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Building social capital in cruise travel via social network sites
Ebru Surucu-Balci a and Gökcay Balcib
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ABSTRACT
The purpose of this study is to investigate what type of Facebook posts
help cruise lines build bridging and bonding social capital. The study
applies the Chi-Square Automatic Interaction Detection (CHAID) method
to identify which types of posts establish bridging and bonding social
capital. The analysis is conducted on an international cruise line’s official
Facebook posts posted between 1 January 2018 and 1 January 2020
before the Covid-19 pandemic. The results highlight that media type,
embedding passenger motivation, and a ship image help establish both
bridging and bonding social capital, while content type helps establish
bridging social capital. The paper is original because it helps
understand how cruise lines can improve bonding and bridging social
capital via social media. The paper also enhances understanding of
social capital theory in the travel industry by investigating the
relationship between Facebook post types and social capital in cruise
shipping.
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1. Introduction

Digital platforms, including social network sites (SNSs), have altered the communication between
consumers and brands from one-way to bidirectional interactions (Denktaş-Şakar & Sürücü, 2020).
SNSs such as Facebook, Twitter, and LinkedIn are well-known sites and considered vital marketing
platforms for companies. Barnes et al. (2020) indicated that 95% of the Fortune 500 companies
actively use Facebook. While companies use SNSs for such tasks as advertising their product and ser-
vices, sharing the latest information, interacting with their customers, enhancing their reputation,
and undertaking marketing research, users utilize SNSs for networking, creating content, and gath-
ering information about brands.

The use of SNSs is prevalent in tourism. SNSs in the tourism sector are used by tourists for holiday
planning, accessing tourism information, choosing holiday destinations and sharing travel experi-
ences (Gon, 2020). The research also shows that SNS usage significantly affects travellers’ holiday
types and destination choices (Narangajavana et al., 2017). Accordingly, organizations in the
travel and tourism industry extensively use SNSs to reap the benefits of SNSs’ interactive nature.
By effectively using SNSs, travel and tourism organizations can enhance their destination marketing,
maximize customer engagement, and secure travellers’ loyalty, thereby increasing sales (Yost et al.,
2021).

Cruise lines are active users of SNSs. Eighty-two percent of the Cruise Lines International Associ-
ation (CLIA, 2019) global cruise line members have Facebook pages.. Cruise tourism (CT) deserves a
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particular attention while studying SNSs as it involves combination of travelling, city and shore
excursions, accommodation, recreational activities, dining, and onboard entertainment (Sun et al.,
2011). Thus, it attracts tourists with both transportation, destination, accommodation, and entertain-
ment motives (Niavis & Tsiotas, 2018). This multidimensionality of CT is also reflected in cruise tra-
vellers’ service perceptions which is affected by different range of elements such as ships,
entertainment, excursion, port, room, food, and embarkation (Arasli et al., 2020). Cruise travellers
are also distinct from other tourists because, alongside all tourism dimensions, ships themselves
play a major role in their experience (Kwortnik, 2008). Cruise travellers are also considered as a dis-
tinct type of tourist segment having their own virtual communities due to peculiarities of cruise
tourism (Roth-Cohen & Lahav, 2021).

Number cruise travellers increased rapidly until COVID-19 that it increased from 17.8 million in
2009–28.5 million in 2018, which is expected to exceed 30 million by the end of 2019 (CLIA,
2019). However, another peculiarity of CT is that, sailing overseas and visiting multiple destinations,
CT is severely affected by both local and global disruptions such as weather conditions, natural dis-
asters, and pandemics. For instance, COVID-19 has impacted the entire tourism industry The tourist
psyche is negatively impacted by COVID-19 (Kock et al., 2020). However, its impact on the cruise
industry is particularly remarkable (Choquet & Sam-Lefebvre, 2021). Several tourism studies also indi-
cate the negative impacts of COVID-19 on the cruise travel industry and the perceptions of passen-
gers (Pan et al., 2021; Roth-Cohen & Lahav, 2021). Furthermore, the industry is regularly challenged
by pressure on corporate social responsibility due to air pollution and over-tourism (Rodrigue &
Wang, 2021; Seraphin et al., 2018). Management of these diverse challenges requires cruise lines
to be well-connected to their stakeholders, extend their network, and enhance the relationship
intensity. These network extension and relationship enhancement efforts can be considered the
social capital (SC) building process of cruise lines.

