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Abstract

Universally, Over 60% of people use social
media platforms daily, which reflect the role
of social media "reach™ that organizations
could have when launching a social media
campaign. Including a hashtag in social media
campaigns is an approach to increasing reach,
as using hashtags helps increase social media
audience and interaction. Hence, this paper
aims to investigate the power of hashtags to
boost hospitality and tourism services,
especially after the dominance of social
network services (SNS) in digital marketing
during the last decade. In addition, the paper
aims to explore the role of hashtags in
achieving customer loyalty for tourism and
hospitality organizations based on their
engagement with the hashtag. Using the
questionnaire form as a data collection tool,
the research sample includes potential
customers who use SNS to decide whether to
use specific tourism and hostility services
within the Egyptian market. All hypotheses

were tested via PLS structural equation
modeling. The research findings help tourism
and hospitality organizations boost marketing
campaigns via SNS and achieve more reach
for their marketing campaigns. In addition,
the research focuses on exposing the
awareness of hashtag value to make
marketing more reachable by customers. The
research focuses on one of the most successful
marketing approaches, which is widely used
and achieves high reach percentages that
reflect more customer engagement and
loyalty.

Key words: Hashtag, SNS Advertising, Brand
Loyalty, Customer Engagement, Tourism and
Hospitality

1. Introduction

In recent years, the advent of social media
platforms has revolutionized the way
businesses interact with their potential
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customers. Social networking sites (SNS)
have become instrumental in shaping
consumers' perceptions and decision-making
processes, particularly in the tourism and
hospitality service industries (Kelly et al.,
2017). As a result, companies are increasingly
leveraging the power of hashtags to enhance
their online presence and engage with their
target audience effectively (Raggatt et al.,
2018). Further, the Egyptian tourism and
hospitality service market is a vibrant and
dynamic industry, attracting millions of
tourists each year. With the rise of social
media, potential customers now rely heavily
on online platforms to gather information,
share experiences, and make decisions
regarding their travel and hospitality choices
(Larkin et al., 2016). Thus, understanding the
factors that influence customer engagement
and brand loyalty in this context has become
paramount for businesses aiming to succeed
in this competitive market. Hashtags have
emerged as a powerful tool on social media
platforms, enabling users to categorize and
discover content related to specific topics or
themes (Kostygina et al., 2020). Their
widespread use has transformed hashtags into
influential elements that can shape users'
perceptions and behaviours (Garcia et al.,
2018). However, despite the growing interest
in hashtags, there is limited research
examining their impact on consumer
engagement and brand loyalty, particularly
within the Egyptian tourism and hospitality
service markets.

Engaging potential customers on social media
involves three primary dimensions: cognitive,
affective, and behavioural engagement.
Cognitive engagement refers to the mental
processing and active involvement of
consumers in understanding and evaluating
information  (Schmidt, 2016). Affective
engagement pertains to the emotional
connection and feelings evoked by social
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media content, while behavioural engagement
relates to the actions and behaviours exhibited
by users in response to online stimuli (Zhoc et
al., 2019). Investigating how hashtag power
influences these three dimensions of
engagement is crucial for understanding the
mechanisms behind consumer-brand
interactions (Ennis et al., 2013). Brand loyalty
represents a desirable outcome for businesses,
as it encompasses customers' commitment,
repeat purchases, and positive word-of-mouth
recommendations (Yang et al., 2016).

Prior research has identified engagement as a
critical mediator that links various marketing
stimuli to brand loyalty. Therefore, examining
the mediating role of cognitive, affective, and
behavioural engagement in the relationship
between hashtag power and brand loyalty will
provide valuable insights into the underlying
mechanisms that drive customer loyalty in the
Egyptian tourism and hospitality service
market. The main objective of this research is
to investigate the influence of hashtag power
on cognitive, affective, and behavioural
engagement among potential customers in the
Egyptian tourism and hospitality service
market. Additionally, this study aims to
explore the mediating role of cognitive,
affective, and behavioural engagement in the
association between hashtag power and brand
loyalty. The research sample consists of
potential  customers who use social
networking sites (SNS) to gather information
and make decisions regarding specific tourism
and hospitality services in the Egyptian
market.

This research intends to contribute to the
existing literature by shedding light on the
influence of hashtag power on cognitive,
affective, and behavioral engagement within
the Egyptian tourism and hospitality service
market. Furthermore, by investigating the
mediating role of these engagement
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dimensions in the association between hashtag
power and brand loyalty, this study will
provide practical implications for companies
in their social media strategies for enhancing
customer engagement and fostering brand
loyalty. In conclusion, understanding the
impact of hashtag power on cognitive,
affective, and behavioral engagement, as well
as its mediated effect on brand loyalty, is
crucial for businesses operating in the highly
competitive Egyptian tourism and hospitality
service market. By investigating these
relationships, this research aims to provide
valuable insights that can guide marketing
practitioners in leveraging social media
platforms effectively and building long-term
relationships with potential customers.

Table 1: Hashtag definitions
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2. Literature review
2.1 The concept of hashtag power

The hashtag has become a vital tool for
organizing and promoting information on
social media platforms in the era of digital
communication. Since its introduction by
Twitter in 2007, other social networks such as
Instagram, Facebook, LinkedIn, and TikTok
have adopted the hashtag symbol (#)
Rauschnabel et al., (2019). Hashtags are terms
or phrases that are prefixed with the pound
sign (#) that are used to classify material and
improve its discoverability for people who are
interested in particular subjects Zappavigna
(2018). Table (1) summarizes the different
definitions of hashtag.

Definition

Source

A hashtag can be defined as "a type of metadata tag™ that can be used to combine communications
with similar tags or to enable an electronic search to return all messages with the same hashtag.

Losh (2019)

Hashtag creates a label by prefixing a word, acronym, unspaced phrase, or hash character (#) with
another word. To put it another way, the hash symbol instructs the computer which word or words
in a given message should be seen as more significant than others for categorizing purposes.

Dobrin
(2020)

A hashtag is a term or topic category used in tweets, denoted by the # symbol. Using hashtags to
categorize messages makes it easier to reach the intended audience. They can introduce new viewers
to your material and present chances for them to participate in discussions based on common
interests. Hashtags double the amount of interaction on tweets compared to those that don't.

Mann (2021)

Hashtags are terms that are designated with the tag (#) in social media to group together related
content. It works well on all platforms and is crucial for social media marketing. Posts with at least
one hashtag receive 12.6% greater engagement than those without.

Bahrainizad
et al., (2024)

Besides being a powerful marketing tool, the
hashtag has some negative consequences that
must be avoided during the online marketing
campaign. According to Kanal (2019), using
incorrect or irrelevant hashtags in an attempt
to reach a larger audience can backfire. In
addition to confusing prospective buyers, this
approach undermines the brand's legitimacy.
If customers believe particular hashtags were
used to mislead them, they can view the brand
as being unauthentic. In addition, Utilizing
hashtags associated with contentious or
delicate subjects may result in unfavorable
connotations. For instance, the hashtag
#WhylStayed was originally connected to a

serious conversation about domestic abuse;
hence its usage by a brand to market a product
was met with widespread criticism (Sanderson
et al., 2016). Such errors may cause serious
repercussions and irreversible harm to the
brand's image.

