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Abstract 

Purpose: This study explores the mediating role of social integrative needs between psychological desires—affective, cognitive, 

and tension-free needs—and personal identity development within the hotel guest experience. It addresses a gap in the existing 

literature on the complex relations between these factors in the context of hospitality. Research design, data and methodology: 

The study, based on the Uses and Gratifications Theory, employs Structural Equation Modeling (SEM) to examine relations among 

constructs and cross-cultural differences in guest experiences. Using purposive sampling, data were collected in early 2024 from 

312 tourists at popular Bangkok destinations. The findings reveal significant cross-cultural variations, offering insights into digital 

marketing in hospitality. Results: The findings emphasize the significance of affective needs in strengthening both social and 

personal integrative needs, highlighting emotional engagement’s value in digital marketing. However, cognitive needs did not 

significantly affect personal integrative needs, indicating that information alone may not drive personal identity formation. 

Additionally, while tension-free needs positively influenced social integration, the anticipated mediating effect of social 

integrative needs was not confirmed. Conclusions: The findings reveal significant cross-cultural differences in how digital 

marketing strategies meet diverse psychological needs, offering deeper insights into guest behavior and loyalty dynamics than 

previously understood. 
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1. Introduction 
 

Specifically, information gaps exist in understanding 

how digital marketing strategies fulfill guests’ social and 

personal needs to drive hotel consumption in the current 

literature. To the best of our knowledge, these needs are 

mostly explored individually rather than in combination 

(Gamidullaeva & Finogeev, 2023). There is a lack of 

empirical work defining social needs and their mediatory 

function between basic appetite and individuality in 

reference to hotel experiences. For example, Zeng and 

Gerritsen (2014) investigated the enhanced role of emotional 

needs in determining guest satisfaction, but how these needs 

create social interaction and enhance personal needs remain 

unclear. 

Hospitality digital interaction is the process through 

which companies in the hospitality sector communicate 

with guests and clients using digital technology. 

Despite the increasing exploration of digital marketing 

in hospitality and tourism, limited information exists on 

how these marketing strategies meet the social and 

personal psychological needs of guests. 

This study will address the above gap in the 

following ways: it seeks to determine how guests’ 

emotional, cognitive, and stress-free needs can be 

satisfied through resource optimization in digital 

marketing strategies, focusing on both personal and 

social experiences. 
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2. Literature Review  

 
2.1 The Uses and Gratifications Theory in Digital 

Marketing for the Hospitality Industry  

 
More so in the hospitality industry, getting to know 

guests is crucial in Digital Marketing. The theory that can 

assist in this regard is U and G, as formulated by Katz et al. 

(1973). This theory proves that people choose media to fulfill 

specific needs, such as seeking information, obtaining 

emotional outlets, and gaining social relations. It directly 

opposes the previous notion of passive media consumption 

by asserting guests’ agency in selecting content. 

According to U and G theory, marketers can also 

determine these different needs and, in return, use digital 

content to address them (Moon et al., 2022). This approach 

enhances customer interaction, loyalty, and satisfaction 

levels, thereby providing a competitive advantage (Bu et al., 

2021). Understanding why guests consume media can be 

applied to improve marketing on digital platforms and, 

consequently, enhance guest experience. 

 

2.2 Optimizing Digital Marketing in Hospitality to 

Meet Guest Needs 

 
In hospitality, such marketing initiatives are required to 

address multiple exigencies relevant to a guest. The major 

issue is that digital marketing is not fully optimized to fulfill 

the various needs of guests (George, 2021). Among these are 

increasing hedonic pleasure, providing information, 

relationship building, customization, and relieving booking 

anxiety (Kim & Law, 2015). These guest needs are the 

emotional, cognitive, and stress-free needs described by 

Gretzel and Yoo (2008); Hosany and Prayag (2014); and Law 

et al. (2014). The literature review presented herein will 

discuss how digital marketing enables these aspects and 

where further enhancement is required (Geng et al., 2024). 

It will lay emphasis on the role emotions play in loyalty, 

the need for information while making decisions (Moon et 

al., 2022), the significance of social relations in the overall 

experience (Bu et al., 2021), the increasing trend in 

personalization, and the seamless booking process. Due to its 

scope, this study is valuable for studying the impacts of 

digital marketing strategies on guest satisfaction and loyalty 

in the hospitality industry. 