SC –which refers to benefits received from relationships between people and groups (Lin, 2017) –
is a vital asset for individuals and business organizations (Kim et al., 2019). It can be built both
through offline and online connections. SNSs offer significant opportunities for cruise lines to
efficiently and effectively improve their SC. The use of SNSs to build SC has been well documented
in previous studies (Abuljadail & Ha, 2019; Sias & Duncan, 2020). However, despite some scholarly
papers discussing SNSs in the cruise sector (Roth-Cohen & Lahav, 2021; Satta et al., 2018), forming
SC in cruise travel through SNSs has not been analyzed.

Prior research in other sectors has demonstrated that receiving user actions such as liking and
re-sharing influences organizations and individuals’ SC building efforts (Horng & Wu, 2020).
Hence, it is of significant importance to figure out what type of posts trigger more reactions
from the network. Moreover, the literature suggests that SNS users’ liking and re-sharing atti-
tudes are not identical (Satta et al., 2018; Surucu-Balci et al., 2020; Villamediana-Pedrosa et al.,
2019). Thus, it is also critical to identify whether the same or different posts trigger more
liking and re-sharing.

Motivated with social capital theory (SCT), this paper focuses on one particular SNS, Facebook,
and aims to investigate what type of Facebook posts help cruise lines extend their network and
improve their network engagement. More specifically, this research aims to identify Facebook
posts that enable cruise lines to build bonding social capital (BOSC) and bridging social
capital (BRSC) with their network. To do this, a Chi-Square Automated Interaction Detection
(CHAID) method is applied on Facebook posts of a leading global cruise line. The liking of the
cruise line’s Facebook posts is considered as the reflection of BRSC, whereas the re-sharing is con-
sidered as the reflection of BOSC. This paper has novelty because it helps understand how cruise
lines can improve their BOSC and BRSC via Facebook, which has not been investigated to the
authors’ best knowledge. Considering the recent COVID-19 and common challenges the cruise
lines face, this paper’s results present meaningful implications for the industry. The paper also
enhances the understanding of SCT by revealing Facebook posts’ effect on BOSC and BRSC
separately.
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2. Literature review

2.1. Social capital through social network sites

SC exists in the relationships among persons and organizations (Coleman, 1988) and consists of
social ties between people and benefits achieved from social participation (Teng, 2018). SC
creates close relationships and strengthens communication (Ali et al., 2019). To maintain SC,
social interactions and networks must be continuing. The SCT is implemented on various levels of
individual and organizational context. The theory is also applied in the tourism literature. For
instance, Zhao et al. (2011) used SCT to investigate why some residents in certain areas preferred
to establish and operate tourism businesses. Kim and Shim (2018) highlighted the structural relation-
ship among SC, innovation, and the performance of small and medium-sized enterprises in a tourism
cluster. McGehee et al. (2010) examined tourism-related SC and its relationships with other capital
forms, including cultural, natural, political, human, and financial capital.

Putnam (2000) classified social capital as bridging (identified as weak ties) and bonding (identified
as strong ties). The connections between people with different backgrounds form BRSC. Hence, BRSC
represents weak ties or acquaintances (Ali et al., 2019). BRSC enables one to gain new perspectives
and expand social horizons (Ellison et al., 2007). On the other hand, the relations between people
who share similar characteristics or social identity form BOSC. BOSC represents strong ties or
close relationships (Ali et al., 2019). BOSC enables inward growing and dense relations (Ellison
et al., 2007).

With the rise of Internet usage, SNSs are stepping forward as essential communication tools that
help establish and maintain SC (Steinfield et al., 2009). SNSs gather people having similar interests,
views, and goals and allow users to exchange ideas, opinions, and comments. These exchanges,
including interpersonal relationships and organizational networks, are primary SC sources (Lin,
2017). Williams (2006) ascertains that BRSC and BOSC can be established in the online context.
Different parties can build networks, which might be broad but weak, with little online effort.
These efforts help to establish BRSC. Similarly, different parties can develop a sense of belongings
to networks, establish healthy relationships, and get emotional benefits. These efforts help to estab-
lish BOSC.