2.2 Hashtag power and customer engagement

The concept of "hashtag power" was
originally built to the ability of hashtags to
facilitate engagement and communication on
social media platforms. The studies reviewed
provide evidence that hashtag use can indeed
have a positive influence on affective
engagement. Hurwitz et al. (2016) suggest
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that trademarking hashtags can significantly
increase social media audience engagement,
particularly for firms with fewer followers, by
amplifying the effects of certain linguistic
styles in tweets (Crone and Konijn, 2018).

Similarly, Lee (2017) finds that Instagram
hashtags contribute to the formation of both
heterogeneous and homogeneous networks,
which in turn positively affects online civic
engagement (Doveling et al., 2018). Flavian et
al. (2016) support the notion that hashtags can
enhance student engagement in online
discussions, indicating that they can motivate
educational activities and foster a sense of
community (Goodacre et al., 2018).
Moreover, Freiling et al. (2021) illustrate the
role of hashtags in social movements, where
they serve as a means of empowerment and
facilitate  discussions on social issues
(Tartavulea et al., 2020).

The literature suggests that the use of hashtags
can indeed positively influence cognitive
engagement. Cheung et al. (2020) indicate
that trademarking hashtags can significantly
increase social media audience engagement,
particularly for firms with fewer followers, by
encouraging specific linguistic styles in tweets
(Kremen et al., 2019). Similarly, Park et al.
(2014) find that hashtags can motivate
students in educational activities and support
both  synchronous and  asynchronous
communication within a learning community
(Gangi and Wasko, 2016). Moreover,
Mavrodieva et al. (2019) demonstrate that
Instagram hashtags facilitate the formation of

both  heterogeneous and homogeneous
networks, which are associated with
informing current events and sharing

knowledge, respectively, thereby enhancing
online civic engagement (Kim et al., 2016).
However, there are nuances to consider.
Additionally, Li et al. (2020) point out that
despite the potential of hashtags to promote
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awareness, inconsistent use can lead to a
decline in engagement, as observed with DEI
hashtags in oncology meetings (Bhutto et al.,
2021).

Additionally, Nguyen et al. (2020) emphasise
the complexity of predicting event popularity
on social media, indicating that a single
hashtag may not fully represent the scope of
an event (Choudhury et al., 2013). Freiling et
al. (2021) highlight the political and cultural
implications of hashtags in Nigeria, showing
their role in engaging with power structures
(Toubiana and Zietsma, 2017). Lastly,
Goodacre et al. (2018 provide insights into the
popularity and awareness of hashtag usage
among social media users in Pakistan and
among health advocacy organisations,
respectively (Crone and Konijn, 2018).
However, the impact of hashtags is not
guaranteed and may depend on factors such as
consistent usage, the development of a
specific lexicon, and the broader social and
cultural context. Given this, the following
theories are proposed:

Hla: hashtag power positively influences
cognitive engagement.

H1b: hashtag power positively influences
affective engagement.

Hlc: hashtag power positively influences
behavioral engagement.

2.3 The mediating role of customer

engagement

The reviewed literature does not directly
address the concept of "hashtag power."
However, cognitive engagement is a recurrent
theme in the context of social media
marketing and its influence on brand loyalty.
Choudhury et al. (2013) establish that
cognitive aspects of customer brand
engagement  significantly mediate  the
relationship between social media marketing
efforts and brand loyalty in the airline
industry. Toubiana and Zietsma (2017) also
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emphasise  the impact of cognitive
engagement on brand loyalty, though they
suggest that affective engagement has a
stronger effect on brand-related outcomes.
Doveling et al. (2018) support the notion that
customer  engagement, which includes
cognitive engagement, has a greater influence
on brand loyalty than social media marketing
alone. Contradictorily, Kremen et al. (2019)
find that customer engagement does not
directly influence brand loyalty, suggesting
that other factors, such as brand attachment
and customer trust, fully mediate this
relationship. Similarly, Mavrodieva et al.
(2019) indicate that brand trust mediates the
effect of brand engagement on brand loyalty,
which may imply that cognitive engagement
alone is not the sole mediator.

The query concerning the mediation role of
behavioural engagement between hashtag
power and brand loyalty is not directly
addressed in the provided contexts. However,
the studies do offer insights into the broader
relationship between customer engagement
and brand loyalty, which can be extrapolated
to understand the potential mediating role of
behavioural engagement. The research
findings from the papers suggest that
customer engagement, which can be
considered a form of behavioural engagement,
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plays a significant role in influencing loyalty.
For instance, Yang et al. (2016) indicate that
customer engagement has a greater influence
on brand loyalty than social media marketing,
suggesting that engagement behaviours could
mediate the relationship between marketing
efforts (such as hashtags) and brand loyalty
(Yang et al., 2016). Similarly, Garcia et al.
(2018) confirm the direct impact of customer
engagement on brand loyalty, reinforcing the
idea that engagement behaviours are closely
linked to loyalty outcomes (Gautam et al.,
2020). Schmidt (2016) extends this by
highlighting the importance of customer
involvement as a precursor to behavioural
engagement, which in turn influences
customer loyalty (Park et al., 2014). Kelly et
al. (2017) also support the positive effect of
customer engagement on brand loyalty
(Kremen et al., 2019). Given this, the
following theories are proposed:

H2a: cognitive engagement mediates the
association between hashtag power and brand
loyalty.
H2b: affective engagement mediates the
association between hashtag power and brand
loyalty.
H2c: behavioral engagement mediates the
association between hashtag power and brand
loyalty.

Customer Engagement

Cognitive Engagement

Hashtag Power

Affective Engagement

|
|
|
\“JI._\‘ Behavioral Engagement
|

Figure 1. The conceptual framework
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3. Methodology

The research evaluated the quantitative
approach since a comprehensive examination
of how consumers engage with hashtags
released by travel and hospitality companies
IS required. In order to obtain trustworthy data
that can be generalized, a quantitative
approach is the best way to measure the
connection  between  these  variables.
According to the allocated methodology,
descriptive-analytical research, which is
frequently used in hospitality studies, is the
most suitable approach to research.

3.1 Sample setting

The convenience sampling technique was
adopted from the non-probability sampling
approach, including all social platform users
who are involved in tourism and hospitality
online advertisements. The social platforms
include Instagram, Facebook, X, TikTok, and
YouTube.

Table 2: Items distribution on the constructs
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3.2 Instrument and measures

The online questionnaire form was used as a
major research tool. It consists of four main
sections. The first section is adapted from
Pilar et al. (2021) Ta'amneh and Al-Ghazo
(2021) and contains 10 questions that measure
the power of hashtags regarding customers.
The second section is adapted from Hollebeek
et al. (2014) and Dwivedi (2015). This section
contains 17 items and measures customer
engagement depending on three sub-sections
that reveal cognitive, affective, and behavioral
engagement. The third section is adapted from
Yoo and Donthu (2001) and Dwivedi (2015).
This section consists of seven questions that
measure how loyal customers are to the brand,
which releases online advertising through
social platforms. Lastly, the fourth section
contains nine items that ask about
demographics. All the questionnaire response
range from strongly disagree to strongly agree
(Likert-scale=5).