The literature review will also focus on the extent to 

which each of the above needs is fulfilled through digital 

marketing. This modeling will provide an evaluation of the 

extent to which contemporary strategies align with these 

needs and which ones require further tweaks (Geng et al., 

2024). The role of emotional satisfaction in the concept of 

loyalty will be examined, as well as the significance of 

accurate information (Moon & An, 2022), social connections 

(Bu et al., 2021), and the necessity of personalization (Moon 

et al., 2022). This review will aid in identifying shortcomings 

that could be addressed to enhance online marketing 

methods, thereby improving satisfaction and loyalty in the 

hospitality industry. 

The study found contradictory evidence regarding the 

effect of digital marketing on meeting the needs of guests 

(Bu et al., 2021). For instance, Xiang and Gretzel (2010) 

concluded that increased pre-trip digital information 

positively impacts decision-making. However, Law et al. 

(2014) identified evidence indicating difficulties in avoiding 

booking stress through technology. Hosany and Prayag 

(2014) acknowledge that not all personalization strategies 

create a sense of satisfaction, while Tussyadiah and Zach 

(2015) demonstrate that personalization leads to increased 

customer satisfaction. Such inconclusive findings highlight 

the significance of conducting further research to improve 

guest satisfaction. 

 

2.3 Affective Needs, Cognitive Needs, Tension-free 

Needs, Social Integrative Needs and Personal 

Integrative Needs 
 

In the hospitality industry, the combination of emotional, 

cognitive, and tension-free needs, along with social and 

personal needs, helps explain guest experiences with digital 

marketing. Emotional needs relate to the feelings created by 

marketing, which are key to guest engagement and 

satisfaction (Hosany & Prayag, 2014). Cognitive needs 

involve the desire for information about the hotel's services, 

helping guests make decisions (Gretzel & Yoo, 2008). 

Tension-free needs focus on making the booking process 

simple and easy, ensuring convenience (Law et al., 2014). 

Social needs refer to the desire for social interaction, 

supported by digital platforms (Xiang and Gretzel, 2010). 

Personal needs relate to forming personal identity and 

growth, often through personalized experiences (Tussyadiah 

& Zach, 2015). Together, these needs show that digital 

marketing must be versatile to meet guests' complex needs. 

The links between emotional, cognitive, and tension-free 

needs, along with social needs, impact personal needs. 

Emotional needs strengthen social needs by building an 

emotional bond that promotes interaction and belonging. 

This idea is supported by Social Identity Theory, which states 

that people seek to improve self-concept through group 

membership (Tajfel et al., 1979). Cognitive needs support 

social needs by providing the information necessary for 

meaningful interactions in hospitality (Litt et al., 2020). 

Tension-free needs ensure a stress-free environment, 

allowing guests to engage in social activities comfortably 

(Chen et al., 2020). Social interaction fulfills personal needs 

by helping guests express and build their personal identity 
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during travel (Koudenburg et al., 2018). This aligns with 

Maslow’s Hierarchy of Needs, which highlights the 

progression from belonging to self-actualization (Maslow, 

1943). Based on this evidence, the following hypotheses are 

proposed: 

H1: Affective needs positively influence social integrative 

needs. 

H1a: Affective needs positively influence personal 

integrative needs. 

H2: Cognitive needs have a positive effect on social 

integrative needs. 

H2a: Cognitive needs have a positive effect on personal 

integrative needs. 

H3: Tension-free needs positively impact social integrative 

needs. 

H3a: Tension-free needs positively impact personal 

integrative needs. 

H4: Social integrative needs positively affect personal 

integrative needs. 

 

2.4 Exploring the Synergistic Interplay of Affective, 

Cognitive, and Tension-Free Needs 

 
The connection between emotional, cognitive, and 

tension-free needs in hospitality digital marketing is 

supported by theories that illustrate how these factors work 

together. According to the Affect Infusion Model by Forgas 

(1995), emotional responses can shape cognitive processes. 

This implies that emotional engagement with digital 

marketing can help guests retain and understand information 

more effectively (Dwivedi et al., 2021). This relationship is 

crucial for creating marketing strategies that attract attention 

and support informed decision-making. 

