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ABSTRACT

	This study examined the influence of social media advertising on local tourist preferences within the Cateel tourism sector. As digital platforms like Facebook, Instagram, TikTok, X, and YouTube increasingly influence travel decisions, the research assessed how factors such as informativeness, utilization, and destination image affected tourist behavior and satisfaction. Employing a descriptive-correlational design, the researchers surveyed 377 local tourists aged 18 to 60 from 10 barangays in Cateel, Davao Oriental, using a stratified random sampling method. The findings indicated a significant positive relationship between social media advertising and local tourist preferences, particularly among younger and college-educated respondents. The study concluded that well-designed, informative, and visually engaging advertisements could effectively influence tourist choices and satisfaction levels. Recommendations were provided for tourism stakeholders to enhance their digital marketing strategies in alignment with the local audience's preferences.
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1. INTRODUCTION

In today’s globalized economy, social media advertising has become an essential tool for reaching potential tourists, with platforms like Instagram, Facebook, and YouTube transforming how people discover and select travel destinations (Lalangan, 2020). Worldwide, tourism marketers have increasingly focused on these digital platforms to capture tourists' interest, leveraging visual and interactive content to influence perceptions and preferences (Raji et al., 2024). Research highlights that social media marketing offers unique opportunities for branding and audience engagement, enabling businesses to connect with tourists in a more personalized manner (Kumar, 2024). This approach aligns with the evolving trends in tourism, where consumers rely heavily on online platforms for destination-related information (Lojo et al., 2020). With the widespread use of smartphones and internet access, social media has become an even more powerful tool for reaching diverse audiences in real-time (Roy & Malloy, 2023).
Nationally, social media advertising has had a significant impact on tourism preferences, contributing to the steady growth of the tourism industry in the Philippines (Dizon et al., 2024). The Philippine Department of Tourism has encouraged destinations to harness digital tools, aligning marketing strategies with the digital behaviors of local tourists (Moreno, 2023). Given the country's diverse travel offerings, social media enables destinations to showcase unique experiences that attract both domestic and international tourists (Cheung et al., 2021). In particular, social media advertisements play a crucial role in shaping tourists' decisions, emphasizing culturally resonant content that resonates with travelers' motivations and preferences (Chourasia, 2024). Additionally, these platforms facilitate feedback and interaction, allowing tourists to engage with destinations even before they arrive, which enhances their sense of connection to the place (Souza et al., 2020).
Moreover, Cateel’s tourism industry has experienced growth potential, yet lacks comprehensive promotional strategies tailored to current trends in social media marketing (Dwivedi et al., 2021). Cateel, with its scenic beaches and unique cultural heritage, offers numerous tourism attractions that could gain visibility through targeted social media efforts (Arellano, 2020). Local authorities and businesses have shown interest in exploring digital marketing avenues, but they face challenges in aligning social media strategies with the expectations and preferences of local tourists (Anuar & Qian, 2024). These challenges underscore the need for a targeted investigation into the impact of social media on local tourist preferences to optimize promotional outcomes (Ghaderi et al., 2024). Implementing a more tailored social media approach could significantly elevate Cateel’s profile among domestic tourists, leading to increased awareness and visitation rates (Elnahla & Neilson, 2021).
Furthermore, this study provides valuable insights into sustainable tourism marketing practices, as social media becomes increasingly central to the national vision of promoting diverse and inclusive tourism experiences (Lapuz, 2023). The government emphasizes digital strategies that encourage local travel, aiming to strengthen the tourism sector's contribution to regional development (Dizon et al., 2024). By promoting local destinations through social media, the tourism sector seeks to create a greater sense of community and environmental responsibility among travelers (Bosone & Nocca, 2022). Social media enables tourism providers to connect directly with travelers, fostering a more authentic and engaged audience that values sustainable travel options. Addressing such priorities, this study supports the national agenda by examining how digital engagement can drive local tourism, fostering sustainable growth in Cateel's travel sector (Garay, 2019). 
However, gaps remain in existing research on how social media affects the preferences of local tourists, specifically in Cateel, Davao Oriental. While studies have examined the general effects of social media on tourism, limited research has targeted small, emerging destinations, such as Cateel (Ocampo et al., 2022). This study aims to address these gaps by examining the specific impact of social media advertising on local tourist preferences in Cateel’s tourism industry, offering data-driven insights to inform effective social media strategies tailored to local needs. The findings are expected to guide stakeholders in adopting evidence-based approaches for optimized social media engagement with local tourists (Chiwaridzo & Masengu, 2024). By focusing on a localized approach, this research aims to offer practical recommendations for improving digital marketing efforts in Cateel’s tourism sector.

2. methodologY

2.1 Research Design

This study employed a quantitative research design, which was appropriate for gathering measurable data and analyzing numerical patterns to test hypotheses and evaluate relationships among variables. As Emon (2024) emphasized, quantitative methods provided objective and generalizable insights by utilizing structured tools, such as surveys, to examine observable phenomena systematically. Within this framework, a descriptive-correlational approach was applied to identify and analyze the relationship between social media advertisements and local tourist preference without manipulating any variables. Passafaro (2020) noted that this method was particularly effective for understanding associations between behavioral factors, especially in tourism research. Additionally, the study employed a descriptive-comparative approach to examine differences in responses across demographic groups, including age, gender, income, and education. As explained by Ocampo et al. (2022), this approach was valuable for examining how perceptions and behaviors naturally varied among different population segments, making it suitable for evaluating trends in social media's influence on tourist preferences.
Researchers gathered data through a survey questionnaire distributed to selected respondents using a stratified random sampling technique, ensuring that respondents had relevant exposure to Cateel’s tourism social media campaigns. A descriptive-comparative approach was employed to examine the preferences and behaviors of various demographic groups, including age, gender, and income level. Statistical tools, such as correlation analysis and comparative analysis, were employed to assess the strength and direction of the relationship between variables, as well as to identify significant differences among demographic groups. This design and strategy provided a systematic framework for assessing how social media advertisements impacted the preferences and decision-making of local tourists in Cateel.

