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ABSTRACT 

Perangin-Angin, Talenta. 2025. The Implementation of Meta Ads in Increasing Brand 
Awareness at Renaissance Bali Uluwatu Resort & Spa. Undergraduate Thesis: Tourism 
Business Management, Tourism Department, Politeknik Negeri Bali. 
 
This thesis has been approved and checked by Ni Luh Eka Armoni, SE., M.Par. as the 
first supervisor and Ni Kadek Herna Lastari, M.Pd. as the second supervisor. 
 
Keywords: Meta Ads, Brand Awareness, Digital Marketing, Renaissance Bali Uluwatu 

Resort & Spa 
 
This study analyzes the implementation of Meta Ads in increasing brand awareness at 
Renaissance Bali Uluwatu Resort & Spa. Data collection involved interviews with 
digital marketing staff, participatory observation, documentation, and questionnaires 
distributed to 100 respondents. The research applies both qualitative and quantitative 
analysis. Findings reveal that Meta Ads are implemented through strategic audience 
targeting based on hotel intelligence, flexible budget allocation, brand-aligned content 
creation, platform-specific ad placements, and selective use of engagement metrics. 
Statistical analysis shows a very strong positive correlation between Meta Ads and 
brand awareness (R = 0.920), with the coefficient of determination (R²) at 84.6%. This 
indicates that Meta Ads significantly influence brand awareness, while the remaining 
15.4% is attributed to other factors. The t-test results further confirm a significant and 
positive impact of Meta Ads on brand awareness. The study concludes that the 
implementation of Meta Ads plays a crucial role in reinforcing the resort’s visibility 
and recognition among its target audience. It is recommended that the resort’s digital 
marketing staff enhance measurement practices by adopting more advanced tools for 
tracking long-term brand recall. Future research may explore other influencing 
variables, such as cross-platform advertising, user-generated content, or comparative 
studies across hospitality brands.  
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ABSTRAK 

Perangin-Angin, Talenta. 2025. The Implementation of Meta Ads in Increasing Brand 
Awareness at Renaissance Bali Uluwatu Resort & Spa. Skripsi: Manajemen Bisnis 
Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali. 
 
Skripsi ini telah disetujui dan diperika oleh Ni Luh Eka Armoni, SE., M.Par. selaku 
pembimbing I dan Ni Kadek Herna Lastari, M.Pd. selaku pembimbing II. 
 
Kata kunci: Meta Ads, kesadaran merek, pemasaran digital, Renaissance Bali Uluwatu 

Resort & Spa 
 
Penelitian ini menganalisis implementasi Meta Ads dalam meningkatkan kesadaran 
merek di Renaissance Bali Uluwatu Resort & Spa. Pengumpulan data dilakukan 
melalui wawancara dengan staf pemasaran digital, observasi partisipatif, dokumentasi, 
serta penyebaran kuesioner kepada 100 responden. Penelitian ini menggunakan metode 
analisis kualitatif dan kuantitatif. Hasil penelitian menunjukkan bahwa Meta Ads 
diimplementasikan melalui strategi penargetan audiens yang terencana berdasarkan 
intelijen hotel, alokasi anggaran yang fleksibel, pembuatan konten sesuai standar 
merek, penempatan iklan yang disesuaikan dengan platform, serta pemilihan metrik 
interaksi tertentu. Analisis statistik menunjukkan adanya korelasi positif yang sangat 
kuat antara Meta Ads dan brand awareness (R = 0,920), dengan nilai koefisien 
determinasi (R²) sebesar 84,6%. Hal ini menunjukkan bahwa Meta Ads berperan 
signifikan dalam membentuk kesadaran merek, sementara 15,4% sisanya dipengaruhi 
oleh faktor lain. Hasil uji t juga mengonfirmasi adanya pengaruh yang signifikan dan 
positif. Penelitian ini menyimpulkan bahwa implementasi Meta Ads berperan penting 
dalam memperkuat visibilitas dan pengenalan merek resort di kalangan target audiens. 
Disarankan agar staf pemasaran digital resort meningkatkan praktik pengukuran 
dengan mengadopsi alat analitik lanjutan untuk menilai daya ingat merek jangka 
panjang. Penelitian selanjutnya dapat mengeksplorasi variabel lain seperti iklan lintas 
platform, konten buatan pengguna, atau studi komparatif antar merek perhotelan. 
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CHAPTER I 

