, 2016). Ebrahim (2020} eitsblished that media sharing netwoerk< shraugh
instagram and YouTube positively influsnce brand loyalty. Addisenally, Ibrahim and Aljarab [2023) conll rmed
that media sharing networks through instagrarmn had a positive efect an brand logalty. Similarly, Mhlanga and
Mabeneytichaswa [2017) established that media sharing networks sich s Ingagram and YouTube positividy
influence the cestomers' experiences and brand losalty. Likewise brahim {2021] confirmed that media sharing
networks through Youtube and Instagram hes a significant positive effect on brand loyalty. From the stucdies
abswee it is elear thar media sharing networks has @ positive effsct on brand loyalty Therslors, it i hypothe-
sised that

H2: Median shaing netwarks hos 0 posithee affadt on brand lopalty in emenging ke

Extant literature eonfirms that eorsumer review netmorks have a posithee eflect on brand loy alty (Amanl et al,
2004; Ebrahim, 2020; Gua et al, 2021; Mjeri, 2021; Ramarujam & Kumar, 2002 Salern & Salem, 2021). In addi-
tion, Godwami &t al. (2017) edtablished that enline consumer reviews posiively influence Brand loyalny.
Similarly, Song et al. (3021) established that consumer revies networks such 2 TripAdvisor has & significant
positive effect on brand loyalty. Alse, Tatar and Eren-Erdogmus [(2016) confirmed that user-gensrated websites
frorm consurmer review networks such ad TripAdvisor positively influence brand loyalty. Likewise, Nowsacki and
Miemgada (20200 corfirmed that conswmer revew networks such 28 TripAdvisor has & positive effect on brand
layalty. In addition, consumer review network positheely influences brand loyalty [Les et al, 2022) Furtherrmans,
Vassiliadis et al (2021) confirmed that consurmer review netwarks have & positive effect on brand lojalty. Fram
studies above it has been established that comsumer review networks hes & positive effect an brand loyalty.
Theraliore, it s hypathesised thar

H3: Consumer revigw mehworks hos o positive afiscr on brand devolty in emerging marke?.

Age has been found to influence cansumer deciiorns and choiced [Dulta & Bhaty, 20016 Kim & Ko, 201001 The
older and younger consumers have different purchase behaviour, young conswmers consider different brands
whereas older consumers are more loyaly to more e stablished brands (Chikazhe et al, 2021; Mamyanga et al,
H232). Thue, social media relationship with brand loyalty i stronger on cder consumerns than young ones
Henee, it can be proposed that

Hia The affecr of social media on brand koyally 1@ stronger in oider Ban younager consumers

Age influence positively the connection between media sharing networks end brand loyalty (Kim & Koy 2000).
Chasla and Joshi {2017) confirm that age influencs buying decision-rmaking process. Exiiting literature confirm
distinguished variances in consurner buying behaviour betwesn adult and young consumers (Chikazhe et al,
2021). ¥ounger consumers are more energetic and eondider moms brands when making purchase decisions
than older consumers consider (Chikazhe et al, 2021} Older condurners wsually choose well-=tablished brands,
avoiding newer brands because the ability B process purchasing information detresses ai ConiuMmers grow
alder {(Manyanga et al, 20221 Similarly, the oornedion between media sharing networks and brand leyalty i
robust in alder than young consurners [Quinton & Wilson, 2016). Thersfore, it is hypathesised thar:

Hibe The effect of media shdring nefworks on brond lpaly @i sironger in alder than vounges consurn e,

Age has been found to impact en consumer deciions [Chavda & Jashi, 2017). Consumer demographics such
a5 age were found to influence conswumer mview networks and brand loyalty (Lee et al, 2015; Shaikh &
Karjaluota, 2015) Younger consurmers tend B shift from one brand o the other, wheress older consumers
tend 1o stick 1o their chosen brands and becarme loyal sver time (Chikazhe et al, 20211 Correspandinghy the
connection between consumer review networks and brand loyalty i stranger in alder than yeunger consurmr
ers (Dlasina, 2015). Thersfore, it is postulated that:
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Hée: The affert of corsumer review networks on brand fopalty & strenger in older than younger consumers.
Based on the forgoing hypothesss, the following research model in Figure 1 is suggested.