2.2 Research Instrument

The primary research instrument for this quantitative study was an adapted survey questionnaire derived from the journals "Social Media and Its Influence on Tourist Decision-Making and Preferences" by Basco et al. (2021) and "Social Media Impact on Tourism Destination Decision: Evidence from International Students in China" by Agyapong & Yuan (2022). This questionnaire was designed to gather data on the influence of social media advertisements on local tourist preferences within Cateel's tourism industry.
The questionnaire consisted of closed-ended questions using a Likert scale to measure respondents' perceptions, attitudes, and preferences regarding social media advertisements and their impact on travel decisions. It is divided into two sections: the first section focuses on the respondent's profile, while the second section examines the influence on local tourist preferences.
The independent variable, concerning exposure to social media advertisements, includes a total of 16 measurement items categorized into three indicators: 6 items for informativeness, 5 items for utilization, and 5 items for destination image. The dependent variable, which reflects local tourist preferences, is assessed using 20 items evenly distributed across four indicators: 5 items for the impact/reach on viewers, 5 items for the influence on purchase decisions, 5 items for behavioral intentions, and 5 items for tourism satisfaction.

2.3 Respondents of the Study

[bookmark: _Hlk204970000]This study involved 377 respondents from 10 barangays of Cateel, Davao Oriental, namely Alegria, Aliwagwag, Baybay, San Alfonso, San Antonio, San Rafael, San Vicente, Santa Filomena, Taytayan, and Poblacion. The respondents were local tourists who had visited various tourist spots in Cateel, Davao Oriental. They were active users of social media platforms, particularly those aged 18 to 60, as this age group was identified as the most active on platforms such as Facebook, Instagram, TikTok, YouTube, and X (formerly known as Twitter). Additionally, the respondents had been exposed to tourism-related advertisements on these platforms.

A stratified random sampling technique, defined as a probability sampling method in which the population is divided into mutually exclusive, homogeneous subgroups (strata) and random samples are drawn from each subgroup in proportion to its representation, was employed to ensure that each barangay was adequately represented in the study (Mangaya-ay, 2023). The overall sample size was determined using Slovin’s formula, given by:

where N is the total population and e is the margin of error set at 0.05, yielding 377 respondents at a 95% confidence level. The population was then divided into distinct subgroups corresponding to each barangay, and respondents were randomly selected from each subgroup. The sample size for each barangay was calculated using the formula: Sample Size for Barangay = (Barangay's Population ÷ Total Municipality's Population) × 377. This approach ensured that the number of respondents from each barangay was proportional to its share of the total population, thereby enhancing the reliability and generalizability of the study's findings.

3. results and discussion

3.1 Respondents’ Demographic Profile

‎The majority of Cateel's local tourists (69.23%) are aged 18-29, demonstrating their strong reliance on social media for tourism information and engagement. Marketing strategies must therefore prioritize youth-focused platforms, utilizing tactics like short videos and influencer partnerships to effectively reach this key demographic. The 18-23 age group (42.97%) is especially influential, actively creating and sharing content that drives peer travel decisions. Conversely, minimal engagement from the 54-60 age group (1.59%) highlights a significant digital divide, requiring tailored strategies to reach older tourists, consistent with relevant theories and Philippine research findings.
Women significantly outnumbered men (57.03% vs. 42.97%) in the Cateel survey, indicating their higher engagement with tourism-related social media ads. This aligns with Chourasia (2024), showing emotionally appealing and culturally relevant content strongly influences female travel preferences. Ajzen's Theory of Planned Behavior (1991) further explains this, suggesting women's stronger responses stem from differing social norms and attitudes, positioning them as key travel decision-makers (Roy & Malloy, 2023). Conversely, the lower male engagement highlights a need for more inclusive marketing strategies to reach them effectively, as suggested by Ashley & Tuten (2015) and Dizon et al. (2024).
‎Most local tourists in Cateel (53.05%) have very low incomes (₱4,999/month or less), indicating they typically come from low-income households. Affordability and access to reliable information are critical for this group, requiring tourism marketing to emphasize budget-friendly options, promos, and practical content. ‎Middle-income earners (₱15,001-₱19,999) are significantly underrepresented (4.77%), suggesting different travel motivations or lower responsiveness to social media promotions. Marketing strategies must align with local economic realities, using digital platforms to deliver persuasive, valuable information catering to the dominant low-income demographic, as supported by relevant theories and Philippine research.
College-educated tourists (69.23%) dominate, critically evaluating ads via central processing (Petty & Cacioppo, 2012).  They seek credible content (Katz et al., 1973), requiring well-researched, visually clear tourism information. PhD-level engagement is minimal (1.06%), needing inclusive local strategies (Lapuz, 2023).  Tailor content to this audience's education for trust and effectiveness (Moreno, 2023; Ashley & Tuten, 2015).
Table 1.	Frequency and percentage distribution of respondents by demographic characteristics

