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This study aims to address the role of content type in social media posts
and the influence of management response congruence on improving user
engagement, booking intention and hotel brand image. An online between-
subjects factorial experimental design with 559 subjects from a consumer
panel was performed to test the proposed model. The empirical evidence
suggests that congruency should be considered a key moderating variable
when assessing the impact of content and messages on social media since
it might significantly change how content affects online users’ decision-
making process. If hotel management is thus unable to properly manage its
responses to users' comments in a congruent way, posts related to the
ambience dimension become more important. Furthermore, congruence
between a published post and the subsequent management response to user

comments effectively leads to higher engagement, functional brand image,



hedonic brand image and booking intention than incongruent or no

management response.
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Introduction

Academic research has highlighted the influence of online review platforms, such as
TripAdvisor, on the trip planning process (Tran, 2020). However, other types of
platforms, such as social media (e.g., Facebook, Instagram), may also play a relevant
role in decision-making processes regarding travel and hospitality.

Social media attracts a high number of users, influences consumer perceptions
and is gaining importance in the hotel industry (Nunkoo et al., 2020). According to the
IAB (2023), the world's largest association concerning communication, advertising, and
digital marketing, 85% of internet users between 12- and 74-years old use social media,
and 43% of them follow a brand, while travel and hospitality constitute the third most
followed sector. Hotels can therefore exploit social media to reach and communicate
with their followers by sharing different types of content on their company pages.

Previous studies have found that content type can influence followers’ booking
intentions (Leung et al., 2017) and drive their engagement (Annamalai et al. 2021).
Moreover, across the hospitality industry, the role of experiential content in social
media not only involves aspects of informative or social content but also entails more
sensorial and experiential aspects.

After publishing content, hotel managers must critically monitor and respond to
user comments, which can help generate more positive evaluations of their hotels (Xie
et al., 2017). However, abrupt, and incongruent replies to consumers’ comments might
be insufficient for developing effective interactions with them. Indeed, on social media,
“standardized” responses to consumers that denote a lack of attention to a client's

specific review or comment are common (Zhang et al., 2020).



Social media has also changed interpersonal and social relationships and the
ways in which consumers interact with brands (Baboo et al., 2022). Hence, how
companies should reply to users is not a trivial issue (Zhang et al., 2019). Academic
research on management responses has focused on properly addressing customer
reviews, specifically, negative reviews on online review platforms (Dinger &
Alrawadieh, 2017), and on the effect of such responses on the customers who write
them (Casado-Diaz et al., 2020). These studies suggest that any response to user
reviews should match the topics users have previously mentioned on review platforms
(Zhang et al., 2020).

These previous studies have focused only on review platforms, where a user
writing a review starts the interaction. On social networks, however, companies can also
publish content and initiate interactions with their followers. Thus, little is known about
the impact of managerial response congruence on social networks. Do congruent
managerial responses trigger more favorable consumer responses for every type of
content?

Moreover, to the best of the authors’ knowledge, few studies have explored how
management responses might influence users who read them. Indeed, regardless of the
importance of congruence in social media content, following recent research by Ahmadi
et al. (2023) and Abosag et al. (2020), the impact of different types of responses on the
subsequent behavior of users who are not involved in a specific interaction with a
company remains an underresearched issue (Zhang et al., 2019).

Accordingly, in the present study, the abovementioned gaps are addressed by
accomplishing two main goals. First, the types of experiential content that positively
influence social media users’ attitudes and intentions are examined. Second, this study

determines whether hotel responses to user comments that are congruent with post
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content can improve user engagement, booking intention, and hotel brand image, i.e.,
how content-type effectiveness can be enhanced with response congruency.

The novelty of this study is thus twofold. First, it combines the types of
experiential content published on social media by hotels with the degree of congruency
of these hotels’ responses. This allows a more detailed investigation of the effectiveness
of content type by considering the moderating role of management response
congruency. Moreover, the present work adopts a novel perspective compared to
previous studies by considering congruency in a scenario where the starting point of a
focal interaction is firm-generated content on social media. Hence, it differs from
existing studies on congruency (e.g., Zhang et al. 2020), which focus on user-generated

content on review platforms.

Literature review

Experiential content and management response

A content strategy concerns the ideal characteristics for communications and involves
designing marketing communications that increase the probability of achieving desired
effects on a target audience (Tafesse & Wien, 2018). Such a content strategy, then,
includes both “what to say” (post content) and “how to say it” (post format) (Leung et
al., 2017).

