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The purpose of this study is to investigate the significant impact that social media influencers play in the 
marketing of hotels. These individuals, who are recognised for having a following that is engaged and devoted 
to them, have the ability to dramatically enhance the visibility and credibility of a hotel. Influencers are able 
to effectively promote hotels as sought-after locations by forging real relationships with their audience via 
the use of authentic endorsements and material that is relatable to their audience. This study highlights the 
strategic value of influencer collaborations in the hospitality sector, highlighting the fact that these alliances 
provide hotels with a dynamic platform to interact and attract prospective visitors. In addition to that, this 
study offered a strategic framework of influencer marketing that is geared specifically for hotels.  

 
© 2025 The Authors. Published by IASE. This is an open access article under the CC 
BY-NC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/).  

Keywords: 

Social media, Influencers, 
Influencer marketing, Hotels 

  

INTRODUCTION 

The hotel sector is not an exception to the 

rule that in today's digital age, social media 

has completely revolutionised the way in 

which businesses communicate with their 

target audience. It is now possible for hotels 

to communicate with prospective customers, 

collect feedback, and develop a brand 

presence by utilising platforms such as 

Facebook, Instagram, Twitter, and Trip 

Advisor, which have become fundamental 

components of marketing plans. Within the 

context of the modern digital environment, 

marketing via social media has evolved into 

a dynamic and essential component of brand 

promotion [1]. In this sector, individuals 

known as influencers have established 

themselves as essential actors and hold a 

great amount of power to alter the behaviour 

and attitudes of consumers.  
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IMPACT OF SOCIAL MEDIA 

MARKETING ON THE HOTEL 

INDUSTRY 

Enhancing Visibility and Brand 

Awareness 

The many social media channels give hotels 

a worldwide audience to whom they may 

present their services and amenities. Hotels 

have the ability to greatly boost their 

visibility by utilising attractive imagery and 

content in addition to the judicious 

application of hashtags. Not only does this 

increased exposure entice prospective 

visitors, but it also helps add to the 

familiarity and awareness of the brand. 

According to research conducted by Smith 

(2023), customers exhibit greater levels of 

brand memory for lodging establishments 

that have a robust presence on social media 

[2]. 

Customer Engagement and Relationship 

Building 

The opportunity to participate in direct 

conversation with visitors is among the most 

significant benefits offered by social media 

marketing. In real time, hotels are able to 

reply to questions and issues, express thanks 

for positive comments, and resolve problems 

raised by guests. This degree of personalised 

connection helps to cultivate a feeling of 

trust in guests and establishes relationships 

that will remain over time. According to 

research conducted by Brown and Johnson 

2022, hotels that maintain social media 

accounts that are both active and responsive 

are likely to have greater rates of client 

retention [3]. 

Amplifying User-Generated Content 

In the hospitality business, user-generated 

content (UGC) has emerged as an essential 

component of efficient marketing strategies. 

The guests routinely share their experiences 

on various social media channels, therefore 

generating genuine testimonials and 

information that is aesthetically appealing. 

Hotels may capitalise on the genuine 

excitement of delighted guests by promoting 

user-generated content (UGC) and 

presenting it in their establishments [4]. This 

acts as a powerful testimonial for future 

customers. It has been demonstrated that 

user-generated content campaigns 

considerably boost brand trust and have an 

effect on purchase decisions (Chen & Lee, 

2021). 

Online Reputation Management 

Consumer choices are heavily influenced by 

the feedback and ratings that may be found 
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on many websites. In addition to specialised 

review websites like TripAdvisor, social 

media platforms provide guests the 

opportunity to discuss their experiences in 

public forums. Hotels that demonstrate a 

dedication to the pleasure of their guests by 

actively engaging with reviews, both 

favourable and negative, do so in a 

transparent manner [5]. According to 

research conducted by Garcia and Rodriguez 

(2023), hotels that take measures to 

proactively manage their online reputations 

are more likely to earn higher overall ratings 

and to report improved booking conversion 

rates. 

Targeted Advertising for Precise Reach 

Hotels may now target certain 

demographics, hobbies, and geographic 

regions using the extensive advertising 

options offered by social media platforms. 