Similarly, the Transactional Model of Stress and Coping 

by Lazarus and Folkman (1984) explains the role of tension-

free needs. It suggests that reducing stress during the booking 

process enhances both cognitive and emotional outcomes by 

removing barriers to understanding and satisfaction. These 

theories emphasize the importance of a comprehensive 

digital marketing strategy in hospitality, where addressing 

one need can positively influence others, ultimately 

improving the overall guest experience. Based on this, the 

following hypotheses are proposed: 

H5: There is a positive correlation between affective needs 

and cognitive needs. 

H6: Cognitive needs are positively correlated tension-free 

needs. 

 

2.5 Mediating Roles of Social Integrative Needs 

 
In the context of social integrative needs, they act as the 

link between other needs and the personalization of the 

hospitality business. These other needs may include the 

affective, cognitive, and tension-free needs of guests. This is 

explained by the principles of Social Identity Theory, 

introduced by Tajfel et al. (1979), which aligns with 

Putnam's (2001) assessment of social capital. These theories 

suggest that the roles people play in society and their need to 

belong to a group significantly influence the development of 

self-identity. 

As emphasized by Hosany and Prayag (2014), social 

needs create the initial stages of communication and involve 

social activities that are crucial to guests’ individual 

experiences of hotel facilities. Similarly, cognitive 

gratification arises from the availability of extensive and 

relevant information (Gretzel & Yoo, 2008). Another factor 

that positively impacts the perception of the social 

environment is a stress-free booking experience (Law et al., 

2014). Such an environment fosters self-development by 

enabling guests to connect with their social relationships, 

fulfilling their self-esteem and self-actualization desires, as 

described by Maslow (1943). 

These variables interact and imply the need for multiple 

research levels to understand the extent of guest satisfaction. 

Therefore, it is essential to highlight that social needs serve 

as critical mediating factors in the impact of digital 

marketing efforts on guests’ personal experiences and 

outcomes. Such a nuanced understanding contributes 

positively to the development of improved marketing 

techniques. Based on this, the following hypotheses are 

proposed: 

H7: Social integrative needs mediate the relation between 

affective needs and personal integrative needs. 

H8: Social integrative needs mediate the relation between 

cognitive needs and personal integrative needs. 

H9: Social integrative needs mediate the relation between 

tension-free needs and personal integrative needs 

 

 

Figure 1: Conceptual Framework 
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3. Methodology  

 
 This research analyses the moderating role of social 

needs in the hospitality sector in Bangkok. Specifically, it 

applies the Uses and Gratifications theory to examine the 

impact of digital marketing on tourists. The study builds on 

the affordances of affective, cognitive, and tension-free 

needs to explore their influence on personal integrative 

needs. Participants were selected through purposive 

sampling and completed self-administered questionnaires. 

The sample included diverse demographic variables, such as 

age and income, to account for their potential influence on 

psychological needs in digital engagement. Justification for 

the sample size ensures sufficient cross-cultural 

representation and the robustness of the findings. 

 

3.1 Research Design and Data Collection 

 
 Using purposive sampling data collection was done at 

the beginning of the year 2024. Recruiting of participants 

was done both randomly and purposefully from common 

destinations for tourists in Bangkok such as Sukhumvit Soi 

11, Khao San Road, Wat Pho, The Grand Palace, The 

Temple of the Emerald Buddha, Siam Paragon and 

CentralWorld. Informed consent was obtained when they 

were assured that the study was voluntary, their responses 

would not be identifiable when the anonymous information 

was used for research only. There were 312 participants’ 

responses collected out of the 500 questionnaires 

administered, which is 62 percent response rate obtained from 

the study.  
To ensure that the sample size of 312 respondents is 

adequate, statistical and theoretical justifications can be 

made. Given the large and undefined population of tourists 

visiting Bangkok, the required sample size can be calculated 

using the formula 𝑛 =
Z2 .  p .  (1 − p)

e2  (where Z = 1.96, p = 0.5, 

and e = 0.05, yielding n = 384 for a large population. 

However, for smaller accessible populations, the finite 

population correction formula can be applied to adjust this 

figure appropriately (Cochran, 1977). 