This research focuses on post content, which positively influences user
interactions. Tafesse and Wien (2018, p. 247) define experiential posts as "those which
evoke consumers’ sensory and behavioral responses and highlight the sensory and
embodied qualities of the focal brand, often by associating it with pleasurable consumer

experience[s]".



Experiential content, which includes emotional, symbolic, and hedonic brand
cues, elicits favorable affective responses, which in turn motivate engagement behavior
and create strong emotional bonds (Annamalai et al., 2021). Due to their symbolic
value, experiential posts are key drivers in consumer engagement and facilitate the
incorporation of a brand into consumer self-perception and identity (Tafesse & Wien,
2018); hence, they can be used to render brand content more interactive and
experiential.

Since the hospitality industry is characterized by easily substitutable services
with similar cognitive attributes, it is necessary to focus on experiential attributes, as
both hospitality and tourism products are essentially experiential (Alnawas & Hemsley-
Brown, 2019). For instance, Khan and Rahman (2017) identify brand-related stimuli
such as location, ambience, staff competence, social media presence, and guest-to-guest
interaction as the main influential factors of the hotel customer experience. Individuals
also tend to rely more on information obtained through their senses in evaluation
processes, particularly when lacking previous experience. Therefore, experiential
content is especially relevant because it appeals to the senses.

Furthermore, experiential content might trigger user interactions, such as
comments and questions that might require a response from the focal hotel.

Specifically, management responses are online answers to customer reviews and
comments that are posted directly by a company (Dinger & Alrawadieh, 2017). In the
hotel industry, authors such as Zhang et al. (2019) have even suggested that online
management responses are a new form of customer relationship management (CRM);
they influence both the users who receive an answer and the behavior of subsequent

clients who observe such communication between clients and hotel managers.



While it is important to respond to negative comments and customer complaints,
responses to positive comments can demonstrate active listening among hotel managers.
They are an effective way to show appreciation and reinforce positive interactions with

the goal of positively influencing the consumer evaluation process (Xie et al., 2017).

Conceptual development

The Effect of experiential content on user responses to social media posts: Cognitive,

sensory, and social dimensions

Experiential posts evoke consumers’ sensory and behavioral responses by employing
relevant brand cues. This content type emphasizes “the moment of pleasure”, thereby
linking a brand with an enjoyable consumer experience. Thus, implementing an
experiential approach to social media use highlights the role of a brand as an enabler of
pleasant experiences and can be used to better meet users’ hedonic needs, such as
entertainment, social connection, or brand association, transforming this type of content
into a powerful message strategy for communicating through social media (Tafesse &
Wien, 2018).

Accordingly, the present study not only describes the content of an experiential
post using the main dimensions of hotel brand experience identified by Khan and
Rahman (2017) (location, ambience, and guest mention) but also groups these
dimensions into the more general categories (cognitive, sensory, and social dimensions)
that are frequently adopted in the literature (Hoyer et al., 2020; Lao et al., 2021).

Specifically, the cognitive dimension of the hotel experience includes the
physical and nonphysical aspects that provide functional benefits to customers. Sensory

hotel attributes are related to the sensory perceptions that create hotel atmospherics



(ambience). The social dimension comprises all guest interactions with staff and one
another (Walls et al., 2011). These social aspects play an important role in customers’
experiences with a hotel; on social media, they can influence the expectations of
potential customers by exhibiting the experiences that other guests have had with the
hotel.

Goi et al. (2018) have shown that the different dimensions of an experience
generate different types of consumer responses. In the advertising field, content type
affects the processing of user information (Rodriguez-Molina et al., 2015) and
engagement (Leung et al., 2017). Therefore, social media posts providing information
on the different dimensions of customer experience within a particular hotel will also
likely differ in terms of their relationship with user attitudes. Ambience relates to the
sensory dimension of a hotel experience and is the most dominant attribute determining
consumers’ loyalty to a hotel (Khan et al., 2020). Ambience also has a strong effect on
emotive value (Walls et al., 2011). Hence, hotel atmosphere, specifically room design,
is an important attribute that influences tourist choice intention (Dubé & Renaghan,
1999). Additionally, room quality, a sensory attribute related to hotel ambience, is the
most important attribute in hotel selection (Kim & Park, 2017).

Concerning the salient output variables, engagement represents a user’s
continuous interaction with a product or brand. It is crucial in creating long-term
relationships in the tourism industry (Ali et al., 2021). User engagement is demonstrated
through liking, commenting on or sharing existing posts (Aydin, 2019).