INTRODUCTION 

1.1 Research Background 

Indonesia’s tourism industry has experienced remarkable growth recently, with 

digital technology playing a central role in reaching a global audience. Bali, a leading 

Indonesian destination, exemplifies how effectively social media can promote a place 

as a top choice for travellers. Platforms like Instagram and Facebook have allowed 

Bali’s tourism sector to showcase its stunning landscapes, culture, and unique 

hospitality (Silaban et al., 2022). This digital approach not only broadens Bali’s global 

visibility but also provides an alternative to traditional marketing, which often relies 

on resource-intensive printed materials and is less flexible for targeting specific 

audiences. 

Digital marketing has brought additional advantages to Indonesia’s tourism 

sector, aligning with modern consumer values of accessibility. Many tourism 

businesses are increasingly moving away from resource-intensive printed materials and 

instead choosing digital media, which is both visually engaging and easy to share 

(Navío-Marco et al., 2018). Digital platforms, such as social media and websites, allow 

businesses to market their offerings more cost-effectively, reaching large audiences 

with highly engaging content that can be quickly adapted to meet current trends and 

audience interests. This shift enables brands to engage meaningfully with potential 

visitors. 
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Social media has become a vital part of Indonesia’s digital marketing landscape, 

with extensive usage by both businesses and consumers. According to Kemp (2024), 

Indonesia had approximately 139 million social media users, ranking among the top 

global users of Meta platforms like Facebook, Instagram, WhatsApp, and Messenger. 

The widespread presence on social media offers businesses unique opportunities to 

connect with their target audiences more effectively, which is especially valuable in the 

tourism industry. As digital marketing evolves, platforms like Meta have introduced 

advanced advertising tools that allow businesses to target specific audiences with 

precision. Meta provides a comprehensive set of tools to enhance brand visibility and 

boost customer engagement through highly targeted campaigns (Iankovets & 

Nikolaiev, 2024). 

Meta, previously known as Facebook, is a global technology company that 

operates some of the world’s most widely used social media platforms, including 

Facebook, Instagram, and WhatsApp. In 2021, the company rebranded as Meta to 

reflect its expanded mission of building the "metaverse" a digital environment where 

users can interact, work, and socialize in virtual spaces.  

Beyond social networking, Meta offers a suite of tools that allow businesses to 

effectively connect with audiences across its platforms. One of these tools by Meta, 

offers various features that enable brands to effectively target audiences based on 

demographic factors such as location, interests, and behaviour, which is particularly 

advantageous in competitive industries like hospitality. According to Anwar et al. 

(2024), by focusing on key audience segments, businesses in the hospitality sector can 
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optimize marketing budgets and strengthen brand positioning. With advertising formats 

such as boosted posts, video ads, and carousel ads, Meta Ads allows brands to reach 

potential customers who align with their target demographic, even if these individuals 

have not yet engaged with the brand. For instance, boosted posts can promote seasonal 

offers or exclusive events, aiming to create "Top of Mind" awareness and move beyond 

basic brand recognition.  

Brand awareness refers to the extent to which consumers can recognize or recall 

a brand within a competitive market. It encompasses four levels: Top of Mind, where 

the brand is the first to come to a consumer's mind when thinking of a specific product 

or service category; Brand Recall, which signifies the ability of consumers to remember 

a brand after being prompted; Brand Recognition, indicating the consumer's ability to 

identify a brand when exposed to visual or auditory cues, and Unaware of Brand, which 

reflects a lack of recognition or familiarity (Utama et al., 2023). For businesses, 

especially in saturated markets, achieving higher levels of brand awareness is critical 

for influencing consumer behaviour and driving purchase decisions. 

As of October 8, 2024, Renaissance Bali Uluwatu Resort & Spa has established 

a significant presence on social media, with 50,858 followers on Instagram (Social 

Blade, 2024b) and 24,000 followers on Facebook (Social Blade, 2024a). By leveraging 

the digital advertising tools of Facebook, the resort has implemented campaigns that 

are designed to showcase the hotel’s amenities, unique experiences, and scenic location 

to existing followers and potential guests. The growing follower base indicates the 
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potential for expanding the resort’s reach and enhancing brand awareness through 

effective digital advertising efforts.   