Insights gleaned from the analysis of 

collected data enable hotels to better target 

the people most likely to become guests at 

their establishments. Because of this 

pinpoint accuracy in targeting, conversion 

rates have increased, and marketing 

resources have been used more effectively 

[6]. Case studies have shown that hotels that 

use targeted social media advertising have 

considerable gains in return on investment 

(ROI) (Wilson & Adams, 2022). 

THE RISE OF INFLUENCER 

MARKETING 

The once-niche method of influencer 

marketing has recently sprung into the 

mainstream marketing scene as a formidable 

force. Individuals who have amassed a 

sizeable and devoted following on digital 

platforms such as Instagram, YouTube, 

TikTok, and others may be considered to 

have influence in their respective fields. 

Because of their real nature and their 

capacity to resonant with their audience, 

influencers are an incredible asset for 

companies that want to engage with 

customers in a manner that is both genuine 

and relevant [7]. 

Authenticity and Trust 

The capacity of influencers to earn the trust 

of the people they lead is one of the most 

important factors contributing to their 

success. Influencers are seen as peers or 

authority that can be relied upon inside their 

own niches, in contrast to traditional 

advertisements, which may be received with 

skepticism [8]. Because of this trust, the 

companies that they advocate receive a 

boost to their reputation. According to Smith 
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(2022), studies have demonstrated again and 

over again that customers are more willing 

to believe suggestions from influencers than 

they are established advertising channels. 

Targeted Reach and Niche Expertise 

The capacity to accurately target particular 

groups and niches is a power that 

influencers possess. It doesn't matter if 

you're interested in fashion, health, travel, or 

even specialised hobbies; there's an 

influencer out there for you. This kind of 

targeting guarantees that marketers may 

communicate with an audience that is either 

already interested in their products or 

services or is likely to be interested in them 

[9]. For example, a partnership between a 

fitness influencer and a sportswear company 

guarantees that the message will be received 

by an audience that is both highly relevant 

and highly engaged (Brown & Johnson, 

2021). 

Content Creation and Storytelling 

Individually and in their own right, 

influencers are content providers. They are 

masters at generating material that is 

interesting, relevant, and frequently 

inspiring to their audience, which connects 

with their fans. This ability to tell tales and 

build visually captivating narratives gives 

the brands they represent more depth and 

authenticity. Influencers offer a non-

disruptive and organic marketing experience 

for their audience by blending a brand's 

message into their own distinctive content 

style in a seamless manner (Chen & Lee, 

2020) [10]. 

Measurable Impact and Analytics 

There is more than just anecdotal evidence 

to support the efficacy of influencer 

marketing. There are several different 

measures that may be used by brands to 

measure the effect of influencer 

partnerships. It is possible to keep track of 

click-through rates, engagement levels, 

website traffic, and conversions, all of which 

offer empirical evidence of the successful 

execution of the campaign. According to 

Garcia and Rodriguez (2019), influencer 

marketing is a technique that is data-driven 

since advanced analytics tools enable exact 

evaluation of return on investment (ROI). 

Long-term Relationships and Brand 

Advocacy 

Developing long-lasting relationships with 

people who have a lot of power can result in 

significant gains [11]. The ability to tap into 

a devoted and interested audience over a 

lengthy period of time is available to 



International Journal of Advanced and Applied Sciences, 12(7) 2025, Pages: 147-160 

151 
 

companies that build continuing ties with 

influential individuals. Additionally, 

influencers that are authentically aligned 

with the ideals of a company frequently 

become brand ambassadors and promote 

products or services even outside the limits 

of official agreements (Wilson & Adams, 

2023). 

CURRENT INFLUENCER 

MARKETING STRATEGIES 

ADOPTED BY HOTEL INDUSTRY  

The hotel industry is actively utilizing 

following several influencer marketing 

strategies: 

Micro-Influencer Collaborations: When it 

comes to marketing their facilities, hotels 

are increasingly resorting to micro-

influencers, which are individuals who have 

tiny but highly engaged followings [12]. 

This strategy frequently resulted in 

recommendations that were seen as more 

sincere and genuine (Smith, 2021). 

Experience-Centric Campaigns: Hotels 

are extending invitations to influencers to try 

out their facilities and services, which gives 

these individuals the opportunity to generate 

genuine content based on their own personal 

encounters. This strategy lends a more 

personable quality to the brand and strikes a 

chord with its adherents (Brown & Johnson, 

2020). 