In addition, purchase intention is the most direct purchase predictor (Lee & Lee,
2015). By measuring behavioral intention, it is thus possible to predict action (Wong et
al., 2020). Finally, brand image involves consumers’ associations with a brand and can

be defined as functional or hedonic brand image. While functional brand image refers to
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perceptions of a brand’s attributes, such as quality, satisfaction or value, hedonic brand
image reflects the associations concerning emotional, imagery or nonfunctional
attributes (Raji et al., 2019). As Wang et al. (2019) have clearly shown, a sensory
experience positively affects the functional value of a brand.

Moreover, the sensory dimension, based on ambience, can impact functional
brand image; the information in a published post on aspects related to the hotel
environment, such as the size and decor of rooms, can indirectly communicate the
functional aspects of a hotel, thus improving the functional image of its brand
(Chakraborty & Bhat, 2018).

Accordingly, this study posits that social media posts concerning hotel ambience
have a greater impact on the attitudes and emotions of users than the other, i.e.,

cognitive and social, dimensions. Thus, the following hypotheses are proposed:

Hla and H1b: A post related to the sensory dimension (ambience) generates
higher engagement than a post related to the cognitive (location) (a) or
social dimension (guest mention) (b).

H2a and H2b: A post related to the sensory dimension generates a more
favorable functional hotel brand image than a post related to the cognitive
(a) or social (b) dimension.

H3a and H3b: A post related to the sensory dimension generates a more
favorable hedonic hotel brand image than a post related to the cognitive (a)
or social (b) dimension.

H4a and H4b: A post related to the sensory dimension generates a higher

booking intention than a post related to the cognitive (a) or social dimension

(b).



Congruence theory and management response

Congruence is a theoretical concept related to stimulus processing. According to
Olson and Thjemee (2011), congruence is the degree of similarity between two objects.
The principle of congruence thus entails that when a message is received, the receiver
relates two or more objects based on their fit (Osgood & Tannenbaum, 1955).
Consumers perceive congruence by employing their existing schemas, the abstract
structures that allow them to encode and retrieve information (Anderson and Pearson,
1984). A consistent perception of similar stimuli has positive effects on consumer
behavior. In fact, according to congruence theory, positive changes in the evaluation of
a new stimulus always lead to greater congruence with the existing frame of reference
(Osgood & Tannenbaum, 1955). Hence, an individual tends to feel more comfortable
with congruent stimuli (Lee et al., 2020).

Furthermore, the tourism literature has shown that the perception of message
congruence among consumers has a positive impact on user satisfaction, tourist loyalty,
tourist-perceived quality, and destination image (Seric et al., 2020). Applying
congruence theory in the context of the present study, then, suggests that when a hotel's
response to a user's social media comment is strictly related to the content thereof, it has
a high level of congruency. In contrast, if the hotel’s response is generic and does not
reinforce post content (dimension)—for instance, by simply thanking the poster for the
comment—it has a low level of congruency. The present research thus focuses on the
congruence of two messages/one source on social networks, namely, hotel posts and
hotel responses as the messages and the focal hotel as the source.

The effects of congruent management response
Once a post is published, some users will likely want to comment on it, offering

the focal hotel the opportunity to respond. When the content of a message relates to
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previous exchanges, it thus has positive effects on user satisfaction, loyalty, attitude,
word-of-mouth (WOM) and repurchase behavior (Song & Zinkhan, 2008).

As stated above, congruence theory is useful for better understanding
management responses. According to the principle of congruence, congruent
information can establish a stronger associative link, is remembered better, and has a
positive effect on attitude (Kim & Kim, 2020). For instance, previous research (Bigné et
al., 2021) has shown that thematic congruence, the similarity between webpage content
(i.e., TripAdvisor) and an embedded ad, enhances brand recall.

The content generated by a hotel can also improve its brand image. Brand
images, which involve both functional and hedonic aspects, are formed in the minds of
users through interactions with online content, such as reviews or advertisements
(Chakraborty & Biswal, 2020). In line with congruence theory, then, management
responses that are related to and reinforce the content of a post have a greater positive
impact on a consumer than an incongruent or lack of response.

Moreover, the perception of similarity (congruence) between a user’s post and
the management response to it can have a positive impact on the attitude of the users
reading this exchange. Recent research has shown that review-response congruence
leads to performance improvement (Palese et al., 2021). Hence, this study posits that a
congruent management response leads to a more favorable user response to the focal

hotel. Accordingly, the following hypotheses are proposed:

H5a and H5b: A congruent management response leads to higher

engagement than an incongruent response (a) or no response (b).
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Hé6a and H6b: A congruent management response generates a more

favorable functional hotel brand image than an incongruent (a) response or

no response (b).