However, achieving higher levels of brand awareness does not solely depend on 

increased spending on digital advertising. Almestarihi et al. (2024) highlight that while 

financial investment in digital ads is important, it does not always correlate with better 

engagement or improved brand awareness. The effectiveness of digital advertising 

depends on multiple factors, including the quality of the content, the accuracy of 

audience targeting, and the structure of the advertising campaigns. For instance, poorly 

crafted ads with inadequate targeting may fail to deliver to the intended audience, 

regardless of the budget allocated to the campaign.  

This creates a significant gap in digital marketing strategies, particularly for 

businesses like Renaissance Bali Uluwatu Resort & Spa, which aim to position 

themselves as a top-of-mind choice for travellers. While the resort leverages tools like 

Meta Ads to enhance its presence on platforms like Facebook and Instagram, the 

success of such initiatives hinges not on the volume of advertising expenditure but on 

the strategic use of visually appealing, culturally relevant, and well-targeted content. 

This gap highlights the need for further research into how businesses can optimize their 

digital advertising strategies to achieve better engagement and elevate brand awareness 

without solely relying on higher ad budgets. 

Therefore, the writer is interested in the analyzing implementation of Meta Ads 

as social media marketing tool used by Renaissance Bali Uluwatu Resort & Spa in 

increasing brand awareness. While higher advertising budgets are often associated with 
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improved engagement, this study focuses on how strategic factors such as content 

quality, audience targeting, and campaign design can influence the effectiveness of 

social media advertisement. By exploring these elements, the research aims to provide 

insights into optimizing social media marketing strategies to enhance brand awareness 

without solely relying on increased advertising expenditures. 

1.2 Research Questions 

Considering the background discussed above, the primary issues addressed in 

this research are: 

1. How is the implementation of Meta Ads of Renaissance Bali Uluwatu Resort & 

Spa? 

2. What is the impact of Meta Ads implementation on brand awareness for 

Renaissance Bali Uluwatu Resort & Spa? 

1.3 Research Objectives 

Based on the research problems, the objectives of this research are as follows: 

1. To analyze the implementation of Meta Ads of Renaissance Bali Uluwatu Resort 

& Spa  

2. To examine the impact of Meta Ads on brand awareness at Renaissance Bali 

Uluwatu Resort & Spa. 

1.4 Research Significance 

This research holds both theoretical and practical significance for the academic 
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study of marketing in the hospitality sector, as well as for industry professionals 

seeking to enhance their marketing strategies. 

1. Theoretical Benefits 

The research will contribute to the existing literature by analyzing the 

implementation and examining the impact of Meta Ads in increasing brand 

awareness. It will provide empirical data that helps refine theoretical models of 

marketing in the hospitality industry, especially regarding digital and social media 

advertisement. 

2. Practical Benefits 

This research aims to provide strategic recommendations for Renaissance Bali 

Uluwatu Resort & Spa to enhance its marketing strategies and brand awareness in a 

competitive market. It also offers insights for hospitality professionals on effectively 

using Meta Ads to boost brand recognition. Additionally, the study enhances the 

writer's expertise by applying theoretical concepts to practical digital marketing 

strategies. 

1.5 Limitation and Scope of Research 

This research has certain limitations and a specific scope, focusing on the impact 

of Meta Ads on brand awareness at Renaissance Bali Uluwatu Resort & Spa. It 

examines the Marketing Communication Department's use of Instagram and Facebook 

to reach target audiences, with brand awareness measured through recall, recognition, 

perception metrics, and online interactions. The study includes a limited sample size 
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and focuses exclusively on Meta, excluding other platforms or external factors. These 

limitations aim to provide focused insights into the implementation of Meta Ads in 

increasing brand awareness. 
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CHAPTER V 

CONCLUSIONS AND SUGGESTIONS 

5.1 Conclusions 

Based on the results of data analysis, participatory observation, interview, 

documentation, and questionnaires conducted at Renaissance Bali Uluwatu Resort & 

Spa, several conclusions can be drawn regarding the implementation and impact of 

Meta Ads on increasing brand awareness. 

