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ARTICLE INFO ABSTRACT 

A comprehens2ve rev2ew of the l2terature reveals that stud2es exam2n2ng the 
relat2onsh2ps among brand awareness, perce2ved value, and purchase 2ntent2on 2n the 
context of soc2al med2a users are l2m2ted 2n number. Accord2ngly, th2s study a2ms to 
2nvest2gate the med2at2ng role of perce2ved value 2n the effect of brand awareness on 
tour2sm product purchase 2ntent2on among soc2al med2a users. Add2t2onally, the 
moderat2ng role of age 2s also evaluated w2th2n the research model. The data for the 
study were collected v2a Instagram, one of the lead2ng soc2al med2a platforms, and a 
total of 397 val2d responses were obta2ned. The proposed model was tested us2ng SPSS 
22 and AMOS 22, along w2th the Hayes PROCESS Macro vers2on 4.2. The f2nd2ngs 
reveal that brand awareness pos2t2vely and s2gn2f2cantly affects the purchase 2ntent2on 
of tour2sm products among soc2al med2a users. Furthermore, perce2ved value plays a 
part2al med2at2ng role 2n the relat2onsh2p between brand awareness and purchase 
2ntent2on, and the age var2able exh2b2ts a moderat2ng effect. The f2nd2ngs are d2scussed, 
and both theoret2cal and pract2cal 2mpl2cat2ons of the study are presented. 
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MAKALE BİLGİSİ ÖZ 

Yapılan kapsamlı l2teratür taraması sonucunda, sosyal medya kullanıcıları bağlamında 
marka farkındalığı, algılanan değer ve satın alma n2yet2 arasındak2 2l2şk2ler2 2nceleyen 
çalışmaların sınırlı sayıda olduğu bel2rlenm2şt2r. Bu doğrultuda, bu araştırma, sosyal 
medya kullanıcılarının marka farkındalıklarının tur2zm ürünü satın alma n2yetler2 
üzer2ndek2 etk2s2nde algılanan değer2n aracı rolünü 2ncelemey2 amaçlamaktadır. Ayrıca, 
araştırma model2nde yaş değ2şken2n2n moderatör rolü de değerlend2r2lm2şt2r. 
Araştırmanın ver2ler2, sosyal medya platformlarından b2r2 olan Instagram üzer2nden 
toplanmış ve toplamda 397 geçerl2 ankete ulaşılmıştır. Öner2len model, SPSS 22 ve 
AMOS 22 programları 2le b2rl2kte Hayes PROCESS Macro 4.2 eklent2s2 kullanılarak 
test ed2lm2şt2r. Elde ed2len bulgular, sosyal medya kullanıcılarında marka 
farkındalığının tur2zm ürünü satın alma n2yet2n2 olumlu ve anlamlı şek2lde etk2led2ğ2n2 
ortaya koymaktadır. Ayrıca, algılanan değer2n marka farkındalığı 2le satın alma n2yet2 
arasındak2 2l2şk2de kısm2 aracı rol oynadığı ve yaş değ2şken2n2n moderatör etk2s2n2n 
bulunduğu tesp2t ed2lm2şt2r. Elde ed2len bulgular tartışılmış; çalışmaya 2l2şk2n teor2k ve 
prat2k katkılar ortaya konulmuştur. 
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INTRODUCTION  

TechnologRcal advancements and dRgRtalRzatRon Rn the 21st century have led to profound changes Rn consumer 
behavRor. In parallel wRth thRs transformatRon, supply-sRde actors have been reshapRng theRr marketRng strategRes 
Rn lRne wRth the new tools requRred by dRgRtalRzatRon. One such tool Rs socRal medRa marketRng. LRke Rn many 
other sectors, socRal medRa marketRng Rs wRdely utRlRzed Rn the tourRsm Rndustry as a core component of 
marketRng actRvRtRes. Today, socRal medRa marketRng has become one of the prRmary tools sRgnRfRcantly 
RnfluencRng tourRsts’ RntentRons to purchase tourRsm products (XRang & Gretzel, 2010). In partRcular, the abRlRty 
of socRal medRa to reRnforce brand assocRatRons and recognRtRon Rn the mRnds of tourRsts has made brand 
awareness one of the key determRnants affectRng purchase RntentRon (Keller, 1993). 

PrevRous research has demonstrated that brand awareness has a sRgnRfRcant, posRtRve, and dRrect effect on 
purchase RntentRon (Keller, 1993; Wu & Ho, 2014; Akkucuk & EsmaeRlR, 2016; Chen, 2024). In addRtRon to thRs 
lRnear relatRonshRp, there are also studRes that examRne medRatRng and moderatRng effects. Research conducted 
Rn the context of companRes usRng dRgRtal communRcatRon technologRes has revealed that consumer attRtude 
medRates the relatRonshRp between brand awareness and purchase RntentRon, whRle celebrRty endorsement has a 
moderatRng effect on thRs relatRonshRp (Hameed et al., 2023). SRmRlarly, brand loyalty has been found to strongly 
and posRtRvely medRate the relatRonshRp between brand awareness and purchase RntentRon (MalRk et al., 2013). 
PerceRved qualRty and brand loyalty (ChR et al., 2019), as well as the dRmensRons of brand equRty (AzzarR & 
PelRssarR, 2020), have also emerged as other medRatRng varRables Rn thRs relatRonshRp. However, Rn the tourRsm 
lRterature specRfRcally, studRes examRnRng the medRatRng role of perceRved value and the moderatRng effect of 
age on thRs medRatRon remaRn lRmRted. The aRm of thRs study Rs to RnvestRgate the medRatRng role of perceRved 
value Rn the effect of brand awareness on tourRsm product purchase RntentRon Rn the context of socRal medRa, 
and to reveal the moderatRng effect of age on thRs medRatRng relatRonshRp. 

