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Abstract

This research aims to determine the influence of influencer marketing, social media
marketing, product quality, service quality on brand advocacy. In collecting and researching
data, researchers used a quantitative-based research approach. Sampling was carried out
using a purposive sampling method and data was collected from 255 respondents. Using
structural equation models as a data analysis method with the help of smartPLS software.
The results of the analysis show that there is a significant influence of social media
marketing, product quality, and service quality on brand advocacy. Meanwhile, the results
of the analysis from influencer marketing on brand advocacy are that the negative effect is
not significant. The practical implication of the results of this research is that Adotel Hotel
Jakarta should be able to determine influencers who match the content or passion uploaded
on their social media according to the product being promoted.

Keywords: Influencer Marketing, Social Media Marketing, Product Quality, Service Quality,
Brand Advocacy

INTRODUCTION

The tourism industry is one of the top industries since forecasts indicate that it will
grow at an exponential rate. One bright spot for the country's economy during a period of
declining commodities is the growing tourist industry. Hotels are a vital component in the
tourism industry. This hotel's existence is crucial since it provides travelers with a place to
stay while they are traveling. As a result, hoteliers are working to improve and raise the
number of guests staying in their establishments, particularly through brand promotion,
which aims to strengthen the bond between customers and brands (Fournier, 1998). There
are other aspects of digital marketing, such as social media and influencer marketing, as
well, such as product quality and service quality.

According to Ranga & Sharma (2014), influencer marketing is a type of advertising
that targets certain people who have been identified as potential customers. Companies
and brands are currently paying close attention to influencer marketing, not only as a
possible marketing channel but also as a prospective collaborator (Masuda et al., 2022).
Veirman et al., (2017) state that these influencers typically have a large following, giving
them a very broad reach. The level of popularity of this influencer might have an impact on
their followers, who may end up endorsing a brand on their own.

According to Pentina & Koh (2012), social media marketing is the practice of
promoting brand pages, content ideas, and adverts among users of social networking
platforms like Instagram, Twitter, Facebook, and others. Compared to traditional marketing,
social media marketing has evolved from social media to become a preferred medium for
target marketing (Dwivedi et al., 2015). Because social media makes it easier for customers
to share recommendations and thoughts about a brand, businesses should use it to provide
them with the most recent and pertinent information (Ebrahim, 2019). Customers may be
inspired to choose a brand by this information (Yadav, 2018). Because brand support on
social media is generated by users, a hotel that uses social media as one of its marketing
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techniques and provides factual information can guarantee a higher level of brand advocacy
from its patrons.

According to Bei & Chiao (2011), product quality refers to how consumers assess a
product's superiority in terms of quality. According to De Maeyer & Estelami (2011), the
primary driver of customer purchasing decisions in a variety of goods and services sectors
is product quality. When these key elements enable customers to reap the benefits of the
things they have bought, they are more likely to actively support the brand. Consequently,
generating and fostering positive brand endorsement for a product in a hotel can be mostly
attributed to high-quality products.

According to Ali et al., (2021), service quality is the intention to concentrate on the
wants, expectations, and beliefs of the customers as well as their perceptions of the services
they receive. Because it is more experiential, intangible, and dependent on customer
connection or interaction with the service provider, direct customer testimonials are typically
preferred as a means of demonstrating service quality (A. Parasuraman et al., 1988).
Information about the evaluation of the caliber of services rendered can be gleaned from
these testimonies (Maeyer & Estelami, 2011). If a hotel's services fall short of what
customers expect, brand advocacy may suffer. Service quality must therefore be the
primary tactic used by hotel operators to boost brand advocacy.

The amount of time and effort that customers are willing to devote to making
suggestions and actively supporting a brand is known as brand advocacy (Jillapalli &
Wilcox, 2010). Nguyen & Coudounaris (2015) state that hotels should concentrate on
delivering unique guest experiences, advertising specials via online reviews, keeping an
eye on online reviews, responding to online reviews, and acting upon information gleaned
from online reviews. Because consumers who are active in brand advocacy can be
important in expanding a hotel's reach, this advocacy can be used as a driving force to
develop a hotel and increase the effectiveness of other marketing strategies like influencer
marketing, social media marketing, product quality, and service quality. The purpose of this
study is to determine how social media marketing, influencer marketing, product quality,
and service quality affect hotel brand advocacy.

HYPOTHESIS DEVELOPMENT
Influencer Marketing

Influencer marketing is the practice of identifying an opinion leader in the digital
marketing space and incorporating them into social media brand messaging for a product
(Bakker, 2018). According to a different viewpoint, influencer marketing involves using well-
known content producers in marketing campaigns to spark reputable discussions and
interactions around goods and brand messaging (Lin et al., 2019). Forbes (2016) states
that five criteria can be used to analyze influencer marketing: 1) Knowledge; 2) Helpfulness;
3) Articulation; 4) Confidence; and 5) Relativity.