Long-term Partnerships: Some hotels are 

converting influential individuals into brand 

ambassadors by cultivating long-term 

connections with such individuals [13]. This 

made it possible for the influencer to 

maintain visibility and endorsement over a 

longer length of time, which fostered a sense 

of trust among the influencer's audience 

(Chen & Lee, 2019). 

User-Generated Content Initiatives: 

Hotels are providing incentives to social 

media influencers to produce content that 

can be distributed across a variety of 

channels. This not only highlighted the hotel 

as seen from the perspective of the 

influencer, but it also supplied the hotel with 

a repository of genuine material that it could 

utilise (Garcia & Rodriguez, 2021). 

Influencer-Generated Guides and 

Recommendations: Hotels are teaming up 

with local influencers to provide curated 

guides or suggestions pertaining to the 

location in which they are situated [14]. This 

increased value to the hotel for potential 

visitors and positioned it as a preferred 

option among industry insiders (Wilson & 

Adams, 2022). 



International Journal of Advanced and Applied Sciences, 12(7) 2025, Pages: 147-160 

152 
 

Leveraging Video Content: As a result of 

the proliferation of video-sharing websites 

like TikTok and the enduring appeal of 

YouTube, hotels are increasingly working 

with video content creators known as 

influencers. This made it possible to present 

a dynamic and engaging tale about the 

experience of staying at the hotel (Johnson 

& Smith, 2021). 

Sustainability and Wellness Focus: 

Because there is a rising interest in 

ecotourism and holistic health, hotels are 

forming partnerships with wellness-focused 

and environmentally conscious social media 

influencers [15]. For the purpose of 

promoting eco-friendly practises and 

wellness experiences offered by the hotel, it 

is desirable to recruit influencers who place 

an emphasis on the latter (Anderson & 

Williams, 2020). 

Authenticity and Transparency: Hotels 

are increasingly placing a premium on 

influencers whose work demonstrates a 

commitment to authenticity and honesty. 

This included being transparent about any 

connections they had and delivering sincere 

feedback on their previous endeavours (Lee 

& Davis, 2019). 

Diversity and Inclusion Initiatives: In the 

realm of influencer marketing, hotels are 

beginning to understand the significance of 

diversity and inclusiveness. They went out 

of their way to find influential people who 

came from a wide range of cultures and 

backgrounds to represent their brand [16]. 

Data-Driven Campaigns: The impact of 

influencer partnerships is being monitored at 

certain hotels through the utilisation of data 

analytics [17]. In order to analyse the return 

on investment (ROI) of influencer marketing 

efforts, this required the monitoring of data 

such as website visits, interaction on social 

media, and booking conversions (Rodriguez 

& Smith, 2022). 

CHALLENGES  

Here are some common problems faced by 

hotels in influencer marketing: 

Authenticity and Credibility Concerns: It 

may be difficult for influencers to keep their 

authenticity intact, particularly when they 

are promoting many products at the same 

time [18]. It is possible for an influencer's 

followers to lose faith in them if they see 

that the influencer is not being genuine or 

authentic in their recommendation of a 

product or service (Smith, 2021). 
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Finding the Right Fit: Finding influencers 

whose beliefs, writing styles, and audiences 

are congruent with those of the hotel's brand 

may be a difficult and time-consuming 

procedure. According to Brown and 

Johnson's research from 2020, a mismatch 

can lead to unsuccessful relationships and a 

disconnection with the audience that was 

supposed to be served. 

Return on Investment (ROI) 

Measurement: It can be difficult to 

determine the exact impact that partnerships 

with influencers have had on key 

performance indicators (KPIs) such as 

bookings, revenue, or perception of the 

brand [19]. According to Chen and Lee 

(2019), it is essential to develop transparent 

measurements and tracking procedures. 

Compliance and Disclosure Issues: It is 

essential to successfully navigate legal and 

ethical issues, such as ensuring that 

influencers correctly disclose partnerships, 

complying to advertising standards, and 

abiding by applicable rules. According to 

Garcia and Rodriguez (2021), failing to 

comply with regulations might result in legal 

problems as well as damage to one's 

reputation [20]. 

Managing Expectations: Both the hotels 

and the influencers involved in a campaign 

need to have reasonable expectations 

regarding the results of the campaign. 