ThRs study's model Rs grounded Rn the frameworks of PerceRved Value Theory, the Value-AttRtude-BehavRor 
(VAB) Theory, and the SocRoemotRonal SelectRvRty Theory. PerceRved Value Theory (ZeRthaml, 1988) posRts 
that consumers' evaluatRons of a product or servRce are based on a comparRson between the perceRved benefRts 
and the costs Rncurred. In thRs process, perceRved value serves as a brRdge between consumers and behavRoral 
outcomes such as purchase RntentRon, transformRng cognRtRve and emotRonal assessments Rnto actual behavRor 
(Peng et al., 2019). WRthRn the model based on PerceRved Value Theory, the development of brand awareness 
among tourRsm consumers dRrectly Rnfluences theRr perceRved value of that brand. Another theory that explaRns 
consumer behavRor Rs the Value-AttRtude-BehavRor Theory. AccordRng to thRs theory (Homer & Kahle, 1988), 
the Rnfluence of values on behavRor occurs RndRrectly through attRtudes toward that behavRor. In thRs context, 
brand awareness developed by tourRsm consumers shapes theRr perceRved value of the brand, whRch Rn turn 
guRdes behavRoral tendencRes such as purchase RntentRon. As socRal medRa Rs frequently used by younger tourRsm 
consumers, they are more exposed to brands and tend to develop brand awareness more rapRdly (Bolton et al., 
2013; Ismahel et al., 2025). At thRs poRnt, the SocRoemotRonal SelectRvRty Theory suggests that RndRvRduals’ 
perceptRons of theRr remaRnRng lRfetRme Rnfluence theRr motRvatRons, prRorRtRes, and RnformatRon-processRng 
tendencRes (HRcks et al., 2012). Exposure to socRal medRa enhances perceRved brand value and strengthens 
purchase RntentRons. Conversely, socRal medRa tends to be a less effectRve envRronment for relatRvely older 
tourRsm consumers. Consequently, for these consumers, the Rmpact of brand awareness developed through 
socRal medRa on perceRved value and purchase RntentRon may be more lRmRted. AccordRng to the theory, age 
sRgnRfRcantly moderates the medRatRng effect of perceRved value Rn the relatRonshRp between brand awareness 
formed through socRal medRa and purchase RntentRon. 

ThRs study offers three sRgnRfRcant contrRbutRons to the exRstRng lRterature. FRrst, Rt Rs the fRrst to examRne the 
relatRonshRps between brand awareness on socRal medRa, purchase RntentRon, and perceRved value wRthRn the 
context of the tourRsm Rndustry. Second, by RnvestRgatRng the moderatRng role of age Rn the relatRonshRp between 
perceRved value and purchase RntentRon, the study aRms to provRde more detaRled and meanRngful RnsRghts 
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regardRng condRtRonal RndRrect effects. ThRrd, analyzRng consumer perceptRons related to brand awareness, 
perceRved value, and purchase RntentRon wRll offer valuable RnsRghts for both researchers and practRtRoners 
Rnterested Rn the topRc. In doRng so, the study seeks to make meanRngful contrRbutRons to both the tourRsm and 
marketRng lRterature. 

1. CONCEPTUAL FRAMEWORK AND HYPOTHESES DEVELOPMENT 

1.1. Brand Awareness on SocQal MedQa 

SocRal medRa has become a crucRal communRcatRon tool for busRnesses aRmRng to reach theRr target audRences 
(Kelly et al., 2010). SocRal medRa platforms play sRgnRfRcant roles Rn processes such as product promotRon, 
RnteractRon wRth tourRsts, RnformatRon gatherRng, and purchase decRsRon-makRng (Zeng & GerrRtsen, 2014). 
These platforms enable brands to connect wRth current and potentRal consumers, thereby enhancRng brand 
awareness and contrRbutRng to the development of a posRtRve brand Rmage (Seo & Park, 2018; Koçoğlu, 2018a). 
Hutter et al. (2013) found that sales and advertRsRng promotRons carrRed out through socRal medRa actRvRtRes are 
effectRve Rn creatRng brand awareness. 

Brand awareness refers to the RmpressRon a brand leaves Rn the mRnd of the consumer. Aaker (1996) defRnes 
brand awareness as the abRlRty of consumers to recognRze and recall a brand wRthRn a specRfRc product category. 
RecognRtRon refers to the consumer’s abRlRty to RdentRfy the brand when gRven a cue, whereas recall represents 
the abRlRty to retrReve the brand name from memory wRthout any prompt. Today, consumers frequently acquRre 
RnformatRon about products and servRces through socRal medRa platforms. Therefore, Rt Rs of great Rmportance 
for brands to establRsh a presence Rn consumer memory, even Rf they are not physRcally vRsRble (Edelman, 2010). 
Moreover, brand awareness Rs Rmportant because when consumers face an uncertaRn sRtuatRon, theRr choRces are 
typRcally lRmRted to the most famRlRar or easRly recognRzable optRons (Jacobs & de Klerk, 2007). 

BusRnesses use brand awareness to ensure that theRr brand remaRns top-of-mRnd when guests make purchasRng 
decRsRons. CompanRes buRld brand awareness partRcularly to gaRn a competRtRve advantage and generate 
revenue. Through brand awareness, guests fRrst recognRze the brand and then develop famRlRarRty wRth Rt. ThRs 
process fosters a sense of trust and loyalty toward the busRness and Rncreases the guests’ purchase RntentRons 
(ChR, Yeh, & Yang, 2019). Brand awareness plays a sRgnRfRcant role Rn shapRng marketRng strategRes. 
Consequently, brand awareness helps busRnesses stay competRtRve through socRal medRa platforms, connect 
wRth theRr target audRences, and sustaRn theRr market presence (Chen, 2024). StudRes have shown that brand 
awareness has posRtRve effects on consumer behavRor and contrRbutes to Rmproved brand performance (LRu et 
al., 2017). Moreover, brand awareness Rncreases the lRkelRhood that consumers wRll consRder the brand durRng 
theRr evaluatRon process (GracRola et al., 2020; LRu et al., 2017), and Rt dRrectly Rnfluences the customer 
experRence (Boo, Busser & Baloglu, 2009). When brand awareness Rs hRgh, the lRkelRhood of the product beRng 
preferred by consumers also Rncreases (ChR et al., 2009; Koçoğlu ve Aksoy, 2017). 

1.2. PerceQved Value Qn TourQsm 

PerceRved value Rs a concept that goes beyond the objectRve characterRstRcs of a product or servRce and Rs based 
on the consumer’s subjectRve evaluatRon, shaped dRrectly through RndRvRdual perceptRons (Tynan, McKechnRe, 
& Chhuon, 2010). ZeRthaml (1988) defRnes perceRved value as “the consumer’s overall assessment of the utRlRty 
of a product based on perceptRons of what Rs receRved and what Rs gRven.” The success of busRnesses largely 
depends on the value created Rn the eyes of consumers (Kotler, 1972; Ateş & Koçoğlu, 2025). In recent tRmes, 
characterRzed by Rntense competRtRon, busRnesses are drRven to offer greater value than theRr competRtors. ThRs 
hRghlRghts the Rmportance of guest satRsfactRon and retentRon. Guests now tend to prefer busRnesses that provRde 
them wRth hRgher perceRved value (Yükselen, 2008). 
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In the tourRsm lRterature, perceRved value refers to the evaluatRon of a tourRsm product by takRng Rnto account 
varRous factors such as servRce qualRty, prRcRng, emotRonal attachment, and socRal elements (LRu et al., 2014; 
Yaşarsoy & Oktay, 2020). The prRmary goal for tourRsm busRnesses Rs to create a posRtRve perceptRon of value 
Rn the mRnds of customers, thereby gaRnRng a competRtRve advantage Rn the market (Ryu et al., 2019). TourRsts 
contrRbute to perceRved value from a utRlRtarRan perspectRve by sharRng RnformatRon about tour packages and 
actRvRtRes eRther prRor to or durRng theRr experRences (KRm & Thapa, 2018). PerceRved value and servRce qualRty 
are crucRal for the success of hotel busRnesses. As guests become more Rnformed, hotel enterprRses recognRze 
the Rmportance of the concept of value and proceed accordRngly (Çalhan, Çakıcı, & Karamustafa, 2012). 
Guests’ perceptRons of value Rncrease theRr tendency to revRsRt the tourRsm destRnatRon or hotel, thereby fosterRng 
a sense of loyalty. Loyal hotel guests contrRbute to hRgher profRtabRlRty and competRtRveness for the busRness by 
vRsRtRng more frequently and recommendRng the hotel to others (LR, 2011). 

