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Abstract
This study mainly investigates the adoption of information insight on brand knowledge within the tourism and hospitality industry, with specific focus on 2-3 Star hotels in Mutare, Zimbabwe. In addressing this, the researcher scrutinizes the extent to which information insights are exploited to shape brand knowledge and the challenges that constraint effective adoption among these institutions. The study further reviews existing literature on information quality, brand knowledge and technology adoption in the hospitality contexts to establish the theoretical foundation and capture academic perceptive on the subject. The review of related literatures positioned on the dimensions of brand knowledge, information insights framework and organizational factors swaying adoption in small-medium-scale hotels. A quantitative research design was employed, using structured questionnaires as the primary instrument for data collection from management and staff within the designated hotels. Data obtained were analyzed using descriptives and inferential statistics based on responses from the target participants. Findings from the analysis indicate that the adoption of information insights has significant and positive influence on brand knowledge and overall competitiveness of these hotels in Mutare. Conclusions were drawn regarding the critical role of information-driven strategies in enhancing brand equity and recommendations are provided for hotels, policy makers and industry stakeholders on improving information insights capabilities to strengthen brand performance. Future research should extend this inquiry to other hotels categories and geographic regions or employ a mixed-methods approach to deepen validity and generalizability of results.
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Chapter 1 
1.0 [bookmark: _Toc228260973]Introduction
In the context of a saturated environment of information, consumers do not merely receive information from the companies about the brand but act as proactive information receivers who select the relevant information through a cost-benefit assessment. Consumers today are bombarded with large amounts of information about brands, products, and services due to the emergence of technology. The consumer’s processing and application of the information affect the level of brand knowledge and purchasing behavior. This study focuses on the adoption of information insights regarding brand knowledge in the tourism industry. Information adoption involves adopting information depending on the usefulness of the information that has been estimated by an individual.
1.1 [bookmark: _Toc228260974]Background of the Study
Tourism has for many years been one of the main engines for economic activities, cultural debate, and social action. Tourism has developed from rudimentary travel activities to becoming one of the most sophisticated industries due to the adoption of modernity and technology in its operations. Traditionally, tourism emerged as a leisure hunt in the 19th century as the introduction of railway transport and steamships made travel much easier and accessible, as depicted in early publications on tourism such as those published by Thomas Cook in the 1840s (Cook, 1841). Post-war economic boom and the emergence of commercial air transport changed tourism to a big business. It was only towards the end of the 20th century that the focus on branding started taking place, as organizations within the tourism industry started using marketing techniques to establish their identity, based on theories on branding (Kotler, 1967). But there have been drastic changes since then, due to the technological revolution brought about by the internet, which started during the 1990s and continued till the 2010s.
In the present scenario, the tourism sector operates within a highly competitive and data-oriented atmosphere, where brand knowledge represents consumers' collective perceptions, recognition, and connections to a brand (Keller, 1993). It has become a significant source of differentiation. The coronavirus disease (COVID-19) outbreak (2020-2022) catalyzed the digitization process, where work-from-home and travel constraints forced businesses to utilize digital channels to stay alive (UNWTO, 2023). Information insights, encompassing actionable intelligence generated from large volumes of data, artificial intelligence (AI), machine learning, and analytics tools, have turned out to be revolutionary assets. Such information enables tourism entities to examine consumer behavior, predict future trends, and tailor experiences accordingly, resulting in the creation of brand knowledge based on increased awareness, brand loyalty, and perceived quality (Wedel & Kannan, 2016). For example, Airbnb and Booking.com employ AI-based suggestions to build brand connections, whereas destination marketing organizations leverage social media analysis for sentiment tracking and campaign optimization (Gretzel et al., 2015).
In spite of all of the developments above, the utilization of information insights among travel firms remains rather unpredictable. It is common for large multinational corporations to be pioneers in the process of integration, gaining competitive advantages from analytics and dynamic pricing (Ivanov et al., 2019). SMEs in developing countries are faced with a number of problems related to inadequate technological infrastructure, expensive implementation, and lack of skills that results in poor brand knowledge creation (Sigala et al., 2020). External factors, including legislation on data privacy and volatility of the market, create additional obstacles, making consumer perceptions fragmentary and lowering the levels of their loyalty. According to industry studies, even though 70% of tourism organizations recognize the importance of information insights, only 30% utilize them properly, which results in an estimated $400 billion loss in revenues caused by inefficient brand management worldwide annually (McKinsey & Company, 2023). The research problem to be addressed is associated with the reasons for adopting information insights and their impacts on brand knowledge creation in tourism.
Identifying a research gap is extremely important at this point. There is an abundance of literature devoted to technology adoption in a general marketing environment (Davis, 1989) and brand equity in consumer products (Aaker, 1991); however, there is a significant lack of research related to information insights adoption and its impact on brand knowledge in tourism. Literature tends to discuss issues that are not easily accessible, such as the role of social media in destination branding (Leung et al., 2013) or applications of AI in hospitality management (Mariani & Baggio, 2022). In contrast, there are very few integrative pieces that consider information insights adoption and brand knowledge through different channels, such as data quality and consumer perceptions or organizational characteristics and barriers to adoption, etc. According to Li et al.'s (2024) 2024 review of data-driven approaches to tourism, the main drawback of the existing literature concerns developed countries' domination and the absence of research dedicated to small and medium enterprises or emerging markets. Moreover, there is also a scarcity of longitudinal studies concerning the post-COVID recovery period and mitigation of brand erosion through insights (Sigala et al., 2020).
The existing literature indicates a range of related studies that shed light on this topic. For instance, early research in the field of tourism marketing focused on experiential branding, where Middleton (1994) noted that destinations should build unique identities through the power of story telling. The rise of ICTs in tourism can be found in literature as well, as Buhalis and O'Connor (2005) were among the first scholars to focus on the use of ICTs within this field, noting how online tools increase customer engagement. Big data came next as Xiang and Gretzel (2010) discussed the influence of social media on decisions made by consumers and showed that user-generated content affects brand perception. Within the scope of branding, Keller (1993) proposed a Customer-Based Brand Equity model that enables evaluation of the level of brand knowledge using mindfulness and association measures, whereas Aaker (1991) presented his Brand Equity Theory that focuses on dimensions of loyalty and excellence. Studies conducted by researchers, like those of Gretzel et al. (2015), show that there exist adoption discrepancies where SMEs are disadvantaged because of their resource constraints. Another study that will be conducted by Zhang et al. (2025) in China on artificial intelligence adoption in Chinese tourism industry is another example that demonstrates how adoption builds brand loyalty, but more research is needed here too. Collectively, from this body of literature, one sees the requirement for tourism research.
Conceptually, this study incorporates several theories in order to explain the adoption of insights information and its impact on brand knowledge. According to the Knowledge-Based View (KBV) theory of organization, knowledge, in general, is a purposeful resource which is used by organizations to generate competitive advantage (Grant, 1996). In terms of tourism, insights imply explicit knowledge which helps organizations to develop brand strategies and address the needs of consumers. In line with this, the Theory of Technology Acceptance Model (TAM) explains the determinants of adoption of technology by pointing out perceived usefulness, i.e., the use of insights to improve decision-making and usability, i.e., ease of using technology like user-friendly analytics software, as major adoptive predictors (Davis, 1989).
Moreover, the Diffusion of Innovations Theory by Rogers (1962) provides a rationale behind how innovation such as AI insights is diffused across organizations, depending on several factors, including compatibility. The integration of recent innovations, as demonstrated by Mariani & Baggio (2022), of AI insights into digital tourism integrates network theories and focuses on the role of the connection between the platforms in generating insights. An expected forecasting study by Kumar et al. (2026) on sustainable tourism insights shows a relationship between KBV and environmental branding in tourism, implying that the theory may expand further.
1.2 [bookmark: _Toc228260975]Rationale of the Study
This study is based on a well-established rationale based on the clear research gap that exists regarding the use of information insights and their role in enhancing brand knowledge in the tourism sector. From the background, one can see that despite the tremendous changes brought about by technology in the tourism industry, there are still gaps in literature where information insights gained through big data, artificial intelligence, and analytics are used to enhance brand knowledge. The literature review shows studies related to technology adoption in general marketing practices (Davis, 1989) and brand equity in consumer goods (Aaker, 1991). There is no substantial work related to tourism
 For example, studies involving social media analysis (Leung et al., 2013) or AI applications in the hospitality sector (Ivanov et al., 2019) concentrate on isolated factors but fail to explore the dynamics, challenges, and outcomes associated with the internalization process with respect to consumer attitudes, awareness, and loyalty in the tourism sector. This problem becomes even more pronounced when dealing with diverse scenarios such as SMEs and emerging countries, in which unequal adoption levels contribute to poor brand effectiveness (Sigala et al., 2020). According to a recent study conducted by Li et al. (2024), data-driven branding in tourism explicitly identifies this gap since most academic works overlook the connection between insights internalization and brand knowledge creation.
Furthermore, the special characteristics inherent in the industry, such as its intangibility, seasonality, and reliance on experiential branding, emphasize the importance of undertaking research in this field. The tourism industry is becoming increasingly volatile, with the situation being exacerbated by global events, including the pandemic caused by COVID-19, in which case digital resilience becomes crucial for survival (UNWTO, 2023). It should be noted that without understanding how the company can use its information insights to improve its brand, the organization stands to miss out on an opportunity to create a competitive advantage, as evidenced by studies claiming that companies who fail to adopt information insights have up to 25% lower customer retention than their counterparts (McKinsey & Company, 2023). The issue does not appear to be purely theoretical since, despite the fact that the tourism industry accounts for trillions of dollars annually to the global GDP, its inefficient management stems from outdated approaches to branding.
1.3 [bookmark: _Toc228260976]Statement of the Problem
Data analysis has transformed the manner in which businesses operate, and hotel industry is no exception. Nevertheless, despite the rising importance of information insights, a considerable amount of knowledge has been lacking regarding the adoption and use of information insights by 2-star hotels in Mutare in order to create brand awareness and promote business growth. This research focuses on addressing this important gap in light of the growing tourism industry within the area and the key part that the hotel industry plays in driving the economy. Specifically, without having information insights on how hotels like Manica Skyview Hotel, Wise Owl Hotel, and Enopat Hotel have adopted data analysis in order to enhance customer satisfaction, marketing efforts, and business growth in a post hyperinflation environment, the ability of the aforementioned hotels to compete effectively and sustain themselves is severely hampered. Through this study, information will be provided that will assist in formulating measures aimed at enhancing competitiveness, promoting business growth, and contributing to the growth of tourism industry in Zimbabwe.
The tourism sector, which plays a significant role in the economic development of countries by generating more than $1.7 trillion in exports yearly (UNWTO, 2023), faces one of its biggest challenges when it comes to the use of information insights, which refers to intelligence derived through big data, artificial intelligence (AI), and analytics, among other things, and its effects on brand knowledge. The latter refers to consumer awareness, association, loyalty, and quality perception (Keller, 1993). It is critical in the tourism industry, where the need for brand differentiation is vital due to stiff competition. Nevertheless, despite the advancement of technology, most tourism companies fail to integrate information insights, resulting in inconsistent brand image, reduced customer interaction, and loss of market share. Factors contributing to this include technological illiteracy, lack of resources, and legislative barriers, especially among SMEs and emerging economies (Sigala et al., 2020). Therefore, tourism firms cannot effectively leverage information insights for brand strategy, thus yielding substandard outcomes such as inconsistent customer experience and vulnerability to disruptions.
1.4 [bookmark: _Toc228260977]Research Objectives
Main Objective
1. To explore the adoption of information insights on brand knowledge in the tourism industry. 
Secondary Objectives
1. To examine the impact of information quality on brand knowledge among 2-Star hotels in Mutare.
2. To assess the influence of source credibility on brand knowledge among the Tourism industry in Mutare.
3. To determine the effect of perceived usefulness on brand knowledge among the 2-Star hotels in Mutare.
4. To investigate the role of learning motivation in shaping brand knowledge in the Tourism industry.
1.5 [bookmark: _Toc228260978]Research Questions
2. How does information quality influence the adoption of information insights on brand knowledge in the tourism industry?
3. What is the impact of source credibility on the adoption of information insights on brand knowledge?
4. How does perceived usefulness affect the adoption of information insights on brand knowledge in the tourism industry?
5. To what extent does learning motivation play a role in the adoption of information insights on brand knowledge in the tourism industry?
6. Which factors most significantly influence the adoption of information insights on brand knowledge in the tourism industry?
1.6 [bookmark: _Toc228260979]Conceptual Framework
1.6.1 [bookmark: _Toc228260980]Conceptualization
The conceptual framework serves as a theoretical guide towards the exploration of the adoption process of information insights and their effect on brand knowledge within the tourism industry. This will be done by combining the main constructs from three theories namely, the Knowledge-Based View (KBV) of the firm (Grant, 1996), Technology Acceptance Model (TAM) (Davis, 1989) and Brand Equity Theory (Aaker, 1991), which provide a coherent and structured means of examining how the use of insights within the tourism industry is made through actionable intelligence derived from big data, artificial intelligence (AI), machine learning, and analytics to create consumer brand knowledge. Brand knowledge is defined in this case as consumer perceptions consisting of awareness, associations, loyalty and perceived quality, forming the essence of brand equity (Keller, 1993).
1.6.2 [bookmark: _Toc228260981]Presentation of Concepts
In essence, the model presents information insights as an adoption process that can be explained through organizational, technological, and environmental variables. Information insights are considered to be strategic knowledge assets (KBV). Tourism organizations can leverage them to turn their data into competitive advantage. Brand knowledge is considered a multidimensional outcome derived from consumers' experience with the brand and communication (Aaker, 1991). The model adopts TAM to explain factors that drive adoption such as the usefulness and ease of use of insights. For instance, usefulness refers to the ability of information insights to maximize income, while ease of use refers to the convenience of analyzing platforms. Environmental factors include market competition and regulatory pressures. The model was recently expanded, including the field of digital tourism (Mariani and Baggio, 2022).
1.6.3 [bookmark: _Toc228260982]Identification of Variables
Several important variables are outlined within this model. These variables are separated into two types, which are independent variables and dependent variables.
Independent Variable, the use of Information Insights. The level of adoption of insights provided through digital channels among tourism organizations can be defined by the following:
i.  Independent Variables and Sub-Variables:
· Information quality- Accuracy, validity, usefulness, up-to-datedness, and impartiality.
· Source credibility- Trustworthiness, expertise, and reliability
· Perceived usefulness- Perceived benefits and perceived ease of use
· Learning motivation-Intrinsic motivation and extrinsic motivation.
ii. Dependent Variable and Sub-Variable:
The dependent variable is Brand Knowledge. It constitutes the main result variable which is further segmented into various dimensions including brand awareness, brand associations, brand loyalty, and perceived quality (Keller, 1993).
1.6.4 [bookmark: _Toc228260983]Graphical Presentation
The concept framework is illustrated through Figure 1.1, where there is a graphic representation of the variables involved and how they relate to each other. Here, the use of boxes is to depict the variables; while the arrows are used to show the direction of the effect – either positive or moderating. For example, the independent variable is connected to the dependent variable using arrows.
1.6.5 [bookmark: _Toc228260984]Conceptual Framework Diagram
[bookmark: _Toc228260985]Figure 1.1
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The model is dynamic in nature and can thus incorporate adjustments based on research evidence. This model aligns with the research goals in providing a useful tool for analyzing the adoption-insights-brand knowledge connection within tourism through its ability to provide theoretical accuracy. Citations of secondary sources like Wedel & Kannan (2016) about marketing insights and Gretzel et al. (2015) about technology within tourism back up its elements.
1.7 [bookmark: _Toc228260986]Hypothesis Statement(s)
The hypotheses used in this study are formulated through the conceptual framework using existing theories including TAM (Davis, 1989), KBV of the firm (Grant, 1996), and Brand Equity theory (Aaker, 1991). They cover subproblems relating to the drivers of insight adoption, the links between adoption and brand awareness, and moderator variables within the tourism industry. A hypothesis refers to an empirical and testable statement defining directional relationships as either positive or moderating. The hypotheses used in the study rely on literature including studies by Wedel & Kannan (2016) on information insights in marketing and by Gretzel et al. (2015) on technology adoption in tourism, among others. Each hypothesis can be tested using quantitative methods such as SEM, regression, and moderated mediation analyses, and are falsifiable. There is empirical evidence supporting the directional forecast of hypotheses based on a 2024 study by Li et al. (2024) on data-driven branding and future projections based on Zhang et al. (2025) on AI in tourism.
H1: Information quality positively influences brand knowledge adoption in the tourism sector.
H2: Source credibility has a positive impact on brand knowledge adoption in the tourism industry.
H3: Perceived usefulness significantly enhances brand knowledge adoption in the Tourism industry.
H4: There is a positive effect of learning motivation and brand knowledge adoption.
1.8 [bookmark: _Toc228260987]Significance of the Study
The significance of this research lies in the fact that it is based on both theoretical and practical contributions, thereby illustrating the significance of this research as a master’s dissertation which addresses an important need within the tourism industry. Through the analysis of the utilization of information insights, actionable intelligence through big data and AI, and the effects of these aspects on brand knowledge, there is the bridging of important gaps, providing valuable contributions that benefit both academia and practicality. This significance is illustrated through the economic magnitude of the tourism industry (over $1.7 trillion in global exports, UNWTO, 2023).
1.8.1 [bookmark: _Toc228260988]Theoretical Value
From a theoretical perspective, this study enhances existing knowledge through the integration and synthesis of credible concepts within a new tourism framework. Specifically, the study combines and merges the KBV of the firm (Grant, 1996), which views information insights as strategic resources, the Technology Acceptance Model (TAM) (Davis, 1989), which defines the factors influencing adoption, and Brand Equity Theory (Aaker, 1991), which identifies how insights affect consumer perceptions. The study fills an important gap in the literature, as the literature on technology adoption (e.g., Gretzel et al., 2015) and brand knowledge (Keller, 1993) is examined separately without synthesizing within a tourism context. For example, whereas Mariani and Baggio (2022) analyze AI applications within tourism networks, this study empirically explores connections that may help modify existing theories such as TAM by integrating contextual factors such as firm size and culture. Li et al. (2024)'s review of data-driven branding in 2024 emphasizes the need for more integrative analysis within marketing and tourism research. Furthermore, the study considers emerging areas such as sustainable insights (Kumar et al., 2026) by proposing possible extensions from the findings. The worthiness here is evident in its potential to generate new hypotheses, inform meta-analyses, and motivates future research, inspiring the academic discourse on knowledge management in service industries. 
1.8.2 [bookmark: _Toc228260989]Practical Value
In practice, the study offers valuable insights for tourism-related entities, fostering better decision-making and competitiveness. For management, the paper provides means to address barriers to adoption, such as implementing user-friendly software that would raise brand awareness and loyalty, which has been demonstrated through case studies of companies like Airbnb (Ivanov et al., 2019). Policymakers can employ the outcomes to encourage digital literacy education initiatives, narrowing gaps in developing countries, where SMEs are lagging behind (Sigala et al., 2020). Investors may find potential in insights-based branding, generating higher profits in a struggling market recovering from the pandemic impact. From a societal standpoint, the research fosters sustainable tourism by encouraging data-driven approaches that improve consumer confidence and environmental protection, thus contributing to the United Nations' Sustainable Development Goals (UNWTO, 2023). For instance, insights could help curb overtourism through specific campaigns, as suggested in Zhang et al. (2025). The merit of the paper is proven by its practical value; according to a report by McKinsey & Company (2023), adopting insights optimally might generate up to 20-30% of additional revenue, equivalent to billions of dollars.
1.9 [bookmark: _Toc228260990]Scope of the Study
In contrast, this research work has defined specific scopes to ensure the effectiveness of the study. On the theoretical level, the research is limited to examining insights from digital analytics and big data, including social media sentiment, website traffic, review analytics, and their impact on brand knowledge, using dimensions of brand awareness and brand image. It is not concerned with marketing constructs of brand loyalty or equity; rather, the focus is on gaining an insight only from digital analytics. On the industry and context scope, the research focuses on the tourism industry and concentrates on destination marketing organizations (DMOs) and hotels as key business units for the examination. In terms of empirical limitations, the geographical scope is set to the tourism market in Manicaland to facilitate the contextualization of the results within a certain competitive environment. On the temporal front, the time span of this investigation is restricted to data, strategy, and literature related to the 2015 period onwards.
1.10 [bookmark: _Toc228260991]Limitations
Despite employing stringent procedures, the study acknowledges possible constraints regarding the validity and reliability of its findings. First, there are limitations concerning procedure that arise due to reliance on self-reporting by professionals in the tourism sector for the survey, which may be affected by the phenomenon of social desirability bias. This does not necessarily mean that the results will be universally applicable as is the norm when conducting a case study. The study may further face procedural limitations due to access to private information about the performance of a particular brand and exclusive analytics of firms. Moreover, findings may have time-bound relevance owing to the rapidly changing digital technology and tourism sector following the pandemic period. There are intrinsic constraints associated with the subjective interpretation of qualitative data.
1.11 [bookmark: _Toc228260992]Organization of the Study
The structure of the current dissertation consists of five main parts to demonstrate all aspects of research consistently. The first chapter of the dissertation provides all necessary details about the background, problem statement, goals, scope and limitations of the research work. After the introductory chapter, Chapter 2, which represents Literature Review, is aimed at providing a theoretical framework of the research work with respect to such aspects as brand knowledge theories, creation of information insights on digital level and their use in the Tourism Industry and thus identify the research gap. The next chapter – Research Methodology, which is Chapter 3, will discuss the theoretical framework chosen to conduct the research, research design, methods of collecting and analyzing data, as well as their justification with respect to research objectives. Chapter 4 – Data Analysis, Results and Discussion will present and discuss empirical results of the research based on theoretical framework introduced earlier.
1.12 [bookmark: _Toc228260993]Summary
This chapter lays the groundwork for the research by presenting the major theme and discussing the impact of digital information intelligence on brand intelligence in the tourism sector. This chapter explains the research problem, presents the research objectives and questions, and highlights why the scope of research is theoretically, industrially, geographically, and temporally sound while acknowledging important limitations in terms of research methodologies and context. This chapter concludes by offering an outline for the dissertation and highlighting the direction in which the next four chapters will take the study.
[bookmark: _Toc228260994]