For this study, the response rate of 62% is acceptable and 

aligns with typical response rates in social sciences (Baruch 

& Holtom, 2008). Additionally, the sample size is justified 

in comparison to similar hospitality and tourism studies, 

which often involve 200 to 400 participants (Hosany & 

Prayag, 2014; Moon & An, 2022). The demographic 

diversity of the sample further supports its adequacy, 

allowing for robust cross-cultural analysis and subgroup 

comparisons. By meeting these criteria, the study ensures its 

findings are reliable and generalizable within the hospitality 

sector (Hair et al., 2021). 

3.2 Measurement Scales 

 
The items on the questionnaire used are shown in Table 1 

and they measure effective, cognitive, social, personal and 

tension free needs for this study. The research questions focus 

on the U and G theory with the questions modified to apply to 

the Bangkok hospitality industry. Although developed 

specially for this research, the items used from the assessment 

are derivatives of earlier work such as Blumler (1979). The 

affective and cognitive needs questions adopted the 

information needs and satisfaction from the work done by 

Gretzel and Yoo (2008). The social integrative needs and 

personal integrative needs, and tension-free need’ questions 

used in the study were adapted from Tussyadiah and Zach 

(2015) study on social identity tourism and personal growth. 

In addition, the tension-free need’ questions correspond with 

the aspects of travel stress as argued by Law et al. (2014). All 

items were answered on a five-point Likert scale with options 

ranging from strongly disagree, disagree, neutral, agree to 

strongly agree to capture as many tourists’ needs as possible 

and experiences. 

 
Table 1: Questionnaires Construct 

Variable Measurement Item Scale Source 

AN AN1. My overall experience in 

Bangkok was satisfying. 

1=strongly 

disagree 

5=strongly 
agree 

Gretzel 

and Yoo 

(2008) AN2. I found my visit to 

Bangkok enjoyable. 

AN3. I felt relaxed and stress-

free during my visit to 

Bangkok. 

AN4. My emotional response 
to Bangkok was positive. 

AN5. I felt a sense of 

connection to Bangkok. 

CN CN1. Finding information 
about Bangkok before my visit 

was easy. 

1=strongly 
disagree 

5=strongly 

agree CN2. The information I found 
about Bangkok was accurate. 

CN3. I was confident in my 

ability to navigate and explore 

Bangkok. 

CN4. Making bookings and 

reservations in Bangkok was 

easy. 

CN5. Technology helped me 

understand the attractions and 

activities in Bangkok well. 

SN SN1. I felt connected to other 
tourists in Bangkok. 

1=strongly 
disagree 

5=strongly 

agree 

Tussyadiah 
and Zach 

(2015). SN2. I felt supported by friends 

and family during my visit to 
Bangkok. 

SN3. Recommendations I 

received about Bangkok were 

helpful. 

SN4. Sharing my experiences 

of Bangkok with others was 

easy. 
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Variable Measurement Item Scale Source 

SN5. I felt a sense of belonging 

in Bangkok. 

PN PN1. I learned about the history 

and culture of Bangkok during 

my visit. 

1=strongly 

disagree 

5=strongly 
agree PN2. I felt empowered by 

making my own travel 

decisions in Bangkok. 

PN3. I was proud of my ability 
to navigate and explore 

Bangkok independently. 

PN4. My experiences in 
Bangkok contributed to my 

sense of self-identity. 

PN5. I felt a sense of 

accomplishment after visiting 
Bangkok. 

TN TN1. I was stressed about 

getting around in Bangkok. 

1=strongly 

disagree 
5=strongly 

agree 

Law et al. 

(2014) 

TN2. I was anxious about 
making bookings and 

reservations in Bangkok. 

TN3. I felt overwhelmed by the 
choices of attractions and 

activities in Bangkok. 

TN4. Understanding signs and 

menus in Bangkok was difficult 
for me. 

TN5. I felt frustrated when 

trying to communicate with 
locals in Bangkok. 