4. Research methods
4. 1. Questionnaire design and measures

Data was gathered using a structured guestionnaire with Likert type gquestions. The Likert scale that
ranged from 1 (Strongly disagree) to 5 (Strongly agree) was used to measure items under each constrect.
Itemns scales used in the study were borrowed from existing previous related studies (Bilgin, 2018; Kim &
Ko, 2012 Leroche et al, 2002, 2013 Oliver, 1999; Salem & Sadem, 2021) and they were modified to suit
the mquirements of this study Five sections of the questionnaire comprised these sections; demograph-
ics, socid media (SOMED), media sharing networks (MSMET), consumer review networks (CRMET) and
brand loyalty [BRLOY).

4.2. Sampling and data collection

The target population comprzsed of 200000 clients from the hospitality industry in Harare, Zimbabwe
[Hospitality Association of Zimbabwe Annual Report, 2022). Harare was chosen because mast hospitality
operators are in Harare. Convenience sampling was employed in selecting the sample for the study. A
cross-section survey of 223 dients was done. The sample size was obtained using a formula by Komba
and Tromp (2009). The respondents were conveniently selected by intercepting them as they left the
hotels. Owt of a total of 223 questionnaires, 220 (987 were usable. Table 1 shows demographic data
gathered during the study.

The majority (20.9%) of hotel customers in this study were aged between 21 and 61 and abowve. Male
participants constituted the majority (54.5%) with female making up 35.5%. The majority of respon-
dents are those employed (37.3%) and students (20.9%) which both account for 53.2% of the respon-
dents. The majority of customers are from Zimbabwe (32.3%), Zambia (15.9%), South Africa (14.5%) and
athers outside Africa (14.1%) which all these account for 76.8% of respondents.
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Table 1. The study demography.

Characteristic Frequency Fenoemt (%)
Age 1E=200 o a
21=30 3% 164
3T=40 0 135
=50 L] e
51=50 L] 182
o+ L] 3
Gender Male 14z baE
Female = 355
Oooupation Self-Employed L] 182
Ermpboyed B2 373
Unemployed 12 54
Student L] o iE]
Frtined - 182
Hatiorality Zieniabawe n 123
Matiorality Laminia 35 153
Makrsi 5 113
‘Mnzamibigue 17 r
Botwwana ] a1
South Afnica Iz 145
Ortheer n 141

5. Analysis and results
5.1. Scale validation

Before structural equation modelling was performed in AMOS, scale walidation was conducted using
common method bias (CMB), exploratory factor analbysis (EFA), discriminamt wvalidity and convergent
validity.

E1.1. Common method bias

CMB is an outcome of differences in responses that stem from the instrument itsalf instead of biases
of the respondents that the instrument tries to reveal (Siemsen et al, 2010). Also, the CME expounds
the measurerment error that is brought in by the friendliness of participants wihe aim to give positive
answers (Mackenzie & Podsakoff, 201.2). CMB impacts item wvalidity and reliability and the covariation
between hidden constrects (Min et al, 2018). Harman% single factor assessment was used in measur-
ing CME. Also, exploratory factor analysis was performed in 5PSS version 21, fixing the number of
factors at 1. Prior studies such as Kim et al. (2013) recommend that the existerce of a single factor
with a variance explained greater than 50% swggests that there is CMB. The solution gave a factor with
a variance explained of 34.819%. This implies that CME did not affect this research.

5.1.2. Exploratory foctor analysis

Kaiser-Meyer Olkin (KMO1 measure and Bartetts Test of Sphericity were wsed to test sample adequacy.
The sample satisfied minimum requirements as recommended (KMO = 801, Approx. Chi-Square =
2043838, Degrees of Freedom = 276, p<001) (Feld et al, 201 2; Fallant, 2005). Yong and Pearce (3013)
recommended that the Bartletts Test of Spheridty should be significant at p< .05 while the KMO statistic
should be at least 0.5. Varimax Rotation was used to conduct factor analysis. Bagozzi and ¥i (19838) rec-
ommended that acceptable factor loadings should be more tham 0.5, Al items had factor boadings
above 06,

5.1.3. Convergent validity

Mairnum Likelihood Estimation (MLE) was used to estimate the measurement model as cormmended by
Field [2009). Convergent validity was measured using measurement model fit indices, reliability, stan-
dardised factor loadings, critical ratios and average wariance extracted (AVE]L Minimum conditions for
convergent validity conditions were fulfilled Thus, the measurernent model indicated a good fit (CMIRY
DF 3172 GFl 903; AGF 927; NFI 931; TU 923; CFl 961; RMSEA .051). Reisinger and Mavondo (2007