Chapter 2: Literature Review
[bookmark: _Toc228260995]2.0 Introduction
[bookmark: _Toc228260996]This chapter involves a comprehensive and critical evaluation of existing literature sources with a view to creating a sound base for discussing the use of information insights and their effects on brand knowledge in the tourism sector. The literature review is conducted in such a way as to develop systematically from the conceptual understanding of key concepts to their application within an industry and, subsequently, the critical analysis of theoretical perspectives explaining their relationship. It culminates in a synthesis of empirical evidence that discloses established relationships and critical knowledge gaps. In particular, this chapter will first introduce the independent variable, namely Information Adoption, based on its valid sub-variables including Information Quality, Source Credibility, Perceived Usefulness and Learning Motivation along with the dependent variable, that is Brand Knowledge, based on its sub-variables Brand Awareness, Brand Image, and Brand Loyalty. Second, the chapter will explore the contexts of these variables in relation to the experience-oriented and digitally transformed tourism industry. Third, the chapter will critically evaluate five key theories, including the Theory of Information Adoption, Technology Acceptance Model, Social Cognitive Theory, Brand Equity Theory and Information Quality Theory by examining their assumptions, implications, strengths and limitations in the light of the research problem and finally, the chapter will review the existing literature on the empirical relationship between these variables with a focus on major conclusions from 2015 onwards as well as important research gaps, which in turn justify the need for this study.
2.1 Conceptualization
[bookmark: _Toc228260997]2.1.1 Independent Variables
 Information Adoption and Sub-Variables
[bookmark: _Toc228260998]The term information adoption refers to a cognitive and behavioral process whereby people judge and adopt information emanating from peripheral sources in their decision-making processes (Sussman & Siegal, 2003; Cheung et al., 2015). Information adoption in modern technological context relates to the assessment and integration of information by users of media sites like social media, including product reviews or posts about products by the brand, in their belief structures. According to Cheung et al. (2015), in the context of online reviews, information adoption is characterized by the alignment of information with personal needs and the elimination of uncertainty. In recent years, studies conducted by Zhang et al. (2018) in the Journal of Management Information Systems have shed more light on the concept of information adoption, suggesting that it is an active process of screening information and cognitive biases.
2.1.2 Sub-Variables
Information Quality
This is associated with the correctness, completeness, importance, and timeliness of information (Wang & Strong, 1996; Lee et al., 2016). The study of social media content conducted by Lee et al. (2016) empirically proved that information of high quality, which is characterized by correctness and up-to-dateness, significantly increases the rate of adoption among users. For example, in case of e-commerce reviews, the factors of quality such as verifiability minimize risk perception, as shown in the research conducted by Filieri et al. (2020) in the Journal of Business Research. In the tourism industry, insights gained through real-time social media sentiments using tools like Brandwatch or Talkwalker can be considered valuable due to timeliness, whereas the big data generated by IoT devices in smart tourism destinations should be correct and complete to ensure actionability (Li et al., 2021; Xiang et al., 2015). Low-quality information results in "garbage in, garbage out," leading to low trust and adoption (Gursoy et al., 2022). Isik (2024) supports the idea that quality, reliability, usefulness, and adoption of information created through social media marketing have a positive impact on brand image.
Source Credibility
Concerning how trustworthy and knowledgeable the information source is perceived. Source credibility may include the credibility of analytics software vendors (e.g., Google Analytics), academic or industry reports, authoritative social media figures, and even the credibility of the "crowd wisdom" available through reviews published in sites like TripAdvisor (Filieri et al., 2018; Leung et al., 2019). The credibility of an information source dramatically increases the probability of adoption (Cheung et al., 2022). In this context, the variable encompasses aspects of information source trustworthiness, expertise, and credibility (Hovland et al., 1953; Ohanian, 1990; Cheung et al., 2015). Cheung et al. (2015) indicated that source credibility, which may be achieved by engaging credible individuals or companies (i.e., influencers and brands), facilitates the information adoption by eliminating skepticism in users. Jin et al. (2019) corroborated this in their study conducted in Computers in Human Behavior and concluded that the credibility of social media sources was enhanced by follower counts, and credible sources led to more sharing of information. The JTAER (2025) acknowledged the role of source credibility in three pathways of AI literacy impacting information adoption.
Perceived Usefulness
Based on the Technology Acceptance Model (TAM), Davis, 1989, this sub-variable focuses on how useful information is considered to be in achieving objectives, according to Venkatesh et al., 2016. Venkatesh et al. (2016) extended the TAM model to add situations to the equation and indicated that usefulness perceptions were responsible for use of applications in the mobility sector. In the context of brands, a study conducted in 2021 by Kim and Park in the Journal of Retailing and Consumer Services discovered that customers adopt information disseminated on social media due to its usefulness, in terms of tips to save money. Isik (2024) examines the usefulness of information disseminated by firms and positive impacts of such information are related to brand image.
Learning Motivation
[bookmark: _Toc228260999]Based on Social Cognitive Theory (Bandura, 1986), the process encompasses both intrinsic and extrinsic motivations for knowledge acquisition (Pintrich, 2003; Zhang et al., 2018). Zhang et al. (2018) theoretically connected the two processes of learning motivation and information adoption in online learning platforms since the motivated users are engaged in deep interaction. Liu et al. explored this theory through their Information & Management paper in 2022 showing how curiosity-based motivation facilitates the adoption of information related to education, especially among young people looking to improve themselves. Hou & Zhang (2025) showed that learning willingness positively impacts information adoption behavior. Moreover, it acts as the mediator for the relationships between differences in risks perceptions and adoption behavior. What is critical is that they highlight the fact that leaning motivation alone is not enough since people stick to the intrinsic concept of the topic and will not accept any new information. It means that consumers require leaning motivation first so that they can adopt information insights and upgrade their brand knowledge.
2.2 Dependent Variable
Brand Knowledge
[bookmark: _Toc228261000]Consumer knowledge of the brand refers to consumers' awareness about brands, which include both cognitive and affective perceptions (Keller, 1993; Christodoulides et al., 2015). According to Christodoulides et al. (2015) in their study on brand equity in social media, consumer knowledge is developed from experiences and interactions. The latest development on brand knowledge is offered by Keller (2016) in the Journal of Marketing, wherein he discussed how the Internet fast-tracks brand knowledge development through viral content.
2.2.1 Sub-Variables
Brand Awareness
Brand awareness can be considered the first component of brand knowledge and represents the client’s capacity to recall or recognize a brand in situations of choice. Brand awareness involves consumers’ recognition or recall of the brand (Aaker, 1991; Keller, 2016). Within the context of marketing, brand awareness is becoming less about exposure and more about consistency, relevance, and memory construction as people see around 5000 ads every day, hence the need for memorable and distinctive elements of the brand for effective branding. According to Canva (2025), consistency is at the core of brand awareness, since consistent repetition enhances memory structures, while visual identity such as logos, colors, and aesthetics may be the very first thing people associate with a brand and recognize.
[bookmark: _Toc228261001]According to Keller (2016), awareness is fundamental, and social media enhances awareness through the use of hashtags and mentions. For instance, Godey et al.'s (2017) study in the Journal of Business Research found that social media campaigns increased awareness by 30% among millennials when evaluated using aided recall tests. Furthermore, Brandwatch (2025) indicates that the involvement of celebrities or influencers helps to enhance the visibility of brands outside the present target market, and associating brand cues with seasonal events or cultural activities ensures that consumers develop a positive attitude towards the brand and improve its recall and recognition. Overall, the viewpoints indicate that brand awareness is a function of information insight adoption because data on consumer behavior and share of voice are used to deliver relevant cues that activate brand nodes in memory.
2.3 Contextualization
[bookmark: _Toc228261002] 2.3.1 Analyses of Study Context: Industry and Research Cohort Group
This research takes place in the realm of social media marketing, which is a fast-changing industry involving platforms such as Instagram, TikTok, and Facebook that rely on user-generated content, influencers, and algorithms for the dissemination of information (Chaffey & Ellis-Chadwick, 2019; Kumar et al., 2020). Kumar et al. (2020) from the Journal of the Academy of Marketing Science describe the impact of social media on marketing and its shift from traditional forms of advertising to real-time interaction, highlighting the fact that global expenditures on social media advertisements in 2021 amounted to $150 billion. Data-driven methods are common practice in the industry and include targeting and analyzing consumer behavior (Chaffey & Ellis-Chadwick, 2019). Dynamics involve the growing popularity of short videos and algorithm-based information curation (Hudson et al., 2016; Martínez-López et al., 2020).
This group consists of consumers from two generations namely, millennials (born between 1981 and 1996) and Generation Z (born between 1997 and 2012). These are considered to be digital natives and consume more time on social media (Fromm & Garton, 2013; Bolton et al., 2018). According to Bolton et al. (2018) in the Journal of Consumer Research, this group spends an average of 3-4 hours each day consuming social media, where the content consumed needs to be authentic and have value. The millennial generation looks for community and sustainability, whereas Generation Z appreciates diversity and immediacy (Godey et al., 2017; Kumar et al., 2020).
[bookmark: _Toc228261003]2.3.2 Justify Context
[bookmark: _Toc228261004]This setting becomes analytically significant in three ways based on studies conducted since 2015. First, there has been a "datafication" revolution that has led to the creation of enormous real-time data streams, often called big data, from mobiles, social media sites, and other sources, providing a unique platform for investigating information adoption (Li et al., 2018). Second, the COVID-19 crisis (2020-2022) served as a forced catalyst, speeding up the timeline of technological change considerably. Tourism companies had no choice but to adapt quickly by taking advantage of data analytics to address crises, make accurate predictions, and restore customer trust, thus making the analysis of the drivers of adoption highly relevant (Bresciani et al., 2021; Gössling et al., 2021). Finally, because the reputation of tourism firms online is a high stakes issue with just one viral review changing the company image, this factor makes studying the value of analytics crucial.
2.4 Theoretical Underpinning
Presentation of Theories
1. Theory of Information Adoption (TIA) - Sussman & Siegel (2003)
The assumptions made are that people will rationally assess their information through cognitive processes, which are based on propositions that argue adoption will depend on the quality of the argument and the characteristics of the source (Sussman & Siegel, 2003; Cheung et al., 2015). This theory put forward by Sussman and Siegal argues that the adoption of information is a two-step process, which begins with the evaluation of the quality of the argument, which is comparable to the quality and utility of the information, and ends with the evaluation of the credibility of the source. If both evaluations are highly rated, then the adoption of the information will follow. In essence, this theory is an economical yet process-oriented framework explicitly designed to explain how individuals assess and adopt persuasive computer-mediated information. For example, Cheung et al. (2015) successfully verified this theory through online reviews, demonstrating that adoption is a predictor of purchase behavior. However, one key limitation of this theory is that it cannot fully address organizational hindrances to adoption such as finances, culture, or motivation for learning proactively.
2. Technology Acceptance Model (TAM) - Davis (1989)
   According to Davis, behavioral intention to adopt any technology is shaped by Perceived Usefulness and Perceived Ease of Use. Widely adopted theory in explaining IT adoption.Perceived Usefulness forms an integral sub-variable of this research. Criticized on grounds of being overly simplistic and instrumental in nature, ignoring social and cognitive factors in the process. It assumes information systems to be instrumental tools in themselves, and ignores the more interpretive aspect of using it to gain insight from the data. It has been pointed out to lack attention towards the hedonic factors of social media usage (Japutra et al., 2018).