1.3. Purchase IntentQon Qn TourQsm 

IntentRon Rs consRdered a standard step that leads to actual purchasRng behavRor (De MagRstrRs & GracRa, 2008). 
Purchase RntentRon refers to the combRnatRon of consumers’ Rnterest Rn a product or brand and theRr lRkelRhood 
of purchasRng Rt (Lloyd & Luk, 2010). Purchase RntentRon Rs a valuable tool for predRctRng buyRng preferences. 
Several factors Rnfluence the formatRon of purchase RntentRon, RncludRng RndRvRdual needs, brand reputatRon, 
prevRous experRences, perceRved product value, and socRal Rnfluence. These factors RndRcate the level of desRre 
and motRvatRon toward the purchase decRsRon. UnderstandRng guests' purchase RntentRons enables busRnesses to 
desRgn strategRes that alRgn wRth guest preferences (Chen, 2024). In the tourRsm sector, purchase RntentRon Rs 
defRned as tourRsts’ mental readRness and behavRoral tendency toward travelRng (Han, Hsu, & Sheu, 2010; 
Koçoğlu, 2018b). Martín-Consuegra et al. (2019) stated that consumers’ posRtRve RnteractRons wRth a brand on 
socRal medRa generate satRsfactRon, whRch Rn turn enhances theRr desRre to purchase the brand. TourRsts’ 
motRvatRons, perceptRons, and emotRons are among the key factors RnfluencRng purchase RntentRon (Baker & 
Crompton, 2000). In addRtRon, onlRne revRews, ratRngs, user feedback, and the prRce–performance ratRo related 
to hotels on socRal medRa sRgnRfRcantly Rnfluence tourRsts’ purchase RntentRons (Ye et al., 2011). 

1.4. The Effect of Brand Awareness on PerceQved Value 

Brand awareness on socRal medRa Rs not lRmRted to the recall and recognRtRon of the brand Rtself; Rt also Rnvolves 
the formatRon of specRfRc assocRatRons Rn the consumer's memory through elements such as brand name, logo, 
symbol, qualRty, and reputatRon (Hoeffler & Keller, 2003). PerceRved value, on the other hand, Rs shaped by 
marketRng and promotRonal actRvRtRes and stems from varRous factors such as product utRlRty, reputatRon, qualRty, 
accessRbRlRty, and addRtRonal features (Hanaysha & Alhyasat, 2025). 

Research has shown that advertRsements (Alshevskaya, 2016), promotRons, the human factor, and physRcal 
evRdence (EsmaRlR et al., 2017) are sRgnRfRcant determRnants of perceRved value. In thRs context, advertRsRng and 
sRmRlar actRvRtRes conducted by brands to buRld awareness can enhance perceRved value by embeddRng the brand 
Rn consumers’ mRnds, thereby facRlRtatRng recognRtRon and recall. SRmRlarly, when busRnesses’ marketRng 
strategRes alRgn wRth the posRtRve values perceRved by consumers, thRs alRgnment not only strengthens 
consumers’ favorable perceptRons of products and servRces but also Rmproves fRrms’ sales performance (Chen 
& Chang, 2012). 

The value–attRtude–behavRor theory posRts that values Rnfluence attRtudes, whRch Rn turn shape behavRor (Homer 
& Kahle, 1988). PerceRved value theory, on the other hand, refers to a subjectRve and cognRtRve evaluatRon of a 
product or servRce (ZeRthaml, 1988). At thRs poRnt, consumers may assRgn value to features such as brand 
advertRsRng and promotRons, make a mental evaluatRon, transform thRs evaluatRon Rnto an attRtude, and 
eventually Rnto behavRor. 
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In a study conducted by Tynan, McKechnRe, and Chhuon (2010), Rt Rs stated that varRous RnteractRons between 
luxury brand owners and consumers contrRbute to the dRfferentRatRon of luxury brands and the co-creatRon of 
superRor value. TakRng Rnto account the values desRred by customers—by goRng beyond theRr basRc needs and 
accurately perceRvRng theRr socRal, personal, and functRonal values and respondRng accordRngly—yRelds posRtRve 
outcomes for busRnesses (Chattalas & Shukla, 2015). In a study conducted wRth guests of a fRve-star hotel Rn 
Jakarta, brand awareness was found to have a sRgnRfRcant and posRtRve effect on perceRved value (HanRfah, 
WahyudR, & NurbaetR, 2016). In thRs context, hotel busRnesses can reveal the subjectRve value of a product or 
servRce by creatRng brand awareness. Based on thRs RnformatRon, the followRng hypothesRs Rs proposed: 

H1: TourRsts’ perceptRons of brand awareness have a sRgnRfRcant and posRtRve effect on perceRved value. 

1.5. The Effect of Brand Awareness on TourQsm Product Purchase IntentQon 

For a brand to become part of consumers’ purchase RntentRons, consumers must fRrst be aware of the brand. 
When a consumer decRdes to purchase a product or servRce, the fRrst elements that come to mRnd are the brand 
name and brand Rmage (Saraç et al., 2019; RungsrRsawat & SRrRnapatpokRn, 2019). AccordRng to Keller and 
Brexendorf (2019), brand awareness plays a crRtRcal role Rn shapRng consumer purchasRng behavRor. ThRs Rs 
sRgnRfRcant because awareness constRtutes the fRrst stage Rn the customer decRsRon-makRng process (Kotler & 
Keller, 2016). 

When consumers recognRze a brand, they tend to be more RnclRned to use products assocRated wRth that brand 
(Browne & Kaldenberg, 1997). On the other hand, Rt has been observed that consumers often state they are 
unlRkely to purchase products from a brand they do not recognRze (Peter & Olson, 2010). If a consumer Rs 
aware of a brand, thRs awareness enables them to better understand the marketRng communRcatRons carrRed out 
by the company, respond to them, and generate approprRate reactRons. At the same tRme, such awareness 
Rncreases the lRkelRhood that the consumer wRll consRder the brand durRng the purchasRng process (Aaker, 1991). 
Therefore, creatRng brand awareness and leveragRng thRs awareness to guRde consumers toward purchasRng 
behavRor holds strategRc Rmportance for both busRnesses and marketers. 

