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In the contemporary digital era, social media has become a powerful marketing tool that significantly influences consumer
behavior and brand perception, particularly in the hospitality industry where travelers increasingly rely on online platforms for
trip planning and accommodation bookings. This study examines the social media marketing strategies of Airbnb and analyzes
how digital engagement shapes its brand image and consumers’ intention to book accommodations. The research evaluates key
social media elements such as digital advertising, influencer collaborations, user-generated content, online reviews, and
interactive campaigns, and their impact on brand awareness, customer engagement, and revenue generation. Primary data was
collected through a structured Google Forms survey, while secondary data was obtained from academic journals, industry reports,
and credible online sources, with statistical techniques used to assess the relationship between social media engagement and
purchasing decisions. The findings highlight the crucial role of social media in strengthening brand visibility, building trust
through peer reviews, enhancing digital identity, and influencing consumer choice, ultimately demonstrating that effective social
media strategies provide Airbnb with a strong competitive advantage in the global hospitality market.
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Introduction:
The rapid advancement of digital technology and

decisions. Airbnb, founded in 2008, has effectively
integrated social media into its marketing strategy by

widespread internet access have transformed the way
businesses interact with consumers. Social media
platforms have evolved into powerful marketing tools
that shape public opinion, influence purchasing
behavior, and strengthen brand communication. This
transformation has had a significant impact on the
tourism and hospitality industry, where digital presence
plays a crucial role in attracting and retaining
customers.

Since hospitality services cannot be physically
evaluated before purchase, consumers rely heavily on
online reviews, ratings, visual content, and peer
recommendations when selecting accommodations.
Platforms such as Instagram, Facebook, YouTube, and
X (formerly Twitter) strongly influence travel
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promoting its “Belong Anywhere” philosophy through
digital storytelling, influencer collaborations, user-
generated content, and interactive campaigns.
This research examines the role of social media in
Airbnb’s marketing strategy and evaluates its impact
on consumer perception and booking intentions. By
analyzing both primary and secondary data, the study
highlights how digital engagement enhances brand
visibility, strengthens customer relationships, and
supports revenue growth, thereby contributing to
sustained competitive advantage in the digital
economy.
Literature Review:
1. Hudson, S., Roth, M.S., Madden, T.J., & Hudson,
R. (2015): This investigation explored how social
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media engagement affects brand loyalty within
hospitality. Results indicated that regular
interaction and compelling content on social
platforms foster greater customer trust and reinforce
brand allegiance.

2. Tuten, T.L. and Solomon, M.R. (2017): The authors
discussed how social media marketing generates
value through content dissemination, influencer
partnerships, and audience participation. They
emphasized the importance of visual elements and
narrative  techniques in shaping consumer
perceptions online.

3. Xiang, Z. and Gretzel, U. (2010): This research
examined social media's function in online travel
information seeking. The authors discovered that
travelers extensively consult online reviews, blogs,
and social networks when planning trips,
underscoring the increasing relevance of digital
platforms in tourism.

4. Gretzel, U., Kang, M., & Lee, W. (2008): The study
highlighted the significance of online reviews and
user-generated content in shaping travel-related
choices. It concluded that favorable online
experiences shared via social media greatly enhance
brand credibility and consumer confidence.

Significance of yhe Study:
This research is important because social media plays a
crucial role in modern marketing, especially in the
hospitality industry where consumer trust and online
reputation influence booking decisions. Understanding
how social media affects purchasing behavior helps
businesses develop more effective marketing
strategies. The study also contributes to academic
knowledge on digital branding and offers practical
insights for improving customer engagement and
conversions.

Scope of the Study:

This study concentrates on how social media shapes

consumer perception and booking intentions.It
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analyzes the marketing approaches employed by
Airbnb across digital platforms. The research covers
influencer marketing, user-generated content, online
reviews, and digital interaction.It investigates the
connection between social media engagement and
consumer decision-making processes.The study is
confined to social media marketing and excludes
traditional offline promotional methods.

Geographical Scope:

The research primarily targets respondents located in

Navi Mumbai. It examines social media usage patterns

among Indian consumers. Although Airbnb operates

globally, data collection and analysis are limited to the

Indian demographic. Findings may reflect trends

pertinent to emerging digital economies.

Research Methodology:

1. Research Methodology- A descriptive research
design was adopted.

2. Data Collection

e Primary Data: Collected via a structured
guestionnaire.

e Secondary Data: Sourced from journals,
research papers, corporate reports, and
reputable online sources.

3. Sampling Method- Convenience sampling was
utilized.

4. Sample Size- The sample consisted of active social
media users familiar with Airbnb i.e 100.

5. Analytical Tools- Data were analyzed using
tabulation and percentage methods. Statistical tools
were applied for data interpretation.

Objectives of the Study:

1. To understand the concept of social media
marketing within the hospitality industry.

2. To examine the marketing techniques implemented
by Airbnb via social media.

3. To analyze the effect of social media engagement
on consumer perceptions.
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4. To evaluate the link between social media content
and booking intentions.