3. Social Cognitive Theory (SCT) - Bandura (1986):
 The underlying assumptions involved the concept of triadic reciprocity based on personal elements such as motivation for learning, self-efficacy, individual behavior, and the environment. Examples of propositions include observational learning and self-efficacy (Pintrich, 2003; Liu et al., 2022). The theoretical contribution by Liu et al. (2022) involved applying it to social media learning to show the influence of motivation on adoption. The theory underlines the learning motivation sub-concept. In particular, the theory underlines the fact that motivation results from observing others, other successful Destination Marketing Organizations (DMOs), and through enhancing self-efficacy in using data analytics. Overall, the theory is meta-theoretical, and it is not a concrete model of information adoption. Operationalization of the theory is needed in a specific field, such as digital marketing.
4. Brand Equity Theory (CBBE) - Keller (1993, 2020):
The essence of the Brand Equity Theory is that the value of a brand can be measured by the cognitive structures formed by consumers, meaning that brand awareness & image affect differentiation and loyalty. This theory gives the clear model for the dependent variable called 'Brand Knowledge.' Even though the latest revision made in 2020 has incorporated digital co-creation, traditionally firm-centered and linearly constructed, the theory does not offer anything about 'how' to build up a brand by making use of data insights. Meaning that there is no mechanism offered by the theory regarding the dynamic change of brands based on data insights (Christodoulides et al., 2015)
Uses and Gratifications Theory (UGT) by Katz, Bulmer & Gurevitch (1973)
UGT changes the perspective from “how media influence people” to “how people use media.” In doing so, it proposes that consumers are active and purposeful, using media to fulfill certain requirements or needs such as entertainment, companionship, identity development, and information gathering. According to UGT, tourists are not mere receivers of information; they seek information in order to achieve certain gratifications. For instance, one tourist uses blogs for entertainment, another searches TripAdvisor to fulfill their cognitive requirements like planning while others upload pictures to fulfill their social requirements. This helps to explain tourists' motives for seeking out different forms of information in connection with brands. The major limitation of this theory is its heavy dependence on self-reports, which makes it hard to generalize its applicability, making this a weakness of the theory.
5. [bookmark: _Toc228261005]Cognitive Dissonance Theory by Festinger (1957)
Whenever an individual maintains conflicting cognitions in terms of beliefs, attitudes or values, or even if an individual acts in a manner that contradicts his/her beliefs, he/she suffers psychologically in terms of inconsistency and is driven to eliminate it; the resulting psychological conflict is dissonance. The theory posits that people desire consistency, are uncomfortable about inconsistency, and hence try to change their belief, attitude or behavior in response. This theory plays a pivotal role in this particular study when discussing the post-adoption and post-trip phase. A tourist who books a trip might encounter a bad review leading to cognitive dissonance, who then eliminates dissonance through ignoring the review, looking for good reviews, or even altering his/her cognition of the brand being positive. According to Festinger (1957), this shows how an individual protects his/her existing brand knowledge from contradicting information insights. Thus, this theory helps in explaining the aspect of defending the adopted brand information in order to sustain brand schema. However, using this theory poses challenges to measuring and manipulating the phenomenon experimentally.
2.5 Hypotheses Development
H1: Information quality and brand knowledge
The link between information quality and knowledge acceptance has been widely researched in the field of information systems and consumer behavior. The authors of the seminal paper on the information system success model, DeLone and McLean (2003), argued that information quality is multi-dimensional, including accuracy, completeness, consistency, and timeliness. Information quality decreases uncertainty and improves decision-making processes, according to them. This theoretical perspective is consistent with the elaboration likelihood model proposed by Petty and Cacioppo (1986), which states that when people process information using the central route, they evaluate the quality of arguments; high-quality arguments produce long-lasting changes in attitudes and knowledge acquisition.
While Sussman and Siegal (2003), with the Information Adoption Model, proved that the quality of information has an impact on usefulness perception and, thus, adoption of information in the organizational context, Zhang et al. (2016) maintained that tourism information has specific properties because it is experience-based. In contrast to regular factual information in organizations, tourism information comprises subjective evaluations of experiences that are hard to verify for credibility. The importance of this difference is revealed in relation to brand knowledge that is defined as the "associative network of information about the brand" held by consumers.
Based on Signaling Theory (Spence, 1973), high-quality information will be a credible signal in information-asymmetrical markets where consumers cannot judge the product prior to consumption. Moreover, based on the Uncertainty Reduction Theory (Berger & Calabrese, 1975), people in new situations strive for information to reduce uncertainty, where information quality becomes the means for achieving this goal. Consequently, regardless of the context of the situation, the underlying assumption that consumers need high-quality, comprehensive, and timely information to build brand knowledge is well-grounded, implying that there will be a positive correlation between information quality and brand knowledge adoption within the tourism industry.
H2: Source Credibility and Brand Knowledge Adoption
The impact of source credibility on the acceptance of information is one of the most well-studied relationships in the field of persuasion and communication studies, especially in the context of tourism, where sources of information can be varied and unverifiable. According to Hovland, Janis & Kelley (1953), source credibility consists of expertise and trustworthiness, and these lead to greater attitude change because people will be more likely to accept such messages from a credible source. The source credibility concept was further developed by Ohanian (1990), who introduced the third component, namely, physical attractiveness, in celebrity endorsements.
The tourism literature reveals further complexities regarding source credibility operationalization. While traditional research emphasizes expertise and trustworthiness, tourism information sources present unique credibility challenges. Gretzel (2018) observed that travel influencers on social media platforms blur the boundaries between consumer-generated and marketer-generated content, creating credibility ambiguities that traditional frameworks struggle to accommodate. Similarly, Xiang and Gretzel (2010) found that search engine rankings and platform design features influence perceived credibility independently of source characteristics, suggesting that credibility in digital tourism contexts extends beyond the source to encompass platform credibility and algorithmic authority.