Note: AN=Affective Needs, CN=Cognitive Needs, SN=Social Integrative 

Needs, PN=Personal Integrative Need, and TN=Tension-free Need 

  

4. Results 

 

4.1 Descriptive Statistic 

 
The study, encapsulating responses from a total of 312 

participants across various nationalities, with the United 

States leading at 13.46%, followed closely by the United 

Kingdom at 11.54%, and Australia at 8.97% the rest were 

other countries. Gender distribution was predominantly 

female, constituting 80.80% of the sample, while males 

accounted for 17%, and other genders made up 2.20%. In 

terms of income, the majority fell within the $1,001 to 

$3,000 range, encompassing 85.90% of the participants, 

indicating a middle-income demographic. The age group was 

predominantly between 18 to 35 years old, highlighting a 

younger participant base with 75.70% of the sample. 

Educational levels varied, with primary education, 

secondary education (including high school), and bachelor's 

degree holders representing a significant portion of the 

responses, demonstrating a diverse range of educational 

backgrounds. 

4.2 Construct Validity and Reliability 

 
The comprehensive dataset forms the foundation for 

conducting Structural Equation Modeling. The focus is on 

assessing all constructed variables. Each construct was 

carefully evaluated for reliability and validity to ensure the 

strength of the measures. Indicator loadings ranged from 

0.74 to 0.79 across all constructs, surpassing the 

recommended threshold of 0.70, showing strong 

contributions of individual items (Hair et al., 2019). 

Cronbach's Alpha values, both standardized and 

unstandardized, ranged from 0.57 to 0.80, demonstrating 

good internal consistency (Nunnally, 1978; Thorndike, 1995). 

Additionally, the constructs' Composite Reliability values 

ranged from 0.62 to 0.82, and the Average Variance 

Extracted values were between 0.56 and 0.57, reinforcing 

convergent validity (Fornell & Larcker, 1981). These 

statistics confirm that a significant portion of the variance in 

indicators is captured by the constructs they measure, which 

is essential for SEM analysis (Hair et al., 2019). The dataset's 

meticulous preparation enables a strong SEM analysis. By 

validating construct reliability and addressing Common 

Method Variance (Podsakoff et al., 2003) and discriminant 

validity (Fornell & Larcker, 1981), the study establishes a 

solid basis for testing relations between constructs and 

understanding the theoretical model. 

 
Table 2: Indicator Loadings and Reliability Measures 

Constructs Indicator Loading α C AVE 

AN 

AF1 0.74 

0.798 0.820 0.556 

AF2 0.75 

AF3 0.75 

AF4 0.75 

AF5 0.74 

CN 

CN1 0.76 

0.702 0.720 0.568 

CN2 0.75 

CN3 0.75 

CN4 0.75 

CN5 0.76 

SN 

SN1 0.76 

0.715 0.730 0.565 

SN2 0.77 

SN3 0.74 

SN4 0.75 
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Constructs Indicator Loading α C AVE 

SN5 0.74 

PN 

PN1 0.75 

0.575 0.615 0.571 

PN2 0.76 

PN3 0.76 

PN4 0.76 

PN5 0.75 

TN 

TN1 0.75 

0.695 0.750 0.574 

TN2 0.79 

TN3 0.75 

TN4 0.75 

TN5 0.75 

Note: α=Cronbach's Alpha, C=Composite Reliability, AVE=Average 

Variance Extracted, AVE=Average Variance Extracted, AN=Affective 
Needs, CN=Cognitive Needs, SN=Social Integrative Needs, PN=Personal 

Integrative Needs, and TN=Tension-free Needs 

 

4.3 Evaluating Discriminant Validity 
 

This table showcases the Heterotrait-monotrait ratio as a 

criterion for assessing the discriminant validity in SEM, 

highlighting the relations between constructs. The HTMT 

values suggest varying degrees of distinctiveness between 

the constructs, with values below 0.85 generally indicating 

acceptable discriminant validity (Henseler et al., 2015). The 

results are shown in Table 3. 

 
Table 3: Heterotrait-Monotrait Ratio (HTMT) of Constructs 

 AN CN PN SN TN 

AN      

CN 0.353     

PN 0.737 0.719    

SN 0.532 0.658 0.661   

TN 0.225 0.273 0.717 0.275  

Note: AN=Affective Needs, CN=Cognitive Needs, SN=Social Integrative 

Needs, PN=Personal Integrative Needs, and TN=Tension-free Needs 

 

4.4 Hypothesis Testing 
 

The interrelations among the variables within the digital 

marketing context of the hospitality industry were examined 

through SEM. This section delineates the outcomes of the 

hypotheses tested, revealing the dynamics of these constructs 

(Hair et al., 2019). 