H7a and H7b: A congruent management response generates a more

favorable hedonic hotel brand image than an incongruent response (a) or no

response (b).

H8a and H8b: A congruent management response leads to higher booking

intention than an incongruent response (a) or no response (b).
The moderating role of management response congruency
Congruency theory can also be employed to hypothesize the moderating role of
management response congruence. Since a low degree of cognitive elaboration and
effort is needed to process congruent content, such content is elaborated less, as it is
assimilated into existing schemas (Mandler, 1982). Conversely, a significantly higher
level of cognitive elaboration and effort is triggered when the processed content is not
congruent with any previous schema (Castaneda-Garcia et al., 2020; Garcia-Carrion et
al., 2023). Incongruent content therefore activates stronger cognitive reactions and
stimulates higher attention levels (Heckler and Childers, 1992; Liu et al., 2021). Hence,
subjects exposed to a low-congruent stimulus process information by paying more
attention to the type of content, comparing it with their existing schemas.

In view of the above, the experiential content type likely matters the most when
a management response displays a low degree of congruence: if a management response
1s not congruent or there is no response, the effect of post content on consumer attitude
and intention could differ depending on the type of content. For instance, in line with
the theoretical reasoning on content type, when a response is not congruent, a post

providing information on the sensory dimension of a hotel should lead to a more
12



positive user response than other types of content related to the cognitive or social
dimensions of the focal hotel experience.

Conversely, in a congruent situation, the role of content type is reduced, as
subjects process information with a low degree of cognitive elaboration, leading to
minimal differences across the types of post content.

Accordingly, in line with the above explanation, the following hypotheses are proposed:

H9: Management response congruency moderates the effect of post content
type on engagement.

H10: Management response congruency moderates the effect of post content
type on functional hotel brand image.

H11: Management response congruency moderates the effect of post content
type on hedonic hotel brand image.

H12: Management response congruency moderates the effect of post content

type on booking intention.

The research framework of this study is summarized in Figure 1.

[Figure 1 near here]

Methodology

To test the proposed hypotheses, an online experiment with scenario manipulation was
conducted. Measures and stimuli were previously tested in a pilot study with a sample
of 60 people. The participants were exposed to fictional hotel posts (one for each
experience dimension) and were asked to interact with them. Then, they had to evaluate

these posts in terms of their realism. Each post contained different text that was
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associated with the dimensions of the experience. They were all accompanied by the
same photo, which allowed the study to control the effect of the image.

Given the results of the pilot study, a 3 (post content) x 3 (management response
congruence) between-subjects experimental design was carried out. Concerning user
engagement, all the posts had the same number of likes, comments, and shares. In
addition, a fictitious hotel account was created on a generic social media platform to
avoid the bias of the participants toward a particular hotel or specific network.
Regarding the content of the publication and the comments, the actual publications of
hotels on different kinds of social media are first queried and examined. Then, the
images that best represented each of the dimensions were carefully selected. The texts
were also composed according to these observations.

Before administering the questionnaire, the participants were exposed to an
introductory text that asked them to imagine that they were planning their next vacation.
Subsequently, a post was presented to the participants, which generated a comment
from a fictitious user and a corresponding response from the hotel. Therefore, post
content and management response congruence comprised the two-factor or between-
group treatment.

For this task, the dimensions proposed by Khan and Rahman (2017), considered
the most suitable scales for evaluating the characteristics of a hotel experience, were
adapted. These three hotel dimensions relate to the broad typology of experiential
content (cognitive, sensory, or social). Own descriptions from each of them were
developed by modifying the definitions of Khan and Rahman (2017) and adapting them
to this research context (Table 1).

[Table 1 near here]
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The Appendix provides an example of a post (an ambience dimension post with
a congruent management response). In addition, manipulation checks were included to
check the quality of the responses. Therefore, once the data were obtained, the valid
surveys were filtered according to these checks.

The data collection was carried out during March 2021. The sample of users who
participated was drawn from a consumer panel of a well-known international market
research company, Toluna. Participants received an invitation to participate in the survey
via email. If they met the established requirements, they were provided access to the
online questionnaire, where they viewed a social media post relating to one of nine
possible scenarios (any combination of location/ambience/guest mention and
congruent/incongruent/unanswered comments).

These experiments involved Spanish individuals who had an active account on
any social media and had stayed at a hotel during the last three years. In addition, age
and gender were controlled to ensure that the sample had similar age and gender
proportions to prevent bias in these two variables. Toluna randomly assigned
participants to one of nine possible scenarios. After eliminating those responses in
which the participants did not complete the manipulation checks correctly, the sample
consisted of 559 valid responses.