The value-attRtude-behavRor theory posRts that the Rnfluence of values on behavRor occurs RndRrectly through 
attRtudes (Homer & Kahle, 1988). In thRs context, brand awareness RndRrectly affects behavRor—more 
specRfRcally, purchase RntentRon—through attRtudes; thRs Rs a core assumptRon of the theory. A revRew of the 
lRterature reveals that Dabbous and Barakat (2020) demonstrated the posRtRve effect of brand awareness 
generated through socRal networks on purchase RntentRon Rn physRcal stores. SRmRlarly, Evans et al. (2021) 
suggest that promotRng a brand vRa socRal medRa platforms can create brand awareness that facRlRtates 
purchasRng behavRor. Moreover, brand awareness has also been shown to Rnfluence consumers' repeat purchase 
behavRor (Macdonald & Sharp, 2000). Based on these RnsRghts, the followRng hypothesRs Rs proposed: 

H2: TourRsts’ perceptRons of brand awareness have a sRgnRfRcant and posRtRve effect on theRr RntentRon to 
purchase tourRsm products. 

1.6. The Effect of PerceQved Value on TourQsm Product Purchase IntentQon 

The value attrRbuted to a product or servRce by consumers Rs consRdered one of the prRmary drRvers of 
RndRvRduals’ RntentRons and behavRors (Kumar & ReRnartz, 2016). PerceRved value plays a decRsRve role Rn 
consumer preferences based on the benefRts offered by the product or servRce and shapes purchase RntentRon 
(Choo et al., 2012; Ha & Jang, 2010). PerceRved value theory suggests that consumers mentally weRgh the 
benefRts and costs of a decRsRon to form a net perceptRon of value. When thRs perceRved value Rs posRtRve, Rt 
Rncreases the lRkelRhood of engagement or purchase RntentRon (ZeRthaml, 1988; Dodds, Monroe, & Grewal, 
1991). In thRs context, perceRved value Rs consRdered a key varRable RnfluencRng consumers’ RntentRon to 
purchase a product or servRce. 
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VarRous studRes Rn the lRterature have shown that perceRved value Rs one of the strongest predRctors of purchase 
RntentRon (JRang et al., 2022). Ponte, TrujRllo, and Rodríguez (2015) found that perceRved value sRgnRfRcantly 
Rnfluences onlRne travel purchase RntentRon. SRmRlarly, Llach et al. (2013) examRned the Rmpact of perceRved 
value on the RntentRon to purchase aRrlRne tRckets and found thRs effect to be sRgnRfRcant and posRtRve. Based on 
these fRndRngs, the followRng hypothesRs Rs proposed: 

H3: PerceRved value has a sRgnRfRcant and posRtRve effect on the RntentRon to purchase tourRsm products. 

1.7. The RelatQonshQp Between Brand Awareness, TourQsm Product Purchase IntentQon, and PerceQved 
Value 

Many studRes have demonstrated that perceRved value plays a medRatRng role between consumer perceptRon 
and behavRor (Tsaur et al., 2021; Nuryanto & PanjaRtan, 2025). PerceRved value functRons as a fundamental 
lRnk between consumers and busRnesses or brands, sRgnRfRcantly RnfluencRng consumer behavRor (Tuškej et al., 
2013). 

SRnce the theory of perceRved value Rs consRdered a mental cost–benefRt trade-off by consumers (ZeRthaml, 
1988), Rt explaRns how and to what extent factors such as experRence, satRsfactRon, and purchase RntentRon are 
translated Rnto behavRoral outcomes. A revRew of relevant studRes reveals that Yap (2022) RdentRfRed a medRatRng 
role of the sub-dRmensRons of perceRved value—namely, convenRence value and condRtRonal value—Rn the 
relatRonshRp between socRal medRa marketRng and purchase RntentRon Rn the hospRtalRty sector. In a study focused 
on the café Rndustry, Nuryanto and PanjaRtan (2025) found that perceRved value assocRated wRth cafés had 
sRgnRfRcant effects on both electronRc word-of-mouth (eWOM) and purchase RntentRon. SRmRlarly, Chen and 
Chen (2010) demonstrated that perceRved value medRated the relatRonshRp between the qualRty of tourRst 
experRences and satRsfactRon. In the restaurant context, Tuncer, Unusan, and Çobanoğlu (2021) confRrmed the 
medRatRng role of perceRved value Rn the Rmpact of tRmely servRce, cleanlRness, and servRce qualRty on behavRoral 
RntentRon. 

Purchase RntentRon Rs a motRvatRonal tendency that arRses as a result of perceRved value Rn the consumer 
(Chattalas & Shukla, 2015). Therefore, efforts aRmed at enhancRng perceRved value may ultRmately translate 
Rnto purchasRng behavRor (TsaR, 2005). When consumers possess a posRtRve and desRrable perceRved value and 
sRmultaneously demonstrate an RntentRon to purchase, the exRstence of a relatRonshRp between these two 
varRables can hRghly predRct the lRkelRhood of a specRfRc brand beRng preferred (Aghazadeh, GholRpor & 
BakhshRzadeh, 2014). In lRght of thRs RnformatRon, the followRng hypothesRs Rs proposed: 

H4: PerceRved value medRates the relatRonshRp between tourRsts’ brand awareness and theRr RntentRon to 
purchase tourRsm products. 

1.8. The ModeratQng Role of Age 

Research has shown that young RndRvRduals spend more tRme on socRal medRa platforms. ThRs enables young 
consumers to be more frequently exposed to brand content, engage more RntensRvely wRth dRgRtal marketRng 
actRvRtRes, and partRcRpate Rn such actRvRtRes more easRly (Bolton et al., 2013) 

SocRoemotRonal selectRvRty theory posRts that RndRvRduals regulate theRr socRal goals and motRvatRons based on 
theRr perceRved tRme horRzon. It suggests that young adults, Rn partRcular, tend to have an open-ended tRme 
perspectRve and are more socRally actRve. In contrast, older adults are characterRzed by a more lRmRted tRme 
perspectRve, a tendency to be more selectRve, and a desRre to establRsh emotRonally meanRngful relatRonshRps 
(Carstensen, 1992). 
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A study on hotel brands found that socRal medRa engagement enhances brand loyalty, and thRs effect varRes by 
age. It was observed that younger tourRsts are more Rnfluenced by socRal medRa RnteractRons, whereas the effect 
Rs more lRmRted among older tourRsts (Han et al., 2021). Hysa, Karasek, and Zdonek (2021), Rn a study 
conducted Rn Poland across dRfferent generatRons (Baby Boomers, X, Y, Z), revealed that the frequency of 
socRal medRa use decreases wRth age. YR, Wu, and Tung (2005) stated that age has a moderatRng effect on 
technology use and perceptRons toward these technologRes. Lambert-Pandraud et al. (2017) demonstrated that 
older RndRvRduals have hRgher awareness of long-establRshed brands compared to newer ones. In theRr research 
on onlRne purchasRng behavRor, Law and Ng (2016) found that users aged 41–50 perceRve onlRne purchasRng to 
be easRer than those Rn the 51–70 age group. Ismahel et al. (2025) revealed that socRal medRa content promotes 
socRal RnteractRon among younger consumers through engagement, communRcatRon, brand awareness, and 
perceptRon, and that thRs socRal RnteractRon sRgnRfRcantly Rnfluences theRr purchasRng decRsRons. SRmRlarly, Pham 
and Gammoh (2015) found that younger users are more Rnfluenced by socRal medRa recommendatRons, whRle 
thRs effect dRmRnRshes wRth age. In lRght of these fRndRngs, the followRng hypothesRs Rs proposed: 

H5: Age has a sRgnRfRcant moderatRng effect on the medRatRng role of perceRved value Rn the relatRonshRp 
between brand awareness and purchase RntentRon.  