182



CONGENT BLISIMESS B MANAGEMENT .E; 9

Talble 2. A, IR, CR, o and ORel

Comstructs Conde: hem A L] CR a CRel
Social Media SOMEDT | ke the adverts that this brand has published 632 01 - T45 E15
on sodal media
SOMED?  The acwerts that this brand has released on B4z J05 B550
social media ane nEesting
SOMED?  Social media adwerts of this brand pashively B4 an 2370
aflect my attention for the brand
SOMEDM  The socal media account of this brand b 751 6 6313
enjoyable
SOMEDS  The information that | nead can be found on &n B52 151000
socidl meda aceount of this brand
Medla Sharing BENETT  Information sharing is possible on meda &9 ] - J13 AN
Metworks sharing networks of this band
MENETZ  The discusstion and exchange of opinkoes is B15 B85 15,143
possible on medla sharing retworks media
page of this brand
WENETI  The expression of opinlons |s ey om media Fr ] BET T4
sharing networks of this band
WENET4  The content shared by mediz sharing networks. a2 8B5S s
of this brand i enjprable
MENETS  The sharivgs of this brind on media charing 545 515 17.218™
netaorks ane interesting
Congomer Heview  CRMETT  The information shared on consemer nevies: JI7 £ - T4 205
Metworks. netaorks of this rand is up o date
CRMETZ  The use of consumer mview networks by this T95 34 123EEm
brand s trendy
CHMET3  The consumer eview networks of this brand B8 B 181617
the information that I nesded
CRMET4 | can exsily obtuin infonmation of redews by . ] 21 e 3=
other customers from the consumer revies
networks of this beand
CRMETS |t Is easy 1o dediver my opinkon about the brand &3 B8 17000
| am considaning buying theough conoamer
rEview nemio ks
Brand Loyalty EZLOYT | am satkfed with brand that zopeared on B BE2 - JEE 259
sockal media
BRLOY? | emally wee this band a5 my fist choice in B2 g 13252
comparison with the ather brands
BROY3  This brand providies me superics product quality - 541 14415
25 compa red to other competitors in
]
BRL0Y4 | would recommend this brand o others B39 04 16,283
theowgh the sodal media
BROYS | will conbnaoucly use services from brand s By JE7 173z
Tubure

Mofe: - CF |5 feed; "™ p< 000

recommended that a satisfactory good model should exhibit a x2/0DF that falls within the scale of 0-5
with lesser values indicating a better fit. Additiondly, Hooper et al. [(2008) emphasised that walues of NFI,
TLI, GF, AGF and CFl specify a good fit when they are closer to 1, and RMSEA must be between 0.05
and 0.10 for it b be satisfactory.

As shown in Table 2, all constructs had Cronbach’s alpha (afs and composite (CRell reliabilities with a
cut-off point of above 0.6 (Leech et al, 2014). Additionalky, all itemns had standardised factor loadings (3)
above the recommended cut-off point of 006 (Pallant, 2005). Critical ratios (CRs) were suitably large and
significant at p<.001. Furthermore, all individual item reliabilities {IIRs) were greater than 0.5 as com-
mended by Leech et al. (20714).

5.2, Discriminant validity

To measure discrirminant validity, AVEs were compared against squared inter construct correlations (SKCCs).
Table 3 shows that minimum conditions to fulfil the requirements were achieved since all AVEs were
greater than their corresponding SMCs (Leech et al, 2014). Also, all constructs had averages (AVEs)
greater than 0.5 (Fomell & Larcker, 1981). Heterotrait-monotrait ratio of correlations (HTMT) was intro-
duced by Henseler et al. (2015) as an estimator for the comelation between two latent variables. | is
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Table 3. Mean (M), standard deviation (3D, AVEs and SICCs.

Construct M 1o SOMED MENET CRMET Lo Tagy
Social Media 41m ANg LT
Media Sharing Metworks 4106 BE3 AT <5
Consumer Review 4182 i) AED A5G TG
Metworks
Brand Lngd'ly 4134 A3 Az A9 55 J42

Wote: Diagonal dlements in bold represent AVES.

Table 4. Hypotheses tesis results.