. . No. of
S t Scale devel t

urveying sections cale developmen ltems
Section (1) Pilai et al., (2021), Ta'amneh and Al-Ghazo (2021) 10
Hashtag Power =
2ection (2) Hollebeek et al. (2014), Dwivedi (2015) 16

Customer Engagement
Cognitive Engagement Hollebeek et al. (2014), Dwivedi (2015) 5
Affective Engagement Hollebeek et al. (2014), Dwivedi (2015) 5
Behavioral Engagement Hollebeek et al. (2014), Dwivedi (2015) 6
2ection (3) Y00 and Donthu (2001)m Dwivedi (2015) 7
Brand Loyalty

Section (4) 9
Demographics B
Overall Questionnaire Items 43

Regarding the adaptability of data collection
tools with research hypotheses, Table 3 shows

how questionnaires are developed depending
on the main research hypotheses.
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Table 3: surveying tools adaptability with research hypotheses

Surveying tools sections Scale development

Hypotheses adaptability

Pilai et al., (2021)

Section (1) Ta'amneh and Al- H1: hashtag power positively influences customer
Hashtag Power engagement.
Ghazo (2021) H2: Customer engagement mediates the association
Section (2) Hollebeek et al. (2014) ’
Customer Engagement Dwivedi (2015) between hashtag power and brand loyalty.
- Hollebeek et al. (2014) | Hla: hashtag power positively influences cognitive
Cognitive Engagement Dwivedi (2015) | engagement.
. Hollebeek et al. (2014) | H1b: hashtag power positively influences affective
Affective Engagement Dwivedi (2015) | engagement.
Behavioral Engagement Hollebeek et al. (2014) | H1lc: hashtag power positively influences behavioral
9ag Dwivedi (2015) engagement
H2a: cognitive engagement mediates the association

Yoo and Donthu
(2001)
Dwivedi (2015)

Section (3)
Brand Loyalty

between hashtag power and brand loyalty.
H2b: affective engagement mediates the association
between hashtag power and brand loyalty.
H2c: behavioral engagement mediates the association
between hashtag power and brand loyalty.

4. Data analysis and discussion
4.1 Analysis of demographic (N=754)

Table 4: Demographic data presentation

N %
Gender Male 312 41%
Female 442 59%
Less than 25 years 69 9%
Age 25 and less than 35 369 49%
35 and less than 241 32%
45 years and above 75 10%
High school 51 7%
Educational Level University Degree 633 84%
Masters 70 9%
Instagram 420 56%
Social platform you prefer Facebook 182 24%
X Twitter 98 13%
TikTok 54 7%
Yes 412 55%
Hashtag Usage Maybe 567 35%
No 75 10%
promote search with a Yes 536 71%
hashtag No 218 29%
Travel Type Bu_siness 190 25%
Leisure 564 75%
3 star 287 38%
Hotel Category 4 star 396 53%
5 star 71 9%
754 100%

The results of the demographics indicate that
59% of the research sample is females who
are aged between 25 and 35 years old. With a
university educational degree, that biggest
market segment frequently uses Instagram as

its main social media platform. Depending on
their ability to scroll posts and engage in
different popular ads, the respondents
indicated that they are involved in hashtags to
promote their search and engage with trendy
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topics, including visual posts, ads, reels, and
shorts. This segment of the market prefers the
leisure type of tourism, and that was
confirmed by indicating the first and second
rank of hotel type that they prefer by four and
three stars. The researchers' analysis of
demographics is totally computable with
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Global Digital Insights (2024). That report
assesses the same track that social media
platforms have to target their customers by
focusing on females and enriching
advertisements on Instagram. Table 5 shows
the compatible results of the research and
Global Digital Insights (2024).

Table 5: Results compatibility with Global Digital Insights (2024)

Results Research results Global Digital Insights (2024)
Gender Female59% Female 49%
Age 25-34Y: 49% 25-34'Y: 15% (1st Rank)

Social media platform Instagram 56%

Instagram 53%

4.2 Measurement model

The researchers initially examined the
measurement  model's  reliability  and
convergent validity. Therefore, loadings,
composite reliability, Cronbach's a, AVE, and
VIF were measured. After that, the loadings
were used to determine construct validity (see
Appendix). Table 6 presents the CR values,

which indicate how well the instrument pieces

Table 6: Reliability and convergent validity

explain the instrument. These exceeded the
acceptable limit of 0.7 (0.884-0.994),
indicating satisfactory internal consistency.
The total amount of variance in AVE
exceeded the acceptable standard of 0.5
(range from 0.697 to 0.987) (Hair et al.,
2016). Furthermore, the bulk of variables had
VIF values below 3.3 (ranging from 2.11 to
2.69) (Kock & Lynn, 2012).

Constructs Cor_npc_Js_ite Cronbach’s AVE VIF

reliability alpha
Hashtag Power 0.921 0.811 0.822 211
Cognitive Engagement 0.994 0.823 0.774 2.29
Affective Engagement 0.884 0.977 0.987 2.49
Behavioral Engagement 0.941 0.898 0.697 2.39
Brand Loyalty 0.937 0.987 0.795 2.96

As shown in Table 6, the square roots of AVE
were eventually refined and demonstrated
satisfactory discriminant validity. A recent
evaluation of the Fornell and Larcker (1981)
measures concluded that they do not detect a
lack of discriminant validity in regular study
samples. As a result, Henseler et al. (2015)
offered an alternate approach based on the

Table 7: Discriminant validity

correlations' HTMT ratio. Table 7 shows the
outcomes of using this unique method to
verify discriminant validity. If it exceeds 0.85,
discriminant validity is a concern (Kock,
2020). The bulk of study constructs have
values less than 0.85 (from 0.637 to 0.841),

indicating agreeable discriminant validity.

Fornell-Larcker & HTMT 1 2 3 4 5
1. Hashtag Power (0.906)  0.637 0.807 0.643 0.838
2. Cognitive Engagement 0.568 (0.879) 0.813 0.769 0.780
3. Affective Engagement 0.356 0.561 (0.993) 0.813 0.752
4. Behavioral Engagement 0.376 0.595 0.657 (0.834) 0.841
5. Brand Loyalty 0.246 0.300 0.225 0.363 0.406
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Note. Fornell-Larcker: the values on the
diagonal are the square root of the AVEs;
and the values on Off diagonal are the

4.3 The structural model

CE1 CE2

TR
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correlation between the constructs; HTMT:
ratios are above the diagonal: HTMT ratios
are good if <0.90, best if <0.85.

CE3 CE4 CES

0.854
HP1 0.763 0.763 & 0.826 703
\\ BL1
BL2
0sss_w
0.793 Cognitive Engagement 0.018 0.902 BL3

BE1 BE2 BE2

0500 g 755 Feialal Engacem?y oy o.ce1

v
4889

—0.857-» BL4

T 0.85:
\\' 4*
5
Brand Loyalty \0'831 B
0.751

BL6

BL7

BE4 BES BES

Figure 2. The structure model

Hair et al. (2016) recommended examining GoF
indices, such as betas, t values, >, R? and Q.
Furthermore, they proposed adopting the SRMR
as the sole estimated model fit criterion. A zero
SRMR value indicates a perfect match, while an
SRMR value of < 0.1 is considered appropriate
for PLS path models (Kock, 2020). The current
study's SRMR of 0.033 indicates an optimal
model fit. Table 8 also displays the outcomes
connected to the study's hypothesis. The p values
and betas of the structural model are depicted in
Figure 2. Hashtag power is influenced by
cognitive engagement (8 = 0.38; p < 0.01),
affective engagement (5 = 0.95; p < 0.01),
behavioral engagement (f = 0.62; p < 0.01). As a
result, H1a, H1b, and Hlc are supported.