	Demographic Items
	Frequency
	Percent

	Age

	18 to 23 years old
	162
	42.97

	24 to 29 years old
	99
	26.26

	30 to 35 years old
	50
	13.26

	36 to 41 years old
	28
	7.43

	42 to 47 years old
	17
	4.51

	48 to 53 years old
	15
	3.98

	54 to 60 years old

	6
	1.59

	Total
	377
	100.00

	Gender

	Male
	162
	42.97

	Female
	215
	57.03

	Total
	377
	100.00

	Monthly Income

	₱ 20,000.00 and above
	22
	5.84

	₱ 15,001.00 - ₱ 19,999.00
	18
	4.77

	₱ 10,001.00 - ₱ 14,999.00
	53
	14.06

	₱ 5,001.00 - ₱ 9,999.00
	84
	22.28

	₱ 4,999.00 and below
	200
	53.05

	Total
	377
	100.00

	Educational Attainment

	Elementary Level
	7
	1.86

	High School Level
	105
	27.85

	College Level
	261
	69.23

	PhD Level
	4
	1.06

	Total
	377
	100.00



3.2 Level of Influence of Social Media Advertisements in the Cateel Tourism Industry

Social media advertisements demonstrate a high level of informativeness (mean = 4.12) for local tourists in Cateel, effectively providing content that influences travel decisions and aligns with Chen's (2025) findings on building trust. The highest-rated influence (mean = 4.32, "Very High") is social media's contribution to promoting destinations, supporting Feitosa and Mosconi (2022) on personalized content boosting appeal and Sharma and Ashfaq (2023) on enhancing branding visibility. Conversely, the lowest-rated indicator (mean = 3.90, still "High") is the usefulness of subscriptions for receiving destination updates. This lower score for subscriptions aligns with Petty and Cacioppo's (2012) theory that sustained engagement requires deeper motivation. It further supports Moreno's (2023) conclusion that continued actions like subscriptions depend on advertisements meeting cognitive expectations.
Social media advertisements demonstrate a high level of utilization (mean = 4.10) among local tourists in Cateel, indicating this is a significant independent variable influencing their behavior. Tourists actively use diverse content like images, videos, and comments on social media to explore, compare, and finalize travel decisions. This finding supports Feitosa and Mosconi (2022), who emphasized that digital visuals significantly enhance destination appeal and boost user confidence through familiarity. It also confirms Sharma and Ashfaq (2023), showing that accessible, interactive content streamlines decision-making and increases conversion rates. Consequently, tourism stakeholders in Cateel are advised to prioritize visually compelling and current content on platforms like Facebook and Instagram to optimize engagement and planning.
‎Social media ads highly influence destination image (mean=4.20) for Cateel's local tourists, acting as an independent variable. Shared experiences, service quality portrayals, and content presentation significantly shape tourists' perceptions. This aligns with Feitosa & Mosconi (2022) on emotional content and Sharma & Ashfaq (2023) on service quality building trust and appeal. Personal experiences and management service attitudes showed the strongest influence (mean=4.27, Very High), fostering emotional connections and repeat visits. Forming opinions based solely on social media features had the lowest influence (mean=4.06, still High), supporting Ajzen (1991) and Feitosa & Mosconi (2022) that direct experiences outweigh general attitudes.

Table 2.	Level of influence of social media advertisements by key indicators

	Measurement Items
	Mean
	Std. Deviation
	Interpretation

	Informativeness

	1. Social media platforms provide information about tourist destinations.
	4.13
	0.78
	High

	2. Social media platforms provide information about touristic destinations during decision-making processes.
	4.15
	0.80
	High

	3. Subscriptions on social networking sites related to favorite tourist destinations enable users to receive updated notifications.
	3.90
	0.89
	High

	4. Every type of innovation related to tourist destinations can be learned through social media platforms.
	4.03
	0.83
	High

	5. Social media platforms are informative before trips.
	4.19
	0.77
	High

	6. Social media platforms play a significant role in promoting tourist destinations.
	4.32
	0.77
	Very High

	Utilization
	
	
	

	1. Social media platforms help in making faster decisions about tourist destinations to visit.
	4.11
	0.80
	High

	2. Posts and comments from people on social media platforms are taken into consideration when making decisions.
	4.04
	0.84
	High

	3. Videos on social media platforms' pages concerning tourist destinations planned to be visited are watched.
	4.07
	0.88
	High

	4. Pictures of tourist spots on social media platform pages related to tourist services are reviewed.
	4.14
	0.85
	High

	5. Special offers on social media platforms regarding tourist destinations planned for visitation are carefully reviewed and examined.
	4.13
	0.80
	High

	Destination Image
	
	
	

	1. Information shared on social media has a strong impact on decision intentions.
	4.16
	0.73
	High

	2. Favorable opinions are formed about tourism destinations featured on social media platforms.
	4.06
	0.76
	High

	3. Personal experiences have a strong impact on deciding destinations for tourism.
	4.27
	0.75
	Very High

	4. The way tourist spots' management treats complaints impacts decision-making.
	4.23
	0.75
	Very High

	5. The attitude of tourist spot management toward providing services impacts decision-making.
	4.27
	0.77
	Very High



Table 3 shows that the overall influence of social media advertisements on Cateel’s tourism industry obtained an average mean of 4.14, interpreted as High, indicating that informativeness, utilization, and destination image significantly shape local tourists’ behaviors and perceptions. This suggests that social media consistently serves as an effective tool in guiding travel-related decisions, reinforcing its role as a powerful marketing medium. The result supports Feitosa and Mosconi (2022), who emphasized that emotionally engaging and credible content strongly affects destination preferences. Similarly, Sharma and Ashfaq (2023) highlighted that visual storytelling and interactive strategies on social platforms enhance decision-making and tourist engagement. These findings imply that while social media advertisements are already effective, further maximizing targeted, relevant, and interactive content can strengthen Cateel’s tourism promotion and sustainability.