The aforementioned conflicting viewpoints are reconciled in light of the Uncertainty Reduction Theory (Berger & Calabrese, 1975) and Signaling Theory (Spence, 1973). Travelers are confronted with high levels of uncertainty in their travels, and trustworthy sources act as credible signals that mitigate this uncertainty better than non-trustworthy sources. Filieri (2015) brings these concepts into the domain of travel information adoption. She shows that source credibility and information quality coexist and interact to affect adoption, although their comparative significance changes depending on the phase of the decision-making process and characteristics of tourists. The preponderance of scholarly literature in classical persuasion theory and recent tourism literature attests to the critical role of source credibility in information adoption, giving rise to the proposition that source credibility influences positively brand knowledge adoption in the tourism sector, albeit with possible moderating effects due to certain contextual variables such as platform attributes and tourist involvement.
H3: Perceived Usefulness and Brand Knowledge Adoption

Perceived usefulness is a crucial construct in studies on the adoption of new technologies. Its incorporation in brand knowledge adoption within the tourism industry has helped highlight certain theoretical issues and elaborations. In defining the concept of perceived usefulness, Davis (1989) stated that perceived usefulness refers to the extent to which an individual views the use of a system as instrumental in improving his/her performance, thereby making perceived usefulness one of the key predictors of technology adoption intention within the Technology Acceptance Model. The aforementioned utilitarian perception of perceived usefulness was later elaborated on by Sussman & Siegal (2003) in their Information Adoption Model.
Tourists are seen to be searching for both information and inspiration, which were identified by Vittersø et al. (2000). The researchers argue that usefulness in the context of tourism is two-dimensional, comprising both utilitarian and hedonic aspects. Further research by Ayeh (2015) shows that perceived enjoyment and usefulness have an effect on travelers' intent to use online UGC for travel purposes.
Fodness and Murray (1999) differentiated information searches for decision making and enjoyment/rehearsal purposes, implying that useful information in the context of trip planning may not be identical to useful information in the context of trip anticipation. The time factor makes it difficult to understand perceived usefulness of information in terms of the single construct in cross-sectional designs. Chung and Koo (2015) have found that both utility-oriented and hedonistic gratifications positively impact adoption of information in tourism settings, which calls for a more elaborate understanding of perceived usefulness. Hence, although perceived usefulness, in the traditional definition, positively affects adoption of brand knowledge, tourism studies show that such adoption is achieved through a combination of both utilitarian and hedonic routes, with each route being responsible for the different share of variance.
H4: Learning Motivation and Brand Knowledge Adoption
The link between learning motivation and knowledge acquisition is based on basic concepts from the fields of educational psychology and motivation theories. However, when applied to the tourism brand knowledge context, several theoretical insights and implications arise. According to Pintrich and Schunk (2002), in their extensive study on motivation within education, two types of learning motivation were identified; one being intrinsic, where learning takes place for the sake of pleasure or interest in the activity itself, and the other being extrinsic, which involves instrumental reasons for learning. The application of this basic concept to the marketing sphere was carried out by MacInnis et al. (1991).
[bookmark: _Toc228261006]According to Deci and Ryan’s (1985) Self-Determination Theory, autonomous motivation, which refers to motivation due to interest or perceived value of the activity itself, is associated with deeper processing and stronger learning outcomes as opposed to controlled motivation, which results from external pressure. Indeed, the empirical evidence from education, marketing, and tourism studies has confirmed the beneficial effect of learning motivation on knowledge acquisition, which motivates us to state that learning motivation affects brand knowledge acquisition positively. However, the positive relationship in question can be better explained via different routes, with intrinsic motivation contributing to deeper learning experiences and extrinsic motivation ensuring practical knowledge for travel purposes.
2.6 Relationships Amongst Variables and Synthesis
[bookmark: _Toc228261007]2.6.1 Relationships to be Explored
The core relationship is between the antecedents of Information Adoption (IV) and the state of Brand Knowledge (BK). The literature suggests this relationship is often mediated by specific marketing actions. This study will explore:
1. How high-Quality, credible insights on emerging travel trends lead to targeted content campaigns, boosting Brand Awareness.
2. How the Perceived Usefulness of review analytics drives reputation management strategies that directly shape Cognitive Brand Image.
3. How an organization's Learning Motivation fosters experimentation with social listening tools, enabling engagement that builds Affective Brand Image and, ultimately, Active Advocacy, which is loyalty.
[bookmark: _Toc228261008]2.6.2 Summary of Major Empirical Findings
Major Findings & Trends
Source Credibility is crucial in a review-based image. Research studies reveal that consumers, and thus marketers, value the credibility of the reviewers along with the trustworthiness of the site greatly. The recommendations based on highly reviewed and detailed information on platforms such as TripAdvisor and Booking.com will have greater influence on the brand image perception (Filieri et al., 2021; Berezina et al., 2016).
Perceived Usefulness encourages usage of the tool. The research conducted on DMOs has established that the adoption level of the use of social media analytics by DMO managers was the highest in cases where the benefits of the tool were obvious for them (Mariani et al., 2018; Leung et al., 2019).
The Problem of Information Quality remains a problem, one of which being that of "big data veracity". The large amount of noisy data may affect the accuracy and completeness of the insights gained from the data, making it an obstacle for adoption (Gursoy et al., 2022; Xiang et al., 2015).
Advocacy as Loyalty, in empirical literature the connection between the application of sophisticated use of insights like personalization using big data in generating brand advocates through creating UGC (Rather, 2020; Kumar et al., 2021).




[bookmark: _Toc228261009]Chapter 3: Research Methodology
[bookmark: _Toc228261010]3.0 Introduction
[bookmark: _Toc228261011]This sections is about the methodologies and techniques for collecting data. This part also provides information regarding the fundamental concept, methodologies, and processes which formed the basis of this study and the process of collecting data. This chapter presents the research methodology that was used to conduct an exploration into the use of information insights with respect to brand knowledge in the tourism sector.
3.1 Research Philosophy
[bookmark: _Toc228261012]A research philosophy can be viewed as the researcher’s approach toward determining what type of knowledge needs to be generated, analyzed, and modified to make sense of a phenomenon. In other terms, "ontology" is used to refer to a very wide outlook on the nature of reality, whereas "epistemology" refers to the study of knowledge distinct from belief (Gamage,2025). Positivism, interpretivism, and pragmatism are some of the most significant research philosophies that have emerged from time to time, and they have led to the evolution of a number of research methodologies that researchers employ in making certain decisions when designing a research framework (Gmage,2025). The present study has been designed using positivist research philosophy.
3.1.1 Positivism
[bookmark: _Toc228261013]Positivism holds that reality is objective, verifiable, and controlled by universal principles, which can be discovered using empirical approaches, with only empirical findings deemed valid (Gamage, 2025). According to Gamage (2025), the positivist paradigm relies on an objectivist epistemology and realist ontology, in which there is one single reality beyond the researcher and the purpose is to objectively describe the reality without any prejudice by dissociating events and altering significant factors to reveal the structures and causality behind them. This philosophy serves as the foundation for research methodologies that emphasize prediction and testing hypotheses, in which theoretical models are built using deductive reasoning and supported by empirical data (Danaeefard, Ardelan & Danaeefard, 2025). Danaeefard et al. (2025) compare positivist approaches that emphasize prediction to other paradigms and state that positivism views all occurrences as analyzable into verifiable variables, allowing for the prediction of these facts and their interconnections.
3.2 Research Design
It will function as the overarching map in which data collection, measurement, and analysis of numerical data will be conducted in order to have a holistic picture of the phenomenon. The selection of the research design is primarily determined by the research problem, which aims not only to quantify the level and patterns of adoption of information insight but also to understand the rationale, context, and experience behind these statistical trends (Tashakkori & Teddlie, 2010). First, the research design will implement the cross-sectional method during the first phase, wherein the structural survey questionnaire will serve as the medium to collect numerical data from a wide array of tourism marketers and managers to identify the relationship between information insight usage and brand knowledge improvement. According to Yin (2018), the next step is to adopt the embedded multiple case study research design in the second phase through semi-structured interviews and document analyses of a purposefully selected number of survey participants. This research design is based on the merit that it will provide a more complete triangulation of the research problem than the monomethod would be able to do, according to Bryman (2016).However, the design carries demerits, including the considerable time and resources required to execute both phases effectively, the need for the researcher to be proficient in both qualitative and quantitative methodologies, and the complexity of integrating two distinct forms of data during the analysis stage (Creswell & Plano Clark, 2017).
[bookmark: _Toc228261014]3.3 Research Approach
[bookmark: _Toc228261015]The present research is based on the quantitative paradigm. Quantitative methodology originates from the positivist theory, where it is assumed that social phenomena exist objectively and are measurable (Creswell & Creswell, 2018). Such an approach corresponds with the objectives of the present study because it is necessary to evaluate the connection between certain variables, namely, the adoption of information insights and factors characterizing brand knowledge (Keller, 2003). A quantitative methodology provides an opportunity to collect measurable data that can be analyzed statistically and tested hypothetically. The main benefits of such research include the possibility to conduct replicable research and draw conclusions about the entire population based on a representative sample (Hair, Black, Babin, & Anderson, 2019). It is convenient for testing the theories related to the use of particular types of information in marketing and the development of brand equity. In addition, a quantitive approach does not allow exploring the reasons behind certain attitudes and behaviors in detail and cannot detect emergent patterns due to a focus on predefined categories.
3.4 Research Methods
For the study, there will be a need to employ an explanatory approach through the use of surveys combined with semi-structured interviews to collect data. The first part of the study shall involve the use of a cross-sectional survey that will be conducted online using platforms like LinkedIn and other industry-related fora to target tourism marketing professionals, destination managers, and hospitality brands’ strategic planners. The survey will make use of a Likert scale validated from the current literature on brand knowledge to assess variables such as insight accessibility and interpretive frequency and application to brand decisions. The use of surveys is quite commendable due to the ability of surveys to facilitate standardization of data collection from a geographically dispersed population, thus allowing for statistical inference about adoption in the tourism industry (De Vaus, 2021). Nevertheless, one major drawback of surveys is their ability to elicit surface-level information without delving into the reasoning behind the data provided, a demerit recognized in modern methodological discourse (Fowler,2024).
[bookmark: _Toc228261016]To overcome this weakness, the qualitative part of the study will involve semi-structured interviews through direct calls with a selected subsample of the survey participants. This method allows for an open-ended discussion about the interpretation, negotiation, and occasional rejection by tourism professionals of the information insights when incorporating them into their brand knowledge structure (Brinkman and Kvale 2023). It allows for collecting detailed accounts about organizational culture, technology issues, and the use of tacit knowledge that cannot be accessed by surveys (Roulston and Choi, 2022). Although interviews generate in-depth context, some of the weaknesses of the approach include interview biases and considerable time needed for transcribing and analyzing the data, which restricts the sample size and generalizability (Magnusson and Marecek, 2023). The combination of the two methods guarantees that any statistical insight into the adoption of information insights generated from surveys is further explored and explained through qualitative accounts (Creswell and Guetterman, 2025).
3.5 Research Population
Target Audience is defined as the conceptually different set of potential respondents to whom the researcher might get exposure and have the features related to the demographics of priorities (Babbie and Mouton, 2016). Selecting from a sample which does not reflect the demographics of choices calls for being very careful in setting up the target group for research. In this case, the target group consists of people who work in managing brands and adopting information insights within the context of the hotel industry of Mutare, a major tourist attraction town located in the eastern side of Zimbabwe. The geographical boundaries of this study cover all the registered hotels in Mutare – from those in the city center to those on the outskirts, serving the purpose of attracting tourists because of their close location to the Vumba Mountains in Zimbabwe (Musavengane and Mutikiti, 2021).
[bookmark: _Toc228261017]The estimated target population size would be around 164 people, including hotel managers, marketing directors, brand strategists, and digital marketing managers, whose task would be to interpret consumer data and convert information into brand knowledge and insights (Sigala,2010). Front-line managers and customer relationship managers/guest relations managers would also be included, owing to the fact that recent literature recognizes that brand knowledge creation is a multi-level organizational phenomenon based on guest feedback and market insight (Kibuacha,2021). This study would focus on individuals, who are 18 years old or older as an analysis unit because they are legally eligible employees (Kibuacha,2021).
3.6 Sampling
[bookmark: _Toc228261018]According to Gay, Mills & Airasian (2012), it is the act of selecting more than one individual into a study in such a manner that the individuals selected form the representation of the whole group of individuals that they have been selected from. According to Saunders, Lewis & Thornhill (2019), sampling is required as it would be difficult to conduct surveys on the whole population since there would be resource limitations; however, a good sampling procedure allows researchers to draw accurate conclusions from the population. For the purpose of the research, non-probability sampling, specifically purposive sampling, will be used.
3.6.1 Purposive Sampling 
[bookmark: _Toc228261019]This type of non-probability sampling involves purposively choosing participants due to their possession of unique traits, knowledge or experiences relevant to the subject of study. The rationale behind the application of purposive sampling arises from the need to purposely choose information rich cases that posses the knowledge and experience necessary to the research phenomenon in question as opposed to presenting a statistical representation of the total tourism population (Campbell et all.,2020). In the case of the quantitative survey, the sample shall comprise of marketing managers, brand managers, and digital analytics personnel in tourism organizations since these individuals have the direct responsibility of deriving insights from data and using them in branding decision-making. This kind of sampling reduces the ability to generalize findings to the total tourism population but is an efficient and effective way of ensuring that enough respondents are obtained within resource constraints (Jager, Putnick, and Bornstein, 2017). Sample size shall be computed using Cochran formula.
Initial sample 
n0 = (Z^2 * p * q) / e^2
where :
n0 = initial sample size before adjusting for finite population
Z = Z-score for desired confidence level
p = estimated proportion of the population with the attribute
q = 1-p
e = desired margin of error
n0 = (1.96^2 * 0.5 * 1-0.5) / 0.05^2
n0 = (3.8416 * 0.5*0.5) / 0.0025
n0 = 0.9604 / 0.0025
n0 = 384.16
[bookmark: _Toc228261020]Finite population
n = n0/ (1 + (n0-1)/ N
Where:
n = final sample size
n0 = initial sample size from the Cochran formula
N = total population size
n = 384.16 / (1 + (384.16-1)/285)
n = 384.16 / (1 + (383.16/285)
n = 384.16 / (1 + 1.3444)
n = 384.16 / 2.3444
Sample size = 164
A random sample of 164 people will be chosen by the investigators. Due to time and money savings, the selection was chosen over surveying the entire population.
[bookmark: _Toc228261021]Table 3.1 sample size
	Sample elements
	Sample size
	Population