SNSs such as Facebook make simultaneous interaction accessible between users and organiz-
ations. As a result, the information flow between users and organizations substantially increases.
High utilization of SNSs enables the creation of UGC and engagement with the organization. This
creation and engagement are generated with users’ activities such as ‘share,’ ‘comment,’ and ‘like’
(Dolan et al., 2016). Although these three options contribute to social network engagement, they
are different from each other and symbolize the different levels of user commitment and effort
(Swani & Labrecque, 2020).

‘Like’ and recently added reactions (love, care, haha, wow, sad, angry) on Facebook are the most
commonly used engagement option. However, they symbolize the lowest level of engagement
action (Swani et al., 2017). ‘Like’ requires only one click and is effortless and spontaneous (Shen &
Bissell, 2013). In other words, ‘Like’ establishes the lowest ties between the user and the organization.
‘Comment’ involves further steps than ‘Like’ because, in order to comment, the user needs to click
the comment button first and then type the message and click to send it. ‘Comment’ engagement
action is slow, reflective, and intended (Swani et al., 2017). Similar to ‘Comment,’ ‘Share’ also requires
additional steps. When a post is shared, it can be shared directly to the user’s news feed or in a
private, personalized message (Swani & Labrecque, 2020).

‘Share’ is the only engagement option that gives the opportunity in all SNSs for disseminating the
organization’s post on the user’s timeline. Kim and Yang (2017) argue that most of the time, users
prefer the ‘Share’ option when the user wants/feels to express himself/herself in the same way as
the brand. Thus, the ‘Share’ engagement option establishes the most substantial ties between the
user and the organization. With users’ engagement activities, SNSs establish and make visible the
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hidden ties between users and organizations. Thus, SNSs generate and maintain strong and weak
ties simultaneously (Ellison et al., 2007).

Adopting BRSC and BOSC to the social networking engagement context, this study considers the
‘like’ action as the BRSC while defining the ‘share’ action as the BOSC. In most cases, to share positive
feedback, support, joy, or empathy, users utilize the ‘like’ action (Lee et al., 2016). Since the ‘like’
action is the simplest way to maintain the relationship, users prefer the ‘like’ function to keep
weak ties without additional effort. The ‘share’ action is considered the highest engagement level
considering the user reactions (Song et al., 2020) because when a user shares content, it also
appears on the user’s wall and news feed, and the user’s friend can also see the shared post. Kim
and Yang (2017) highlight that sharing the post is related to self-identity presentation, emphasizing
that the users found something from themselves in the previously shared post and shared their wall.
Thus, sharing another’s post indicates strong ties.

2.2. Effect of post characteristics on bridging and bonding social capital

Earlier studies revealed that post characteristics impact the number of user activities. In other
words, the number of likes and shares are significantly affected by the post’s features such as
the media type (MT), the content type (CT), and the length of the post (Denktaş-Şakar & Sürücü,
2020; Luarn et al., 2015; Surucu-Balci et al., 2020). Since this study mirrors the number of likes
as BRSC and the number of shares as BOSC, it is argued that the characteristics of posts determine
the level of BRSC and BOSC.

MT and CT are commonly used post features that are predictors of BRSC and BOSC. In parallel to
this, the tourism and hospitality literature also indicates that different MTs lead to different levels of
engagement. Villamediana-Pedrosa et al. (2019) found that the number of shares among Facebook
users regarding tourist destinations is higher when a video is included in the post. Kucukusta et al.
(2019) revealed that visual content significantly increases engagement in the hospitality context. Su
et al. (2015) revealed that photos could boost the number of sharing. In the cruise tourism context
specifically, Satta et al. (2018) highlighted that posts that include videos receive more likes and
shares. Similar to MT, CT also impacts the engagement level. For instance, Kucukusta et al. (2019)
demonstrated that informative posts have the highest level of engagement. Pino et al. (2019)
found that emotional posts trigger the engagement level in the tourist destination. Satta et al.
(2018) revealed that emotional content positively impacts the number of likes and shares.

Several studies indicate that the messages’ length impacts the engagement level (De Vries et al.,
2012). For instance, Surucu-Balci et al. (2020) indicated that the length of Twitter messages signifi-
cantly affects the engagement of container shipping stakeholders; while, Pino et al. (2019) high-
lighted that the number of likes decreases as the message’s length increases. Satta et al. (2018)
revealed that the longer the post, the less the received engagement reactions. On the other
hand, Villamediana-Pedrosa et al. (2019) found that the post’s length does not affect the number
of likes and shares.

