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1. INTRODUCTION

Hotels depend on marketing communication to transform market awareness into room demand
because the accommodation product is largely evaluated before consumption [1]. Hospitality marketing
therefore reduces uncertainty by giving prospective guests information about rooms, facilities, location,
rates, and service expectations [2]. Within the marketing mix, promotion performs informing, persuading,
and reminding functions that help an offering enter the consumer's consideration set [3]. These functions
become particularly important in competitive city-hotel markets, where several properties may offer
similar core products and guests can compare alternatives quickly [4].

Above-the-line promotion is conventionally understood as paid communication delivered through
broad-reach media such as television, radio, newspapers, outdoor advertising, and cinema [5]. The
hierarchy-of-effects model explains how advertising can move audiences from awareness and knowledge
toward liking, preference, conviction, and action [6]. The theory of planned behavior further suggests that
favorable attitudes and intentions increase the likelihood of subsequent behavior [7]. Brand knowledge
affects whether promotional exposure becomes a meaningful brand association [8], while perceived value
influences whether the information presented is considered worth acting upon [9]. Accordingly, the present
study retains 'above-the-line promotion' as the original construct label, but distinguishes strict mass-media
advertising from websites, social media, and online travel agents, which contemporary marketing
literature usually treats as digital or interactive channels.

Indonesian hospitality research provides evidence that promotional communication is relevant to
hotel choice. Above-the-line advertising has previously been linked to stay decisions in a hotel setting [10].
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More recent evidence from West Sumatra shows that Instagram promotion can influence decisions to stay
[11]. A related hotel study found that social-media promotion operates together with religiosity in shaping
stay decisions [12]. Beyond hotels, social-media exposure has also been associated with tourism visitation
decisions [13]. Online customer reviews have become another decision cue in hotel-room purchases through
online travel agents [14]. Post-purchase behavior is similarly important, because guest brand switching
illustrates that hotel choice can change when competing alternatives become more attractive [15]. In
Padang specifically, social media marketing activities and brand image have been associated with purchase
intention in a hotel context, reinforcing the relevance of digital promotion in the local competitive
environment [16]. Integrated marketing communication research in Bali likewise indicates that several
communication tools can contribute differently to room-reservation intentions [17].

The contemporary booking journey combines hotel websites, online travel agents, consumer ratings,
reviews, social media, and promotional messages. Website quality can influence online hotel booking
intention by improving the information environment available to prospective guests [18]. Aggregate
consumer ratings affect booking intention partly through brand image [19], while similarity between
readers and reviewers can alter the effect of online reviews [20]. Customer engagement can strengthen
booking intention through perceived value and brand reputation [21]. Message appeal and delivery setting
also affect consumer attitudes toward hotel offers [22]. Perceived usefulness of social media has been linked
to online booking decisions [23], and social-media marketing can influence online travel purchase behavior
through brand-related mechanisms [24]. Website quality, social presence, affective commitment, and e-
trust provide further explanations for online hotel booking intention [25]. Reviews of eWOM research
show that digital interpersonal information has become an important part of hotel decision-making [26].
Recent hospitality research also demonstrates that experiential social-media content can shape
engagement, hotel image, and booking intention [27]. Perceived credibility of online hotel reviews is
another determinant of booking intention [28]. Indonesian evidence on direct hotel-website booking
similarly highlights the roles of website quality, participation, eWOM, and trust [29]. Social-media
effectiveness in hotels therefore depends not only on exposure but also on channel characteristics and
consumer engagement [30].

Pangeran City Hotel Padang used brochures and banners alongside a website, social media, and
cooperation with online travel agents during the study context. The archived research record notes
difficulty maintaining guest volume during periods when stronger demand was expected, although
monthly occupancy percentages were not preserved in the manuscript file. This condition raises a practical
question about whether promotional visibility and persuasiveness are sufficiently connected with hotel
selection. The study is therefore positioned as context-specific evidence on the association between the
original above-the-line promotion construct and guests' stay decisions. Its contribution is twofold: it
quantifies the strength of this relationship in a Padang city-hotel setting and, conceptually, makes explicit
that the original operationalization combines traditional mass-media logic with several digital channels
that should be separated more carefully in future research.

2. METHOD

This study used a quantitative cross-sectional causal-associative survey design. The independent
construct was above-the-line promotion and the dependent construct was the decision to stay. Data were
collected at Pangeran City Hotel Padang during April-May 2023. The study involved 100 hotel guests
selected through purposive sampling. The archived manuscript confirms that respondents were hotel
guests during the study period, but it does not preserve a complete recruitment log or all screening
questions. The purposive sampling criteria required respondents to be at least 18 years old, to have
completed at least one overnight stay at Pangeran City Hotel Padang, and to have been exposed to at
least one of the hotel's promotional channels before making their booking decision.