Brand advocacy, according to Wilk et al., (2018), is the deliberate, convincing, and
voluntary presentation of a brand without the need for incentives. Influencers can
disseminate information about a product or service and subsequently initiate a new trend,
according to Jin et al., (2019). This allows their followers to experience the benefits and high
caliber of the offering. According to Anderson (1998), an influencer's followers may develop
a bond with a brand, which may result in the emergence of brand advocacy, in which the
influencer's followers may use word-of-mouth marketing to promote the brand. Therefore,
fostering goodwill among customers can be greatly impacted by the interaction between
influencer marketing and brand advocacy. The hypothesis that the author proposes is as
follows:

H1: There is an influence of influencer marketing on brand advocacy.

Social Media Marketing
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According to Carr & Hayes (2015), social media is an online platform that allows
individuals to selectively display themselves to a wide range of audiences in real-time or at
their convenience. To promote a two-way connection with customers, social media
marketing is a contemporary marketing strategy that can draw attention to and engagement
from consumers via social networking platforms (Jara et al., 2014; Richter & Schafermeyer,
2011). According to Kim & Ko (2012), social media marketing is a type of communication
that targets older audiences and is motivated by empathy for younger consumers.

Kim & Ko (2012) identified five primary facets of social media marketing, which are
as follows: 1) Entertainment, as a compelling reason to engage with user-generated
material on social media related to brands for leisure, amusement, and pastimes (Muntinga
et al., 2011; Shao, 2009). 2) Interaction, is the primary driving force behind user-generated
content (Daugherty et al., 2008). Social interaction is the engagement of users with a brand
on social media platforms, where they can interact and discuss specific items or brands with
others who share their opinions (Muntinga et al., 2011). 3) Trendiness: social media serves
as a platform for searching for goods or brands in addition to providing the most recent
news and fostering a vibrant debate area (Naaman et al., 2011). 4. Customization:
According to Godey et al., (2016), this relates to the message's intended audience. 5) word-
of-mouth (WOM), which is linked to social media to enable online customer interaction with
brands (Muntinga et al., 2011).

Brand advocacy, according to Sweeney et al., (2020), is something that can be
mentioned if this calls for high commendation and guidance. In light of this, customers who
are most likely to be a brand's biggest advocates can post content on social media about
that brand (Cavdar Aksoy & Yazici, 2023). They undergo social change by sharing brand
information and subsequently giving conditional support to other customers to develop into
ardent brand advocates (Wilk et al., 2020). Brand advocacy may be formed and
strengthened through the potential of social media through sharing, interacting, and
cultivating positive relationships with customers. The author sets the following hypothesis:

H2: There is an influence of social media marketing on brand advocacy.

Product Quality

Quality is one of the important things in marketing (Kotler & Armstrong, 2004).
Product quality is one of the key elements used by marketers (Kotler & Armstrong, 2006).
The products offered by a hotel brand can include room facilities, public facilities provided
by the hotel (such as restaurants, gyms, and swimming pools), Wi-Fi access, and the interior
design of a hotel. Consumers may consider purchasing new products or services from a
brand, their lack of experience with these products and services means consumers will feel
the risk of purchasing (Olbrich et al., 2016). Therefore, negative information related to
product quality has a big influence (Kahneman & Tversky, 1979). According to Garvin
(1984), there are eight dimensions to determine product quality, namely, performance (main
characteristics of the product), features (features), reliability (frequency of failure),
conformance to specification (conformity with specifications), durability (durability),
serviceability (ability serving), aesthetics, and perceived quality.

Brand advocacy, according to Badrinarayanan & Laverie (2013), is the degree to
which a person may actively promote one brand while disregarding other brands in a certain
product category. Naturally, customers must be completely engaged with a brand to support
or promote it (Bilro et al., 2018). Customers are more likely to recommend a product to
others if it is of high quality, which builds brand support. A hotel can use this to strengthen
the connection between brand advocacy and product excellence. The hypothesis proposed
by the author:

H3: There is an influence of product quality on brand advocacy

Service quality
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According to Parasuraman et al., (1988), service quality is an endeavor to
continuously satisfy customer needs and even go above and beyond their expectations. A
key factor in the hotel business is service quality. Customers' decision to stay overnight
again is influenced by the availability of high-quality services (Chen, 2013). To improve hotel
service excellence and increase the property's appeal to customers, hotel workers must
give high-quality service (Kuo et al., 2012). Technical or outcome quality, which is
concerned with what customers receive, and functional or process quality, which is a
dimension connected to a function or process, referring to how the service is presented or
delivered, are the two dimensions of service quality, according to Gronross (2015)

Activating customers to communicate positively about a company's values and
offerings is known as brand advocacy, according to Morhart et al., (2009). Providing higher-
quality services is a necessary way for a hotel business to become more competitive.
Customers who have had positive experiences with the hotel's level of service have the
power to advocate for the brand by referring others to it. The hypothesis proposed by the
author is as follows:

H4: There is an influence of service quality on brand advocacy.