 

4.5 The Result of Hypothesis Testing 

 

SEM analysis scrutinized the direct effects among the 

constructs, yielding mean effect size (μ), standard deviation 

(σ), t-value (t), and p-value (p) for each hypothesized relation 

(Kline, 2015) The results are presented in Table 4. These 

statistical measures allowed for a robust evaluation of the 

proposed hypotheses (Hair et al., 2019). The hypothesis 

results are provided as follows: 

H1: Affective needs positively influence social 

integrative needs. The analysis revealed a significant positive 

effect (t = 4.19, p < 0.00), strongly supporting H1. Therefore, 

hypothesis H1 is statistically significant. 

H1a: Affective needs positively influence personal 

integrative needs. The analysis supported H1a with a 

significant effect (t = 3.86, p < 0.00). Therefore, the 

hypothesis H1a is statistically significant. 

H2: Cognitive needs have a positive effect on social 

integrative needs. The analysis showed a significant positive 

effect (t = 10.81, p < 0.00). Therefore, hypothesis H2 is 

statistically significant. 

H2a: Cognitive needs have a positive effect on personal 

integrative needs. However, H2a was not supported; the 

effect was not statistically significant (t = 0.89, p < 0.37). 

Therefore, the hypothesis H2a is not statistically significant. 

H3: Tension-free needs positively impact on social 

integrative needs. The analysis confirmed a significant 

positive effect for H3 (t = 2.47, p < 0.01). Therefore, 

hypothesis H3 is statistically significant. 

H3a: Tension-free needs positively impact on personal 

integrative needs. The analysis supported H3a with a 

significant positive effect (t = 4.84, p < 0.00). Therefore, the 

hypothesis H3a is statistically significant. 

H4: Social integrative needs positively effect on personal 

integrative needs. The analysis revealed a statistically 

significant effect (t = 3.05, p < 0.00). Therefore, hypothesis 

H4 is statistically significant. 

H5: There is a positive correlation between affective 

needs and cognitive needs. The analysis provided statistical 

support for H5 (t = 3.36, p < 0.00). Therefore, hypothesis H5 

is statistically significant. 

H6: Cognitive needs are positively correlated with 

tension-free needs. The analysis did not find statistical 

support for H6, as the effect was not significant (t = 1.19, p 

< 0.24). Therefore, hypothesis H6 is not statistically 

significant.   
 

4.6 Mediation Testing 
 

The results of hypotheses H7, H8, and H9 investigate the 

mediating role of social integrative needs between the 

constructs and personal integrative needs. Each hypothesis is 

examined in detail based on the data presented in Table 4 
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regarding the mediating effect of social integrative needs. 

The mediation tests are presented as follows: 

H7: Social integrative needs as a mediator between 

affective needs and personal integrative needs. This 

hypothesis posited that social integrative needs mediate the 

relation between affective needs and personal integrative 

needs. The analysis showed a marginal effect (t = 1.76, p < 

0.08). Thus, hypothesis H7 is not statistically supported. 

H8: Social integrative needs as a mediator between 

cognitive needs and personal integrative needs. The analysis 

did not provide statistical support for H8 (t = 1.36, p < 0.18). 

Therefore, hypothesis H8 is not statistically significant. 

H9: Social integrative needs as a mediator between 

tension-free needs and personal integrative needs. The 

analysis yielded a marginal effect (t = 1.70, p < 0.09). 

Consequently, hypothesis H9 is not statistically supported.    
 

4.7 Control Variables 

 
The influence of control variables such as gender, age, 

education, and income on personal integrative needs (PN) 

was analyzed. The results are summarized as follows: 

Gender: The relation between gender and personal 

integrative needs was not statistically significant (t = 1.57, p 

= 0.12). This suggests that gender does not play a significant 

role in predicting personal integrative needs within the 

context of this study. 

Age: Age exhibited a positive and significant effect on 

personal integrative needs (t = 1.98, p = 0.05). This indicates 

that older individuals are more likely to prioritize or 

experience personal integrative needs. 

Education: Education level showed a positive and 

highly significant relation with personal integrative needs (t 

= 2.85, p = 0.01). This suggests that individuals with higher 

levels of education are more inclined to value or fulfill 

personal integrative needs. 