The conceptual model developed based on the theoretRcal background and hypotheses Rs presented Rn FRgure 
1. 

 

 
FRgure 1. HypothesRzed Research Model 
BA: Brand Awerness; PV: Perc2eved Value; PI: Purchase Intent2on 

2. METHODOLOGY 

2.1. Instruments 

The questRonnaRre used Rn the study consRsts of two sectRons. The fRrst sectRon Rncludes Rtems related to brand 
awareness on socRal medRa, perceRved value, and purchase RntentRon. The second sectRon contaRns questRons 
aRmed at RdentRfyRng demographRc RnformatRon (such as gender, age, etc.). The fRrst sectRon comprRses 13 Rtems, 
whRle the second sectRon consRsts of 5 questRons. To measure the varRable of brand awareness, 5 Rtems were 
used. The scale was adapted Rnto TurkRsh from the study by EmRnR and ZeqRrR (2021). The relRabRlRty of the 
scale was determRned as α = 0.84. Sample Rtems from the scale Rnclude: “I enjoy stayRng at thRs hotel” and 
“SocRal medRa Rncreases my awareness of tourRsm brands and helps me recognRze tourRsm brands. To measure 
perceRved value, 4 Rtems were used. The orRgRnal scale was developed by ChRtty et al. (2007) Rn a study focused 
on the tourRsm sector and was adapted Rnto TurkRsh by DemRrbağ (2019). The relRabRlRty of the scale was found 
to be α = 0.87. Sample Rtems Rnclude: “ThRs hotel provRdes servRces to Rts customers at a reasonable prRce” and 
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“I belReve thRs hotel offers a qualRty accommodatRon experRence. To measure purchase RntentRon, 4 Rtems were 
utRlRzed. The scale was adapted Rnto TurkRsh from the study by Alalwan (2018). The translatRon process 
followed BrRslRn’s (1976) back-translatRon method. The relRabRlRty of the scale was determRned as α = 0.94. 
Sample Rtems from the scale Rnclude: “I wRll purchase tourRsm products advertRsed on socRal medRa” and “I 
want to buy the tourRsm products promoted Rn socRal medRa advertRsements. The second part of the 
questRonnaRre Rncludes 5 questRons related to demographRc characterRstRcs. 

2.2. Data CollectQon and SamplQng  

The target populatRon of the study consRsts of tourRsm consumers aged 18 and over who resRde Rn TürkRye and 
actRvely use socRal medRa. Due to tRme constraRnts and fRnancRal lRmRtatRons, Rt was not feasRble to reach the 
entRre populatRon; therefore, a samplRng method was employed, and data were collected onlRne between 
February 3, 2025, and March 7, 2025. 

PurposRve samplRng was adopted for the study. ThRs samplRng technRque Rnvolves selectRng a specRfRc subset of 
the populatRon, meanRng not all members of the populatRon have an equal chance of beRng selected (Sekaran & 
BougRe, 2016). ThRs method assRsts the researcher Rn RdentRfyRng RndRvRduals who are both capable of provRdRng 
the necessary RnformatRon and wRllRng to do so (Bernard, 2002). 

A total of 397 questRonnaRres were collected onlRne durRng the specRfRed data collectRon perRod. As the sample 
sRze exceeded the threshold of 384 respondents—consRdered suffRcRent for representRng an RnfRnRte populatRon 
(Sekaran, 2003) all 397 responses were Rncluded Rn the analysRs. 

2.3. Data AnalysQs 

IBM SPSS versRon 22 and AMOS versRon 22 were used for data analysRs. To examRne the medRatRng effects, 
Hayes’ PROCESS macro versRon 4.2 wRth the bootstrappRng technRque (Model 4) was employed (Hayes, 2018). 
In order to RdentRfy the moderatRng role, Model 14 was tested (Hayes, 2018; Preacher & Hayes, 2004). MultRple 
RmputatRon was used to address the Rssue of mRssRng data. The normalRty of the data dRstrRbutRon was assessed 
by examRnRng skewness and kurtosRs values. AccordRng to KlRne (2015), the assumptRon of normalRty Rs met 
when skewness values fall between -0.78 and -0.389, and kurtosRs values range from -0.455 to -1.029. 
ConfRrmatory factor analysRs (CFA) was conducted to assess the goodness-of-fRt of the measurement model, 
usRng varRous fRt RndRces. The results of the CFA were sRgnRfRcant: χ² = 91.781; df = 62; p = 0.000; χ²/df = 1.480; 
CMIN/df = 1.480; p = 0.008. AddRtRonal fRt RndRces also RndRcated a good model fRt: GFI = 0.96, IFI = 0.99, 
TLI = 0.98, CFI = 0.98, RMSEA = 0.035, and PCLOSE = 0.959 (Bentler & Bonett, 1980; Bentler, 1990). The 
bootstrappRng procedure Rn AMOS 22 was used to test the RndRrect effects and potentRal medRators Rn the model. 
A percentRle bootstrappRng approach wRth 5,000 bootstrap samples and a 95% confRdence Rnterval was applRed. 
To determRne whether the medRatRng role had a sRgnRfRcant effect on the dependent varRable, the moderatRng 
role of age was examRned. 

3. FINDINGS 

3.1. PartQcQpant ProfQle 

As shown Rn Table 1, 44.6% (n = 177) of the partRcRpants were male and 55.4% (n = 220) were female. 
RegardRng marRtal status, 65.3% (n = 256) of the partRcRpants were marrRed, whRle 34.7% (n = 138) were sRngle. 
In terms of age dRstrRbutRon, 34% (n = 135) of the partRcRpants were between the ages of 18 and 35, and 66% 
(n = 158) were 35 years old and above. ConcernRng educatRonal attaRnment, 38.8% (n = 154) had a bachelor’s 
degree, 37.5% (n = 145) had completed secondary educatRon, 19.6% (n = 78) held an assocRate degree, and 4% 
(n = 16) held a postgraduate degree. In terms of monthly Rncome, 52.7% (n = 209) earned between 50,001 and 
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70,000, 21.4% (n = 85) earned between 30,001 and 50,000, 13.6% (n = 54) earned 70,001 or more, and 12.3% 
(n = 49) earned 30,000 or less. 