Respondents completed a five-point Likert-scale questionnaire ranging from 1 (strongly disagree)
to 5 (strongly agree). The original questionnaire operationalized above-the-line promotion through
message exposure, communication visibility, information, and persuasive promotional cues, theoretically
anchored in advertising and integrated-marketing communication concepts [5], [10]. The stay-decision
construct reflected evaluation and choice-related responses consistent with hospitality and consumer-
decision frameworks [2], [4]. The final archived measurement model contains 19 retained indicators for
above-the-line promotion and 27 retained indicators for stay decision. The source file does not preserve the
initial indicator count or the codes of items removed during model refinement; therefore, this article reports
the final retained model transparently rather than reconstructing deleted indicators that cannot be
verified.
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The data were analyzed using partial least squares structural equation modeling (PLS-SEM) in
SmartPLS 4. PLS-SEM was appropriate because the model focused on prediction and required
simultaneous assessment of measurement quality and the structural relationship between latent constructs
[31]. With only one endogenous construct and one incoming structural path, a sample of 100 is reasonable
for this low-complexity PLS-SEM model; contemporary guidance recommends considering expected path
magnitude and model structure rather than relying solely on the imprecise 10-times rule [32]. The
measurement model was evaluated using indicator loadings, Cronbach's alpha, composite reliability,
average variance extracted (AVE), and the heterotrait-monotrait ratio (HTMT). HTMT values below 0.90
were used to assess discriminant validity [33], while AVE values above 0.50 supported convergent validity
[34]. Reliability values above 0.70 and indicator loadings around or above 0.70 were interpreted using
established PLS-SEM reporting guidance [35]. The structural model was evaluated using R®, the
standardized path coefficient, bootstrapped t statistics, and p values. Because the archived source does not
preserve the number of bootstrap resamples, the reported t and p values are reproduced from the final
SmartPLS results rather than supplemented with an assumed resampling setting. The analysis is
interpreted as cross-sectional association rather than definitive temporal causation. Consistent PLS
estimation principles were used as the basis for interpreting the structural results [36].

3. RESULTS AND DISCUSSION
3.1. Measurement Model

The final measurement model retained 19 indicators for above-the-line promotion and 27 indicators
for stay decision. Promotion-indicator loadings ranged from 0.721 to 0.849, while stay-decision loadings
ranged from 0.683 to 0.880. Most indicators exceeded 0.70. The few stay-decision indicators below 0.70
remained above 0.60 and were retained because construct reliability and convergent validity were strong
and removing them was not necessary to achieve acceptable measurement quality [31]. Because the
archived source does not preserve the initial indicator count or deleted item codes, Table 1 intentionally
reports the verified final retained model only.

Table 1. Reliability and convergent validity

Retained . Cronbach's Composite
Construct indicators Loading range alpha reliability AVE
Above-the-line 19 0.721-0.849 0.967 0.970 0.627
promotion
Stay decision 27 0.683-0.880 0.981 0.982 0.668*

*The stay-decision AVE (0.668) was manually recalculated from the retained outer loadings available in the archived source results because
the archived summary table did not preserve the final SmartPLS AVE value. This value should be replaced with the direct SmartPLS output
if the original project file is available.

Cronbach's alpha and composite reliability exceeded 0.90 for both constructs, indicating very high
internal consistency. The AVE values exceeded 0.50, supporting convergent validity [35]. At the same
time, reliability values as high as 0.967-0.982 may indicate that some questionnaire items are similar in
wording or content. Future instrument refinement should therefore examine item redundancy and consider
a shorter scale that preserves conceptual coverage while reducing repetitive items.

3.2. Discriminant Validity

The HTMT value between above-the-line promotion and stay decision was 0.731. Because this value
was below 0.90, the two constructs demonstrated adequate discriminant validity [33]. This result indicates
that the promotion and stay-decision measures were empirically distinguishable despite their positive
structural relationship.

Table 2. Heterotrait-monotrait ratio

Construct Above-the-line promotion Stay decision

Stay decision 0.731 -

3.3. Structural Model and Hypothesis Testing
The coefficient of determination for stay decision was R* = 0.518, with an adjusted R* of 0.515. Thus,

the above-the-line promotion construct accounted for 51.8% of the variance in guests' stay decisions in
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this sample. This represents moderate explanatory power for the model. The remaining 48.2% is
unexplained by the present predictor and may be associated with price, location, room quality, service
quality, online reviews, brand image, previous experience, or other decision factors. Because the design is
cross-sectional, R* should be interpreted as explanatory association within the observed data rather than
proof that promotion alone causes the stay decision.