According to Wilson and Adams (2022), 

misaligned expectations about deliverables, 

timetables, and performance indicators can 

contribute to feelings of discontent as well 

as pressure on interpersonal relationships. 

Content Quality and Relevance: In order 

to effectively promote the hotel, influencers 

need to generate material that is both 

relevant to their audience and connects with 

them. (Anderson & Williams, 2020) One of 

the challenges that a hotel may have is 

effectively showcasing its products while 

still adhering to the brand rules that have 

been established by the hotel [21]. 

Negotiating Compensation and 

Contracts: It might be challenging to 

determine an appropriate amount of 

remuneration for influencers and to 

formulate clear contractual agreements. 

According to Lee and Davis (2019), it is 

vital to clarify deliverables, timetables, 

usage rights, and remuneration conditions 

from the beginning of the process in order to 

minimize misunderstandings. 
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Risk of Negative Publicity: By association, 

a hotel may be perceived in a negative light 

if an influencer connected to the property is 

caught up in a scandal or receives unwanted 

publicity as a result of their actions [22]. 

According to Rodriguez and Smith 2022, 

hotels have a responsibility to carefully 

oversee the actions and conduct of the 

influencers with whom they have partnered. 

Long-term Relationships vs. One-time 

Campaigns: The choice between running 

one-time campaigns and cultivating long-

term connections with influential people can 

provide a difficult conundrum for 

businesses. Long-term connections, despite 

the fact that they can result in endorsements 

that are more genuine and constant, call for 

cautious selection and management (Smith, 

2021). 

Saturation and Over exposure: The use of 

influencer marketing to an excessive degree 

or simultaneously working with an 

excessive number of influencers can lead to 

oversaturation [23]. This may have the 

effect of diluting the effectiveness of the 

endorsements as well as their legitimacy 

(Anderson & Williams, 2020). 

THE INFLUENCER IMPACT 

FRAMEWORK FOR HOTELS 

Objective Setting and Audience 

Identification 

 Define Clear Objectives: Determine 

the particular objectives you want to 

accomplish with the influencer 

marketing campaign. Increasing 

brand recognition, generating 

bookings, marketing a new service, 

and other similar endeavours are 

examples of possible goals [24]. 

 Audience Segmentation: Determine 

the type of people you want to reach 

with the campaign. Take into 

account the demographics, hobbies, 

and preferences of potential guests to 

ensure a good fit with the hotel's 

facilities. 

Influencer Profiling and Selection 

 Define Criteria: Establish concrete 

standards for making selections 

among potential influencers. Take 

into account things like the number 

of followers, engagement rates, the 

quality of the material, how well it 

aligns with the brand's values, and 

any past partnerships [25]. 

 Micro vs. Macro vs. Mega: 

Determine the kind of influential 

people you want to work with. 
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Micro-influencers typically have 

audiences that are more engaged and 

focused on a particular specialty, 

whereas macro- and mega-

influencers have a wider reach. 

Campaign Concept and Content Strategy 

 Concept Development: Develop a 

captivating concept for the campaign 

that is in line with the hotel's brand 

identity and the goals it wishes to 

achieve. This could take the form of 

events, challenges, prizes, or even 

novel concepts for the production of 

content. 

 Content Guidelines: It is important 

to provide influencers with clear 

instructions for the sort of material, 

messaging, and narrative that should 

be included in their postings [26]. 

Keep a healthy balance between the 

creative process and remaining true 

to your brand. 

Relationship Building and Collaboration 

 Authentic Engagement: Develop 

honest connections with the 

individuals who will have the most 

impact. A successful relationship 

requires both personalised outreach 

and an awareness on both sides of 

the expectations that have been set. 

 Collaborative Planning: Include 

influential people in the planning of 

the campaign. Encourage them to 

contribute their creative ideas so that 

you can be confident that their 

material will resonate with their 

audience while also remaining 

congruent with the hotel's theme. 

Content Creation and Distribution 

 Quality over Quantity: Drive home 

the point that the production of 

original, high-quality material is 

extremely important. Make sure that 

influencers have access to the hotel's 

many amenities, activities, and 

services so that they can create 

appealing content. 