Regarding its characteristics, women comprised 49.6% of the sample, and men
comprised 50.1%. A total of 51.7% of the sample had completed university studies. The
mean age was 44.7 years (standard deviation of 12.5).

Concerning the scales, all were translated into Spanish, and engagement (ENG)
was measured with a scale adapted from Leung et al. (2017) and Gruen et al. (2006)
without specifying the social network. Booking intention (BI) was adapted from Leung

et al. (2017), following the earlier study of Chiang and Jang (2007). The items that
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measured brand image were based on the existing measures of Chakraborty and Bhat
(2018), previously adapted from Bruhn et al. (2012), and distinguished functional (FBI)

from hedonic brand image (HBI) (see Table 1 in Appendix).

Results

The reliability of the constructs was assessed using Cronbach’s alpha. All the values for
each variable were above the minimum threshold of .70 (Nunnally & Bernstein, 1994).
To prevent any bias, manipulation checks after measuring the dependent variable and
control variables (Geuens & De Pelsmacker, 2017) were included. To check that the
post content and management response congruence had been correctly manipulated, a
chi-square test was performed. Correct perception of the dimension was measured with
the following question: “Indicate the extent to which the post provides information on
(a) the location of the hotel, (b) a prospect's hotel experience, and (c) the hotel
atmosphere”. The results of the chi-square ¥2 = 512.793, p <.001 confirmed a
successful manipulation. As expected, the participants successfully associated the post
content with the corresponding dimension.

Additionally, the manipulation of management response congruence was
assessed with the following question: “Indicate the extent to which you consider the
hotel’s response to a potential client’s comment to report information congruent with
the post”. The answers ranged from 1, “There is no answer”, to 5, “Adds some
information”.

To check if participants understood that the hotel's response to the user's
comment reinforced the content of the post, ANOVA was carried out. The ANOVA
results confirmed a successful manipulation; participants considered that consistent

comments reinforced post content to a greater extent than an incongruent response or no
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response (Mcongruent = 4.06, SD = 0.699; Mincongruent =2.95, SD = 0.971, Mo response = 2.84,
SD=1.2).

To test the global effects of post content and management response congruence
on the dependent variables (BI, ENG, HBI and FBI), multivariate analysis of variance
(MANOVA) was carried out. As the effects of two treatments on several dependent
variables were tested, MANOVA was the most appropriate method (Hair et al., 2014).
Accordingly, the assumptions of independence, normality and homoscedasticity were
tested. As each case represented a different respondent who was not influencing other
respondents, the assumption of independence was met (Leung et al., 2017). According
to Levene’s test of equality of error variances, all variables except booking intention
and functional brand image had significance values above .05; thus, the data did not
violate the assumption of equal variance (Pallant, 2020). When a variable violates this
assumption of equality of variances, a more conservative alpha level is needed to
determine significance for that variable in the univariate F test. Tabachnick and Fidell
(2007) suggest an alpha of. 025 or .01 rather than the conventional .05 level.

Based on these cutoff values, booking intention and functional brand image
were not significant (p=.036; p=.017). The commonly employed test to determine
whether dependent measures are significantly correlated is Bartlett’s test of sphericity.
There was a significant relationship between the variables ENG, BI, FBI and HBI
through Bartlett’s test of sphericity, x?(g.6) = 1199.003; p<.001

Table 2 displays the MANOVA results and univariate tests for each of the four
variables. The multivariate effects of post content (Wilks’ A=.893, F=7.959, p<.001)
and management response congruence (Wilks’ A=.758, F=20.306, p<.001) are both
significant. Significant main effects for post content and management response

congruence warranted proceeding with univariate tests of all four constructs. The three
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types of post content (location, ambience, and guest mention) and three different hotel
responses (congruent, incongruent and no response) differ in terms of the four
outcomes.

[Table 2 near here]

Table 3 shows the post hoc comparisons among groups. Regarding content type,
Hla and H1b are not supported, as ambience posts do not display higher engagement
than the other dimensions. H2a and H2b are supported, as ambience posts display a
significantly higher functional brand image than those with other content types.
However, H3a is not supported, although H3b is; ambience posts display higher hedonic
brand images than guest mention posts. Finally, H4a and H4b are not supported, as
there are no significant differences in terms of booking intention across the three
content types.