Table 3.	Overall level of influence of social media advertisements in the Cateel tourism industry

	Factors of Social Media Advertisement
	Mean
	Std. Deviation
	Interpretation

	Informativeness
	4.12
	0.59
	High

	Utilization
	4.10
	0.67
	High

	Destination Image
	4.20
	0.57
	High

	Average
	4.14
	0.53
	High



3.3 Level of Local Tourist Preference Among Cateel’s Tourism Industry

The findings on impact/reach to viewers revealed a high overall mean of 4.00, indicating that social media posts and comments significantly shape local tourists’ trust and decision-making in Cateel. Peer-generated content, such as reviews and personal posts, was found to enhance credibility and influence travel choices, supporting Feitosa and Mosconi (2022). Similarly, Sharma and Ashfaq (2023) emphasized that real-time, user-driven interactions on social platforms guide tourists toward more confident decisions. These results imply that encouraging user engagement and experience-sharing can amplify the reach and effectiveness of tourism promotions in the locality.
In terms of purchase decision influence, the overall mean of 3.95, interpreted as High, suggests that social media advertisements play a substantial role in shaping tourists’ buying behaviors. Respondents reported that they often check posts, reviews, and promotions before making bookings, aligning with Feitosa and Mosconi (2022), who highlighted the credibility of peer-shared content. However, the slightly lower mean compared to other indicators implies some hesitation in converting interest into actual purchases, consistent with Sharma and Ashfaq (2023), who noted that trust and transparency are critical in closing the gap between awareness and purchase. This finding underscores the need for Cateel’s tourism marketers to enhance clarity, reliability, and persuasive calls-to-action in digital campaigns.
The results on behavioral intentions showed a high overall mean of 4.19, with particularly strong ratings for personal experiences and service-related factors, both interpreted as Very High. This supports Ajzen’s (1991) Theory of Planned Behavior, which emphasizes that intentions are strong predictors of actual behavior, and is reinforced by Feitosa and Mosconi (2022), who found that authentic experiences shared online foster emotional connections. Sharma and Ashfaq (2023) also noted that firsthand narratives and positive portrayals of service delivery significantly enhance tourists’ likelihood of visiting or revisiting destinations. These findings imply that Cateel’s tourism stakeholders should prioritize delivering quality services and encouraging authentic storytelling to strengthen tourists’ behavioral intentions.
Finally, tourism satisfaction recorded the highest overall mean of 4.30, interpreted as Very High, indicating that tourists are highly satisfied with Cateel’s tourism services and information credibility. The highest-rated indicators were service quality and credible information, confirming Chen (2025) and Aliperti and Cruz (2019), who emphasized that satisfaction increases when service delivery aligns with advertised expectations. Sharma and Ashfaq (2023) further highlighted that high satisfaction fosters repeat visits and positive word-of-mouth promotion. This suggests that maintaining service quality and ensuring truthful, engaging digital content are crucial strategies for sustaining tourist loyalty and long-term growth in Cateel’s tourism industry.

Table 4.	Level of local tourist preference across key indicators

	Measurement Items
	Mean
	Std. Deviation
	Interpretation

	Impact Reach to Viewers

	1. Positive comments/posts of users on social media platforms increase trust in tourist destinations of interest.
	4.06
	0.85
	High

	2. Posts and comments of tourists on social media platforms are considered reliable.
	3.94
	0.81
	High

	3. Comments on tourist spots posted on social media platforms easily affect others.
	3.92
	0.84
	High

	4. Healthier decisions about touristic activities can be made with the help of social media platforms.
	4.03
	0.82
	High

	5. Posts and comments on social media platforms affect decisions about touristic products.
	4.08
	0.77
	High

	Purchase Decision Influence

	1. All posts on social media platforms about touristic products and services under consideration for purchase are checked.
	4.04
	0.79
	High

	2. A trip to a touristic destination posted on a social media platform might be purchased.
	3.90
	0.79
	High

	3. Booking of tourist spots’ services advertised via social media platforms might occur.
	3.88
	0.80
	High

	4. Social media advertisements may influence decisions on where to spend holidays.
	3.92
	0.83
	High

	5. Preferences between locations may be determined based on comments posted on social media regarding these tourist destinations.
	4.03
	0.80
	High

	Behavioral Intentions

	1. Favorable opinions are formed about the tourism industry advertised by social media influencers.
	4.09
	0.74
	High

	2. Personal experience has a strong impact on deciding destinations for tourism.
	4.25
	0.71
	Very High

	3. The way tourism companies treat complaints impacts decision-making.
	4.21
	0.77
	Very High

	4. Attitude of tourism companies toward providing services impacts decision-making.
	4.19
	0.74
	High

	5. Positive behavior towards a brand impacts decision-making.
	4.22
	0.78
	Very High

	Tourism Satisfaction

	1. Satisfaction is experienced with the services provided by tourist spots' management.
	4.18
	0.76
	High

	2. Satisfaction is the priority for reusing services from a tourist destination.
	4.27
	0.72
	Very High

	3. Tourism satisfaction is critical for making purchasing decisions.
	4.28
	0.75
	Very High

	4. Credible information shared by the tourism industry increases the satisfaction level.
	4.37
	0.71
	Very High

	5. The service quality provided by the industry increases customer satisfaction.
	4.39
	0.72
	Very High



The overall mean of 4.11 with a standard deviation of 0.48 indicates a high level of local tourist preference, suggesting that digital advertisements are effectively shaping attitudes and encouraging engagement with Cateel’s destinations. The highest mean was recorded in Tourism Satisfaction (4.30, Very High), confirming Lalangan (2020) and Raji et al. (2024) that quality service and authentic experiences aligned with promotional claims significantly enhance satisfaction. In contrast, the lowest mean was observed in Purchase Decision Influence (3.95, High), supporting Lapuz (2023) and Ocampo et al. (2022) that while digital campaigns raise awareness, Filipino tourists often hesitate to make immediate purchases without clear, credible calls-to-action. These findings imply that Cateel’s tourism stakeholders should sustain service quality while optimizing persuasive and trustworthy digital content to convert interest into actual bookings and spending.‎

Table 5.	Overall level of local tourist preference among Cateel’s tourism industry