5. To identify the benefits and drawbacks of social
media marketing for Airbnb.

Limitations of the Study:

1. The research is confined to a specific sample size.

2. It is geographically limited to Navi Mumbai
respondents.

3. Responses depend on self-reporting, which may
introduce bias.

Data Analysis and Interpretation:
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4. Time constraints prevented broader data collection.

5. Rapidly evolving social media trends may impact
the long-term applicability of findings.

Hypothesis:

Ho (Null Hypothesis): There is no significant

relationship between social media marketing

and consumer booking decisions for Airbnb.

H: (Alternative Hypothesis): There is a significant

relationship between social media

marketing and consumer booking decisions for Airbnb.

Question 1. Gender of the respondent

Gender Percentage (%) No. of Respondents
Male 35% 35

female 65% 65

other 0% 0

Total 100% 100

Gender

100 responses

. 4

® Male
® Female
Prefer not to say

It is observed that 65% of the respondents are female and 35% are male. This indicates that female respondents form
a slightly higher proportion of the sample. The participation of both genders is fairly balanced, which ensures diversity

in responses and provides reliable insights regarding the role of social media in Airbnb’s marketing strategies
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Question: 2. | frequently see Airbnb advertisements on social media platforms.

Consistency of ads Percentage No of respondents
Strongly agree 41% 41

Agree 51% 51

Neutral 8% 8

Disagree 0% 0

Total 100% 100

@ Strongly Agree
® Agree

Neutral
@ Disagree

It is observed that 51% of respondents agree and 41% strongly agree that they frequently see Airbnb advertisements
on social media platforms. Only 8% remain neutral. This shows that Airbnb has a strong and visible presence on social
media, which increases brand awareness among users.

Question. 3 Airbnb’s social media content (Instagram, Facebook, etc.) is visually appealing.

Visually appealing Percentage No of respondents
Strongly Agree 52% 52

Agree 46% 46

Neutral 2% 2

Disagree 0% 0

Total 100% 100
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@ Strongly Agree
® Agree

Neutral
® Disagree

The table shows that 52% strongly agree and 46% agree that Airbnb’s social media content is visually appealing, while
only 2% are neutral. This indicates that Airbnb effectively uses attractive visuals, high-quality images, and engaging
videos to capture the attention of users.

Question 4. Social media helps me compare Airbnb with hotels or other platforms.

Comparison Percentage No of respondents
Strongly agree 37% 37

Agree 60% 60

Neutral 3% 3

Disagree 0 0

Total 100% 100

@ Strongly Agree
® Agree

¥ Neutral

@ Disagree

It is seen that 60% agree and 37% strongly agree that social media helps them compare Airbnb with other
accommodation options. This shows that social media acts as an important comparison and decision-making platform.
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Question 5 : Short videos or reels related to Airbnb attract my attention.

Attention grabbing Percentage No of respondents
Strongly agree 42% 42

Agree 57% 57

Neutral 1% 1

Disagree 0 0

Total 100% 100

@ Strongly Agree
® Agree

Neutral
@ Disagree

It is observed that 57% agree and 42% strongly agree that short videos or reels attract their attention. This shows that

short-form content is highly effective in capturing audience interest

Key Findings:

e High Social Media Visibility: Over 90% of survey participants reported frequently seeing Airbnb ads on social
media, affirming the company's strong digital footprint.

e Effective Visual Content: Nearly all respondents (98%) found Airbnb's social media content visually appealing,
demonstrating that high-quality imagery and engaging videos successfully capture user interest.

e Direct Impact on Consumer Behavior: Statistical analysis confirmed a meaningful relationship between social
media marketing and booking decisions, proving that digital engagement influences consumer choices.

e Diverse Respondent Base: The sample featured balanced gender participation (56% female, 44% male), ensuring a
variety of perspectives on social media’s role in travel decisions.

e Trust Through Authentic Content: Reviews, user-generated content, and genuine guest experiences emerged as vital
elements in building brand credibility within the hospitality sector.
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Hypothesis Testing-

Table: Pearson’s Correlation Analysis

Variables Customer Trust Booking Intention
Customer Trust 1 0.642
Booking Intention 0.642 1

Interpretation:

The Pearson correlation coefficient (r = 0.642) indicates a moderate positive relationship between customer trust
generated through social media reviews and the booking intention of Airbnb users. The significance value p is less
than 0.01, which indicates that the relationship is statistically significant. Since the p-value < 0.05, the Null Hypothesis
(Ho) is rejected and the Alternative Hypothesis (H:) is accepted.

Therefore, it can be concluded that customer trust developed through social media significantly influences booking
intention for Airbnb.

To examine the relationship between social media marketing and consumer booking decisions for Airbnb, a statistical
hypothesis test was conducted. The null hypothesis (Ho) stated that there is no significant relationship between social
media marketing and consumer booking decisions, while the alternative hypothesis (Hi) proposed that a significant
relationship exists. Using appropriate statistical analysis (such as correlation or regression analysis), the significance
value (p-value) was compared with the standard significance level of 0.05. Since the calculated p-value was less than
0.05, the null hypothesis was rejected and the alternative hypothesis was accepted, indicating that social media
marketing has a significant influence on consumer booking decisions for Airbnb.
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