Table 1. Demographic Characteristics of the Participants 

  # of participants % 

Gender     

Male 177 44.6 

Female 220 55.4 

Marital Status 
  

Married 259 65.3 

Single 138 34.7 

Age 
  

Ages 18-35 135 34.0 

Over 35 years old 158 66.0 

Educational Status   

High School 149 37,5 

Associate Degree (or: Vocational School Degree) 78 19,6 

Bachelor’s Degree 154 38,8 

Postgraduate Degree (Master’s/PhD) 16 4,1 

Aylık Gelir    

30.000 TL or below 49 12,3 

30.001 TL-50.000 TL 85 21,4 

50.001TL-70.000 TL 209 52,7 

70.001 TL or above 54 13,6 

3.2. ConfQrmatory Factor AnalysQs 

Table 2 presents the results of the confRrmatory factor analysRs, RncludRng the composRte relRabRlRty values of 
the latent varRables. The composRte relRabRlRty was found to be 0.922 for BA, 0.934 for PV, and 0.911 for PI. 
All values exceed the recommended threshold of 0.70 proposed by HaRr et al. (1998), thereby confRrmRng the 
Rnternal consRstency of all constructs. 

The average varRance extracted (AVE) values were found to be 0.591 for BA, 0.701 for PV, and 0.675 for PI. 
AccordRng to Fornell and Larcker (1981) and HaRr et al. (1998), an AVE value greater than 0.50 RndRcates 
adequate convergent valRdRty. Table 2 also reports Cronbach’s alpha (α) and composRte relRabRlRty (CR) values 
for the scale data. Both relRabRlRty RndRcators exceedRng the threshold of 0.70 provRde evRdence for the relRabRlRty 
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of the measurement results (Fornell & Larcker, 1981; HaRr et al., 2006; Nunnally, 1976). AccordRng to KlRne 
(2015), alpha and CR values above 0.70 are RndRcatRve of a relRable measurement. 

Table 2. ConfRrmatory Factor AnalysRs 

Factors Items CFA CR AVE α 

Brand  

Awareness 
 

SocOal medOa Oncreases my awareness of tourOsm brands and helps me 
recognOze them. 

0.800    

SocOal medOa provOdes me wOth more OnformatOon about the characterOstOcs 
of tourOsm brands. 

0.767    

I can easOly recall tourOsm brands thanks to socOal medOa. 0.753 0.922 0.591 0.863 

I can easOly recognOze tourOsm brands through socOal medOa. 0.708    

I can easOly dOstOnguOsh between dOfferent tourOsm brands thanks to socOal 
medOa 

0.705    

Perceived  

Value 

 

ThOs hotel offers servOces at a prOce that Os fOnancOally reasonable for Ots 
customers. 

0.840    

I belOeve thOs hotel provOdes qualOty accommodatOon. 0.835 0.934 0.529 0.897 

I enjoy stayOng at thOs hotel. 0.832    

I belOeve thOs hotel offers good value for the prOce I pay. 0.801    

Purchase 
Intent/on 

 

I wOll purchase tourOsm products advertOsed on socOal medOa. 0.856    

I want to purchase tourOsm products promoted On socOal medOa 
advertOsements. 

0.826 0.911 0.675 0.884 

I am hOghly lOkely to purchase tourOsm products promoted on socOal medOa. 0.804    

I plan to purchase tourOsm products promoted on socOal medOa. 0.759    

CFA: Conf2rmatory Factor Analys2s, CR: Compos2te Rel2ab2l2ty, AVE: Average Var2ance Extracted, α: Cronbach's Alpha 

Table 3 presents the means, standard devRatRons, and correlatRons among the maRn varRables of the study. For 
dRscrRmRnant valRdRty to be establRshed, the correlatRon coeffRcRents between varRables should be below 0.80 
(KlRne, 2015; Abubakar et al., 2016). As shown, all correlatRons are below thRs threshold, RndRcatRng that 
dRscrRmRnant valRdRty has been achReved. 

Table 3. Mean, Standard DevRatRon, and CorrelatRon Values 

DescrQptQve statQstQcs     Pearson correlatQon 

 
Mean Std. DevQatQon (BA) (PV) (PI) 

Brand Awareness, (BA) 3.289 1.136 1   

Perceived Value (PV) 3.244 0.957 0.379** 1 
 

Purchase IntentQon (PI) 3.289 0.919 0.425** 0.440** 1 
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Note(s): ** Correlat2on 2s s2gn2f2cant at the 0.01 level (2-ta2led) 

3.3. HypothesQs TestQng and StatQstQcal Analyses RegardQng the MedQatQng Role of PerceQved Value and 
the ModeratQng Role of Age 

In thRs study, the medRatRng role of perceRved value Rn the effect of brand awareness on purchase RntentRon was 
analyzed usRng Model 4 of Hayes’ PROCESS macro (versRon 4.2). AddRtRonally, the moderatRng role of age Rn 
thRs medRatRon effect was tested usRng Model 14. The results of the analyses are presented Rn Table 4, Table 5, 
Table 6, and FRgure 2.  As shown Rn Table 4, brand awareness has a posRtRve, sRgnRfRcant, and moderate effect 
on perceRved value (B = 0.3194, t = 8.144, p < 0.01). AccordRng to these results, a one-unRt Rncrease Rn 
partRcRpants' perceptRon of brand awareness leads to an Rncrease of approxRmately 0.31 unRts Rn perceRved value. 
The R² value of the model Rs 0.1438, RndRcatRng that the model explaRns 14.38% of the varRance. The F-test (F 
= 66.3365, p < 0.0001) confRrms the statRstRcal sRgnRfRcance of the model. Brand awareness was found to have 
a posRtRve and sRgnRfRcant effect on purchase RntentRon (B = 0.2396, t = 6.3590, p < 0.01). ThRs RndRcates that a 
one-unRt Rncrease Rn brand awareness leads to a 0.23-unRt Rncrease Rn purchase RntentRon. PerceRved value also 
demonstrated a posRtRve and sRgnRfRcant effect on purchase RntentRon (B = 0.6493, t = 4.1970, p < 0.01), 
suggestRng that a one-unRt Rncrease Rn perceRved value results Rn a 0.64-unRt Rncrease Rn purchase RntentRon. 
Based on these fRndRngs, Hypotheses H1, H2, and H3 are supported. 