The implementation of Meta Ads at Renaissance Bali Uluwatu Resort & Spa 

reflects a structured, data-driven approach to digital advertising that aligns with the 

5Ms of Advertising framework by Kotler & Keller (2016b). Through a clearly defined 

mission, the resort focuses on both brand awareness and promotional objectives 

tailored to segmented audiences. The money aspect is addressed through flexible 

budgeting based on campaign goals and guided by performance metrics. The message 

is crafted in accordance with Renaissance’s brand guidelines, using culturally adaptive 

and visually engaging content to connect with diverse markets. In terms of media, 

strategic platform and placement selection, particularly on Instagram and Facebook 

Stories and Feeds, ensures high visibility and user engagement. Lastly, measurement 

is conducted using key engagement metrics such as shares, reach, and cost-per-result 

to assess communication effectiveness, although there remains room for deeper 

analytics using analytical tools such as Meta's Ad Recall Lift.  
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Meta Ads have a proven impact in driving brand awareness by increasing 

visibility, engagement, and resonance with targeted audiences. According to the 

regression analysis conducted, the implementation of Meta Ads has a very strong 

positive correlation with brand awareness. The correlation coefficient (R) is 0.920, and 

the coefficient of determination (R²) is 0.846, indicating that 84.6% of the variation in 

brand awareness is influenced by Meta Ads, while the remaining 15.4% may be 

attributed to other factors not included in this study. This confirms Meta Ads 

substantial role in shaping public recognition and brand positioning. Furthermore, the 

results of the partial test (t-test) reinforce this conclusion, showing a statistically 

significant positive effect of Meta Ads on brand awareness. The significance value (p 

< 0.001) and high t-value demonstrate that the increase in Meta Ads implementation 

is strongly associated with an increase in brand awareness. This affirms that consistent 

and strategic use of Meta Ads has a measurable and meaningful impact on how the 

brand is perceived by its audience. 

Overall, Meta Ads have proven to be an effective tool for elevating brand 

awareness, enhancing digital engagement, and expanding the online presence of 

Renaissance Bali Uluwatu Resort & Spa across both domestic and international 

markets. 

5.2 Suggestions 

Based on the findings of this study, several suggestions are proposed for practical 

and academic purposes: 
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1. For the marketing team at Renaissance Bali Uluwatu Resort & Spa, it is 

recommended that the digital marketing staff at Renaissance Bali Uluwatu Resort & 

Spa adopt a more systematic approach to performance evaluation. While current 

practices rely on basic engagement metrics such as shares, impressions, and cost-per-

result, incorporating more advanced tools such as Meta’s Ad Recall Lift could provide 

deeper insights into long-term brand impact and consumer behavior. Additionally, 

implementing A/B testing across different creatives and audience segments may help 

refine targeting precision and optimize content effectiveness. Regular monitoring of 

placement performance, especially between Instagram Stories and Facebook Feeds, is 

also recommended to ensure optimal ad engagement and cost-efficiency. Additionally, 

the marketing team is advised to explore the remaining 15.4% of brand awareness 

factors beyond Meta Ads to further strengthen their marketing strategy. 

2. For future researchers, this study serves as a reference point for conducting 

further investigations on the effectiveness of Meta Ads. Comparative studies involving 

other advertising platforms such as Google Ads or TikTok Ads may provide a broader 

understanding of digital marketing dynamics. Longitudinal studies could also be 

conducted to evaluate the long-term impact of Meta Ads on customer retention, brand 

loyalty, and purchase conversion. 

3. For the academic community, this research contributes to the growing body of 

knowledge in the field of digital marketing and hospitality. It offers practical insights 

into how global brand standards can be integrated with localized advertising strategies 

using data-driven approaches. This case study may serve as a valuable reference in 
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academic discussions and curricula related to tourism marketing, digital advertising, 

and strategic brand management. 

 



 

 84 

REFERENCES 

Almestarihi, R., Ahmad, A. Y. A. B., Frangieh, R. H., Abualsondos, I. A., Nser, K. K., 
& Ziani, A. (2024). Measuring the ROI of paid advertising campaigns in digital 
marketing and its effect on business profitability. Uncertain Supply Chain 
Management, 12(2), 1275–1284. https://doi.org/10.5267/j.uscm.2023.11.009 

An, Q., & Ozturk, A. B. (2022). Assessing the effects of user-generated photos on hotel 
guests’ price, service quality, overall image perceptions and booking intention. 
Journal of Hospitality and Tourism Technology, 13(4), 608–625. 
https://doi.org/10.1108/JHTT-05-2021-0146 