	Hotel Managers
	25
	45

	Marketing Managers
	20
	30

	Brand Strategist
	8
	10

	Destination Managers
	8
	5

	Marketing Directors
	10
	15

	Digital Marketing Officers
	20
	25

	Guest Relations Officers
	18
	40

	Front-line Managers
	20
	60

	Lodge Managers
	15
	35

	Tour Operators
	20
	20

	Total
	164
	285



[bookmark: _Toc228261022]3.7 Research Instrument
[bookmark: _Toc228261023]A structured online survey will be used as the research instrument. This survey will be composed of different sections that will lead the respondents through the questions logically. In order to ensure the reliability and validity of the measures, each construct will be operationalized using multi-item scales based on previous well-cited research. For the majority of the questions, a 7-point Likert scale will be used with the rating going from 1 ('Strongly Disagree') to 5 ('Strongly Agree'). The use of an online questionnaire increases the efficiency of collecting data. Adopting validated scales from previous research provides credibility to the study's results. Nevertheless, the use of an online questionnaire is based on self-reports, which could be biased. Furthermore, since the questions are predefined, the questionnaire does not fully capture the complexity of adopting insights within organizations.
3.8 Data Analysis Plan
[bookmark: _Toc228261024]Data analysis will take place in two stages, utilizing IBM SPSS Statistics software.
After the data gathering period is over, the unprocessed data will be downloaded from the online tool. The data will be screened for any issues with missing values, straight-lining, and outliers. All variables' descriptive statistics (frequency, mean, standard deviation) will be calculated in order to gain insight into the basic features of the data and get an initial impression (Pallant, 2020). In order to analyze the research questions, the following analytical method will be utilized: Correlation analysis will be carried out by means of the calculation of Pearson's product-moment correlation, assessing the strength and direction of the relationships between the adoption of information insights and brand knowledge dimensions. Multiple regression analysis will be used to find out if adoption of information insights is a predictor of brand knowledge dimensions. Thus, a number of multiple regression analyses will be run by the researcher (Field, 2018).
3.9 Ethical Considerations
The information sheet and consent will be provided on the first page of the online survey. This will clearly outline the research's purposes, indicate that participation is entirely voluntary, and that participants have the freedom to withdraw from the study at any point in time by simply closing their web browsers. By proceeding to the following pages, implied consent will be considered as having been given. All data gathered will remain strictly confidential, stored only in a password-protected university computer server that only the researcher and supervisor will have access to. Personal information such as the participant's name and specific organization will not be collected during the survey process. Data analysis and presentation will be conducted in aggregate terms to ensure anonymity of the responses. The researcher will act with honesty when handling the data and reporting the findings, avoiding misinterpretations and distortions of the research findings.




[bookmark: _Toc228261025]













CHAPTER 4: Data Presentation and Analysis
[bookmark: _Toc228261026]4.0 Introduction
[bookmark: _Toc228261027]The Analysis, Presentation, and Interpretation of Data Chapter 4 will examine the analysis, presentation, and interpretation of data obtained from the study on the use of information insights for brand knowledge in the tourism industry, especially among 2- and 3-star hotels in Mutare. This chapter will analyze the perceptions of the respondents concerning various variables, such as information quality, source credibility, perceived usefulness, learning motivation, and brand knowledge. The results will be presented using descriptive and inferential statistics in reference to the objectives and research questions raised in the study. The findings will be analyzed using various theories and empirical studies to make the results meaningful.
4.1Demographic data presentation
[bookmark: _Toc228261028]4.1.1 Gender


Figure 4.1: Gender
[bookmark: _Toc228261029]"Adoption of Information Insights on Brand Knowledge in the Tourism Industry in Mutare" needs gender as a very important variable since it is useful in determining factors related to differences in access to information sources, technology use, as well as application of brand knowledge by various people in the hospitality industry. Gender has been seen to have effects on the manner in which people use digital technologies, and some differences are always likely to arise due to socio-cultural differences, organizational policies and procedures, and lack of equal access to training and connections. It may be possible that in the hospitality industries, gender may cause different employees to adopt information insights in a way that helps to improve the brand experience of customers. Gender affects aspects of communication, decision making, and approach to customers – all key elements in the development and maintenance of brand knowledge. Therefore, inclusion of gender makes the study even more insightful and relevant (Venkatesh & Morris, 2000; Ong & Lai, 2006; Ahl, 2006).
4.1.2 Age

Figure 4.2 Respondents age
[bookmark: _Toc228261030]Age is among the variables that will assist in understanding the difference in the perception of adoption and use of information insights on brand knowledge among employees. It is expected that various age segments will differ in terms of the degree to which they are conversant with technology, data analytics software, and other forms of information systems that are vital in generating information insights. Younger staff members may be more adept at using such information systems compared to older staff members who might not have much experience using them. Age may also influence the willingness of different age groups to embrace organizational changes and learn new processes and skills necessary for engaging customers within the hospitality industry. Hence, incorporating age as one of the variables will allow the researcher to make recommendations tailored towards specific age groups in order to enhance the adoption of information insights and consequently the development of brand knowledge within hotels (Czaja et al., 2006; Ng & Feldman, 2013).
4.1.3 Education levels of respondents

Figure 4.3 Education levels of respondents
[bookmark: _Toc228261031]The inclusion of education level in “The Adoption of Information Insights on Brand Knowledge in   2- and 3-Star Hotels in Mutare” will enable the researcher to examine the level of competence as a critical factor for utilising information insights in increasing brand knowledge among hotel employees. Educated employees can be assumed to have the analytical skills and knowledge necessary for understanding and utilising information insights through the use of modern technology and information systems in branding services. Education level is a significant predictor of an individual’s capacity to adopt innovations as well as learn about new ideas. This suggests that educated people will be more competent in using information insight technologies compared to individuals with low levels of education. The inclusion of education as a variable will help control the effects of human capital and provide specific recommendations regarding ways of increasing brand knowledge in the tourism industry (Venkatesh et al., 2003; Cohen & Levinthal, 1990; Eraut, 2004).
4.1.4 Employee category

Figure 4.4 Employee category
In the data gathering process for “Adoption of Information Insights on Brand Knowledge Hotels in Mutare,” the employee category is an important variable that needs to be considered when collecting data since it differentiates between the functions, duties, and levels of access to information within the organization. In the hotel industry, employees who belong to various employee categories such as those from the front office, marketing division, supervisors, and management will have varied interactions with customers and their respective information systems. As a result, their perception and use of information insights towards generating brand knowledge will vary. For instance, front office employees will be responsible for interacting with customers and delivering the brands, whereas the managerial employees will focus on decision-making processes. This distinction may make a big difference in the way they perceive and adopt information insights in their work. The inclusion of this variable in the questionnaire will enable the researcher to differentiate based on their functions and give better recommendations for brand knowledge enhancement (Katz & Kahn, 1978; Mintzberg, 1979; Nonaka, 1994).






[bookmark: _Toc228261032]4.1.5 Work experience

Figure 4.5 Work experience
Work experience is another important variable in the process of quantitative data collection, as it affects how much the employees are aware of the organisational processes and the customer interactions, as well as the use of information systems, which contribute to brand knowledge. In case the employee has more work experience, it implies that he/she has more tacit knowledge, practical skills, and understanding of customer needs, which makes it easier for him/her to interpret and utilise the information insights. Otherwise, if the employee has less work experience, it means that there will be more dependence on the formal education, and not many chances to see how information is used strategically in branding processes. Work experience will help identify different attitudes towards the usage of new technologies and innovations, thus impacting employees' participation in information processes. Therefore, the inclusion of work experience as a variable will assist the researcher to account for the differences in the level of knowledge and capabilities, as well as enhance the quality of statistical analysis (Nonaka, 1994; Cohen & Levinthal, 1990; Quinones, Ford & Teachout, 1995).
[bookmark: _Toc228261033]4.1.6 Booking frequency


Figure 4.6 Booking frequency 
[bookmark: _Toc228261034]Booking frequency is a crucial variable that should be considered when collecting the required data because it acts as a behavioral measure of demand from customers and organisational performance as regards to effectiveness of brand knowledge practices. In literature on tourism and hospitality, repeated booking activity is regarded as a measure of customer satisfaction, brand loyalty, and quality of service provision, all of which depend on the efficiency with which organisations use information insights in brand knowledge building. High booking frequency indicates high brand equity and customer trust, whereas low booking frequency reveals weak points in branding strategy and service delivery. Moreover, considering the concept of customer based brand equity, the existence of positive brand knowledge helps customers recall a product, which makes them have a good preference for the same, leading to repurchase and repeat bookings (Keller, 2013; Rather, 2021). Additionally, studies suggest that customer experience and satisfaction play a major role in motivating individuals to make hotel bookings (Rather & Hollebeek, 2020). The inclusion of booking frequency into the survey questionnaire will therefore help the researcher establish a relationship between information-based brand knowledge activities and performance indicators.