Income: Income demonstrated a significant negative 

effect on personal integrative needs (t = 2.91, p = 0.00). This 

finding implies that individuals with higher incomes may 

have reduced focus on personal integrative needs, possibly 

due to differing priorities or greater access to alternative 

resources for fulfilling such needs.   

 
Table 4: Result of Hypothesis Testing 

Direct Effects 

Hypothesis Relation μ σ T p Decision 

H1 AN -> SN 0.25 0.06 4.19*** 0.00 Supported 

H1a AN -> PN 0.25 0.07 3.86*** 0.00 Supported 

Direct Effects 

Hypothesis Relation μ σ T p Decision 

H2 CN -> SN 0.60 0.06 10.81*** 0.00 Supported 

H2a CN -> PN 
-

0.05 
0.06 0.89 0.37 

Not 

Supported 

H3 TN -> SN 0.11 0.04 2.47** 0.01 Supported 

H3a TN -> PN 0.54 0.11 4.84*** 0.00 Supported 

H4 SN -> PN 0.24 0.08 3.05*** 0.00 Supported 

H5 AN -> CN 0.23 0.07 3.36*** 0.00 Supported 

H6 CN -> TN 
-

0.08 
0.07 1.19** 0.24 

Not 

Supported 

Mediating Effect of SN 

H7 AN -> PN 0.07 0.04 1.76 0.08 
Not 

Supported 

H8 CN -> PN 0.10 0.07 1.36 0.18 
Not 

Supported 

H9 TN -> PN 0.03 0.02 1.70 0.09 
Not 

Supported 

Control Variables 

 GENDER -> PN 0.05 0.03 1.57 0.12 
Not 

Supported 

 AGE -> PN 0.09 0.05 1.98* 0.05 Supported 

 EDU -> PN 0.14 0.05 2.85** 0.01 Supported 

 INCOME -> PN 
-

0.16 
0.06 2.91*** 0.00 Supported 

Note: μ= Sample Mean, σ=Standard deviation (STDEV), T=T statistic, p= 
P value, t-value** > 2.33 (p <0.01); t-value* > 1.65 (p<0.05), 

AN=Affective Needs, CN=Cognitive Needs, SN=Social Integrative 

Needs, PN=Personal Integrative Needs, TN=Tension-free Needs, and 
EDU= Education 

 

 
 

Figure 2: Partial Least Square Result 
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5. Discussion 

 
This research focuses on the roles of the need for emotion, 

the need for cognition, and the need for stress relief, in 

alignment with the Uses and Gratifications theory, which can 

be utilized to explain guest engagement. Emotional needs are 

a key focal point in studies addressing aspects of social and 

personal satisfaction (Lee & Allen, 2002; Litt et al., 2020). 

These studies postulate that affective bonds play a significant 

role in fostering guests’ loyalty, as supported by Hosany and 

Prayag (2014) and Moon and An (2022). Additionally, they 

provide insights into how cognitive needs satisfy social 

interaction, aligning with the research of Gretzel and Yoo 

(2008).  

 

5.1 Affective Needs 

 
The significant importance of emotional needs in social 

and personal relationships underscores the central role of 

emotional involvement. This aligns with the findings of 

Hosany and Prayag (2014), who argued that emotional 

marketing enhances customer loyalty and satisfaction, a 

notion further supported by Moon and An (2022). The results 

provide empirical evidence that emotional orientations 

effectively capture guests’ attention. Crafting emotionally 

resonant content not only fosters social connections but also 

helps individuals establish a strong personal identity.  

 

5.2 The Role of Cognitive Needs in Social 

Integration 
 

The strong connection between cognitive and social 

integrative needs underscores the importance of informative 

content. Gretzel and Yoo (2008) emphasized the role of 

information in fostering social connections. Their theory 

suggests that guests seek digital content that fulfills their 

informational needs, thereby enhancing social engagement. 

However, the weaker link between cognitive needs and 

personal integrative needs indicates a more nuanced 

relationship. While information supports decision-making, it 

may not significantly influence personal identity formation 

in hospitality contexts. 