Brand Advocacy

Consumer support for a firm or brand in particular is known as brand advocacy (H.
Kim et al., 2010). According to Park & Macinnis (2006), brand advocacy refers to the
proactive actions taken by consumers to support, defend, or promote a brand to others.
According to Bilro et al., (2018), three signs can be used to measure brand advocacy:
resistance to negative information, profitable word-of-mouth promotion, and intention to try
new items from the brand. With a digital marketing strategy designed to boost customer
brand identification and promote brand advocacy online, a hotel can leverage this kind of
brand advocacy (Wilk et al., 2020). According to Veirman et al., (2017), influencers have a
large following and a broad reach, making them effective as a driving force behind
advocacy. Aksoy & Yazici (2023) state that social media marketing serves as a platform for
enhancing a company's brand advocacy since consumers who identify as loving or
supporting a brand can post recommendations for the brand on their social media. Brand
advocacy for the hotel itself can also rise in response to positive encounters with the quality
of the hotel's services and products. The author develops the following conceptual
framework based on the previous description.

Social Media
Marketing

Brand
Advecacy

Product
Quality
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Figure 1. Research Model

RESEARCH METHODS

In this research, the method used is quantitative analysis, through an approach that
uses surveys by distributing questionnaires to respondents. The data that has been
collected will be analyzed in the form of numerical data. The sampling technique in this
research used a purposive sampling technique, namely guests who had stayed at least
twice at the Adotel Hotel, so that from distributing the questionnaire carried out in December
2023, 255 respondents were collected.

The measurements of influencer marketing, social media marketing, product quality,
and service quality in this research are independent factors, then brand advocacy is the
dependent variable. In this research, characteristics can be measured using a Likert scale
(1-5). In the analysis process, researchers utilized structural equation models (SEM). Next,
apply a quantitative method approach, namely Partial Least Square (PLS).

RESULTS AND DISCUSSION

Respondent Description

Table 1 shows that based on gender, the majority are men, 178 people (50.9%).
Based on age, the majority of respondents were 17-25 years old, 181 people (51.4%).
Based on work, the majority work as private employees, 147 people (42%). Frequency of
visits, most respondents visited the Adotel Hotel 2-3 times as many as 112 people (32%).
Most of the reasons respondents were interested in Adotel Hotel were because of the
comfortable rooms and attractive promotions, 167 people (47.7%). The Adotel Hotel
influencers that respondents preferred were lady guides, 95 people (27.1%). Most
respondents found out about Adotel Hotel through the TikTok application, 259 people
(74%). Based on the reason for choosing to stay at the Adotel Hotel because it was close
to the activity location, 119 respondents (34%). In terms of staff service at Adotel Hotel,
most respondents chose fast service in handling 150 guests (42.9%).

Table 1. Respondent Description

Demographics Frequency Percentage (%)
Gender

Man 178 50,9%
Woman 172 49,1%
Age

17-25 years old 181 51,4%
26-30 years old 123 35,1%
30-40 years 39 11,1%
>40 years 8 2,3%
Work

Private sector employee 147 42%
IRT 9 2,6%
Entrepreneur 102 29,1%
Student 92 26,3%
Number of visits

1 time 90 25,7%
2-3 times 112 32%
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4-5 times 99 28,3%
>5 times 49 14%
Why are you interested in Adotel

Hotel

Location is easy to find 142 40,6%
Affordable prices 146 41,7%
Comfortable room 167 47,7%
Complete facilities 141 40,3%
Attractive promotion 167 47,7%
Instagramable hotel concept 146 41,7%
Adotel hotel influencers that you like

Pingky Russie 90 25,7%
Yoray 37 10,6%
Lady guides 95 27,1%
Fino & Onya 80 22,9%
Galih Loss 48 13,7%
Do you know Adotel Hotel from social

media?