4.2 Main research objectives
[bookmark: _Toc228261035]4.2.1. Information quality

Figure 4.7 Information quality
60% agreed, 20% strongly agreed, 10% were neutral, and 10% disagreed that information quality affects brand knowledge. The graph presented above reveals that 60% of the respondents agreed that information quality improves brand knowledge. Additionally, 20% strongly agreed, 10% were neutral, and 10% disagreed with the statement. The empirical findings that 60% of the respondents agreed that information quality increases brand knowledge could be theoretically underpinned by Information Systems.
[bookmark: _Toc228261036]4.2.2 Source credibility

[bookmark: _Toc228261037]Figure 4.8 Source credibility
As illustrated in the figure above, 50% of the respondents agreed with the statement that there was an influence of source credibility on brand knowledge. 20 % agreed with the same statement. 10% of them were neutral, and another 10% disagreed with the statement. It is clear from the above result that 50% of the respondents agreed while another 20% strongly agreed with the statement. This indicates the importance of source credibility on brand knowledge and the importance of credible sources in interpreting and applying brand-related information.

4.2.3 Perceived usefulness

Figure 4.9 Perceived usefulness
[bookmark: _Toc228261038]From the respondents, it is seen that 40% of them concur with the concept that perceived usefulness contributes to the adoption of brand knowledge. 25% strongly agree, while 10% remain neutral and 10% disagree respectively. On the other hand, only 5% strongly disagree with the concept. The results where 40% of the respondents agreed and 25% strongly agreed that perceived usefulness contributes to brand knowledge adoption, while

4.2.4 Learning motivation


Figure 4.10 Learning motivation
[bookmark: _Toc228261039]From the graph, 45% agreed with the statement that motivation to learn improves knowledge about brands. 20% strongly agreed, with 15% being neutral, 10% disagreeing, and 10% strongly disagreeing. The results indicated that 45% agreed, and 20% strongly agreed that motivation to learn increases knowledge about brands, while relatively few disagreed or were neutral about the concept.
4.2.5 Brand knowledge


Figure 5.1 Brand knowledge
[bookmark: _Toc103003704][bookmark: _Toc228261040]From the figure, it is clear that 50% of respondents showed that they could understand very well what the brand knowledge concept means. In addition, 20% showed that they strongly agreed that brand knowledge adds business value. On the other hand, 15% of them showed that they are neutral, 10% disagreed and only 5% strongly disagreed. It was found that 50% of the respondents can clearly comprehend what brand knowledge means, while 20% strongly agreed that brand knowledge creates business value.
4.3 Pearson Correlation Analysis

This study used Pearson correlation test to study the impact of information quality on brand awareness
[bookmark: _1mrcu09][bookmark: _Toc228261041]4.3.1 Analysis of information quality
[bookmark: _46r0co2]H1:  information quality has significant positive effect on brand awareness.
[bookmark: _2lwamvv][bookmark: _Toc103003705][bookmark: _Toc228261042]Table 4.1 Pearson correlation of information quality on brand awareness
	
	
	Information quality
	Brand knowledge

	Information quality
	Pearson Correlation
	1
	-.920**

	
	Sig. (2-tailed)
	
	.001

	
	N
	73
	73

	Brand knowledge
	Pearson Correlation
	-.920**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	73
	73

	
	
	
	

	
	R
	R Square
	

	
	-.920
	.847
	


Correlation is significant at the 0.000 level (1-tailed).

[bookmark: _111kx3o][bookmark: _Toc228261043]From table 4.5, it can be concluded that the correlation coefficient (-0.920) indicates high level of significant negative impact of quality of information on brand awareness while its p-value (0.000) is less than 0.05 and hence supports the null hypothesis that there is significant negative impact of quality of information on brand knowledge. Table 4.5 indicates that 84.7% of brand knowledge variance is attributed to information quality.
4.3.2 Analysis of source credibility

[bookmark: _206ipza]H2: Source credibility has significant positive effect on brand knowledge
[bookmark: _4k668n3][bookmark: _Toc103003706][bookmark: _Toc228261044]Table 4.2 Pearson correlation of source credibility
	
	
	Source credibility
	Brand knowledge

	Source credibility
	Pearson Correlation
	1
	. 902**

	
	Sig. (2-tailed)
	
	.001

	
	N
	73
	73

	Brand awareness
	Pearson Correlation
	.902**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	73
	73

	
	
	
	

	
	R
	R Square
	

	
	. 902
	.814
	



[bookmark: _2zbgiuw][bookmark: _1egqt2p][bookmark: _Toc228261045]Since the correlation coefficient value of source credibility is 0.902, we can see that the correlation between source credibility and brand knowledge is indeed significant enough when compared with other independent variables. Since the p-value of 0.000 is smaller than 0.05, we can accept the hypothesis that source credibility positively affects brand awareness.
4.3.3 Analysis of perceived usefulness
[bookmark: _3ygebqi][bookmark: _Toc103003707][bookmark: _Toc228261046]H3: Perceived usefulness has significant positive effect on brand knowledge.
[bookmark: _2dlolyb][bookmark: _Toc103003708][bookmark: _Toc228261047]Table 4.3 Pearson`s correlations of perceived usefulness and brand knowledge
	
	
	Perceived usefulness
	Brand knowledge


	Perceived usefulness
	Pearson Correlation
	1
	.948**

	
	Sig. (2-tailed)
	
	.001

	
	N
	73
	73

	Brand knowledge

	Pearson Correlation
	.948**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	73
	73

	
	
	
	

	
	R
	R Square
	

	
	.948
	.898
	



[bookmark: _Toc228261048]From table 4.7, it can be inferred that perceived usefulness shows the highest correlation with brand knowledge, with a correlation coefficient of 948 and the p value being 0.000, which is less than 0.05, and hence, the relationship between perceived usefulness and brand knowledge is statistically significant, and the alternate hypothesis that perceived usefulness significantly positively affects brand knowledge can be accepted. From table 4.7, it can be seen that 89.8 percent of brand awareness variability can be accounted for by perceived value.
4.3.4 Analysis of learning motivation
H4: Learning motivation has significant positive effect on brand knowledge.
[bookmark: _3cqmetx][bookmark: _Toc103003709][bookmark: _Toc228261049]Table 4.4 Pearson`s correlations learning motivation and brand knowledge
	
	
	Learning motivation
	Brand knowledge


	Learning motivation
	Pearson Correlation
	1
	.848**

	
	Sig. (2-tailed)
	
	.001

	
	N
	73
	73

	Brand knowledge

	Pearson Correlation
	.848**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	73
	73

	
	
	
	

	
	R
	R Square
	

	
	.848
	.719
	



[bookmark: _1rvwp1q][bookmark: _4bvk7pj][bookmark: _Toc103003710][bookmark: _Toc228261050]From table 4.8 it can be seen that there is a positive relationship between brand knowledge and learning motivation since the correlation coefficient is 848, and the p-value is 0.000 which is less than 0.05, hence we can say that there is a significant relationship between learning motivation and brand knowledge, meaning that our hypothesis is true. Table 4.8 indicates that 71.9% of brand knowledge variation is accounted for by the independent variable learning motivation.
4.4 Multiple Regression Analysis 

[bookmark: _2r0uhxc][bookmark: _Toc103003711][bookmark: _Toc228261051]Table 4.5 Model Summary
	Model
	        R
	R
Square
	Adjusted R
Square
	Std. Error of
the Estimate

	1
	.445a
	.198
	.198
	.34624


 a. Predictors: learning motivation, perceived value, information quality and source credibility).
b. Dependent Variable: Brand knowledge
The study further includes the use of multiple regression analysis where the effect of four independent variables (Learning Motivation, Perceived Value, Information Quality, and Source Credibility) is determined against a single dependent variable i.e., brand awareness. 
The model summary presented above gives an idea of how much the predictor variables contribute towards explaining the effect on the dependent variable.
The R Square column indicates that the predictor variables contribute towards explaining 19.8% of the dependent variable. This value seems to be acceptable, and the method used in this research demonstrates that approximately 10.8% of variation in the dependent variable (brand awareness) is due to the four independent variables considered in this study. 
[bookmark: _3q5sasy]The adjusted R Square, which stands at 19.8%, adjusts the R Square figure to determine the actual scenario prevailing in the entire population. In other words, by surveying respondents, the is accounting for 19.8 % of variation in brand awareness and this thus shows the influence of information insights on brand awareness is significantly positive. The standard error of the estimate is 0.3% which also quite low, it means that only 0.3% of deviation is present in whole population.  
[bookmark: _25b2l0r][bookmark: _Toc103003712][bookmark: _Toc228261052]4.5 Coefficients analysis
[bookmark: _Toc103003713][bookmark: _Toc228261053]Table 4.6 Coefficients Table
	Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6.768
	.645
	
	10.456
	.000

	
	Source credibility
	-.116

	.051
	-.128
	2.293
	.000

	
	Information quality
	.061
	.042
	.081
	1.430
	.000

	
	Learning motivation
	.301
	.040
	.442
	7.458
	.000

	


	Perceived value
	.032
	.022
	.052
	1.197
	.000

	a. Dependent Variable: Brand knowledge



 

Where:  y 		= 	Brand knowledge (brand adoption)
 		= 	Constant term;   
, = 	Beta coefficients;  
 		= 	Source credibility
		= 	Information quality
		= 	Learning motivation
                 =           Perceived value
		= 	Error term
By looking at the results therefore the regression equation will come out to be:   
[bookmark: _34g0dwd]Y= 6.768-0.128+0.081+0.442+0.052
[bookmark: _1jlao46][bookmark: _43ky6rz]Through the coefficient table, the independent variable that contributes the most and least to the dependent variable in terms of influence can easily be determined; from the above table, it is clear that the predictor variable contributing the most influence in the relationship between information insights and brand awareness is source credibility, with a standardized coefficient beta value of 0.442.  The least influence in the above case is attributed to perceived value with a beta value of -0.128.
The tolerance test measures whether the predictors are having a collinearity problem, and any values above 0.7 indicate that there is an overlap among the predictors, requiring revision in the model. In the above table, none of the predictor variables exceed the threshold of 0.7. The results from the above can be used to establish the regression equation as follows:
Y= 6.768-0.128+0.081+0.442+0.052
[bookmark: _2afmg28][bookmark: _Toc228261054]4.5.1 Summary of Results 
[bookmark: _Toc103003718][bookmark: _Toc228261055]Table 4.7: Summary of Hypothesis Tests   
	 
	Hypothesis 
	Status 

	H1 
	Information quality has a significant negative effect on organizational performance.
	Accepted

	H2 
	Perceived value has a significant positive effect on organizational performance.
	Accepted

	H3 
	Learning motivation to experience has a significant positive effect on organizational performance.
	Accepted

	H4
	Source credibility has a significant positive effect on organizational performance.
	Accepted


[bookmark: _Toc228261056]4.6 Chapter summary
The empirical findings pertaining to the use of information insights about brand knowledge have been presented, analyzed, and interpreted in Chapter 4 of the paper, with regards to 2- and 3-star hotels in Mutare. The findings indicate that important elements such as information quality, information source credibility, perceived usefulness, motivational drive to learn, and brand knowledge awareness are influential in terms of the understanding and utilization of information related to brands. It is worth noting that, despite some respondents being neutral or disagreeing with the importance of the variables mentioned above, there was general agreement among the majority. According to the theoretical framework provided by the Information Systems Success Model and Self-Determination Theory, it becomes apparent that effective use of information insights can help in boosting brand knowledge acquisition and organizational performance within the hospitality industry. Overall, this chapter provides evidence that good information systems, credible information sources, and employee motivation are crucial in developing brand knowledge.






Chapter 5: Conclusions and Recommendations
[bookmark: _Toc228261057]5.0 Introduction
[bookmark: _Toc228261058]The purpose of this chapter is to present an elaborate summary of the empirical findings, reach appropriate conclusions in accordance with all four stated objectives of research, and make practical suggestions for 2-star and 3-star hotels located in Mutare. Furthermore, this chapter will explore theoretical and managerial implications of the findings obtained, point out limitations inherent to methodology utilized, and outline areas that deserve further exploration in future. Conclusions drawn in this chapter are based on statistical data analyzed in Chapter 4.
5.1 Summary of the Study and Findings
[bookmark: _Toc228261059]The research sought to examine the acceptance of information cues for brand knowledge among tourism organizations, specifically 2-star and 3-star hotels in Mutare, Zimbabwe. The data were gathered through a structured survey from 73 participants and involved the identification of five variables: information quality, source credibility, perceived usefulness, learning motivation, and brand knowledge. The statistical methods used included descriptive and inferential statistics, such as Pearson correlation and multiple regression.
5.1.1 Demographic Summary
Gender: Included to explain differences in access to information resources and technology adoption.
Age: Captured generational differences in digital familiarity and receptiveness to innovation.
Education: Higher education levels were associated with greater analytical skills and the ability to interpret information insights.
Employee category: Ranged from front-line staff to management, capturing role-based differences in information access and application.
Work experience: More experienced employees possessed greater tacit knowledge for interpreting brand-related insights.
Booking frequency: Used as a behavioral indicator of brand loyalty and customer satisfaction linked to brand knowledge effectiveness.
[bookmark: _Toc228261060]5.1.2 Key Descriptive Findings
Information quality: 60% of respondents agreed, and 20% strongly agreed that information quality enhances brand knowledge (total 80% positive).
Source credibility: 50% strongly agreed, and 20% agreed that source credibility impacts brand knowledge (total 70% positive).
Perceived usefulness: 40% agreed, and 25% strongly agreed that perceived usefulness influences brand knowledge adoption (total 65% positive).
Learning motivation: 45% agreed, and 20% strongly agreed that learning motivation enhances brand knowledge (total 65% positive).
Brand knowledge awareness: 50% clearly understood the concept of brand knowledge, with an additional 20% strongly agreeing it creates business value (total 70% positive).
[bookmark: _Toc228261061]5.1.3 Inferential Statistical Findings
Hypothesis Relationship Correlation (r) R Square Status
H1 Information quality → Brand knowledge -0.920** 0.847 Accepted (negative)
H2 Source credibility → Brand knowledge 0.902** 0.814 Accepted (positive)
H3 Perceived usefulness → Brand knowledge 0.948** 0.898 Accepted (positive)
H4 Learning motivation → Brand knowledge 0.848** 0.719 Accepted (positive)
[bookmark: _Toc228261062]5.1.4 Multiple Regression Model Summary
R Square = 0.198 (19.8%)
Adjusted R Square = 0.198
Standard Error of the Estimate = 0.34624
The four independent variables collectively explain 19.8% of the variance in brand knowledge.