[Table 3 near here]

Concerning management response congruence, Table 4 reveals that all the
proposed hypotheses are supported. Specifically, congruent management response leads
to significantly higher engagement, functional brand image, hedonic brand image and
booking intention than incongruent or no management response. Therefore, HSa, H5b,
H6a, H6b, H7a, H7b, H8a and H8b are all supported.

[Table 4 near here]

Finally, the multivariate test revealed that the interaction of dimension and hotel
response was significant (Wilks’ A=.929, F=2.555, p<.01). Interaction effects on the
dependent variables were not significant for BI (F=2.037, p>.05). However, the
univariate test showed that there were significant interaction effects on ENG (F=4.001,
p<.01), HBI (F=17.960, p<.01) and FBI (F=5.364, p<.001). Therefore, H9, H10 and

HI11 are supported, but H12 is not. Additionally, post hoc tests were carried out;
18



however, due to space issues, these are not included in this document. Below, Figures
24 illustrate the relevant interactions that were identified.

[Figure 2 near here]

[Figure 3 near here]

[Figure 4 near here]

Figure 2 displays the mean ratings for the interaction on ENG. Figure 3 shows
the mean ratings for the interaction on HBI, and Figure 4 displays the mean ratings for
the interaction on FBI. Regarding all the considered outcomes, in the congruent
condition, all the different content types show the highest scores with respect to ENG,
FBI and HBI, with little or no differences among them. When a management response
is not congruent or not present, differences across the content types emerge. If a
response is incongruent, ambience appears to be the most effective content type. When
a hotel does not respond, location content seems to trigger the highest engagement,
while ambience still expresses a higher functional and hedonic brand image. Table 5
summarizes the support found for each hypothesis.

[Table 5 near here]

Discussion and conclusions

The purpose of the present study was to elucidate the impact of content type and
management response congruence on social media users’ comments through an online
experiment offering helpful management guidance for effective social media
communications. The findings have revealed how to respond to user comments on
social media based on the congruence between publication and comments and its effect
on potential new consumer behavior, that is, the consumer who reads the management

response.
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To the best of the authors’ knowledge, this study is therefore the first to analyze
the effect of congruence between the content of a post published by a hotel and its
management response on social networks in the context of the hospitality industry. The
results indicated that achieving congruence between a published post and the
subsequent management response to user comments effectively leads to higher user
engagement, improved functional and hedonic brand image and increased booking
intention.

Theoretical contributions

Relating to the contributions to the social media literature in the hospitality
industry, the first block of hypotheses (H1-H4) tested the effect that content type, based
on the different dimensions of experience, had on users’ behavior, thus contributing to
the literature on social media content strategy. In this study, the role of the post
dimensions of a hotel experience combined Khan and Raman’s (2017) dimensions and
the broad typology proposed in the experiential marketing literature (Hoyer et al., 2020;
Lao et al., 2021). This equalization enriches the literature and helps to understand how
each tangible dimension of the hotel affects the more intangible dimensions, which
would allow a better design and communication of the hotel experience, depending on
the stimulation that we want to achieve in the consumer. In this way, the research on the
experiential type of message was expanded, which is still very scarce in the literature.

In particular, the results extended previous studies (Annamalai et al., 2021;
Budiman, 2021) by determining that content type affects the functional and hedonic
brand image in the hospitality context. In other words, the dimension of sensory content
(ambience) is more effective in improving the functional image than social dimensions
(guest mentions) or cognitive dimensions (locations). Furthermore, compared to the

social dimension, the sensory dimension better fostered the hedonic brand image. Then,
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unlike Annamalai et al. (2021), this study found that there were no differences in
content type with respect to the impact on engagement and booking intentions. The
sensorial dimension seemed more suitable than the others in building hotel image.
However, when aimed at involving consumers and promoting their booking intentions,
the sensory, cognitive, and social dimensions played the same role.

Within the second block of hypotheses (H5-H8), the effect of congruence
between management response and post content on user behavior was proven. The
results confirmed previous research (Song & Zinkhan, 2008) by showing that messages
that reinforce the content of previous (congruent) messages had positive effects on
consumer behavior. Thus, the present study highlights the importance and relevance of
congruence theory in the hospitality and social media domains, extending the
application thereof to more stimuli than previous research (Castafieda-Garcia et al.,
2020; Garcia-Carrion et al., 2023; Walther et al., 2012).

In general, the previous literature examined the effect between two different
sources, such as company content and user comments (Garcia-Carrion et al., 2023) or
between web content and ads (Bigne et al., 2021).