Table 8. Hypothesis-testing summary

Furthermore, customer engagement dimensions
accounted for 57% of the variance in brand
loyalty (R* = 0.57). The R? values of 0.60 and
0.57 are higher than the 0.26 indicated by
Cohen (1988) to indicate a significant model.
Furthermore, the effect size (f°) determines
whether the impacts indicated by the path
coefficients are small, medium, or large. The
typical values are 0.02, 0.15, and 0.35 (Cock,
2020). Table 8 shows that all connections had a
moderate to substantial effect. Q°> must be
measured in addition to R?> and 2. If Q% is
positive (i.e., > 0), it shows that the model has
predictive relevance for a certain construct, with
higher Q? values suggesting greater predictive
relevance. The Q? figure for behavioural
intention is 0.348. The Q? value for the inner
variables indicates their predictive importance.

Confidence intervals

NO Hypothesis Beta t P-value Decision f 2.5% 97.5%
Hla HP — CE .380 3.696 0.000 Supported 0.039 0.017 0.497
H1lb HP —» AE .954 1.621 0.000 Supported 0.031 0.614 0.694
Hlc HP — BE .627 1.035 0.003 Supported 0.069 0.796 0.149

P<0.001, HP= hashtag power, CE= cognitive engagement, AE= affective engagement, BE=
behavioral engagement, BL = brand loyalty
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As shown in Table 9, customer engagement
exhibited a partial mediating effect between
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affective engagement (4 = 0.22; p < 0.01),
behavioral engagement (8 = 0.23; p < 0.01).

hashtag power and brand loyalty. However,  As a result, H2a, H2b, and H2c are
behavioral engagement is influenced by  supported.
cognitive engagement (4 = 0.16; p < 0.01),
Table 9. Synopsis of mediation results.
Confidence intervals
NO Hypothesis Direct  Indirect t P-value Decision f2 2.5% 97.5%
Effect Effect
H2a HP —->CE—BL  0.136 0.166 4721  0.000  Supported  0.061 0.103 0.339
H2b HP - AE—BL  0.557 0.224 6720 0.000  Supported  0.101 0.208 0.376
H2c HP -BE —»BL 0547 0236 6720 0.000  Supported  0.136 0.208 0.376

P<0.001, HP= hashtag power, CE= cognitive engagement, AE= affective engagement, BE=

behavioral engagement, BL = brand loyalty

Results from Celuch (2021) revealed that
hashtags directly affect users, as social media
has arisen as a means of co-creating value
and increasing engagement. In particular, the
usage of hashtags on social media boosts
impressions, raises brand awareness, and
helps reach a larger audience (Omena et al.,
2020; De-Masi et al., 2016). In the same
context, the results match Stathopoulou et al.,
(2017) as hashtags as a marFketing tool for
tourism and hospitality  organizations.
Although understanding more about hashtag
usage is important, adding more hashtags
may not always increase user engagement
this could be due to posts having too many
words (Malhotra et al., 2012). This study
offers the same perspectives in contrast to
past research (Leonhardt, 2015; Tiago et al.,
2017) that predicts the efficacy of employing
hashtags to promote customer engagement.
More specifically, the results imply that users'
interactions with the material are influenced
by the quantity of hashtags included in a post.
That is to say, adding more hashtags to a post
does not always compel readers to engage
with the content of the post instead, it may
only make it easier to find (Hays et al., 2013).
According to Feng et al. (2015), initial
impressions based on the length of the post
could instead have an impact on whether

users engage with the content more closely or
less closely.

Regarding brand loyalty, the research results
match the results of Fernandes and Moreira
(2019). A relatively new idea in marketing,
customer engagement has drawn interest from
researchers and industry professionals and
has the potential to greatly expand our

understanding of consumer-brand
connections  (Dessart, 2017). Customer
engagement could assist tourism and

hospitality organisations in building an
emotionally devoted customer base. It plays a
major part in brand management and is
becoming increasingly important (Hollebeek
et al., 2014; Hollebeek et al., 2018).
(Kandampully et al.,, 2015) results also
showed that loyalty includes favourable
internal attitudes about the brand in addition
to recurrent purchases. According to prior
research, client involvement can increase
brand loyalty since it fosters favourable
perceptions towards the company. Findings
also represent that customer engagement
creates strong relational links with a brand
since it is collaborative and immersive, which
consumers may want to maintain in the future
(Dwivedi, 2015) through loyalty intentions
like advocacy and patronage (Vivek et al.,
2012). Accordingly, "the highly engaged
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customer's commitment and connection are
expected to be influential in their loyalty
behaviour" (France et al., 2016, p. 127). On
the other hand, the findings of Fernandes and
Moreira (2019) stated that there is little
empirical data regarding the role that
customer engagement plays in loyalty
development, despite the expectations that it
will predict brand loyalty (Dessart et al.,
2015) and increase brand retention
(Hollebeek et al., 2014). (So et al., 2016)
Considering the backdrop of social media,
According to the conclusions of Jahn and
Kunz (2012), Hutter et al. (2013), Dessart
(2017), and Carvalho and Fernandes (2018),
customer participation has a favourable effect
on brand loyalty and other loyalty-related
outcomes.

Hesham Dar. Sara Abdelfattah, Ahmed Magdy

5. Conclusion and implications

This study is innovative since it applies
practical psychology, digital marketing, and
data science to various tourism and hotel ads
and focuses on the usage of hashtags on
social media. Despite the fact that Instagram
hashtags are widely used, there is a noticeable
difference in how successful they are at
maximizing value. This research has opened
up new directions for marketing and
management research by placing tourism
events and hotel marketing at the center. It
extends beyond the range of well-known
elements, such as the degree of vividness and
informativeness seen in the larger tourism
and hospitality sectors (Sallaku and Vigolo,
2024; So and Li, 2020; Yu & Sun, 2019; So
et al., 2016). The research conclusion is
represented in figure 3.