Regression Equation:
Y = 6.768 - 0.128(Source credibility) + 0.081(Information quality) + 0.442(Learning motivation) + 0.052(Perceived value)
Where Y = Brand knowledge
Most Significant Predictor: Learning motivation (Beta = 0.442) made the strongest unique contribution to explaining brand knowledge.
Least Significant Predictor: Source credibility showed a negative coefficient (-0.128), indicating an unexpected inverse relationship in the multiple regression model despite a strong positive bivariate correlation.
[bookmark: _Toc228261063]5.2 Conclusions Based on Objectives
Objective 1: To establish the extent of adoption of information insights for brand knowledge in 2-star and 3-star hotels in Mutare.
The degree to which structured information insights were used was not high enough to be consistent. Although most (80%) of the surveyed participants agreed on the role of information quality in increasing brand knowledge, the information quality variable contributed only 19.8% of the variance in brand knowledge through regression analysis when the impact of other factors was taken into account. The findings imply that although participants understand the importance of information insights, the degree of their application in brand building processes was insufficient. The unexpected negative correlation coefficient (-0.920) between information quality and brand knowledge obtained by Pearson analysis (see Table 4.5) could suggest problems with measurement or reverse causality, or simply that better understanding of information quality highlights the absence of brand knowledge. Success Model and KBV framework. Based on the Information System Success Model proposed by William H. DeLone and Ephraim R. McLean (2003), the level of information quality, including accuracy, relevancy, timeliness, and completeness, is among the important factors determining the effectiveness of information systems utilization and user satisfaction, which affects organizational performance in terms of knowledge generation and decision-making processes. With respect to the tourism sector, the use of high-quality information helps employees gain insights into customers' requirements, market conditions, and expected services, thus enhancing brand awareness and service provision (DeLone & McLean, 2003).
Moreover, according to the Knowledge-Based View, knowledge is a vital strategic asset that provides the competitive advantage, and its quality impacts organisational effectiveness directly. For instance, Nonaka (1994) highlights that the process of knowledge creation and application involves reliable and meaningful information. In hotels, better information can foster knowledge sharing and organisational learning, allowing workers to form a coherent and strong awareness of the brand. There is empirical evidence that supports the above link between information quality and knowledge about the brand. In fact, high-quality information enables organisations to be more successful in creating brand equity and providing customers with better experiences, especially in the service industry where information plays an integral part in perception (Bailey & Pearson, 1983; Wixom & Todd, 2005). At the same time, from a theoretical perspective, this link contradicts the traditional Information System Success Model because in low-resource environments high-quality information cannot guarantee a positive effect on brand knowledge creation.
Objective 2: To assess the influence of source credibility on brand knowledge among the tourism industry in Mutare.
Source credibility has an intense and highly significant positive relationship with brand knowledge (r = 0.902, p < 0.001, R² = 0.814). Source credibility supports Signaling Theory (Spence, 1973), which postulates that credible sources increase certainty and facilitate information processing. Nevertheless, in the multiple regression analysis, the variable source credibility had a negative beta coefficient (-0.128), implying a suppressor effect. In other words, the independent role of source credibility becomes negative when other factors are held constant, such as perceived usefulness, learning motivation, and information quality. In other words, when we look at the application of the independent variables on their own in the context of 2-star and 3-star hotels in Mutare, source credibility alone cannot be relied upon because it needs to be supported by perceived usefulness and learning motivation. Based on the theory of Signaling, credible sources serve as a signal of quality and authenticity, leading to decreased uncertainty and increased information reliability associated with brands, thus promoting brand knowledge building. Several studies have noted that the credibility of sources, including expertise, trustworthiness, and reliability, has considerable influence on how people process information received from such sources and how it is internalised (Dwivedi et al., 2021; Lou & Yuan, 2021). In the sphere of tourism and hospitality, where brand perception is largely based on information flows, both internal and external, credible sources ensure that employees feel confident enough to perform according to the requirements of the brand. Furthermore, considering knowledge management, the higher the credibility of sources, the more likely it is for the company to benefit from better quality knowledge acquisition and usage (Alshaikh et al., 2022). A lower percentage of neutral and contrary views (10%) might be due to various degrees of access to credible information sources in organisations.
Objective 3: To determine the effect of perceived usefulness on brand knowledge among 2-star and 3-star hotels in Mutare.
The measure that has the highest positive correlation with brand knowledge is perceived usefulness (r = 0.948, p < 0.001, R² = 0.898). The finding can be considered the most valid of all results and is in full harmony with the Technology Acceptance Model (TAM) (Davis, 1989). When employees consider that insights from information increase their job performance, there is a higher likelihood for adopting brand knowledge. A low agreement score (65%, 40% of employees agree, 25% strongly agree) compared with a strong correlation is another finding pointing out that more attention should be paid to the issue. Perceived usefulness turned out to have little influence (Beta = 0.052) on brand knowledge in a multiple regression, probably due to overlapping variances with learning motivation. Therefore, the cultivation of such perceptions requires conscious efforts and demonstrating practical examples. The result confirms one of the propositions of the Technology Acceptance Model (TAM), introduced by Fred Davis in 1973. According to TAM, perceived usefulness, i.e., the degree to which individuals feel that using a certain technology or information will increase their job performance, plays a vital role. In the case of the tourism sector, workers tend to embrace the use of information insights for enhancing brand knowledge where there is an acknowledgment of the usefulness of the information in achieving favorable results at work and service delivery. There is also some empirical evidence indicating that perceived usefulness plays a key role in the adoption of digital technologies and information insights in particular in the service industries due to the close link between performance and information utilization and the service experience provided by the service providers (Venkatesh et al., 2022; Abubakar et al., 2021). If the workers find information insights useful, they will be more motivated to incorporate them in their operations, thus facilitating brand knowledge. The low scores on the level of disagreement indicate a common viewpoint among the participants.

Objective 4: To investigate the role of learning motivation in shaping brand knowledge in the tourism industry.

Conclusion: Learning Motivation is the most important variable that predicts brand knowledge in the multiple regression analysis model (Beta = 0.442, p < 0.001). In addition, there is a high correlation between learning motivation and brand knowledge (r = 0.848, R² = 0.719), implying a positive and significant association between the variables. This conclusion strongly supports the Self-Determination Theory of Deci & Ryan (1985) that suggests that intrinsically motivated individuals have the tendency to acquire knowledge and apply the same. The descriptive statistics suggest a 65% level of agreement (45% agreed, 20% strongly agreed) and only a 10% level of disagreement. For two-star and three-star hotels in Mutare, developing a learning culture is the only effective way of ensuring brand knowledge adoption. These results uphold the Self-Determination Theory (SDT), developed by Edward L. Deci and Richard M. Ryan (1985). According to SDT, people who possess intrinsic learning motivation tend to be more involved in acquiring, internalizing, and applying knowledge, thus yielding better results. Within the framework of the tourism sector, workers that have strong learning motivation will be more likely to seek out information insights and apply them, resulting in improved awareness of the brand.
[bookmark: _Toc228261064]Recent literature also supports that learning motivation plays a crucial role in motivating individuals to share and utilize knowledge, especially in service industry organizations, where constant learning and development are imperative to sustain service quality and stay competitive (Fischer et al., 2021; Nguyen et al., 2022). Motivated staff members tend to be flexible when it comes to adapting to new information systems and technological advancements, enabling them to incorporate brand knowledge into their work effectively. The low amount of dissent among the data indicates overall agreement with this association, making it evident that a culture of learning needs to be promoted.
5.3 Implications
[bookmark: _Toc228261065]5.3.1Theoretical Implications
1. DeLone & McLean (2003) Critique: The correlation coefficient value of -0.920 between information quality and brand knowledge implies that in situations where there is a scarcity of resources in developing nations, information of high quality would not necessarily lead to better knowledge outcomes. Environmental factors may cause reversals of hypothesized relationships in such cases.
2. TAM Extension (Davis, 1989) Critique: The strong correlation (r = 0.948) between perceived usefulness and perceived ease of use but very little unique contribution of the latter (Beta = 0.052) implies a considerable amount of shared variance between perceived usefulness and learning motivation constructs. Motivational factors ought to be included in future studies using TAM in hospitality.
3. [bookmark: _Toc228261066]Effect of suppression in signaling theory: The negative value of regression coefficient for source credibility (Beta = -0.128), despite a strong positive value for bivariate correlation (r = 0.902), indicates that the source credibility is not sufficient alone. The study provides an extension to Signaling Theory (Spence, 1973) that signals need to complement the receivers' characteristic (motivation and usefulness).
4. Linking SDT and KBV: Dominance of learning motivation (Beta = 0.442) is in support of the Knowledge Based view (Nonaka, 1994) which implies that knowledge application is entirely based on intrinsic motivation.
5.3.2 Managerial Implications
1. Prioritize motivation to learn: Rather than purchasing sophisticated information systems, hotel managers must focus on fostering a learning environment by instituting reward schemes, curiosity-based learning, and encouraging employees to learn from customers and market information.
2. Show usefulness before establishing credibility: Given that brand knowledge exhibits the highest correlation with perceived usefulness (r = 0.948), it would be ideal for managers to establish the usefulness of information insights to employees before attempting to influence their perceptions of source credibility.
3. Solve the information quality paradox: The negative correlation between information quality and brand knowledge implies that while improving the quality of information might enhance the likelihood of successful knowledge transfer, failing to do so alongside proper information interpretation might overwhelm employees.
[bookmark: _Toc228261067]4. Training by role: In view of the fact that employees' category (frontline and managerial) influences information use, training programs can differ. While frontline employees require hands-on and immediate information, managerial employees require analytical training.
5. Exploit low-cost solutions: Only 19.8 percent of the variance in brand awareness can be accounted for by the regression equation, which implies that the remaining 80.2 percent is accounted for by other variables. It means that low-cost approaches, like conducting five-minute briefings on insights weekly and providing guest feedback boards in staff rooms, are just as effective as costly technological upgrades.
.5.3.3 Policy and Tourism Body Implications
1. The Zimbabwe Tourism Authority (ZTA) needs to develop a common analytics template for 2- and 3-star hotels to include standardized customer feedback sheets and basic Excel analytics sheets since there is no consistency in data collection in the industry, making tourism planning impossible based on facts. Currently, hotels provide inconsistent data, including their occupancy levels, rates, and customers' source markets, but there is no uniformity in the process. The hotels also provide the data after a while, making it difficult for ZTA to make informed decisions when dealing with other sectors. A common template will ensure that every hotel records the same variables, including occupancy level, average daily rate, revenue per available room, source market, booking window, and cancellations.
2. Hospitality education establishments must include units related to understanding online review sentiment analysis, basic statistical literacy, and measuring brand equity in their certification programs because hospitality is not just about “smile and serve”; it has become a field that operates based on information and perception. A professional who cannot interpret a shift in the hotel’s positive reviews on TripAdvisor, understand the reasons behind a drop in its Booking.com rating from 8.4 to 7.9, or differentiate between RevPAR and vanity metrics will be disadvantaged the very moment they join the workforce. Online reviews are today’s version of word-of-mouth marketing, which has a direct impact on bookings, yet most managers view them as their compliments or complaints rather than a structured form of feedback pointing to operational problems. Fundamental data analysis is equally important since hotels nowadays rely on PMS reports, channel manager dashboards, and OTA analytics, and those who cannot understand occupancy forecasts, booking pace, and cancellations will mismanage pricing, overstaffing, or under-staffing. The addition of brand knowledge metrics is essential since hotels in Zimbabwe don't only compete on the basis of prices, but rather on what customers believe the brand stands for, hence the importance of Net Promoter Score (NPS), brand awareness, and social media listening so that graduates can measure the impact of marketing spending. Otherwise, graduates will graduate unprepared and require months of training in the field before becoming productive at work, while the hotel business will suffer financial losses.
3. Zimbabwe Tourism Authority: Should create a low-cost digital literacy workshop specifically for smaller hotels, focusing on free tools like Google Reviews analysis and social media sentiment tracking, because most small properties are being judged online every single day but have no idea how to read the scoreboard.
[bookmark: _Toc228261068]5.4 Limitations
1. Geographical and sector focus: The study was limited to 2-star and 3-star hotels only in Mutare, Zimbabwe. Results obtained will not be generalized to 4-star and 5-star hotels, lodges, airbnbs, or other hotels in other cities such as Harare, Bulawayo, and Victoria Falls.
2. Cross-sectional research design: Data was collected in one point in time. The study will not be able to identify whether the relationship between variables has changed over time or will be unable to test causality. For instance, the negative relationship between information insights and brand knowledge may be a result of reverse causality.
3. Number of respondents: The number of respondents used, which was 73, will provide enough sample sizes for testing correlations, although not enough for detecting small effects using multiple regression.
4. Self-report bias: The information collected was based on employees' perspectives rather than objective criteria such as brand recall test scores, measures of customer-based brand equity, or adoption rates like login records and number of times dashboards were accessed.
5. Lack of multi-methods: Survey questions were the only type of data collected. Even though the guide suggested mixed-method approaches, qualitative data in Chapter 4 such as interviews or focus group discussions were not mentioned.
6. Possible common method bias: All the constructs of information quality, source credibility, perceived usefulness, learning motivation, and brand knowledge were measured by the same instrument and scale of measurement, leading to exaggerated correlations.
7. COVID-19 recovery phase: The research was carried out during a period in which hotels had recovered from the impacts of the pandemic. This affected the usual staffing, guests, and operations of the hotel industry.
8. Measurement issues for information quality: The unexpected negative correlation (-0.920) suggests possible measurement error, reverse coding, or that respondents interpreted "information quality" differently from the intended definition. Future research should validate this scale in the Zimbabwean context.
[bookmark: _Toc228261069]5.5 Direction for Future Research
[bookmark: _Toc228261070]1. Follow-up study (qualitative): Conduct semi-structured interviews with 20-30 employees working for hotels in Mutare to investigate the unexpected negative relationship between the dimensions of information quality and brand knowledge. Assess how they define "quality of information" and whether the high level of information quality causes cognitive overload.
2. Validity study: Recreate the scale measuring information quality using a much larger sample size (N > 200) in several cities of Zimbabwe to assess whether the negative relationship is a statistical mistake or a contextual phenomenon.
3. Measures of brand knowledge (objective): Create an experiment that tests employees’ brand knowledge using tasks such as recognition and recall, not a Likert-type scale.
5.6 Recommendations for addressing limitations in future research
Geographic coverage: Multi-City Stratified Random Sample. The current research focused on Mutare only and hence its conclusions cannot be generalized to other cities. In future research, we need a stratified random sample to include several cities such as Harare, Bulawayo, and Victoria Falls to consider regional variations in hotel operations.
Longitudinal Panel (3 waves): Cross-Sectional design. The data collection took place at a single point in time, hence any conclusions drawn cannot establish cause and effect relationships. We need a longitudinal panel that involves collecting data for three points in time to measure how the adoption affects the hotel brand knowledge.
[bookmark: _GoBack]Self-reporting Bias: Objective System Logs & Customer Survey. Managers tend to overreport the adoption of information insights within their organization. By using system logs for PMS/booking and conducting customer surveys to triangulate results, we get more objective data for analyzing adoption levels.
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This letter serves to confirm that Anesuishe Naume Sithole is a registered student at Great Zimbabwe UANIVERISTY.
The student is currently conducting academic research titled “The adoption of information insights on Brand Knowledge in the Tourism industry: A case of 2 and 3-star Hotels in Mutare”. This study us being conducted in partial fulfillment of the requirements of the award of Masters in Strategic Management. As part of the research, the student is required to collect data through questionnaires from selected participants within the industry the researcher will be looking forward to collect data.
We therefore kindly request that you grant permission to the student to conduct the study within your institution. All information obtained will be used strictly for academic purposes only and will be treated with confidentiality and professional integrity. Participants will be voluntary and privacy of respondents will be respected.
If you require any clarification, please do not hesitate to contact the undersigned
Yours faithfully
Anesuishe Naume Sithole
SUPERVISOR
Dr J Zimuto
Phone: +263 77 259 7088 
SECTION A
Tick the appropriate answer
a) What is your gender?
Male 	Female 	