Anwar, F. A., Dian, D., & Suyamto. (2024). Digital Transformation in the Hospitality 
Industry: Improving Efficiency and Guest Experience. International Journal of 
Management Science and Information Technology, 4(2), 428–437. 
https://doi.org/10.35870/ijmsit.v4i2.3201 

Belanche, D., Cenjor, I., & Pérez-Rueda, A. (2019). Instagram Stories versus Facebook 
Wall: an advertising effectiveness analysis. Spanish Journal of Marketing - ESIC, 
23(1), 69–94. https://doi.org/10.1108/SJME-09-2018-0042 

Buhalis, D., & Sinarta, Y. (2019). Real-time co-creation and nowness service: lessons 
from tourism and hospitality. Journal of Travel and Tourism Marketing, 36(5), 
563–582. https://doi.org/10.1080/10548408.2019.1592059 

Chaffey, D., & Smith, P. R. (2017). Digital Marketing Excellence (5th ed.). Routledge. 

Chia-Jo, C., Chiang, I.-P., Kuen-Hung, T., & Yi-Hsin, T. (2023). Exploring the Effects 
of Personalized Advertising on Social Network Sites. Journal of Social Media 
Marketing, 1(2), 38–54. https://doi.org/10.33422/jsmm.v1i2.1051 

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative, 
and Mixed Methods Approaches (5th ed.). SAGE Publications. 

Darlington, R. B., & Hayes, A. F. (2017). Regression Analysis and Linear Models: 
Concepts, Applications, and Implementation. The Guilford Press. 
www.guilford.com/MSS 

Darmawan, A. B., Dwianto, R. A., Rianto, Haryono, T., & Santoso, J. (2024). 
Systematic Review of Bibliography Studies: A Meta-Analysis of Facebook 
Advertising. Global Komunika, 7(1). 
https://doi.org/https://doi.org/10.33822/gk.v7i1 



 

 

85 

Efendioğlu, I. H., & Durmaz, Y. (2022). The impact of perceptions of social media 
advertisements on advertising value, brand awareness and brand associations: 
Research on generation Y Instagram users. Transnatl. Mark. J., 10(2), 251–275. 

Facebook. (2019, October 16). Increase the Efficiency of Your Campaigns With Stories 
Ads. https://www.facebook.com/business/news/insights/increase-the-efficiency-
of-your-campaigns-with-stories-ads 

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning & Strategy). 
Penerbit Qiara Media. 

Foroudi, P. (2019). Influence of brand signature, brand awareness, brand attitude, 
brand reputation on hotel industry’s brand performance. International Journal of 
Hospitality Management, 76, 271–285. 
https://doi.org/10.1016/j.ijhm.2018.05.016 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, 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. 
https://doi.org/10.1108/JPBM-05-2013-0299 

Iankovets, T., & Nikolaiev, D. (2024). Meta Ads digital advertising in social networks. 
Scientia Fructuosa, 5(157), 76–88. https://doi.org/10.31617/1.2024(157)06 

Kang, J. (2018). Effective marketing outcomes of hotel Facebook pages: The role of 
active participation and satisfaction. Journal of Hospitality and Tourism Insights, 
1(2), 106–120. https://doi.org/10.1108/JHTI-10-2017-0003 

Kaplan, A. M. (2015). Social Media, the Digital Revolution, and the Business of 
Media. JMM International Journal on Media Management, 17(4), 197–199. 
https://doi.org/10.1080/14241277.2015.1120014 

Kemp, S. (2024). Digital 2024: Indonesia. Global Digital Reports. 
https://datareportal.com/reports/digital-2024-indonesia 

Kočišová, L., & Štarchoň, P. (2023). The role of marketing metrics in social media: A 
comprehensive analysis. Marketing Science & Inspirations, 18(2), 40–49. 
https://doi.org/10.46286/msi.2023.18.2.4 

Kotler, P., Bowen, J., Makens, J. C., & Baloglu, S. (2017). Marketing for hospitality 
and tourism (7th ed.). Pearson Education Limited. 

Kotler, P., & Keller, K. L. (2016a). A Framework for Marketing Management (6th ed.). 
Pearson Education Limited. 



 

 

86 

Kotler, P., & Keller, K. L. (2016b). Marketing Management (15/E. Global Edition). 
Pearson Education Limited. 