	Factors of Local Tourists Preference
	Mean
	Std. Deviation
	Interpretation

	Impact Reach to Viewers
	4.00
	0.61
	High

	Purchase Decision Influence
	3.95
	0.62
	High

	Behavioral Intentions
	4.19
	0.54
	High

	Tourism Satisfaction
	4.30
	0.55
	Very High

	Average
	4.11
	0.48
	High



3.4 Profile-Based Analysis Stating the Difference in Social Media Advertisement Influence on Local Tourist Preference

The ANOVA results in Table 6 reveal a significant difference in the perceived influence of social media advertisements across different age groups of local tourists in Cateel (p = 0.003 < 0.05), indicating that age significantly affects how such advertisements are perceived. Younger respondents, particularly those aged 18 to 29, appear more receptive and engaged with digital content, resulting in greater responsiveness to advertisements compared to older individuals, who may find less relevance or engagement, reflecting a generational gap in digital media consumption. These findings align with the Uses and Gratifications Theory (Katz et al., 1973), which posits that media use varies according to individual needs across age demographics, and support Lapuz (2023), who notes younger audiences’ higher activity in digital tourism platforms. The results are consistent with Roy and Malloy (2023), who highlight the influence of digital access and behavior on travel decisions, and Dizon et al. (2024), who emphasize tailoring tourism strategies to demographic-specific digital habits. Overall, the study affirms that Cateel’s social media marketing should be customized by age, creating content that resonates strongly with younger tourists while developing alternative approaches for older groups.

Table 6.	ANOVA test results for social media advertisement differences across age groups

	ANOVA

	Social Media Advertisement

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	5.544
	6
	.924
	3.383
	.003

	Within Groups
	101.059
	370
	.273
	
	

	Total
	106.603
	376
	
	
	



The Post Hoc results in Table 7 show significant differences in the perceived influence of social media advertisements between younger and older age groups, particularly between respondents aged 18–23 and those aged 48–60, with the younger group reporting notably higher influence. This suggests that age is a crucial factor in how local tourists engage with digital promotional content, as younger individuals tend to be more receptive and responsive, while older groups exhibit lower engagement, creating the largest gap between the youngest and oldest categories. These findings support Sharma and Ashfaq (2023), who observed that younger, tech-savvy tourists are more engaged with visual and interactive tourism content on platforms like Facebook and Instagram, and align with Katz et al.’s (1973) Uses and Gratifications Theory, which posits that younger users seek entertainment, exploration, and convenience through social media. The results also confirm Dizon et al. (2024) and Roy and Malloy (2023), highlighting that real-time connectivity and smartphone use enhance advertisement effectiveness among youth, emphasizing the need for age-specific strategies. Overall, the implications point to prioritizing age-relevant digital campaigns for younger audiences while incorporating complementary offline approaches to better engage older segments.

Table 7.	Post hoc analysis of age-based differences in social media advertisement levels

	(I) Age
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval
	Interpretation

	
	
	
	
	Lower Bound
	Upper Bound
	

	18 to 23 years old
	24 to 29 years old
	-0.10
	0.07
	0.76
	-0.30
	0.10
	No Difference

	
	30 to 35 years old
	0.02
	0.08
	1.00
	-0.23
	0.27
	No Difference

	
	36 to 41 years old
	0.13
	0.11
	0.90
	-0.19
	0.44
	No Difference

	
	42 to 47 years old
	0.31
	0.13
	0.23
	-0.09
	0.70
	No Difference

	
	48 to 53 years old
	0.41
	0.14
	0.06
	-0.01
	0.83
	No Difference

	
	54 to 60 years old
	-0.12
	0.22
	1.00
	-0.77
	0.52
	No Difference

	24 to 29 years old
	30 to 35 years old
	0.12
	0.09
	0.85
	-0.15
	0.39
	No Difference

	
	36 to 41 years old
	0.22
	0.11
	0.42
	-0.11
	0.56
	No Difference

	
	42 to 47 years old
	0.41
	0.14
	0.05
	0.00
	0.81
	Has Sig. Difference

	
	48 to 53 years old
	0.51
	0.14
	0.01
	0.08
	0.93
	Has Sig. Difference

	
	54 to 60 years old
	-0.02
	0.22
	1.00
	-0.68
	0.63
	No Difference

	30 to 35 years old
	36 to 41 years old
	0.10
	0.12
	0.98
	-0.26
	0.47
	No Difference

	
	42 to 47 years old
	0.29
	0.15
	0.44
	-0.15
	0.72
	No Difference

	
	48 to 53 years old
	0.39
	0.15
	0.16
	-0.07
	0.84
	No Difference

	
	54 to 60 years old
	-0.14
	0.23
	1.00
	-0.81
	0.53
	No Difference

	36 to 41 years old
	42 to 47 years old
	0.18
	0.16
	0.91
	-0.29
	0.66
	No Difference

	
	48 to 53 years old
	0.28
	0.17
	0.63
	-0.21
	0.78
	No Difference

	
	54 to 60 years old
	-0.25
	0.24
	0.94
	-0.95
	0.45
	No Difference

	42 to 47 years old
	48 to 53 years old
	0.10
	0.19
	1.00
	-0.45
	0.65
	No Difference

	
	54 to 60 years old
	-0.43
	0.25
	0.59
	-1.17
	0.30
	No Difference

	48 to 53 years old
	54 to 60 years old
	-0.53
	0.25
	0.36
	-1.28
	0.22
	No Difference



The independent samples t-test in Table 8 shows no statistically significant difference in the perceived influence of social media advertisements between male and female respondents in Cateel (t = -1.22, p = 0.22), indicating that gender does not play a decisive role in shaping engagement with tourism-related digital marketing. This finding aligns with Sharma and Ashfaq (2023), who noted that digital advertising effectiveness is more closely linked to psychological engagement than demographic traits, and with Feitosa and Mosconi (2022), who emphasized that social media algorithms prioritize behavioral patterns over gender distinctions. Consistent with the Elaboration Likelihood Model (Petty & Cacioppo, 2012), the results suggest that advertising impact depends more on content appeal, relevance, and emotional resonance than on biological differences, supporting Cheung et al. (2021) in highlighting the importance of emotionally engaging, visually appealing, and experiential content. Practically, these findings recommend a unified, experience-driven approach to social media marketing in Cateel’s tourism industry, focusing on interactive storytelling.