2

2

2

R =0.37
R =0.61
R =052

Customer Engagement

Cognitive
Engagement 2
S R =0.57
Affective Brand
Hashtag Power Engagement Loyalty
Behavioral
Engagement

Figure 3. The research conclusion

Regarding the theoretical implication, the
research adds to the hospitality marketing
literature, as it focused in leveraging
consumer engagement to achieve brand
loyalty. A message's reach can be expanded
by using hashtags, which make it discoverable
to a larger audience than just the account's
direct followers. This is consistent with

network theory, which states that if messages
are connected by shared nodes, they can
propagate  through a network more
extensively. Additionally, when hashtags are
used effectively, they make it easy for users
interested in a specific topic or trend to share
and find content, which increases the
likelihood that a message will become viral.
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Concentrating on choosing hashtags that work
to get the desired results hypothesis:
According to this hypothesis, people
intentionally look for media that meets
different demands than Theory of Social
Presence: because hashtags can increase the
perceived social presence of a business or
advertisement by fostering a feeling of
community and shared experience among
users. Resulting in increased levels of contact
and engagement with marketing collateral
and, ultimately, building brand equity

Regarding the practical implications,
trending themes and hashtags are effective
ways to promote content on social media and
acquire leads. The practical implications of
the research concentrate on a few specific
measures that may be taken to make hashtag
management for marketing campaigns easier
and more manageable. Tourism and
hospitality organizations have to conduct in-
depth research to find appropriate hashtags
that complement their brand, sector, or target
market's interests. Finding popular and
trending hashtags is made easier with the use
of tools like RiteTag and Hashtagify. Tourism
and hospitality organizations have to create an
identifiable hashtag unique to their brand or
marketing initiative. Branded hashtags
facilitate user-generated content creation, aid
in brand recognition, and make it simpler for
others to find your material. It is imperative
for tourism and hospitality organizations to
keep abreast of industry trends and
happenings by following trending themes. It
may raise the visibility of content and draw in
leads who are interested in the subject by
producing content or participating in

Hesham Dar. Sara Abdelfattah, Ahmed Magdy

discussions around these trends. Tourism and
hospitality organizations have to actively
interact with hashtags by utilizing them in
posts as well as by wusing them to
communicate with other users. Share, like,
and comment on posts from users who are
using pertinent hashtags. This interaction
fosters relationships with possible leads and
raises the exposure of advertisements.

6. Research limitations and further

research

The research reviews the importance of
hashtags in e-marketing in the last decade,
especially after the spread of social media.
Through this knowledge, the research
hypotheses were determined based on
customer engagement and brand loyalty. The
research is limited to customers in the
Egyptian market who regularly use social
media and are influenced by hashtags.
Through this process, the customer’s
engagement through marketing campaigns
carried out by tourism and hotel companies is
limited. Future research can focus on other
variables to achieve integration in
understanding the nature of customers related
to tourism in Egypt, in addition to identifying
real opportunities through which a segment of
Egyptian society can be targeted to create
marketing campaigns on social media pages.
Future research could also focus on studying
the same hypotheses in a field other than
tourism and hospitality, with the aim of
developing Egyptian society more broadly
and achieving the sustainable development
that the vision of the Egyptian state aims for
during the period until 2030.

The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria University, Vol. 21, Issue 1 (2024) 286



Hesham Dar. Sara Abdelfattah, Ahmed Magdy

Hashtag Power through SNS Advertising: Achieving Brand Loyalty Based on Customer Engagement

7690 €770 100°0> 9980  8L60 6LLE Suojaq [ Jeny pueiq a1 Ya digsuone[el AW UIRJUTEW 0} SUL[IA WE [ “£Td
L960 68L°0 100°0> 6€L0  6£€0 6LV Suo[aq 1 1Bt} PURIQ ST JO JAWOISNO [eAO] B WNE [ "9'TH
65v°0 006°0- 100°0> 69L°0 9LLO0  TIS6°¢C “3u07aq [Je1) PURIq 9T} O} [N We I “¢1g
L96°0- 6160- 100°0> L6380 L¥6T  8STH "SIBAA M9 XU 1) UT SUOJaq I JEY) PUBIQ 31} [}l SSOUIST] IO OP PINOM [ "I
68L°0- 690" 100°0> L¥L 0 6550  L¥TE -a1doad 12130 0} Suojaq [ JeY) puelq oY) Jnoqe sSury) oanisod Aes pinoam I “¢1g
€eL0 6L¥°0 100°0> 6960 ¥S6'T  $99°¢ ‘Su0jaq 1By} PUEIqQ o1} Y)IA SSIUISNQ OP 0} SPUSL 25EIN0JUS pjnom [ 719
£99°0- 699°0- 100°0> 6£8°0 ¥69°0  L¥9¥ "90TAPE AWI S} OTjA SWOSWOS 0} SU0[aq [ JBY} PURIq o1} PUSUII02I PINom I “171g
(19) S1edo] puerg
1680 670 100°0> LLLO 66€0  6V1T ‘Suojaq 138y pueiq oy Suisn awy Jo30] e puads I 9Tg
1670 Y670 100°0> 6LL0 1220  +69°¢ J1 i swajqoid swos ajidsap Suojaq I 1By pURIq 3G A YOUS 0 9 P.I “SHE
67¥ 0" 6£5°0" 100°0> 1160 6LLT  699°¢ ‘Buoreq 1B} pUeIq 1) SUISN A1 [29) I "vHL
160 61870 100°0> 76870 6V 1T 6LYE ‘Suofaq [Jey) puelq a1 asn sAeme ] (Aieydsoy/msunoL) UipIm “¢ad
6L1T°0 L¥80- 100°0> 76670 6LFT  69€€ “(ArepdsotymIsLINO) Ul oSN WAjJo [ aUo st Suoyaq 1By} puelq AL 7dg
0710 658°0- 100°0> 8€6°0 L96T  6L¥Y "Su0[2q [Jey) pUeIq 37} SuUIsn aw) Jojo] e puads [ “THY
(Ag) yuamagesuy [eroiseyag
6L 0" 8L60- 100°0> 060 L¥6'1 e "SU0[aq [ JeY) PURI] 2T} JNOGE ONSBISOIUS [99) [ "CHY
7690~ L6¥0- 100°0> 0060 66€T  8L6'S "Addey aw saxews Suofaq [ 1By} pURIq ) STISA YAV
L¥60 76970 100°0> L¥80 LITT  +96'¢ "TONEIIPaP [B}0} Yias SUO[aq [T} PURIQ AT SN [ “EAV
6570 L8670 100°0> €660  61TT IL¥E ‘Suoaq 1 ey pueiq oy Suisn yo pnoxd we [ “7AY
¥96°0 6910 1000 L96°0 LY6'T  ¥69F -ow saxdsur Swoyaq [ ey puelq YL 1AV
(V) JuamaSesuy ANV
67L°0 vTTo- 100°0> €680  L6¥T  6IT°E ‘Suoaq [ 3BT purIq 3T} SUISN TRy J]3SAT YOBISP 0} JNOYFIP ST "SHD
7690 VL6 0 100°0> 6780 6LVT  IYLE "Suojaq [ 1B} PURIQ 3T} G3lAL JORISIUL ] BRTA SRI[J 2WLL HHD
¥9¢°0 ¥9¢°0- 100°0> 66L°0 6£€’T  69€€ “SurqAraaa 12510y 15u0[aq [1BY) PURIQ BT} 2SN [UAYM “€HD
1770 vL60- 100°0> L6L0 vL60  L6YY 1S18)UL AW sajRnwyS SU0[aq [ Ry} PURIq YL “THD
L86°0 ¥69°1- 100°0> 6£L°0 ¥9¢T  ¥69°¢ “Suo7aq [ 1Y) pURIq 21} JNOQE JOT B YU [ “THD
(@D)yuamagesuy aanmuso)
JuamaSesuy 1aumoysn))
69¢°0 68L°0 100°0> 008°0 L6600 ¥6£€ ‘Jonpoid 10 301185 01319ads spreamo) suondaszad pue sapmyye s, aydoad 1a1j0 sayernuwiys SeyyseH "0 TdH
¥L60- 866°0- 100°0> 1060 ¥6€T  L¥OE "SI9SN BIPAW [BID0S JOJ JOISED UOEULIOJU] SUIPUI} Soew sSe)yseH Suisn "6dH
671°0- L860" 100°0> 6960 VL6T  69€€ "9UOATIE 0} 9]qEMRIA JU)U0d Suryews Aq soussard erpaur [e100s ,ssauisnq asearour djay sSejysey "SdH
¥69°0 611°0- 100°0> LS80 ¥61T  LPTE "gousipne 1apeoiq e yoeas sjsod mok Supyew ‘auijuo A11qisia mox sasea1ou SeyyseH LdH
¥96°0 167°0- 100°0> ¥68°0 L1960  ¥69°€ “s193eads 1M TOJRSISATIOD JJBYIUT PUE 9ITAIIS 10 Jonpoid atj) 0} Paje[aI Jusjuod sareys Seysey 9dH
6L¥0 ¥69°0- 100°0> 9¢8°0 ¥69°0 ¥96°€ “Jonpoid 10 301198 21J10adSs JNOQE SMITA 3]} 03[0 PUE §)SII)UL SATRYS SeIYSEH "GIH
L¥90 ¥L6°0" 100°0> 7780 9710 L¥TT *A)9100S TIIZPOTW ST} UI SsouaIeme peards 0} 100} 3saq a1} s1 SeJYSeH “ydH
L¥6°0 6¥1°0- 100°0> 1160 1690 T1L¥€ “SJUSWTIOD 91 JUaju0d djerauas ‘ajdoad wasmyaq suoysabsns pue seap areys ssejysey Suisn “¢dH
¥9€°0- 6T1°0- 100°0> 9¢60 L¥6'T  9¢T¢ “101ae12q Arojedionred ajomrord o) poijour S]qENIEWAI B S pafIowrs uaaq sey sSejysey Swisn 7dH
¥960 69€°0- 100°0> L¥6°0 $9¢€0  1¥TT “BUIST)ISAPE SI0M)AT [B1D0S UI paajoan] 328 o} yoroxdde rejndod e se Suimois usaq sey Seyysey “1dH
(dH) 19mog Seyysey