Table 4. StatRstRcal Analyses of the Study VarRables and HypothesRs Results 

Hypotheses Outcome 
VarQable 

PredQctor 
VarQable 

SE B t p 95% CI 
(LLCI-ULCI) 

Result 

H1 PercReved 
Value 

Brand 
Awerness 

0.0392 0.3194 8.1447 < 
0,0001 

0.2423 – 
0.3966 Supported 

H2 Purchase 
IntentRon 

Brand 
Awerness 

0.0377 0.2396 6.3590 < 
0,0001 

0.1655 – 
0.3137 Supported 

H3 Purchase 
IntentRon 

PercReved 
Value 

0.1547 0.6493 4.1970 < 
0,0001 

0.3451 – 
0.9535 Supported 

R²=0.1438,     F=66.3365,    p<0.0001  

The bootstrap test results presented Rn Table 5 RndRcate that brand awareness Rnfluences purchase RntentRon both 
dRrectly (by 0.2393 unRts) and RndRrectly (by 0.0998 unRts). AddRtRonally, the effect of brand awareness on 
perceRved value (0.3194 unRts) Rs observed to enhance the RndRrect effect on purchase RntentRon. 

 

Table 5. Bootstrap Test Results 

VarQables DQrect effect Boot SE 95% CI 

Brand Awerness → Purchase IntentQon 0.2393 0.0377 0.1655-0.3137 

Brand Awerness → PercQeved Value 0.3194 0.0392 0.2423-0.3966 

PercQeved Value → Purchase IntentQon 0.6493 0.1547 0.3451-0.9535 

 IndQrect effect   
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Brand Awerness → PercQeved Value → 
Purchase IntentQon 

0.0998 0.0208 0.0622-0.1428 

Total QndQrect effect 0.0998   

TotalEffect (dQrect+QndQrect) 0.9758   

AccordRng to the analysRs results, perceRved value plays a medRatRng role Rn the effect of brand awareness on 
purchase RntentRon. In determRnRng whether a varRable assumes a medRatRng role, the lower and upper bounds 
of the bootstrap confRdence Rnterval are examRned. The fact that the confRdence Rnterval ranges between 0.0622 
and 0.1428 RndRcates a strong and sRgnRfRcant effect. The absence of the value "0" wRthRn the two bounds RmplRes 
statRstRcal sRgnRfRcance (Hayes, 2018). As shown Rn Table 6, there Rs no "0" value wRthRn the confRdence 
Rntervals. When the medRatRng varRable, perceRved value, Rs Rncluded Rn the model, the path coeffRcRent from 
brand awareness to purchase RntentRon remaRns sRgnRfRcant (B = 0.0998; p < 0.0001). These results RndRcate that 
perceRved value has a partRal medRatRng role (Baron & Kenny, 1986) Rn the relatRonshRp between brand 
awareness and purchase RntentRon. AccordRngly, H4 Rs supported. 

As seen Rn Table 6, the moderated medRatRon effect of age on the medRatRng role of perceRved value Rn the 
relatRonshRp between brand awareness and purchase RntentRon Rs statRstRcally sRgnRfRcant (Index of Moderated 
MedRatRon = -0.064; ConfRdence Interval = -0.1299, -0.0091; ConfRdence Interval at Low Age = 0.082, 0.2146; 
ConfRdence Interval at HRgh Age = 0.0397, 0.1211). The fRndRngs RndRcate that the moderatRng role of age leads 
to dRfferences Rn the magnRtude of the medRatRng effect. The RndRrect effect Rs relatRvely hRgher for younger 
partRcRpants compared to older ones (low age = 0.1430, hRgh age = 0.0785). ThRs demonstrates that perceRved 
value assumes a more effectRve medRatRng role among younger partRcRpants. AccordRngly, H5 Rs supported. 

 

 

 

 

 

 

 

 

Table 6. HypothesRs Results for the MedRatRng Role of PerceRved Value and the ModeratRng Role of Age 

HypothesQs IndQrect 
Effect B Boot SE 

Boot 95% CI 

p Result Lower 
Bound 

Upper  
Bound 

H4 Total 
DRrect Effect 0.3394 0.0421 0.2583 0.4230 < 0,0001 Supported 
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BA: Brand Awerness; PV: Percieved Value; PI: Purchase Intention 

 

FRgure 2: Structural Model 

BA: Brand Awerness; PV: Perc2eved Value; PI: Purchase Intent2on 

4. CONCLUSION AND DISCUSSION 

ThRs study examRned the effect of brand awareness on the RntentRon to purchase tourRsm products among socRal 
medRa-usRng tourRsm consumers aged 18 and over lRvRng Rn TürkRye, wRth a partRcular focus on the medRatRng 
role of perceRved value Rn thRs relatRonshRp. In addRtRon, the moderatRng effect of age on the medRatRng role of 
perceRved value was RnvestRgated. 

BA→PI 0.2390 0.0377 0.1655 0.3137 < 0,0001 

IndRrect Effect 

BA→PV→PI 
0.0998 0.0208 0.0622 0.1428 < 0,0001 

HypothesQs  B Boot SE 

Boot 95% CI 

p Result Lower 
Bound 

Upper  
Bound 

H5 

Moderated 
MedRatRon 
Index – Age 

 

-
0.0645 0.0303 -0.1299 -0.0091 0.0282 

Supported 
  Boot SE 

Boot 95% CI 

p Lower 
Bound 

Upper  
Bound 

Low Age 0.1430 0.0333 0.0828 0.2146  

< 0,0001 HRgh Age 0.0785 0.0363 0.0397 0.1211 
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Overall, the fRndRngs RndRcate that the dRrect effect of brand awareness on the RntentRon to purchase tourRsm 
products Rs sRgnRfRcant. SRmRlar results have been reported Rn prevRous studRes that examRned the relatRonshRp 
between brand awareness and purchase RntentRon. For Rnstance, Dabbous and Barakat (2020) demonstrated that 
brand awareness Rn a socRal medRa context Rnfluences purchase RntentRon. Moreover, other studRes have also 
confRrmed that brand awareness has a sRgnRfRcant, posRtRve, and dRrect effect on purchase RntentRon (Keller, 
1993; Wu & Ho, 2014; Akkucuk & EsmaeRlR, 2016; Mao et al., 2020; Chen, 2024). In lRne wRth these fRndRngs, 
hypotheses H1, H2, and H3 are supported. 

PerceRved value assumes a partRal yet sRgnRfRcant medRatRng role Rn the effect of brand awareness on the 
RntentRon to purchase tourRsm products. The analyses revealed that approxRmately 9.98% of the effect of brand 
awareness on purchase RntentRon occurs through perceRved value. AccordRngly, the effect of brand awareness 
on purchase RntentRon Rs confRrmed both dRrectly and RndRrectly. PerceRved value Rs a key medRatRng varRable 
that strengthens the relatRonshRp between brand awareness and purchase RntentRon. The fRndRngs demonstrate 
that, Rn addRtRon to the dRrect effect of brand awareness, a portRon of thRs effect Rs transmRtted RndRrectly through 
perceRved value. Furthermore, the varRable of age plays a moderatRng role Rn thRs medRatRng effect. WhRle 
perceRved value has a stronger Rmpact on purchase RntentRon among younger RndRvRduals, thRs effect dRmRnRshes 
wRth RncreasRng age. These results support both the medRatRon hypothesRs (H4) and the moderated medRatRon 
hypothesRs (H5). 