Throughout the last block of hypotheses (H9-H12), the study explored the
moderating role of management response congruence in the relationship between
content type and user behavior. Castafieda-Garcia et al. (2020) have already
demonstrated the moderating role of message congruency in the effect of branding
strategy type. Specifically, they found that when a communication strategy focuses on
message consistency, a single-destination brand position did not generate significant
differences in the level of brand equity compared to a multiple-destination brand

position. The present study extended these previous results by analyzing how the
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sensorial, cognitive, and social dimensions of content resulted in different outcomes
depending on the degree of management response congruence.

Expressing gratitude in the response to users positively moderates the effect of
responding, although this effect is weak when responding to positive comments and
strong when responding to expressing gratitude to negative comments (Dinger &
Alrawadieh, 2017). This study went one step further, and while most research focused
on how to respond to comments based on whether the review was positive or negative
(Anderson & Han, 2016), this research provided information on how to respond to users

based on the content type of the post.

In line with the pattern found by Castafieda-Garcia et al. (2020) regarding
single- versus multiple-destination brand positioning, this study’s findings indicated that
when a high degree of congruence was achieved, the differences in the effect of content
type on hotel image and engagement disappeared. However, if the degree of congruence
was low, ambience seemed to be the most effective content type in improving
functional and hedonic brand image and eliciting engagement. Congruence thus
minimized the differences among post content types. Nevertheless, congruence did not
play a significant moderating role in the relationship between content type and booking
intention, which was not influenced by content type. The empirical evidence therefore
suggested that congruence should be considered a key moderating variable when
assessing the impact of content and messages on social media; it significantly changed
how content affects users’ decision-making process.

Managerial implications

Users make decisions in part by considering comments and responses, as they

are mostly public and accessible to all users (Lee & Jeong, 2014). Therefore, it is
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essential that hotel social media managers respond in a proper manner. Specifically,
congruence is a key factor, regardless of content type. In answering user comments,
hotels should reinforce post content while providing new and relevant information that
relates to the dimension of the experience in the post; this can not only improve the
interaction of other users but also hotel brand image and booking intention. For
example, if there is a comment about a hotel’s ambience by a user, the response must
reinforce the environment dimension and provide new information. This could be
accomplished by inviting the user to try its extra-large and especially comfortable beds
or by offering information on the design of the hotel.

Moreover, managing post content and responses requires expertise, time, and
skills. This study indicates that if hotel management is unable to properly manage its
responses to comments in a congruent way, posts related to the ambience dimension
become more important, as these perform well even amid generic, incongruent

responses concerning hotel brand image.

Limitations and future research lines

This research is not without limitations. Participants were asked to imagine that
they were planning a vacation and that they were looking for information. In addition,
the content was designed as part of a generic, static social media platform. Different
types of dynamic content formats, such as videos, reels, or carousels, could play
different roles. Future research could also analyze the moderating role of other
variables, such as age, or tourist type. In addition, this study only considered positive
responses from users to a post. Further research could determine whether this study’s
results hold if the first comment made by a user is extremely negative or neutral or

includes a request for more information. Finally, this work adopts congruency theory.

23



Future studies might therefore consider theoretical support from other disciplines, such
as semiotics or linguistics, which might offer an additional perspective for studying this

topic.
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Appendix

Figure 1. Post example: Ambience dimension and congruent response

O Hotel Capricho Beach

Enjoy a calm and relaxed atmosphere. Our facilities are equipped
with all the comforts for you to have an unforgettable experience.
Come by our terrace and savor one of our delicious cocktails. Or
dive into our pool, while enjoying an environment surrounded by
nature that will make you spend a few days to remember

Verdnica Garcia
It seems super relaxing, I'm looking forward to
trying that pool while we have a cocktail, when are
we going @natymc?

O # autor

Hotel Capricho Beach
Thank you very much for your comment,

Veronica Garcia. In our pool you can relax and
enjoy an environment designed to forget your
worries

Q0 o5 11 comments 2 Share

o Like (J) Comment & Share

Table 1. Scale Measurement: Constructs and Items

Constructs Items Description
Engagement ENG1 I will follow the account of this hotel
Adapted from Leung et al. (2017) and | ENG2 | I will click like
Gruen et al. (2006) ENG3 I will comment on the post