Hypothesis Hypmhessed relationshin SHW CR Femark
Hi Soclal Media < Brand Loyalty A58 A5 Supperted
H; Media Shaning Metworks = 138 26130 Supported
Brand Loyalty
Hy Consumer Review Metworks 238 mr- tupparied
= Brand Loyakty
Wotes: SAW standardived regression welght, (R orivical ratlo, *** significant ot o 001,
Table 5. Coefficients of moderated regression model
Wariable Bt sttt o vakee
Social media iz 8B B
Media sharing netweorks mna3 2758 oz
Consumer review neTworks 238 631 o0
oam per.] S8
Social media®ige oaz inz Az
Media sharing netwerks® lige a5 FRFL age-
Consumer review networks"Age JoaB 1139 oage=

Wotes: 8 Squasn = U112, F=22453, significan at p< 05

based on the multitrait-rmultimethod (MTMM] matrs, in which comrelations are compared to assess dis-
criminant validity. To establish discriminant validity, the HTMT value should be different from 1 because
the HTMT ks an estimator for the inter-construct comrdation; if the correlation bebween two constructs s
1, they cannot be disoriminated properly (Henseler et al, 2015) The computed HTMT was at 065,
Recommended threshold values range from 085, which is considered a conservative benchmark (Henseler
et al, 2015), to 2 more liberal cut-off value of 0.9 [Henseler et al, 2015) or higher Hence, based on the
heuristic rubes, the HTMT value below the two threshold vabses indicates presence of discriminant validity.

5.3. Research hypotheses tests

5.3.1. Structural equation modelling

Structural equation modelling (SEM) technigue in AMOS Version 20 was used to test the hypotheses (H,,
H, and H,). Maximum likelihnood estimation (MLE} was used w estimate the structural model (Pallant,
20035). The structural equation modelling technique was adopted since it has the ability to determine
relationships while at the same time determining whether or not there s a general fii between the
ressarch model and observed data (Leech et al, 2004 The structural model showed suitable model fit
indices (CMINGDF 3172 GF 903 AGH 927 MFI 937; TU 523; CH 961; RMSEA 0511 Results of hypoth-
eses testing are presented in Table 4. The resuls confirm that H, H, and H, were all supported. This
confirms that social media, media sharing networks and consumer review networks have a positive effect
on brand boyalty in the hospitality industry in emerging market.

5.3.2. Moderated regression

In testing H#{a-d), a moderated regression analysis wes performed. Results are summarised in Table 5.
Resulis show that coefficients for the intermcton terms (Social media "Age, Media sharing net-

wiorks"Age and Consumer review networks "Agel were significant (p < 05). Hence Hdla—d) was supported.

This suggests that age moderate the effect of social media, media sharing networks and consumer
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rewiew networks on brand loyalty. When zge of respondents is high the relationship among social media,
media sharing networks and consumer review nebworks on bovalty becomes stromger and wvice versa. As
such, older consumers are more loyal than younger consumers are.

&. Discussion and implications
5.1, Theoretical implications

Im the marketing lierature, despite of the call for enhancement of social media to increase brand boyalty
(Ebhim, 2020; Ibrahim, 2021 ; |brahim & Aljarah, 2023; Kumezr et al, 2022). There is 3 necassity to include
other wariakles to further reinforce this relatonship. Media sharing networks and consumer review net-
works are also important in marketing particulady in the hospitality industry (Aji et al, 2020; Danniswara
et zl, H2d; Duffet:, 20200 There is inconchsive emnpircal Berature about the moderating effect of age
om the relationship amomng socda media, media sharing networks and consumer review networks om
brand loyalty. Accordinghy, the current research was done 1o reduce the curment knowledge gap in mar-
keting literature. Hence, the stwdy resulis comoborate ihe social exchange theory proposed by Homans
(1958), which stresses that there is a significant link bebween social media marketing and brand loyalty.

The study reveals that sodal meda, media sharing networks and consumer review networks are cru-
cial sspects that impact on rand loyalty within the hospitality industry. As anticipated, the study estab-
lished that sccial media has a podtive effect on brand loyalty and these findings confirrn previous studies
[Aghakhani et al, 2018; Aji et al, 2020; Danniswara et al., 2020; Ebrahim, 2020; Salem & Salem, 2021; Van
Asperem et al, 2078 Vinh et al, 2019). Ao, the study findings reveal that media sharing networks has
a positive effect on brand loyalty and these resulis confirm extant literature [Duffett et al, 20749
Mursaningiyas et al, 2000 Meri, 2021, Roncha & Radchyfie-Thomas, 20016; Salern & Salem, 2021; Tatar &
Eren-Erdogmus, 20M6). In addition, the study reveals tha comsumer review networks hawve a positive
effect on brand loyalty and these findimg: corroboratas previous stedies (Amaral et al, 2014; Ebrahim,
2020; Guo et zl, 2021; Mjeri, 20271; Ramanujam & Humar 2023; Salemn & Salem, 2021)