Table 8.	Independent samples t-test for social media advertisement differences in terms of gender

	Independent Samples Test

	
	t-test for Equality of Means

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	Lower
	Upper

	Social Media Advertisement
	-1.22
	375.00
	0.22
	-0.07
	0.06
	-0.18
	0.04



The ANOVA results in Table 9 reveal a statistically significant difference in perceptions of social media advertisements across respondents with varying educational backgrounds (F = 3.041, p = 0.029), indicating that educational attainment influences how individuals interpret and evaluate digital promotional content. Respondents from elementary, high school, college, and PhD levels demonstrate distinct ways of engaging with and critiquing online advertisements, supporting Wang et al. (2023), who found that higher education correlates with more discerning content assessment. This aligns with the Elaboration Likelihood Model (Petty & Cacioppo, 2012) and Sharma and Ashfaq (2023), suggesting that greater cognitive capacity enhances evaluative skills in processing promotional materials. The findings imply that tourism marketers in Cateel should create content that balances engaging visuals with credible, detailed information to cater effectively to diverse educational segments. Overall, the results affirm that educational attainment is a critical factor shaping perceptions and effectiveness of social media advertising in the tourism industry.

Table 9.	ANOVA test results for social media advertisement differences in terms of educational attainment


	ANOVA

	Social Media Advertisement

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	2.545
	3
	.848
	3.041
	.029

	Within Groups
	104.058
	373
	.279
	
	

	Total
	106.603
	376
	
	
	



The post hoc analysis in Table 10 shows that perceptions of social media advertisements vary according to educational attainment, with an overall tendency toward a “High” level. The most notable disparity was between respondents with elementary-level education and those with college-level education, reflected in a mean difference of –0.51, a standard error of 0.20, and a p-value of 0.06. Other comparisons (e.g., high school versus college, college versus PhD) did not yield statistically significant differences, suggesting that the largest evaluative gap lies between the lowest and highest ends of the educational spectrum. This implies that while most respondents share similar perceptions of digital promotional content, those with college-level education tend to evaluate such material more critically. These findings align with Wang et al. (2023), Petty and Cacioppo (2012), and Sharma and Ashfaq (2023), who emphasized that higher educational attainment and digital literacy enhance the ability to assess online content accurately, thereby influencing advertisement effectiveness.

Table 10.	Post hoc analysis for social media advertisement differences in terms of educational attainment

	(I) Education Attainment
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval
	Interpretation

	
	
	
	
	Lower Bound
	Upper Bound
	

	Elementary Level
	High School Level
	-0.42
	0.21
	0.18
	-0.95
	0.11
	No Difference

	
	College Level
	-0.51
	0.20
	0.06
	-1.04
	0.01
	No Difference

	
	PhD Level
	-0.24
	0.33
	0.89
	-1.09
	0.62
	No Difference

	High School Level
	College Level
	-0.10
	0.06
	0.39
	-0.25
	0.06
	No Difference

	
	PhD Level
	0.18
	0.27
	0.91
	-0.52
	0.87
	No Difference

	College Level
	PhD Level
	0.27
	0.27
	0.73
	-0.41
	0.96
	No Difference



The ANOVA results in Table 11 indicate no statistically significant difference in perceptions of social media advertisements across various monthly income groups (F = 1.917, p = 0.107), suggesting that income does not influence how local tourists in Cateel evaluate the effectiveness and informativeness of digital promotional content. Regardless of financial status, respondents share similar views on social media advertising, supporting Sharma and Ashfaq (2023), who emphasized that content relevance and emotional engagement drive consumer behavior more than income differences. This finding also aligns with Feitosa and Mosconi (2022), who argue that digital marketing impact is shaped more by user interaction patterns than socioeconomic background, and with Katz et al. (1973), who highlight the role of personal gratification in guiding media choices. Practically, this implies that tourism marketers in Cateel can adopt uniform digital strategies without segmenting by income, fostering a more inclusive approach in designing tourism advertisements.

Table 11.	ANOVA test results for social media advertisement differences in terms of monthly income

	ANOVA

	Social Media Advertisement

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	2.153
	4
	.538
	1.917
	.107

	Within Groups
	104.450
	372
	.281
	
	

	Total
	106.603
	376
	
	
	



The ANOVA results (F = 3.742, p = 0.001) indicate statistically significant differences in local tourist preferences across age groups, confirming that age is an important demographic factor in shaping responses to digital tourism advertisements. This supports Petty and Cacioppo (2012), who explained that variations in cognitive processing associated with age lead to different evaluations of promotional content. Similarly, Sharma and Ashfaq (2023) emphasized that older tourists often demonstrate higher cognitive engagement, resulting in more critical assessments of digital material compared to younger groups. These findings imply that Cateel’s tourism marketers should adopt age-segmented strategies, tailoring message style and content complexity to align with the distinct processing routes highlighted in the Elaboration Likelihood Model.