SISOLINY]  SSAUMIYS  amjeag  SSuIpeo] as TeIIN JINIYSTO)

proxdde §T7d— VI 'xipmaddy

287

The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria University, Vol. 21, Issue 1 (2024)



Hashtag Power through SNS Advertising: Achieving Brand Loyalty Based on Customer Engagement

References

Bahrainizad, M., Aslami, S., & Jamshidi, N. (2024).
The level of involvement and consumer response to
advertising through hashtags: a segmentation
approach with self-organising maps. International
Journal of Internet Marketing and Advertising, 20(3-
4), 386-409.

Bhutto, T.., Faroog, Ramsha., Talwar, Shalini.,
Awan, Usama., & Dhir, A.. (2021). Green inclusive
leadership and green creativity in the tourism and
hospitality sector: serial mediation of green
psychological climate and work engagement. Journal
of Sustainable Tourism, 29, 1716 - 1737
http://doi.org/10.1080/09669582.2020.1867864
Carvalho, A. and Fernandes, T. (2018),
“Understanding customer Brand engagement with
virtual social communities: a comprehensive model
of drivers, outcomes and moderators”, Journal of
Marketing Theory and Practice, 26(1/2), pp. 23-37.
Celuch, K. (2021). Hashtag usage and user
engagement on Instagram: The case of#
foodfestivals. Journal of Physical Education and
Sport, 21, 966-973.

Cheung, M.., Pires, Guilherme D.., & Rosenberger, P.
(2020). The influence of perceived social media
marketing elements on consumer—brand engagement
and brand knowledge. Asia Pacific Journal of
Marketing and Logistics .
http://doi.org/10.1108/apjml-04-2019-0262
Choudhury, M.., Counts, Scott., & Horvitz, E..
(2013). Predicting postpartum changes in emotion
and behavior via social media. Proceedings of the
SIGCHI Conference on Human Factors in Computing
Systems. http://doi.org/10.1145/2470654.2466447
Crone, E.., & Konijn, E.. (2018). Media use and brain
development during adolescence. Nature
Communications, 9. http://doi.org/10.1038/s41467-
018-03126-x

DeMasi, O., Mason, D., & Ma, J. (2016).
Understanding communities via hashtag engagement:
A clustering based approach. In Proceedings of the
International AAAI Conference on Web and Social
Media, 10(1), pp. 102-111).

Dessart, L. (2017), “Social media engagement: a
model of antecedents and relational outcomes”,
Journal of Marketing Management, 33(5/6), pp. 375-
399.

Dobrin, D. (2020). The hashtag in digital activism: A
cultural revolution. Journal of Cultural Analysis and
Social Change, 5(1), 1-14.

Doveling, K.., Harju, Anu A.., & Sommer, Denise.
(2018). From Mediatized Emotion to Digital Affect
Cultures: New Technologies and Global Flows of
Emotion.  Social Media Society , 4
http://doi.org/10.1177/2056305117743141

Dwivedi, A. (2015), “A higher-order model of
consumer Brand engagement and its impact on
loyalty intentions”, Journal of Retailing and
Consumer Services, 24, pp. 100-109.

Dwivedi, A. (2015), “A higher-order model of
consumer Brand engagement and its impact on

Hesham Dar. Sara Abdelfattah, Ahmed Magdy

loyalty intentions”, Journal of Retailing and
Consumer Services, 24, pp. 100-109.

Ennis, G.., Hess, T.., & Smith, Brian T.. (2013). The
impact of age and motivation on cognitive effort:
implications for cognitive engagement in older
adulthood.. Psychology and aging , 28 (2) , 495-504
http://doi.org/10.1037/a0031255

Feng, L., Hu, Y., Li, B., Stanley, H. E., Havlin, S., &
Braunstein, L. A. (2015). Competing for Attention in
Social Media under Information Overload
Conditions. PloS One, 10(7), e0126090.

Fernandes, T., & Moreira, M. (2019). Consumer
brand engagement, satisfaction and brand loyalty: a
comparative study between functional and emotional
brand relationships. Journal of Product & Brand
Management, 28(2), 274-286.