Table 3. Coefficient of determination

Endogenous construct R? Adjusted R*
Stay decision 0.518 0.515

The structural path coefficient was positive (B = 0.729), with t = 9.952 and p < 0.001. The hypothesis
was therefore supported: stronger scores on the above-the-line promotion construct were positively
associated with stronger stay-decision scores among the surveyed guests. The magnitude of the coefficient
indicates a substantial relationship, but the cross-sectional design does not establish temporal causality.

Table 4. Structural path result

Hypothesis Path Coefficient t statistic p value Decision

Above-the-line
H1 promotion — 0.729 9.952 <0.001 Supported
stay decision

3.4. Discussion

The positive association suggests that promotional communication helps Pangeran City Hotel Padang
enter the guest's consideration set before the stay decision is finalized. This mechanism is plausible because
hotel services are purchased under uncertainty and prospective guests depend on information cues to
reduce perceived risk. Earlier Indonesian hotel research also found that facilities and promotion contribute
to stay decisions [37]. From an integrated-communication perspective, the effect is likely to be stronger
when messages across broad-reach and digital channels are mutually consistent rather than fragmented.
Research on integrated marketing communications emphasizes that traditional and new media interact
across the consumer decision journey [38].

The local context also helps explain why promotion may matter. Pangeran City Hotel Padang
combines physical promotional materials with website, social-media, and online-travel-agent exposure.
Consumers increasingly move between these channels while searching, comparing, validating, and booking
accommodation. Digital and social media therefore influence consumer behavior not only through
advertising exposure but also through information access, peer communication, and platform interaction
[39]. Online hotel reviews can further strengthen or weaken trust and booking intention depending on how
information is framed and evaluated [40]. These mechanisms mean that a hotel campaign should not be
judged solely by how often an advertisement is displayed; it should be assessed by whether the message
helps guests reduce uncertainty and progress toward a reservation.

For hotel management, promotional evaluation should be tied to observable booking behavior.
Outdoor media and brochures can be linked to unique QR codes or campaign codes, while the official
website can be monitored through sessions, booking-engine clicks, and completed reservations. Social-
media campaigns should be tracked through reach, saves, direct-message inquiries, WhatsApp inquiries,
link clicks, and conversion to actual bookings. Online travel agents can be monitored through listing views,
click-throughs, booking conversion, cancellation patterns, and promotional-code performance. Scarcity
and urgency messages can increase hospitality booking intention, but such cues should be accurate and
not used in ways that undermine trust [41]. Management should therefore combine exposure indicators
with cost per inquiry, cost per booking, direct-booking share, OTA conversion, and actual room-night
production.

A conceptual limitation remains important. The original operationalization uses the label above-the-
line promotion while also referring to websites, social media, and online travel agents. Strictly, traditional
above-the-line advertising is broad-reach and largely one-way, whereas digital channels permit targeting,
interaction, user-generated content, and measurable conversion. Future research should separate at least
four components: traditional mass-media advertising, paid digital advertising, organic social-media
content, and platform-based/eWOM communication. A more differentiated model could test whether these
channels influence hotel choice through different mechanisms such as awareness, perceived value, trust,
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brand image, and information usefulness. Price, facilities, service quality, location, and prior experience
should also be included to explain the portion of stay-decision variance not captured by the present model.

4. CONCLUSION

Above-the-line promotion was positively and significantly associated with guests' decisions to stay
at Pangeran City Hotel Padang (f = 0.729, t = 9.952, p < 0.001). The promotion construct accounted for
51.8% of the variance in stay decision (R* = 0.518), indicating moderate explanatory power. The practical
implication is that the hotel should coordinate broad-reach and digital promotional communication
around consistent room information, clear value propositions, credible promotional claims, and direct
reservation calls to action. Campaign evaluation should move beyond exposure counts toward inquiry,
click, conversion, and actual-booking indicators. The study is limited by its cross-sectional design, single-
hotel setting, 100-guest sample, very high scale reliability that may reflect item redundancy, and an
operational definition of above-the-line promotion that overlaps with digital channels. Future research
should use multi-hotel samples, shorter validated measures, documented recruitment procedures, and
separate models for mass-media advertising, paid digital promotion, organic social media, OTA
communication, and eWOM.
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