Table 12.	ANOVA test results for local tourist preference differences across age groups

	ANOVA

	Local Tourist Preference

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	5.044
	6
	.841
	3.742
	.001

	Within Groups
	83.125
	370
	.225
	
	

	Total
	88.169
	376
	
	
	



The post hoc analysis in Table 13 revealed significant differences in local tourist preferences across age groups, with younger cohorts (18–23 and 24–29 years) showing lower preference scores compared to older groups (42–47 and 48–53 years). This suggests that as age increases, tourists place greater emphasis on the information conveyed through social media, resulting in higher preference ratings. The findings support Petty and Cacioppo’s (2012) Elaboration Likelihood Model, Ajzen’s (1991) Theory of Planned Behavior, and Katz et al. (1973), all of which highlight that cognitive processing, evolving attitudes, and media gratifications vary with age. Consistent with Sharma and Ashfaq (2023), the results imply that Cateel’s tourism marketers should adopt age-sensitive digital strategies tailored to the distinct cognitive and emotional needs of different age groups.

Table 13.	Post hoc analysis for local tourist preference differences across age groups

	(I) Age
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval
	Interpretation

	
	
	
	
	Lower Bound
	Upper Bound
	

	18 to 23 years old
	24 to 29 years old
	-0.11
	0.06
	0.49
	-0.29
	0.07
	No Difference

	
	30 to 35 years old
	0.00
	0.08
	1.00
	-0.23
	0.22
	No Difference

	
	36 to 41 years old
	0.13
	0.10
	0.84
	-0.16
	0.42
	No Difference

	
	42 to 47 years old
	0.26
	0.12
	0.33
	-0.10
	0.62
	No Difference

	
	48 to 53 years old
	0.38
	0.13
	0.05
	0.00
	0.76
	Has Difference

	
	54 to 60 years old
	-0.02
	0.20
	1.00
	-0.60
	0.57
	No Difference

	24 to 29 years old
	30 to 35 years old
	0.11
	0.08
	0.83
	-0.13
	0.36
	No Difference

	
	36 to 41 years old
	0.24
	0.10
	0.21
	-0.06
	0.54
	No Difference

	
	42 to 47 years old
	0.37
	0.12
	0.05
	0.00
	0.74
	Has Difference

	
	48 to 53 years old
	0.49
	0.13
	0.00
	0.11
	0.88
	Has Difference

	
	54 to 60 years old
	0.10
	0.20
	1.00
	-0.49
	0.69
	No Difference

	30 to 35 years old
	36 to 41 years old
	0.13
	0.11
	0.91
	-0.20
	0.46
	No Difference

	
	42 to 47 years old
	0.26
	0.13
	0.44
	-0.13
	0.66
	No Difference

	
	48 to 53 years old
	0.38
	0.14
	0.09
	-0.03
	0.80
	No Difference

	
	54 to 60 years old
	-0.01
	0.20
	1.00
	-0.62
	0.59
	No Difference

	36 to 41 years old
	42 to 47 years old
	0.13
	0.15
	0.97
	-0.30
	0.56
	No Difference

	
	48 to 53 years old
	0.25
	0.15
	0.64
	-0.20
	0.70
	No Difference

	
	54 to 60 years old
	-0.14
	0.21
	0.99
	-0.78
	0.49
	No Difference

	42 to 47 years old
	48 to 53 years old
	0.12
	0.17
	0.99
	-0.38
	0.62
	No Difference

	
	54 to 60 years old
	-0.27
	0.23
	0.89
	-0.94
	0.39
	No Difference

	48 to 53 years old
	54 to 60 years old
	-0.40
	0.23
	0.59
	-1.08
	0.28
	No Difference



The independent samples t-test (t = –0.10, p = 0.92) revealed no statistically significant difference in tourism satisfaction between male and female respondents, indicating that both genders exhibit virtually identical levels of preference. This supports Ajzen’s (1991) Theory of Planned Behavior, which emphasizes that individual attitudes and perceived behavioral control influence outcomes more strongly than demographic traits such as gender. The result also aligns with Petty and Cacioppo’s (2012) Elaboration Likelihood Model and Katz et al. (1973), showing that message quality, relevance, and media gratifications drive persuasiveness rather than gender distinctions. Consistent with Sharma and Ashfaq (2023), these findings imply that Cateel’s tourism stakeholders can adopt gender-neutral digital marketing strategies, as effective content engages audiences uniformly across male and female groups.

Table 14.	Independent samples t-test for local tourist preference differences in terms of gender

	Independent Samples Test

	
	t-test for Equality of Means

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	Lower
	Upper

	Tourism Satisfaction
	-0.10
	375.00
	0.92
	-0.01
	0.06
	-0.12
	0.11



The ANOVA results (F = 2.529, p = 0.057) indicate that differences in local tourist preference across educational attainment groups are not statistically significant, suggesting that education plays only a marginal role in shaping preferences in Cateel. This supports Ajzen’s (1991) Theory of Planned Behavior, which emphasizes that attitudes and subjective norms influence behavior more strongly than demographic traits such as education. The findings also align with Petty and Cacioppo’s (2012) Elaboration Likelihood Model and Katz et al. (1973), showing that message quality, relevance, and media gratifications matter more than educational background. Consistent with Sharma and Ashfaq (2023) and Dizon et al. (2024), the results imply that tourism marketers should focus on producing universally appealing, authentic, and high‑quality digital content rather than segmenting strategies solely by education level.

Table 15.	ANOVA test results for local tourist preference differences in terms of educational attainment

	ANOVA

	Local Tourist Preference

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.758
	3
	.586
	2.529
	.057

	Within Groups
	86.411
	373
	.232
	
	

	Total
	88.169
	376
	
	
	



The ANOVA results (F = 0.961, p = 0.429) indicate no statistically significant differences in local tourist preferences across monthly income groups, suggesting that socioeconomic status has little effect on tourism decision-making in Cateel. This supports Ajzen’s (1991) Theory of Planned Behavior, which highlights that behavioral intentions are shaped more by attitudes and subjective norms than by income. The findings also align with Petty and Cacioppo’s (2012) Elaboration Likelihood Model, Katz et al. (1973), and Sharma and Ashfaq (2023), emphasizing that message quality, intrinsic gratifications, and authentic content drive engagement regardless of income level. Consistent with Dizon et al. (2024), these results imply that tourism marketers should prioritize universally appealing, high-quality digital content rather than segmenting strategies based solely on income.