Flavian, C.., Gurrea, R.., & Orus, Carlos. (2016).
Choice confidence in the webrooming purchase
process: The impact of online positive reviews and
the motivation to touch. Journal of Consumer
Behaviour , 15 , 459-476
http://doi.org/10.1002/CB.1585

France, C., Merrilees, B. and Miller, D. (2016), “An
integrated model of customer-brand engagement:
drivers and consequences”, Journal of Brand
Management, 23 (2), pp. 119-213

Freiling, Isabelle., Krause, Nicole M.., Scheufele,
Dietram A.., & Brossard, D.. (2021). Believing and
sharing misinformation, fact-checks, and accurate
information on social media: The role of anxiety
during COVID-19. New Media & Society , 25, 141 -
162http://doi.org/10.1177/14614448211011451
Gangi, P.., & Wasko, M.. (2016). Social Media
Engagement Theory: Exploring the Influence of User
Engagement on Social Media Usage. J. Organ. End
User Comput. , 28 , 53-73
http://doi.org/10.4018/JOEUC.2016040104

Garcia, P.., Sharma, Pramodita., Massis, Alfredo De.,
Wright, M.., & Scholes, L.. (2018). Perceived
Parental Behaviors and Next-Generation Engagement
in  Family Firms: A  Social  Cognitive
Perspective. Entrepreneurship Theory and Practice ,
43 , 224 - 243
http://doi.org/10.1177/1042258718796087

Global Digital Insights (2024), DIGITAL IN
EGYPT: available on
https://datareportal.com/digital-in-egypt. Accessed on
12" April 2024

Goodacre, Norman., AlJanahi, Aisha., Nandakumar,
Subhiksha., Mikailov, Mike., & Khan, Arifa S..
(2018). A Reference Viral Database (RVDB) To
Enhance  Bioinformatics ~ Analysis of  High-
Throughput Sequencing for Novel Virus Detection.
mSphere , 3
http://doi.org/10.1128/mSphereDirect.00069-18
Hays, S., Page, S. J., & Buhalis, D. (2013). Social
media as a destination marketing tool: its use by
national tourism organisations. Current Issues in
Tourism, 16(3), 211-239.

The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria University, Vol. 21, Issue 1 (2024) 288


http://doi.org/10.1080/09669582.2020.1867864
http://doi.org/10.1108/apjml-04-2019-0262
http://doi.org/10.1145/2470654.2466447
http://doi.org/10.1038/s41467-018-03126-x
http://doi.org/10.1038/s41467-018-03126-x
http://doi.org/10.1177/2056305117743141
http://doi.org/10.1037/a0031255
http://doi.org/10.1002/CB.1585
http://doi.org/10.1177/14614448211011451
http://doi.org/10.4018/JOEUC.2016040104
http://doi.org/10.1177/1042258718796087
https://datareportal.com/digital-in-egypt

Hashtag Power through SNS Advertising: Achieving Brand Loyalty Based on Customer Engagement

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A
new criterion for assessing discriminant validity in
variance-based structural equation modeling. Journal
of the academy of marketing science, 43, 115-135.
Hollebeek, L. (2018), “Individual-level cultural
consumer engagement styles: conceptualization,
propositions and  implications”,  International
Marketing Review, 35(1), 42-71.

Hollebeek, L., Glynn, M. and Brodie, R. (2014),
“Consumer Brand engagement in social media:
conceptualization, scale development and validation”,
Journal of Interactive Marketing, 28(2), 149-165.
Hollebeek, L., Glynn, M. and Brodie, R. (2014),
“Consumer Brand engagement in social media:
conceptualization, scale development and validation”,
Journal of Interactive Marketing, 28 ( 2), 149-165.
Hurwitz, Stephanie N.., Nkosi, D.., Conlon, Meghan
M.., York, Sara B.., Liu, Xia., Tremblay, Deanna C..,
& Meckes, D.. (2016). CD63 Regulates Epstein-Barr
Virus LMP1 Exosomal Packaging, Enhancement of
Vesicle Production, and Noncanonical NF-xB
Signaling.  Journal of Virology , 091
http://doi.org/10.1128/JV1.02251-16

Hutter, K., Hautz, J., Dennhardt, S. and Fuller, J.
(2013), “The impact of user interactions in social
media on Brand awareness and purchase intention:
the case of MINI on Facebook”, Journal of
Product&Brand Management, 22( 5/6), 342-351.
Jahn, B. and Kunz, W. (2012), “How to transform
consumers into fans of your Brand”, Journal of
Service Management, 23(3),344-361.

Kanal, N. (2019). Hashtag marketing: The pros and
cons of using hashtags in social media marketing.
Journal of Digital Marketing, 14(1), 45-60.
Kandampully, J., Zhang, T. and Bilgihan, A. (2015),
“Customer loyalty: a review and future directions
with a special focus on the hospitality industry”,
International Journal of Contemporary Hospitality
Management, 27(3), 379-414.

Kelly, M.., Duff, H.., Kelly, S.., Power, Joanna E.
McHugh., Brennan, S.., Lawlor, B.., & Loughrey,
David G. (2017). The impact of social activities,
social networks, social support and social
relationships on the cognitive functioning of healthy
older adults: a systematic review. Systematic
Reviews , 6. http://doi.org/10.1186/s13643-017-0632-
2

Kim, Yonghwan., Wang, Y.., & Oh, Jeyoung. (2016).
Digital Media Use and Social Engagement: How
Social Media and Smartphone Use Influence Social
Activities of College Students. Cyberpsychology,
behavior and social networking, 19 (4) , 264-9
. http://doi.org/10.1089/cyber.2015.0408

Kock, N. (2020), “Full latent growth and its use in
PLS-SEM: testing moderating relationships”, Data
Analysis Perspectives Journal, 1(1),1-5.

Kostygina, Ganna., Tran, Hy., Binns, Steven.,
Szczypka, G.., Emery, S.., Vallone, D.., & Hair, E..
(2020). Boosting Health Campaign Reach and
Engagement Through Use of Social Media

Hesham Dar. Sara Abdelfattah, Ahmed Magdy

Influencers and Memes. Social Media + Society , 6
.http://doi.org/10.1177/2056305120912475

Kremen, W.., Beck, A.., Elman, J.., Gustavson, D..,
Reynolds, C.., Tu, X.., Sanderson-Cimino, M..,
Panizzon, M.., Vuoksimaa, E.., Toomey, R..,
Fennema-Notestine, C.., Hagler, D.., Fang, B.., Dale,
A.., Lyons, M.., & Franz, C.. (2019). Influence of
young adult cognitive ability and additional education
on later-life cognition. Proceedings of the National
Academy of Sciences, 116 , 2021 - 2026
http://doi.org/10.1073/pnas.1811537116

Larkin, P.., O’Connor, D.., & Williams, A.. (2016).
Does Grit Influence Sport-Specific Engagement and
Perceptual-Cognitive Expertise in Elite Youth
Soccer?. Journal of Applied Sport Psychology , 28 ,
129 -
138.http://doi.org/10.1080/10413200.2015.1085922
Lee, S. (2017). Hashtag-based topic evolution in
social media. World Wide Web, 20, 1527-1549.
Leonhardt, J. M. (2015). Tweets, hashtags and
virality: Marketing the Affordable Care Act in social
media. Journal of Direct, Data and Digital Marketing
Practice, 16(3), 172-180.

Li, Ming-Way., Teng, Hsiu-Yu., & Chen, Chien-Yu.
(2020). Unlocking the customer engagement-brand
loyalty relationship in tourism social media: The roles
of brand attachment and customer trust. Journal of
Hospitality and Tourism Management, 44 , 184-192 .
http://doi.org/10.1016/j.jhtm.2020.06.015

Losh, E. (2019). Hashtag. Bloomsbury Publishing
USA.