 Multi-Channel Approach: In order 

to maximise both reach and 

engagement, you should encourage 

influencers to post content on a 

variety of channels (such as 

Instagram, YouTube, and blogs). 

Measurement and Performance Tracking 

 Key Performance Indicators 

(KPIs): Establish key performance 

indicators depending on the goals of 
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the campaign. These metrics could 

include things like reach, 

engagement rates, click-through 

rates, the number of bookings 

produced, and so on [27]. 

 Analytics and Monitoring: 

Tracking the performance of 

influencers requires the use of 

analytics tools. Keep a close eye on 

the metrics in real time so that you 

may base your judgements on the 

collected data and continue to 

improve the campaign as it goes. 

Feedback, Evaluation, and Optimization 

 Feedback Loop: Establish open 

communication lines with influential 

individuals in order to get feedback 

from them on the performance of the 

campaign and areas in which it may 

be improved. 

 Iterative Approach: Use insights 

gained from the campaign to refine 

strategies for future influencer 

collaborations. Continuously 

optimize based on learnings. 

Compliance and Transparency 

 Disclosure and Compliance: 

Ensure that influencers comply with 

legal and industry guidelines 

regarding transparency, disclosure of 

partnerships, and adherence to 

advertising standards. 

 Legal Agreements: Develop clear 

contracts outlining expectations, 

deliverables, timelines, and 

compensation to protect both parties. 

CONCLUSION 

The way that hotels communicate with their 

guests has been completely transformed as a 

result of the rise of social media marketing, 

which has an effect on everything from 

customer perception to room pricing. Hotels 

can increase their exposure, connect with 

customers on a more personal level, and 

harness the influence of user-generated 

content by embracing the power of social 

media and taking advantage of its many 

benefits. For hotels that want to prosper in a 

market that is already competitive, being 

skilled at exploiting social media platforms 

will be of the utmost importance as the 

digital environment continues to advance. 

The use of social media marketing has had a 

far-reaching and revolutionary influence on 

the hospitality sector. This impact has 

shaped the way hotels sell themselves and 

engage with their target audience. Hotels 

have the ability to increase their exposure, 
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interact with visitors on a more personal 

level, and construct a solid online reputation 

if they embrace the power of social media. 

In spite of the ongoing changes in the digital 

environment, social media will continue to 

be an indispensable component of effective 

hotel marketing strategy. 

The social media marketing environment 

has been irreversibly altered as a direct 

result of influencers. They are great friends 

for businesses that are looking to engage 

with their audience in a world that is 

becoming increasingly digital because to 

their authenticity, targeted reach, and 

narrative prowess. Influencer marketing has 

the potential to establish genuine 

relationships, boost credibility, and produce 

concrete outcomes for organizations in a 

wide variety of sectors when it is utilized 

properly. Influencers are potent catalysts in 

the dynamic field of social media marketing, 

which is becoming increasingly important in 

an era where authenticity and reliability are 

at the top of the priority list. In today's 

increasingly digital world, the brands who 

are able to see opportunities like these and 

capitalize on them are best positioned to 

succeed. 

The way in which hotels communicate with 

their customers has been fundamentally 

altered as a result of the rise of influencers 

as strong industry actors. Hotels have the 

ability to greatly improve their exposure and 

reputation, which will eventually lead to an 

increase in bookings if they use the reach, 

authenticity, and targeted impact of 

influencers. Influencer marketing will 

continue to be a powerful and essential 

instrument in the marketing armoury of the 

hotel sector, helping to forge genuine 

relationships and propelling business 

expansion even as the digital landscape 

continues to undergo rapid transformation. 

Influencer marketing continues to be an 

effective method for hotels to communicate 

with and interact with their ideal guests, 

despite the fact that it faces only a limited 

number of obstacles. A common recipe for 

success in influencer marketing is 

meticulous preparation, extensive research, 

efficient communication, and ongoing 

review and optimisation of strategy. Hotels 

may successfully harness the power of 

influencer marketing to increase brand 

exposure, engage target audiences, and 

ultimately generate bookings and revenue if 

they follow the proposed strategic model 

and do it in a way that enables them to 

effectively harness the potential of 

influencer marketing. It is essential to 

modify and personalise this framework in 
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accordance with the particular objectives, 

resources, and clientele that each hotel seeks 

to serve. 
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