  

5.3 Tension-Free Needs’ Impact on Social Dyna

mics 
 

The positive connection between tension-free needs 

and social interactions underscores the importance of st

reamlined booking processes. Law et al. (2014) emphas

ize that ease and convenience reduce stress while facili

tating social engagement. This finding suggests that si

mplifying the planning and booking stages enhances gu

est engagement, highlighting the critical role of user-fri

endly digital platforms. 

 

5.4 Mediating Role of Social Integrative Needs 
 

Mediation analysis reveals a complex relation, indicating 

that social integrative needs do not fully mediate the impact 

of cognitive or tension-free needs on personal identity. This 

suggests that while social connections are important, they are 

not the sole factor in how information access and ease of 

booking contribute to personal growth. This result aligns 

with the Uses and Gratifications framework, which 

highlights the multifaceted nature of psychological needs. 

Guests may prioritize direct outcomes, such as acquiring 

information or reducing stress, over their integration into 

social contexts when engaging with digital platforms. These 

findings suggest the necessity of exploring broader 

mechanisms by which digital marketing influences guest 

experiences. Geng et al. (2024) emphasize the importance of 

leveraging these insights to extend digital guest engagement 

strategies. 

  

5.5 Conclusion 
 

This research uses the Uses and Gratifications theory to 

analyze the guest engagement in the hospitality industry with 

regards to affective needs, cognitive needs, tension-free 

needs and social integrative needs. The results outlined 

moderate to high direct effects of affective needs, cognitive 

needs, and tension-free needs on guest satisfaction and 

loyalty, emphasizing the importance of emotional resonance, 

informational value, and stress-reducing features, stressing 

the aspect of satisfaction based on the appeal to emotions, 

value of information, and stress-reducing characteristics. 

However, no significance was found for the mediating 

role of social integrative needs. This means that although 

social relations may be important, they can only help link 

psychological and functionality necessities to personal 

identity outcomes partially. This may result from guests not 

seeking mediatorial functions, while the priority given to 

demands for social presence is reflected in emotional 

rewards and simplicity of use. This is consistent with the 

Uses and Gratifications theory that accepts differential 

motivation among users. 

Also, these dynamics may be elaborated by culture when 

individualistic motives could reduce the value of the social 

integrative consideration. The consequences of these studies 

point to the importance for hospitality marketers to develop 

appealing emotionally charged content, offering relevant 

information and optimizing the booking procedures. 

Therefore, it is important that strategies developed favor both 

individualistic as well as collectivist cultures. Further 
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research should be conducted regarding other mediating 

variables and cultural factors that would add to the existing 

knowledge regarding how digital marketing can fulfil 

various needs of the guests and increase engagement 

performance. 

 

5.6 Limitations 

 
This study acknowledges several limitations that might 

affect its findings' interpretation. First, the reliance on SEM 

limits exploration to measurable relations between 

constructs. This may overlook subtle or emerging dynamics 

not captured by the model. Additionally, the study focuses 

only on the U and G in digital marketing. This may not 

include all factors affecting guest satisfaction and 

engagement. The cross-sectional data also limits 

understanding of how these relations change over time. 

 

5.7 Recommendations 

 
For greater impact to consumers, hospitality marketers 

are encouraged to create emotionally connecting web content 

that promotes interpersonal and interactional relationships. 

Anything from travel information, booking systems, and 

websites that satisfy cognitive and tension-free needs can be 

well served by informative and transparent content in easily 

navigable platforms. Reference to cross cultural issues 

should be made in that customized strategies should be 

congruent with the content as well as the aesthetic appeal of 

the intended audiences. Consistent evolution of digital 

marketing, a utilization of newer tools such as artificial 

intelligence (AI), needs to be applied to match the growing 

and more demanding expectations of guests, to provide a 

higher level of satisfaction and loyalty. 

 

5.8 Future Research 
 

Future research should use longitudinal studies to track 

changes in guest needs. This can help observe trends in 

response to digital marketing over time. Qualitative methods, 

like interviews, could offer deeper insights into guests’ 

emotional and psychological responses. This would give a 

richer view of the digital marketing impact on potential 

guests. Expanding the framework to include more theories 

may reveal extra layers of guest experiences. This would 

make digital marketing strategies more robust in the 

hospitality industry. Exploring cultural, demographic, and 

technological influences could improve understanding of 

effectiveness across market segments.     
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