Instagram 202 57,7%
TikTok 259 74%
Facebook 33 9,4%
WhatsApp 31 8,9%
Why did you choose Adotel Hotel

Close to my activity location 119 34%
Close to shopping center 81 23,1%
Close to tourist attractions 50 14,3%
Close to the culinary center 100 28,6%
How is the staff service at Adotel

Hotel

Informative 130 37,1%
Fast in handling guests 150 42,9%

Source: Author, 2024
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Figure 2. Measurement Model

Table 2. Evaluation of Measurement Models

Variable Indicator Iltem Loading Reliability AVE
Factor
Influencer 1) Relatability IM.1 0.736
Marketing 2) Knowledge IM.2 0.755
3) Helpfulness IM.4 0.741 0.869  0.571
4) Confidence IM.6 0.782
5) Articulation ' ’
(Forbes, 2016) IM.8 0.762
Social 1) Entertainment SMM.1 0.782
Media 2) Interaction SMM.2 0.735
Marketing 3) Trendiness SMM.6 0.810 0.868 0.622
4) Customization ' ' ' '
5) Word of mouth SMM.8 0.826
(Kim & Ko, 2012)
Product 1) Performance PQ.1 0.927
Quality 2) Features PQ.8 0.812
3) Reliability
4) Conformance
to specification 0.863 0-759
5) Aesthetics
6) Perceived quality
(Garvin, 1984)
Service 1) Technical atau SQ.1 0.848
Quality outcome quality  sQ.3 0.887
2) Functional atau 0.859 0.754
Process quality ' '
(Gronross, 2015)
Brand 1) lItention to try new BA.1 0.783
Advocacy products from that BA.3 0.802
2) S\S?Dnl\ﬂ promotion BAS 0730
orofitable 0.815 0.596

3) Resilience to
information negative
(Bilro et al., 2018)

This initial process involves assessing the validity and reliability of the data. This test
aims to ensure that the results of changes to each display match expectations. In PLS,
Table 2 shows that all component values in the data exceed 0.7. In the table, the values
presented in numbers are between 0.815 and 0.869. The AVE value produces a variable
ranging between 0.571 and 0.759, which states that everything has entered the AVE

standard.

The results for each variable with the highest data in Table 3 below are brand
advocacy (0.772), influencer marketing (0.755), product quality (0.871), service quality
(0.868), and social media marketing (0.789). Based on the data in Table 3 below, each
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indicator has a maximum loading factor value for each component, which is in line with the
results. To be said to be valid, this requirement requires fulfilment, namely that the square
root of each AVE component must be more significant than other correlations, to ensure

discriminant validity (Fornell & Larcker, 1981).

Table 3. Discriminant validity-Fornell Lacker

Variable Brand Influencer Product Service Quality Social Media
Advocacy Marketing Quality Marketing

Brand 0,772

Advocacy

Influencer 0,413 0,755

Marketing

Product 0,481 0,356 0,871

Quality

Service 0,518 0,281 0,438 0,868

Quality

Social 0,510 0,557 0,467 0,3375 0,789

Media

Marketing

In this study (Table 4), the VIF values obtained ranged from 1.281 to 1.667 and the
VIF value was not more than 5.0. These findings indicate that there is no multicollinearity
problem, so further research can be carried out.

Table 4. Multicollinearity Test

Variable Brand Advocacy
Brand Advocacy

Influencer Marketing 1,484

Product Quality 1,458

Service Quality 1,281

Social Media 1,667
Marketing

To determine whether there is an influence factor on the independent variable or not
on the dependent variable, you can use the R-squared value. Each R-Square value has a
category, namely 0.2 (weak), 0.5 (medium), and 0.75 (strong). Table 5 states that the brand
advocacy variable produces an R2 value of 0.431, which means it is weak.

Table 5. Coefficient of determination test (R2)

Variable R Square R Square Adjusted

Brand Advocacy 0,431 0,421

Testing the level of prediction accuracy can be done by utilizing the Q2 value. The
prediction accuracy of a model is considered high if Q2 is greater than 0, while the model
is considered to have a low level of prediction accuracy if the Q2 value is less than 0. In
table 6 it can be seen that it has a Q2 value > 0, namely 0.241.

Table 6. Prediction accuracy test (Q2)

Variable

SSO SSE Q2 (=1-SSE/SSO)
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Brand Advocacy 765.000 580.875 0,241
Influencer Marketing 1275.000 1275.000

Product Quality 510.000 510.000

Service Quality 510.000 510.000

Social Media Marketing 1020.000 1020.000

To measure the superiority of the relationship between independent variables
between dependent variables, you can use the F-square test. The measurement categories
are f2 > 0.2 (small), f2 > 0.15 (medium), f2 > 0.35 (large), and f2 0.02 (no effect). Table 7
explains that there is a small influence size for social media marketing variables on brand
advocacy, product quality on brand advocacy, and service quality on brand advocacy. Then
the influencer marketing variable has no effect on brand advocacy with a value of f2 = 0.017.