4.1. TheoretQcal ImplQcatQons 

The Theory of PerceRved Value was fRrst Rntroduced by ZeRthaml Rn the 1980s. AccordRng to thRs theory, 
consumers evaluate the overall value of a product by comparRng the benefRts they receRve wRth the costs they 
Rncur (ZeRthaml, 1988; Ledden et al., 2007). Over tRme, the theory has been further developed and wRdely 
applRed across varRous fRelds, RncludRng marketRng, tourRsm management, and consumer behavRor. WhRle the 
theory posRts that consumer value judgments are based on personal experRence and perceptRon, Rt also 
acknowledges that brand Rmage and consumer expectatRons Rnfluence these judgments (Wang, 2025). ChRn and 
Lo (2017) examRned the theory from a tourRsm perspectRve, usRng case analyses to RdentRfy key factors affectRng 
servRce qualRty. In the context of thRs study, Rt was observed that brand awareness Rnfluences perceRved value, 
and Rn turn, perceRved value plays a decRsRve role Rn purchase RntentRon. SRmRlarly, Rn the effect of brand 
awareness on the RntentRon to purchase tourRsm products, the perceRved value of the tourRsm product functRons 
as a medRatRng varRable. 

The Value-AttRtude-BehavRor (VAB) Theory posRts that RndRvRduals develop attRtudes based on theRr core 
values, and these attRtudes, Rn turn, lead to behavRors. AccordRng to the theory, RndRvRdual behavRors are guRded 
by deeper and more stable values, whRch play a decRsRve role Rn shapRng both attRtudes and actRons (Homer & 
Kahle, 1988). In the fReld of tourRsm, research has demonstrated that the VAB theory serves as an effectRve 
framework for predRctRng consumer behavRor (KRatkawsRn & Han, 2017). The theory has been successfully 
applRed to explaRn RnternatRonal travelers’ revRsRt RntentRons and emotRonal responses (KRatkawsRn & Han, 2017), 
decRsRon-makRng processes for purchasRng eco-tours (Han et al., 2019), and envRronmentally frRendly dRnRng 
and waste reductRon behavRors (KRm et al., 2020). Moreover, Rt provRdes a strong theoretRcal foundatRon for 
explaRnRng tourRsts' word-of-mouth RntentRons, purchase behavRors, and wRllRngness to make sacrRfRces (Han et 
al., 2019). On the other hand, socRal medRa facRlRtates varRous types of brand stRmulR and guRdes RnteractRon 
between brands and consumers through multRple creatRve strategRes (Ashley & Tuten, 2015). In thRs study, 
brand awareness emergRng through socRal medRa leads tourRsts to develop favorable attRtudes toward brands Rn 
alRgnment wRth theRr core values, and these attRtudes translate Rnto an RntentRon to purchase tourRsm products. 

The SocRoemotRonal SelectRvRty Theory was Rntroduced to the lRterature by Carstensen (1992). ThRs theory 
suggests that as RndRvRduals age, they become RncreasRngly aware of the lRmRted tRme they have left, whRch Rn 
turn leads to changes Rn theRr socRal goals. WRth advancRng age, RndRvRduals tend to focus more on close and 
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emotRonally meanRngful relatRonshRps, whRle the tRme and energy spent on superfRcRal or dRstant relatRonshRps 
decreases (Carstensen, 1995; Fung et al., 2001). In the present study, age serves as a moderatRng varRable Rn 
the effect of brand awareness on the RntentRon to purchase tourRsm products through perceRved value. AccordRng 
to the theory, RndRvRduals’ perceptRons shRft wRth age, and theRr prRorRtRes RncreasRngly gravRtate toward 
emotRonal connectRons. In thRs context, Rt was observed that the medRatRng effect along the brand awareness → 
perceRved value → purchase RntentRon path weakens as tourRsts grow older. WhRle thRs medRatRon effect occurs 
at a lower level among older tourRsts, younger RndRvRduals tend to attrRbute hRgher perceRved value to tourRsm 
products, whRch Rn turn results Rn stronger purchase RntentRons. 

4.2. PractQcal ImplQcatQons 

The fRndRngs RndRcate that brand awareness developed through socRal medRa has a sRgnRfRcant effect on the 
RntentRon to purchase tourRsm products. TourRsm busRness managers can posRtRvely Rnfluence guest-busRness 
relatRonshRps by enhancRng brand awareness vRa socRal medRa. By conductRng advertRsRng campaRgns that create 
awareness of tourRsm products on socRal medRa, they can engage guests and thereby affect theRr purchase 
RntentRons. Furthermore, perceRved value plays a medRatRng role Rn thRs relatRonshRp, and age moderates the 
strength of thRs medRatRon. AccordRngly, Rt may be benefRcRal for managers to develop strategRes aRmed at 
enhancRng brand awareness and perceRved value, partRcularly among younger tourRsts who actRvely use socRal 
medRa. Indeed, many brands are able to compete and gaRn a competRtRve advantage Rn the market solely through 
the value perceRved by consumers (Algharabat et al., 2020). SRmRlarly, managers of tourRsm busRnesses can 
posRtRvely Rnfluence customers’ purchase RntentRons by RncreasRng theRr perceRved value, thereby gaRnRng a 
competRtRve edge. 

4.3. LQmQtatQon, RecommendatQon and Future DQrectQons 

ThRs study has several lRmRtatRons. FRrst, the use of purposRve samplRng may lRmRt the generalRzabRlRty of the 
fRndRngs. Therefore, Rt Rs recommended that future studRes replRcate sRmRlar research usRng dRfferent samplRng 
technRques. The study focuses on tourRsm consumers resRdRng Rn TürkRye who are aged 18 and over and use 
socRal medRa, whRch may restrRct the generalRzabRlRty of the fRndRngs to other destRnatRons or cultural contexts. 
Future research could broaden the scope of the results by examRnRng dRfferent destRnatRons. AddRtRonally, more 
detaRled analyses could be conducted by RnvestRgatRng the moderatRng effects of demographRc varRables such 
as gender or marRtal status. Moreover, explorRng the relatRonshRps among other medRatRng varRables such as 
attRtude, tourRst motRvatRon, brand equRty, and brand loyalty could provRde valuable contrRbutRons to the 
lRterature. 

DeclaratQon of the use of generatQve AI Qn scQentQfQc wrQtQng:  

DurRng the preparatRon of thRs manuscrRpt, the authors utRlRzed ChatGPT for edRtRng TurkRsh texts and for 
EnglRsh translatRon. All content generated wRth the assRstance of thRs tool was revRewed and revRsed by the 
authors. The authors take full responsRbRlRty for the accuracy and RntegrRty of the fRnal versRon of the manuscrRpt. 
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