Besides generic predictors of user engagement, cruise travel-specific post characteristics can also
affect the number of likes and shares as cruise travel involves peculiar characteristics. For instance,
we argue that the existence of a ship image may influence the BRSC and BOSC. Hung and Petrick
(2011) identified that some passengers describe themselves as sea fetish and enjoy being on the
ship or see the ship other times. The ship is the most crucial tangible resource (the most impressive
image) of the cruise lines, and they frequently share photos or videos of their ships. A study con-
ducted on cruise passengers’ Tweets revealed that ship is one of the most frequently used words
in cruise-related tweets (Park et al., 2016).

Passengers may have various motivations for their cruise travels, and SNS posts with different
motives may lead to the different levels of SC. This argument is also confirmed by Park et al.
(2016), who found that motivation-related tweets can get more interaction from cruise travellers.
Having entertainment options both onboard and at the shore, having facilities for relaxation,
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discovering new places, cost of travel, socializing with other passengers, and loyalty appear to be
primary motivators of the cruise travelling.

3. Methodology

This study applies CHAID to classify Facebook posts by utilizing dependent and independent vari-
ables. We explain sampling and data collection, variables and coding, and the CHAID method in
this section.

3.1. Sampling and data collection

As of October 2020, Facebook is the fifth commonly visited web page globally (Alexa, 2020). With 2.7
billion monthly active users and an average of eighteen minutes fifty-three seconds daily time spent
on site, Facebook is the biggest SNS worldwide (Statista, 2020). This makes Facebook an important
channel for organizations to advertise, enhance their brand attractiveness and engage with
consumers.

The study focused on a global cruise line’s Facebook. The number of fans in Facebook changes
variably for each cruise line. For instance, a cruise line has 121,543 followers, while the another
line has 5,030,845 followers. This significant difference has led to focus on one cruise line in this
study. Thus, we focused on a global cruise line with one of the highest number of Facebook fol-
lowers. The data was collected in November 2020. We manually collected Facebook posts of the
selected cruise line between 1 January 2018 and 1 January 2020. A total of 633 Facebook posts
were collected.

Data bias should be carefully handled in SNS studies when collecting the data (Morstatter & Liu,
2017). The bias may occur due to the uneven distribution of users’ profiles in terms of their age,
gender, etc., language differences in posts, and doubtful or incomplete information that may be
shared by some users (Wang et al., 2020). Data bias issue is handled by several approaches in our
study. First, we focused on a single cruise line’s Facebook page to eliminate the heterogeneity in
the number of users among lines, which might significantly affect the number of likes and shares
regardless of post characteristics. Second, the selected line’s all posts were shared in English; thus,
no heterogeneity exists regarding the language of the post. Third, the data is collected and
coded manually by two researchers, and the inter-reliability is measured, as explained in the follow-
ing section, to mitigate discrepancies in data.

3.2. Data coding

We employed De Vries et al. (2012)’s and Luarn et al.’s (2015) data coding protocol while coding the
selected cruise line’s Facebook posts. One of the authors and another researcher, who does not know
the studies’ assumptions, coded the selected cruise line company’s posts between 1 January 2018
and 1 January 2020 separately, after receiving 60 min of training about the coding procedure.
After completing the coding, results were compared, and in case conflict occurs, coders discussed
the post and reached a consensus about the coding. Also, we calculated inter-coder reliability
using Perreault and Leigh’s (1989) method to assess the degree of agreement among coders. Accord-
ing to Perreault and Leigh (1989), inter-coder reliability should be between 0.8-1.0, and this study’s
inter-coder reliability is calculated as 0.85. In this study, we utilized six independent variables and
two dependent variables.

3.2.1. Independent variables
This study postulates that BRSC and BOSC in cruise travel can be affected by posts’ MT, CT, message
length, the existence of a ship image, and type of cruise travel motivation. MT consists of three cat-
egories, which are ‘video,’ ‘gif,’ and ‘photo.’ Thus, if a post includes a photo, it is coded as ‘photo.’ For
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instance, the post, which was shared on 1 January 2020, included a photo. Thus, the post was coded
as the photo for MT. On 18 December 2018, the selected cruise line shared a gif. Hence, this post was
coded as a gif. The selected cruise line shared a video on 10 January 2018. Therefore, it was coded as
video.