Table 7. Uji F

Variable F-Square Result
Influencer Marketing (X1) — 0,017 No effect
Brand Advocacy (Y)

Social Media Marketing — 0,067 Small
Brand Advocacy (Y)

Product Quality— 0,039 Small
Brand Advocacy (Y)

Service Quality— 0,142 Small

Brand Advocacy (Y)

The results of data processing that has been carried out using Smart-PLS can be
used to evaluate hypotheses in research and determine whether the hypothesis can be
accepted or rejected. The condition is that a relationship between variables is declared
significant if the calculated t-value is greater than 1.96 and the p-value is smaller than 0.05,
then it can be concluded that the results are accepted. Table 8 shows that the accepted
hypothesis is social media marketing — brand advocacy (t = 3.707 and p = 0.000), product
quality — brand advocacy (t = 2.786 and p = 0.006), service quality — brand advocacy (t =
4.896 and p = 0.000) while the hypothesis that was rejected was influencer marketing —
brand advocacy (t = 1.825 and p = 0.069).

Table 8. Path Coefficient

Variable Original Sample T Statistics P Values Result
sample mean (M) (|O/STDEV|)
(O)
Influencer Marketing (X1) 0,119 0,123 1,825 0,069 Rejected
e
Brand Advocacy (Y)
Social Media Marketing 0,251 0,251 3,707 0,000 Accepted
(X2) — Brand Advocacy
(Y)
Product Quality (X3) —» 0,180 0,175 2,786 0,006 Accepted
Brand Advocacy (Y)
Service Quality (X4) — 0,322 0,325 4,896 0,000 Accepted

Brand Advocacy (Y)

Discussion
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Influencer marketing is a partnership between a business and an influencer wherein
the brand selects the influencer to produce content relevant to the product or service being
advertised. This demonstrates how a company's or brand's use of influencer marketing has
grown to be crucial to obtaining customer engagement. The main reason influencers
become well-known is that their enormous following is based on the perception that they
possess patrticular abilities or knowledge (Belanche et al., 2021). It may be said that an
influencer with a significant following can form a connection with a business and that
connection may lead to brand endorsement. Within this framework, followers of influencers
possess the capacity to transmit favorable information about the company via oral
communication (Anderson, 1998) or by reposting content that the influencer has uploaded.
Influencer marketing, however, did not appear to have an impact on brand advocacy in this
study. To the influencer's followers liking the uploaded content but not choosing to freely
share it or spread good word of mouth about the brand.

According to this study, social media has the ability to create positive connections
with customers, which can help develop and reinforce brand advocacy. A brand can
effectively identify consumers who are more interested in the brand using social media
(Laroche et al., 2012). Customers who could end up being a brand's biggest advocates are
prompted by its existence to create content about it on social media platforms (Cavdar
Aksoy & Yazici, 2023). According to this study, social media marketing significantly affects
brand advocacy. Specifically, when a brand leverages social media to attract customers,
those customers grow to become key advocates who subsequently lend support to other
consumers on a conditional basis.

One of the most crucial aspects of marketing is quality (Kotler & Armstrong, 2004).
As a result, a hotel needs to be mindful of all aspects, particularly the caliber of its offerings.
Customers who believe the quality of the product is commendable are likely to tell others
about it favorably, which will greatly impact a brand. According to this study, a high-quality
product meets consumer expectations, which increases the likelihood that customers will
promote the company or provide favorable feedback about its products. This positively
influences brand advocacy.

The probability that customers would return and refer others to you depends on
whether the quality of the services provided satisfies their expectations (Chen, 2013). For
a brand that will foster an atmosphere that will raise the standard of excellent service, this
may be a fantastic opportunity. Customers can directly experience the quality of the service
because it is an interaction between them and the service providers (A. P. Parasuraman et
al., 1988). According to this research, there is a considerable positive correlation between
brand advocacy and service quality. When customers receive good service, they are more
likely to freely suggest the business to others through social media or word-of-mouth.

CONCLUSION
The findings of the study indicate that social media marketing, product and service
quality, and influencer marketing have a substantial beneficial impact on brand advocacy,
but influencer marketing does not have a major effect on it. This demonstrates that an
influencer's great following does not always translate into their followers willingness to be
drawn to or suggested by them. More investigation into the reasons influencer marketing is
unable to boost brand advocacy would be fascinating. It is advised that hotel management
choose influencers whose passion or content aligns with the product being advertised on
social media.
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