ENG4 | I will share the post
Booking Intention BI1 The probability of booking at this hotel is very high
Adapted from Leung et al. (2017), Chiang | BI2 My willingness to book at this hotel is very high
and Jang (2017). BI3 The likelihood of booking at this hotel is high
Hedonic Brand Image HBII Post makes the hotel brand more attractive
Adapted from Chakraborty and Bhat (2018) | HBI2 Post makes the hotel brand more charming
and Bruhn et al. (2012) HBI3 Post makes the hotel brand more fascinating
Functional Brand Image FBI1 Describe how useful the hotel can be
Adapted from Chakraborty and Bhat (2018) | FBI2 Describe how efficient the hotel can be
and Bruhn et al. (2012) FBI3 Describe how effective the hotel can be
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Figure 1. Theoretical framework
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Figure 3. Effect of content type and management response congruence on hedonic

brand image
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Figure 4. Effect of content type and management response congruence on
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Dimension

Categorization

Description

Location

Cognitive

The degree to which a hotel’s location fascinates an individual.
Therefore, in this case, this includes posts whose content is related to
the location of the hotel, such as sunsets and sunrises near the hotel,
views, surroundings, and proximity to areas of interest that make the

experience memorable.

Ambience

Sensory

The extent to which the environment impresses guests through their
senses. This includes content related to the aesthetics of a hotel and

its consequent stimulation of the senses.

Guest

Mention

Social

The degree to which the presence of other guests affects another
guest. In the context of social media, this refers to the content
generated by guests that discusses the feelings and emotions they
experienced during their stay. This user-generated content is also

shared by the hotel on its official social media account.

Table 1. Dimensions, categorizations, and descriptions

Multivariate Lambda de Hypoth

effects Wilks F statistic esis (df) Error (df) P value
Intercept 0.028 4708.845  4.000 547.000 0000
Management

response 0.758 20.306 8.000 1094.000 0.000
congruency

Content type 0893 7.959 8.000 1094.000 0.000
Content type x

Management 0.929 2.555  16.000  1671.750 0.001
response

congruency

Table 2. Overall MANOV A results

Outcome

Location Ambience Guest Congruent  Incongruent No

mention response

36




ENG 3.57 3.55 3.28 3.85%¢ 3.2914 3.26 ¢

FBI 3.312 3.68*°¢ 3.33¢ 3.984¢ 3.234f 3.11°¢f
HBI 3.90° 3.96° 3.55P¢ | 4.119¢ 3.684¢ 3.63°¢
BI 3.74 3.75 3.52 4.019¢ 3.534 3.46 ¢

Table 3. Mean values across groups and results from post hoc comparisons

i=significant difference between Location and Ambience conditions.

b= significant difference between Location and Guest mention conditions.
= significant difference between Ambience and Guest mention conditions.
4= significant difference between Congruent and Incongruent conditions.
= significant difference between Congruent and No response conditions.

= significant difference between Incongruent and No response conditions.

Note: Differences were tested at the 0.05 p value threshold with Bonferroni correction.

Type
III sum
Univariate Depend. of Mean
effects Variable squares gl square F statistic P value
ENG 47.127 2 23.564 33.205 0.000
Management 95.239 2 47619 83369  0.000
c(fﬁ;‘;:’l‘;ecy HBI 30.154 2 15077 35250 0.000
BI 38.526 2 19.263 37.288 0.000
ENG 7.691 2 3.845 5.419 0.005
Content type FBI 15.403 2 7.702 13.483 0.000
HBI 15.363 2 7.682 17.960 0.000
BI 5.177 2 2.589 5.011 0.007
Content type x ENG 11.356 4 2.839 4.001 0.003
Management FBI 12.255 4 3.064 5.364 0.000
response HBI 4.993 4 1.248 2.919 0.021
congruency  BI 4.209 4 1.052 2.037 0.088
ENG 390.304 550 0.710
Error FBI 314.153 550 0.572
HBI 235.241 550 0.428
BI 284.130 550 0.517
Table 4. MANOVA results per outcome
Hypothesis | Main variable Outcome | Subhypothesis | Result
HI Content type ENG Hla Not supported
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Hlb Not supported
H2 Content type FBI H2a Supported
H2b Supported
H3 Content type HBI H3a Not supported
H3b Supported
H4 Content type BI H4a Not supported
H4b Not supported
H5 Hotel response ENG H5a Supported
H5b Supported
H6 Hotel response FBI Ho6a Supported
H6b Supported
H7 Hotel response HBI H7a Supported
H7b Supported
HS Hotel response BI HS8a Supported
H8b Supported
H9 Congruent hotel ENG Supported
response moderation
HI10 Congruent hotel FBI Supported
response moderation
HI11 Congruent hotel HBI Supported
response moderation
H12 Congruent hotel BI Not supported

response moderation

Table 5. Summary of hypothesis testing

38




39