‘Emotional’ and ‘functional’ are the GT categories. If the cruise line celebrates a special day such as
fests, New Year, mothers’ day, fathers’ day, it is coded as emotional. For instance, on 26 November
2019, the selected cruise line shared a post to celebrate its followers’ Thanksgiving. Thus, this post
was coded as emotional. When the cruise line posts about one of their ships’ travel destinations and
day information, it is coded as functional. For instance, on 6 July 2018, the cruise line shared a post
about their ship’s trip to Grand Turk Islands. Thus, this post was coded as functional.

‘Relaxation,’ ‘fun,’ ‘exploring new things (doing something new),’ ‘socializing,’ ‘being cost-sensi-
tive,’ ‘loyalty,’ and ‘convenience’ consist of the passenger motive categories. If the cruise line
shares a post while passengers have fun on the deck, it is coded as entertainment. For instance,
on 10 February 2018, the cruise line shared a post where passengers were dancing with the anima-
tion team. This post was coded as entertainment. If the cruise line shares a post while their passen-
gers are zip lining, it is coded as exploring new things. For example, on 30 October 2019, the cruise
line shared a video where passengers were zip-lining in travel destinations. This post was coded as
exploring new things. The length of the post message is calculated by counting the total characters
in each post, and the data is input as a continuous metric variable to the CHAID analysis.

3.2.2. Dependent variables
We have two dependent variables in this study, which are BRSC and BOSC. In this study, the BRSC is
measured with the number of likes for each post received. Thus, the number of likes for each post
was coded as BRSC. The BOSC is measured with the number of shares received for each post. Hence,
coders were coded the number of shares per post as BOSC.

3.3. CHAID method

This paper aims to explore cruise lines’ Facebook post characteristics that generate a higher number
of likes and shares and to compare whether predictors of these two dependent variables differ or
not. We have chosen CHAID methodology, a decision tree method used for classification and predic-
tion purposes. First developed by Kass (1980), CHAID method splits the whole dataset into hom-
ogenous subgroups based on the relationship between independent variables and the
dependent variable, or the criterion variable, in other words. The method finds out distinct sub-
groups of the total sample regarding the criterion variable. With these characteristics, CHAID is an
ideal method in our study. The method can find cruise lines’ SNS engagement predictors that
reveal distinct post groups related to the number of likes and shares.

Since our purpose is to find out and compare predictors of BRSC (number of likes) and BOSC
(number of shares) in SNS, two separate CHAID analyses are conducted as the method classifies
objects based on only one dependent variable at each time. Despite the obstacle of employing mul-
tiple dependent variables, CHAID is still the ideal option for this study for several reasons. First, it can
employ several independent variables, which can be both categorical and continuous. The ability to
utilize both types of data as independent variables makes CHAID ideal for finding more engaging
SNSs’ post characteristics, categorical and numeric. Second, CHAID partitions the sample into sub-
samples by identifying the most significant predictor based on the interaction with the criterion vari-
able (Díaz-Pérez & Bethencourt-Cejas, 2016). The CHAID algorithm then splits sub-groups into their
sub-groups by determining each step’s most significant predictor variable. This process lasts until no
predictor partitions those sub-groups into further sub-groups. This characteristic of the CHAID
method allows us to compare predicting – partitioning, in other words – variables of two
different dependent variables in our study (number of likes and shares).
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The total sample in CHAID is called the root node displayed at the top of the tree. Those parti-
tioned nodes are named as parent nodes if they are also further split into sub-groups. When no par-
tition exists, the final node is called the child node. Just like independent variables, the criterion
variable in CHAID can be both categorical and continuous. In our study, both criterion variables
are continuous in those two different CHAID analyses. Same independent variables are entered in
both analyses to be able to make the proper comparison. The significance level to split the posts
of the sampled cruise line is set to be 0.05. The parent/child node ratio is adjusted as 30/15,
which means the minimum sample size of a parent node can be 30 while it can be 15 for a child
node. The maximum number of tree branch levels is set to five so that no more nodes will be
created after both trees reach a total of five layers.