Furtharmore, the study established that age moderates the relationship between social media and
brand loyakty. This imply that age play a crucial role on the relationship between sodal media and brand
loyalty. This suggest that when formulating strategies for improwving brand loyalty, hospitality organisa-
tions rmust take imto cognizance the role of age. In addition, the study also ascertains that age moderate
the relationship between media sharing networks and brand loyalty. This imply that age plays a crucial
rale on the relationship between media sharing networks and brand loyalty. Hence, organisations in the
hospitality industry must consider age when formulating strategies to enhance brand loyalty. Finally, the
study established that age moderates the melationship between consumer review networks and brand
loyalty. 5o, age plays an important role on the relationship between consumer review networks and
brand loyalty. Thus, the relationship between consumer review networks and brand loyalty may be pre-
dicted by considering the moderating role of age. These finding on the moderation role of age add to
the growing body of knowledge about the relationship among social media, media sharing networks,
consumer review networks and brand loyalty.

6.2. Managerial implications

Building and maintaining brand loyalty is crucial for every organisation in such competitive business
emvironment and organisations in the hospitality industry are not spared. Hence, managers in the hos-
pitality are encouraged to embrace social media marketing in their gquest to enhance brand loyalty. To
improve brand loyalty, management is encouraged to pay attention to issues o do with social media.
Thius, management within the hospitality sector is recormmmended to consider posting their adverts on
social media platforms such as Facebook, Twitter and Linkedln, which are interesting, that capture the
attention of consumers, enjoyable and relevant. It is also recommended that management within the
hospitality sector should consider wsing media sharing metworks such as Instagram and YouTube and
ensure that there s discussion and exchange of opinions on such networks, allow consumers to express
their views, share content that is enjoyable and imteresting. Furtherrnore, to improve brand loyalo,
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management is encouraged to pay attention to isswes o do with consumer review networks such as
TripAdwisor by sharing up to date and trendy information about their brands, provide information needed
by customers about their brands. In addition, they must ensure that it is easy for consumers o obtain
information about a brand as well as ensure that it becomes easy for consumers 1o deliver their opinions
about a brand through consumer review networks.

Furthermaore, management is recommended to foous on designing social media content that capiures
the minds of customers. Also, social media sites of hotels should allow for user generated content to be
posted on their social media platformns. Thus, designing sodal media content that provide an exciting
social media experience to customers. Hotels are encowaged to have well planned media shaing net-
works to ensure bramd loyalty. 1t is recornmended that management should ensure that their hotels
share their content on media sharing networks and allow customers to post their esperiences in form of
testimonials, pictures and videos. Management should consider using consumner review networks and
ensure that customers are able to review the hotels’ offerings. Above all, managers zre enooureged to
ensure that they consider age of the targeted customers wiven making choices on sodzl media market-
ing channels and platforms o wse in order 10 enhance brand loyaly. The moderating role of age should
mot be neglected when making strategies #o improve brand loyalty using sodal media marketing strat-

egies particularly in the hospitality imdustry.

7. Conclusion

The purpose of the study was to examine the effect of social media, media sharing metworks and con-
sumer review networks on brand boyalty. Ako, the study sowght to understand whether age moderates
the effect of social media, media sharing networks and consumer review networks on brand loyalty. The
study established that social media, medie sharing networks and comnswumer resdew networks infleence
brand loyalty. Furthermore, the study conduded tha age moderates the effect of sodal media, media
sharing networks and consumer review networks on brand loyality.

8. Limitations of the study

The study has its own limitations, hence the need for further studies to be conducted. For instance, the
study was conducted in one sector and in one country. This makes it difficuli to generalise the findings.
Therefore, it is recommended that future shudies be carried out across other cities in Zimbabwe and
other coundries. Also, this study employed a guaniitative sirategy only amd only hotel clients were
respondents of the study. Therefore, it is also recommended that future studies employ a mised-meth ods
and utilise interviews by interviewing hotel managers and employess to get their percepticns. Also, the
authors faced seweral challenges in conducting this ressarch. The first challenge was ladt of funding in
conducting this research, hence all costs were bome by the researchers. Also, some participants with-
drew from participating due to lack of time. since most of them had busy personal schedules. The
researchers managed to approach rmore paridpants wntil the targeted sample size was readved.
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