Table 16.	ANOVA test results for local tourist preference differences in terms of monthly income

	ANOVA

	Local Tourist Preference

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	.902
	4
	.226
	.961
	.429

	Within Groups
	87.267
	372
	.235
	
	

	Total
	88.169
	376
	
	
	



3.5 Influence of Social Media Advertisement on Tourist Preference

The regression analysis in Table 17 revealed a strong positive relationship between social media advertisements and local tourist preferences, with an R-squared value of 0.609 indicating that about 61% of the variance in tourist preference is explained by digital advertising. The adjusted R-squared of 0.608 and a low standard error confirm the robustness and accuracy of the model, showing that improvements in advertisement effectiveness directly enhance tourist preference. These findings support Ajzen’s (1991) Theory of Planned Behavior, Petty and Cacioppo’s (2012) Elaboration Likelihood Model, and Katz et al. (1973), all of which emphasize that attitudes, message quality, and media gratifications strongly influence behavior. Consistent with Sharma and Ashfaq (2023), the results highlight that authentic and engaging social media content is crucial in shaping positive tourist responses. Overall, the evidence underscores that digital advertising is a key determinant of tourist behavior in Cateel, urging marketers to prioritize high-quality, universally appealing content to maximize impact.

Table 17.	Regression Model Summary for the Relationship between Social Media Advertisement and Tourist Preference

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.781a
	.609
	.608
	.303067

	a. Predictors: (Constant), Social Media Advertisement



The regression analysis in Table 18 revealed a statistically significant relationship between social media advertisements and local tourist preferences, with a constant of 1.174 (p = 0.000) and a coefficient of 0.710, indicating that every unit increase in advertisement effectiveness raises tourist preference by 0.710 units. The standardized Beta of 0.781 confirms the strong predictive power of digital advertising, underscoring its central role in shaping tourist behavior. These results support Ajzen’s (1991) Theory of Planned Behavior, showing that attitudes and perceived control are stronger predictors of behavior than demographic traits, and validate Petty and Cacioppo’s (2012) Elaboration Likelihood Model, which emphasizes the persuasiveness of centrally processed, high‑quality messages. The findings also align with Katz et al. (1973), highlighting that tourists actively seek content that fulfills informational and emotional needs, and with Sharma and Ashfaq (2023), who stressed the importance of authentic and engaging digital content. Collectively, the evidence demonstrates that social media advertising is a powerful driver of tourist preference in Cateel, implying that marketers should prioritize persuasive, high‑quality, and emotionally resonant content to maximize impact.

Table 18.	Regression Coefficients and Significance Levels for the Influence of Social Media Advertisement on Tourist Preference

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.174
	.122
	
	9.582
	.000

	
	Social Media Advertisement
	.710
	.029
	.781
	24.185
	.000

	a. Dependent Variable: Local Tourist Preference



4. CONCLUSIONS AND RECOMMENDATIONS

4.1 Conclusions

The findings of this study shed light on the significant impact that social media advertisements had on the preferences of local tourists in Cateel, effectively addressing the research questions. The results not only profiled the local tourist demographic but also illustrated how different aspects of digital advertising influenced travel behavior and overall satisfaction. The key conclusions are summarized as follows:
1. The majority of respondents were younger, primarily aged 18 to 29 years. Women constituted 57% of the sample, with most belonging to the lowest income bracket, and 69% had achieved a college-level education.
2. Social media advertisements proved to be highly effective in Cateel. The independent variable was evaluated using 16 items across three indicators: 6 items for informativeness, 5 for utilization, and 5 for the destination image, all yielding high mean ratings of approximately 4.12, 4.10, and 4.20, respectively.
3. Local tourists exhibited high preference levels as indicated by 20 measurement items evenly distributed across four indicators: 5 items each for impact/reach to viewers, influence on purchase decisions, behavioral intentions, and tourism satisfaction, with overall mean scores around 4.11. Tourism satisfaction was rated as very high, with a mean of 4.30.
4. Statistical analyses demonstrated that age significantly affected how individuals perceived and were influenced by social media advertisements, with younger groups being more receptive. However, gender and monthly income did not show significant differences, and educational attainment played only a marginal role in shaping these perceptions.
5. The regression analysis indicated a strong, statistically significant influence of social media advertisements on the preferences of local tourists, with an R² of approximately 0.61 and a standardized Beta of 0.781. This underscored the necessity for tourism stakeholders in Cateel to invest in tailored digital marketing strategies that utilized high-quality, engaging content to enhance tourist decision-making and overall satisfaction.
4.2 Recommendations

To assist tourism stakeholders in Cateel in optimizing their digital marketing strategies, the following refined recommendations are proposed:
1. Create visually engaging and informative social media content that showcases local attractions, cultural heritage, and authentic testimonials, fostering trust and credibility among tourists.
2. Recognize that younger tourists (18–29 years) engage more with digital content and consider tailoring campaigns with dynamic, trend-driven visuals for this demographic. Exploring alternative strategies, such as storytelling or community partnerships, can also enhance engagement with older audiences.
3. Incorporate interactive elements like live Q&A sessions, virtual tours, and user-generated content to encourage active participation and build a sense of community, thereby increasing tourist interest and preference.
4. Regularly assess campaign performance using key descriptive statistics (mean, standard deviation, and averages) to refine messaging and ensure relevance. Real-time tourist feedback can play a crucial role in optimizing engagement.
5. Given that gender and income appear to have minimal influence on tourist preferences, and educational differences are marginal, designing social media campaigns that appeal to a broad demographic spectrum can help ensure content resonates universally.
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