Malhotra, A., Malhotra, C. K., & See, A. (2012).
How to get your messages retweeted. MIT Sloan
Management Review, 53(2), 61-66.

Mann, A. (2021). Beyond the hashtag. Research
methods in digital food studies. 1st ed. Routledge,
London, UK.

Mavrodieva, Aleksandrina V.., Rachman, Okky K..,
Harahap, Vito B.., & Shaw, R.. (2019). Role of Social
Media as a Soft Power Tool in Raising Public
Awareness and Engagement in Addressing Climate
Change. Climate . http://doi.org/10.3390/cli7100122
Nguyen, M.., Gruber, Jonathan., Fuchs, Jaelle.,
Marler, Will., Hunsaker, A.., & Hargittai, E.. (2020).
Changes in Digital Communication During the
COVID-19 Global Pandemic: Implications for Digital
Inequality and Future Research. Social Media +
Society,6 . http://doi.org/10.1177/2056305120948255
Omena, J. J., Rabello, E. T., & Mintz, A. G. (2020).
Digital Methods for Hashtag Engagement
Research. Social Media+ Society, 6(3),
2056305120940697.

Park, Denise C.., Lodi-Smith, Jennifer., Drew, L..,
Haber, S.., Hebrank, A.., Bischof, G.., & Aamodt,
Whitley. (2014). the Impact of Sustained Engagement
on Cognitive Function in Older Adults. Psychological
Science , 25 , 103 - 112.
http://doi.org/10.1177/0956797613499592

Park, J., Hyun, H., & Thavisay, T. (2021). A study of
antecedents and outcomes of social media WOM

The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria University, Vol. 21, Issue 1 (2024) 289


http://doi.org/10.1128/JVI.02251-16
http://doi.org/10.1186/s13643-017-0632-2
http://doi.org/10.1186/s13643-017-0632-2
http://doi.org/10.1089/cyber.2015.0408
http://doi.org/10.1177/2056305120912475
http://doi.org/10.1073/pnas.1811537116
http://doi.org/10.1080/10413200.2015.1085922
http://doi.org/10.1016/j.jhtm.2020.06.015
http://doi.org/10.3390/cli7100122
http://doi.org/10.1177/2056305120948255
http://doi.org/10.1177/0956797613499592

Hashtag Power through SNS Advertising: Achieving Brand Loyalty Based on Customer Engagement

towards luxury brand purchase intention. Journal of
Retailing and Consumer Services, 58, 102272.

Pilaf, L., Kvasnickova Stanislavska, L., Kvasnicka,
R., Bouda, P., & Pitrova, J. (2021). Framework for
social media analysis based on hashtag
research. Applied Sciences, 11(8), 3697.

Raggatt, Michelle., Wright, C.., Carrotte, E..,
Jenkinson, R.., Mulgrew, K.., Prichard, I.., & Lim,
M.. (2018). “I aspire to look and feel healthy like the
posts convey”: engagement with fitness inspiration on
social media and perceptions of its influence on
health and wellbeing. BMC Public Health, 18
. http://doi.org/10.1186/s12889-018-5930-7

Sallaku, R., & Vigolo, V. (2024). Predicting customer
loyalty to Airbnb using PLS-SEM: the role of
authenticity, interactivity, involvement and customer
engagement. The TQM Journal, 36(5), 1346-1368.
Sanderson, J., Barnes, K., Williamson, C., & Kian, E.
M. (2016). How Could Anyone Have Predicted That
AskJameis Would Go Horribly Wrong?: Public
Relations, Social Media, and Hashtag Hijacking.
Public Relations Review, 42 (1), 31-37.

Schmidt, M.., Benzing, V.., & Kamer, Mario. (2016).
Classroom-Based Physical Activity Breaks and
Children's  Attention:  Cognitive  Engagement
Works!. Frontiers in Psychology , 7
. http://doi.org/10.3389/fpsyq.2016.01474

So, K. K. F., & Li, X. (2020). Customer engagement
in hospitality and tourism services. Journal of
Hospitality & Tourism Research, 44(2), 171-177.

So, K. K. F.,, King, C., Sparks, B. A, & Wang, Y.
(2016). The role of customer engagement in building
consumer loyalty to tourism brands. Journal of Travel
Research, 55(1), 64-78.

So, K., King, C., Sparks, B. and Wang, Y. (2016),
“The role of customer engagement in building
consumer loyalty to tourism brands”, Journal of
Travel Research, 55(1), pp. 64-78.

Stathopoulou, A., Borel, L., Christodoulides, G., &
West, D. (2017). Consumer branded# hashtag
engagement: can creativity in TV advertising
influence hashtag engagement?. Psychology &
Marketing, 34(4), 448-462.

Taamneh, I. M., & Al-Ghazo, A. (2021). The
importance of using hashtags on raising awareness
about social issues. International Journal of Learning
and Development, 11(4), 10-24.

Tartavulea, C.., Albu, C.., Albu, Nadia., Dieaconescu,
Ramona lulia., & Petre, Silvia. (2020). Online
Teaching Practices and the Effectiveness of the
Educational Process in the Wake of the COVID-19
Pandemic. Amfiteatru Economic , 22 , 920-920 .
http://doi.org/10.24818/ea/2020/55/920

Tiago, T., Couto, J. P., Tiago, F., & Faria, S. D.
(2017). From comments to hashtags strategies:
enhancing cruise communication in Facebook and
Twitter. Tourismos, 12(3), 19-47.

Toubiana, Madeline., & Zietsma, Charlene. (2017).
The Message is on the Wall? Emotions, Social Media
and the Dynamics of Institutional Complexity.

Hesham Dar. Sara Abdelfattah, Ahmed Magdy

Academy of Management Journal , 60 , 922-953 .
http://doi.org/10.5465/AMJ.2014.0208

Vivek, S., Beatty, S. and Morgan, R. (2012),
“Customer  engagement:  exploring  customer
relationships beyond purchase”, Journal of Marketing
Theory and Practice, 20 (2), pp. 122-146.

Yang, Shuai., Lin, Shan., Carlson, J.., & Ross,
William T.. (2016). Brand engagement on social
media: will firms’ social media efforts influence
search engine advertising effectiveness?. Journal of
Marketing Management, 32 , 526 - 557
. http://doi.org/10.1080/0267257X.2016.1143863
Yoo, B. and Donthu, N. (2001), “Developing and
validating a multidimensional consumer-based Brand
equity scale”, Journal of Business Research, 52(1),
pp. 1-14.

Zhoc, Karen C. H.., Webster, B.., King, Ronnel B..,
Li, J.., & Chung, Tony S. H.. (2019). Higher
Education Student Engagement Scale (HESES):
Development and Psychometric Evidence. Research
in Higher  Education , 60 , 219-244
. http://doi.org/10.1007/S11162-018-9510-6.

The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria University, Vol. 21, Issue 1 (2024) 290


http://doi.org/10.1186/s12889-018-5930-7
http://doi.org/10.3389/fpsyg.2016.01474
http://doi.org/10.5465/AMJ.2014.0208
http://doi.org/10.1080/0267257X.2016.1143863
http://doi.org/10.1007/S11162-018-9510-6