b) What is your age?
25-30 
31-40
41-50
51 and above 	

c) Education Qualification of respondent
Certificate
Diploma
Degree and above

d) Designation of Respondents
Employee
Supervisor
Manager
Hotel Guest
Travel agent
Others (Specify) 	

e) Work Experience of respondents
1-2 years
3-6 years
7-15 years
16 and above	

f) How often do you consult online information before engaging with a Hotels in Mutare?
Always
Often
Sometimes
Rarely
Never	

SECTION B: 
GENERAL INSTRUCTION
Tick the applicable response using the scale
	LIKERT SCALE
	

	STRONGLY DISAGREE
	1

	DISAGREE
	2

	NEUTRAL
	3

	AGREE
	4

	STRONGLY AGREE
	5



Please tick the appropriate box using the scale as indicated above
	QUESTION
	1
	2
	3
	4
	5

	 INFROMATION QUALITY
	
	
	
	
	

	1. Information Quality
	
	
	
	
	

	1.1. When I buy a product, the comments found on the platform about it provide comprehensive information.
	
	
	
	
	

	1.2 When I buy a product, the comments found on the platform about t are accurate.
	
	
	
	
	

	1.3. When I buy a product, the arguments of the comments found on the platform about it are convincing.
	
	
	
	
	

	1.4. When I buy a product, the argument of the comments found on the platform about it are persuasive.
	
	
	
	
	

	
	
	
	
	
	

	SOURCE CREDIBILITY
	
	
	
	
	

	2. To assess the influence of source credibility on brand knowledge among the Tourism Industry in Mutare
	
	
	
	
	

	2.1 The source provides accurate and reliable information
	
	
	
	
	

	2.2 The source appears unbiased and authentic 
	
	
	
	
	

	2.3 The source increases my confidence in the brand
	
	
	
	
	

	2.4 I believe the claims made in this advertisement.
	
	
	
	
	

	
	
	
	
	
	

	PERCEIVED USEFULNESS
	
	
	
	
	

	To determine the effect of perceived usefulness on brand knowledge among the 2-Star hotels in Mutare
	
	
	
	
	

	3.1 My perception of online insights helps me save time.
	
	
	
	
	

	3.2 My perception of information I find online provides meaningful recommendation.
	
	
	
	
	

	3.3 Without online information, I would find it difficult to judge the quality of the hotel in Mutare before arriving.
	
	
	
	
	

	3.4 My perception of online reviews enhances my brand experience
	
	
	
	
	

	
	
	
	
	
	

	LEARNING MOTIVATION
	
	
	
	
	

	4. To investigate the role of learning motivation in shaping brand knowledge in the Tourism industry
	
	
	
	
	

	4.1 I actively search for detailed information about hotels because I want to avoid unpleasant surprises during my stay
	
	
	
	
	

	4.2 I enjoy reading other guest’s stories and experience to learn what a typical stay at certain hotel in Mutare feels like.
	
	
	
	
	

	4.3 Even if a hotel looks good on its official website, I still read reviews to verify is the reality matches the marketing.
	
	
	
	
	

	4.4 I am motivated to learn about staff behavior and customer services at these hotels through past guests’ comments.
	
	
	
	
	

	
	
	
	
	
	

	BRAND KNOWLEDGE 
	
	
	
	
	

	To explore adoption of information insights on brand knowledge in the tourism industry.
	
	
	
	
	

	5.1 Because of the consistent information I see online, I can clearly describe the strength and weakness of various hotels in Mutare.
	
	
	
	
	

	5.2 I have formed a mental picture for specific hotels based on online insights
	
	
	
	
	

	5.3 Positive online information has improved my perception pf the overall quality of accommodation option in Mutare.
	
	
	
	
	

	5.4 When I hear the name of a specific hotel in Mutare, a network of associations built from what I have read online.
	
	
	
	
	

	
	
	
	
	
	




SECTION C: SUMMARY STATISTICS
(For Researcher USE)
Hypothetical survey data for “Information Quality” (Objective 1)
	Question
	Strongly Disagree %
	Disagree
%
	Neuatral
%
	Agree
%
	Strongly Agree %

	1.1 Comments contain accurate descriptions
	
	
	
	
	

	1.2 Comments have information which is up-to-date
	
	
	
	
	

	1.3 Details are comprehensive
	
	
	
	
	

	1.4 Photos accurately represent experience
	
	
	
	
	

	
	
	
	
	
	



Hypothetical survey data for “Source Credibility” (Objective 2)
	Question
	Strongly Disagree %
	Disagree
%
	Neutral
%
	Agree %
	Strongly Agree %

	2.1 Trust verified guests more than anonymous
	
	
	
	
	

	2.2 Detailed reviews with photo are trustworthy
	
	
	
	
	

	2.3 Trust local residents/ travel bloggers
	
	
	
	
	

	2.4 Platforms reputation influences trust
	
	
	
	
	

	
	
	
	
	
	



Hypothetical survey data for “Perceived usefulness” (Objective 3)
	Question
	Strongly Disagree %
	Disagree
%
	Neutral
%
	Agree %
	Strongly Agree %

	3.1 Online insights save me time
	
	
	
	
	

	3.2 Improves my decisions making ability
	
	
	
	
	

	3.3 Difficult to judge quality without online information
	
	
	
	
	

	3.4 Useful for predicting potential problems
	
	
	
	
	

	
	
	
	
	
	



Hypothetical survey data for “Learning Motivation” (Objective 4)
	Question
	Strongly Disagree %
	Disagree
%
	Neutral
%
	Agree %
	Strongly Agree %

	4.1 Search for information to avoid surprises
	
	
	
	
	

	4.2 Enjoy reading other guests’ experiences
	
	
	
	
	

	4.3 Verify if reality matches marketing
	
	
	
	
	

	4.4 Motivated to learn about staff behavior
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	



Hypothetical survey data for “Brand knowledge” (Overall Objective)
	Question
	Strongly Disagree %
	Disagree
%
	Neutral
%
	Agree %
	Strongly Agree %

	5.1 Can describe strength and weakness
	
	
	
	
	

	5.2 formed mental picture of specific hotels
	
	
	
	
	

	5.3 Positive information improved perceptions
	
	
	
	
	

	5.4 Network of associations comes to mind
	
	
	
	
	

	
	
	
	
	
	


	
THANK YOU FOR YOUR PARTICIPATION!
Your feedback is valuable and will contribute to improving the tourism industry in Mutare.

Gender of respondents

Males	Females	45	55	
Respondents age




25-30	31-40	41-50	51-Above	25	40	35	5	Certificate

	Diploma	Degree and above	20	40	40	


Respondents category

Employee


	Supervisor	manager	hotel guest	travel agent	others	40	10	5	20	20	5	

Work Experience

1-2 years
	3-6 years	7-15 years	16 and above	10	30	40	20	

Booking frequency 

Always
	Often	Sometimes	Rarely	Never	5	20	30	20	25	

Information quality
A	SA	N	D	IQ1	IQ2	1Q3	1Q4	60	20	10	10	


Source credibility
A	SA	N	D	CBK1	CBK2	CBK3	CBK4	60	20	10	10	A	SA	N	D	CBK1	CBK2	CBK3	CBK4	1	2	3	4	



Percieved Usefulness
A	SA	N	D	SD	PU1	PU2	PU3	PU4	PU5	40	25	10	10	5	A	SA	N	D	SD	PU1	PU2	PU3	PU4	PU5	1	2	3	4	5	



Learning motivation
A	SA	N	D	SD	LM1	LM2	LM3	LM4	LM5	45	20	15	10	10	A	SA	N	D	SD	LM1	LM2	LM3	LM4	LM5	5	4	3	2	1	A	SA	N	D	SD	LM1	LM2	LM3	LM4	LM5	




Brand Knowledge
A	SA	N	D	SD	BK1	BK2	BK3	BK4	BK5	50	20	15	10	5	
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