Lin, C. F., & Fu, C. S. (2018). Evaluating online advertising effect: An approach 
integrating means–end conceptualization and similarity analysis. Electronic 
Commerce Research and Applications, 32, 1–12. 
https://doi.org/10.1016/j.elerap.2018.10.002 

Melati, K., & Febianty, F. (2016). The Effect of Social Media On The Brand Awareness 
At Hotels In Kuta Area. JBHOST, 1, 474–482. 
https://doi.org/10.22334/jbhost.v2i1.80 

Miles, M. B., Huberman, A. M., & Saldana, J. (2014). Qualitative Data Analysis: A 
Methods Sourcebook (3rd ed.). SAGE Publications. 

Munar, A. M., & Jacobsen, J. K. S. (2014). Motivations for sharing tourism 
experiences through social media. Tourism Management, 43, 46–54. 
https://doi.org/10.1016/j.tourman.2014.01.012 

Navío-Marco, J., Ruiz-Gómez, L. M., & Sevilla-Sevilla, C. (2018). Progress in 
information technology and tourism management: 30 years on and 20 years after 
the internet - Revisiting Buhalis & Law’s landmark study about eTourism. 
Tourism Management, 69, 460–470. 
https://doi.org/10.1016/j.tourman.2018.06.002 

Prawira, P. F. A., & Indrawati. (2023). Journal of Advanced Zoology Analysis 
Effectiveness Use of Ads through Meta Ads and Google Ads at MSME 
fashionlabs.id. Journal of Advanced Zoology, 44(3). 
https://doi.org/https://doi.org/10.17762/jaz.v44i3.1318 

Prihatiningsih, T., Panudju, R., & Prasetyo, I. J. (2025). Digital Advertising Trends and 
Effectiveness in the Modern Era: A Systematic Literature Review. 5(1). 
https://doi.org/10.52970/grmapb.v5i1.505 

Schmidt, S., & Eisend, M. (2015). Advertising repetition: A meta-analysis on effective 
frequency in advertising. In Journal of Advertising (Vol. 44, Issue 4, pp. 415–
428). Routledge. https://doi.org/10.1080/00913367.2015.1018460 

Šerić, M., Ozretić-Došen, Đ., & Škare, V. (2020). How can perceived consistency in 
marketing communications influence customer–brand relationship outcomes? 
European Management Journal, 38(2), 335–343. 
https://doi.org/10.1016/j.emj.2019.08.011 



 

 

87 

Silaban, P. H., Hutabarat, L., Silalahi, A. D. K., & Octoyuda, E. (2022). Does 
destination promotion on social media affect visit intention? Empirical study on 
Instagram. Jurnal Manajemen Dan Pemasaran Jasa, 15(2), 147–160. 
https://doi.org/10.25105/jmpj.v15i2.13516 

Social Blade. (2024a). Facebook Stats Summary / User Statistics for renaissancebali. 
Social Blade. https://socialblade.com/facebook/page/renaissancebali 

Social Blade. (2024b). Instagram Stats Summary / User Statistics for renhotelbali. 
Social Blade. https://socialblade.com/instagram/user/renhotelbali 

Statista. (2025). Distribution of Instagram users worldwide as of April 2025, by age 
and gender. https://www.statista.com/statistics/325587/instagram-global-age-
group/ 

Sugiyono. (2013). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta. 

Utama, A. P., Sihaloho, S., & Nabila, S. N. (2023). The Importance of Brand 
Awareness as A Marketing Strategy For Business Sustainability. ICCD, 5(1), 
523–527. https://doi.org/10.33068/iccd.v5i1.601 

Varkaris, E., & Neuhofer, B. (2017). The influence of social media on the consumers’ 
hotel decision journey. Journal of Hospitality and Tourism Technology, 8(1), 
101–118. https://doi.org/10.1108/JHTT-09-2016-0058 

Wiese, M., Martínez-Climent, C., & Botella-Carrubi, D. (2020). A framework for 
Facebook advertising effectiveness: A behavioral perspective. Journal of 
Business Research, 109, 76–87. https://doi.org/10.1016/j.jbusres.2019.11.041 

Zulfikar, I. (2022). Building a Strong Brand: Marketing Strategy to Increase Brand 
Awareness and Consumer Loyalty. Neo Journal of Economy and Social 
Humanities, 280–284. https://doi.org/https://doi.org/10.56403/nejesh.v1i4.79 

  

  


