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ABSTRACT
Social media considerably impacts how customers attain informa
tion and share their experiences or choose their services/products 
including hotel brands. Based on this significance, we test 
a theoretical framework that inspects the association among 
social-media-interaction (SMIN), customer-brand-engagement 
(CBEN), self-brand-congruence (SBCO), co-creation, and revisit 
intention toward hospitality brands following service-dominant- 
logic and self-congruence-theory. We also test the moderating 
role of brand prominence among the proposed associations. The 
present research employs a sample of 315 luxury hotel-customers 
by operating PLS-SEM. The results reported that SMIN and SBCO 
have positive impacts on CBEN. Results also unveiled the CBEN’s 
significant influence on consumer’s co-creation and their revisit 
intent. The results illustrated the SMIN’s and SBCO’s indirect effect 
on co-creation as well as on revisit intention, while mediated 
through CBEN. Finally, the findings exposed a significant positive 
moderating effect of hotel-brand prominence in proposed links. 
This study concludes by summarizing crucial theoretical/practical 
implications for hospitality brands.
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Introduction

The technological advancements including social media have transformed 
the consumer/brand relationships in value-creation processes typified by 
high degrees of interaction among customers and their favorite hotel firms 
or brands (Algharabat et al., 2020; Anaya et al., 2022). Social media inter
action (SMIN) appears to be a critical factor during and after global 
COVID-19 outbreak (Arica et al., 2022; Pachucki et al., 2022), as its 
adoption is relatively prevalent among hospitality and tourism brands 
(A. Z. Abbasi et al., 2023; Aydin, 2020; R. Chen et al., 2020). It operates 
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