The CHAID methodology is used in several tourism and travel segmentation studies, which indi-
cates its success in classification based on prediction in the tourism industry (do Valle et al., 2012;
Legohérel et al., 2015; and Díaz-Pérez et al., 2020). The strength of CHAID over other classification
and prediction techniques in the tourism context has also been demonstrated by the study of
Díaz-Pérez and Bethencourt-Cejas (2016). However, to the authors’ best knowledge, none of the
papers in tourism research has employed the method for SNSs, although it is quite appropriate
for the usage of CHAID considering the size and variety of data available in SNSs.

4. Results

4.1. Descriptive results

The results of the Facebook posts of the selected cruise line show that the average number of likes is
2006.6, while the average number of re-sharing is 364.7 (N = 631). Regarding independent variables,
38.8% of posts include cruise ship images in photos or videos, while 61.2% do not have any ship
image. As shown in Table 1, almost 60% of posts are shared with a photo, while around 17%
include a video, and almost 25% of posts included a gif. Regarding the CT, 43% of posts include
emotional content, while 53% have functional content.

Table 2 illustrates that 37% of sampled Facebook posts have fun-related passenger motivation.
This percentage is followed by relaxation motivation with the rate of 21%. The third most frequent
passenger motivation is about socializing. The least two frequent motivations in sampled Facebook
posts are cost and loyalty with 1.1% and 2.4% ratios. Our sample’s mean value of post length is 123.7
characters with a maximum value of 535 and a minimum value of 0 (a total of 15 posts do not have
any text message).

4.2. CHAID results

Two CHAID trees were built based on two dependent variables: Number of likes and number of re-
shares. Regarding the number of likes, which illustrates BRSC, passenger motivation, the existence of
a ship image, CT, and MT significantly partitioned posts into sub-groups (see Figure 1). These four
variables are also considered as determinants of the number of likes. Among four variables, passen-
ger motivation is the most significant predictor of the number of likes as it is the first independent
variable splitting the sample. Posts including relaxation and convenience motivations attract

Table 1. Frequencies of the media type and content type.

Media Type Content Type
Number Percentage Number Percentage

Photo 371 58.8% Emotional 270 42.8%
Video 105 16.6% Functional 361 57.2%
Gif 155 24.6% Total 631 100%
Total 631 100%
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Table 2. Frequencies of passenger motivation.

Passenger motivation
Number Percentage

Relaxation 135 21.4%
Fun 236 37.4%
Exploring 44 7.0%
Socializing 109 17.3%
Cost 7 1.1%
Loyalty 15 2.4%
Convenient 85 13.5%
Total 631 100%

Figure 1. Number of likes CHAID decision tree.
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significantly higher likes of the cruise line’s followers than other motivations. These two parent nodes
(Node 1 and Node 2) are further split into sub-groups by the MT of posts, which is the second most
significant predictor of the number of likes. In both partitions, gif posts have significantly fewer likes
than posts with videos and photos. This is demonstrated in Figure 1 as Node 4 and Node 6 likes are
significantly lower than Node 3 and Node 4, respectively. Three of these four nodes are further split
into different nodes by the existence of a ship image and CT. The existence of a ship is the third most
significant predictor of the number of likes. Existence of a ship image partitions Node 3 and Node 6
into sub-groups. In both groups, the posts with a ship image (Node 7 and Node 11) lead to a higher
number of likes. On the other hand, CT partitions Node 5 into two subgroups (Node 9 and Node 10),
among which emotional posts have a significantly higher number of likes compared to functional
posts.

A total of seven parent nodes (Nodes 1, 2, 3, 5, 6, 8, and 10) and a total of nine child nodes (Nodes
4, 7, 9, 11, 12, 13, 14, 15, and 16) are achieved in the tree of the number of likes. Node 9 consists of
posts with relaxation and convenience motivations, including photos or videos as the MT, and
emotional content has the highest number of likes. The second-highest number of likes is Node
15, which consists of posts with relaxation and convenience, including photos or videos as MTs,
but with functional content including a ship image. The third highest likes are received by Node
7, which involves posts with motivations other than relaxation and convenience, including photos
or videos with ship images. Node 14 has the third-highest number of likes among all child nodes.
This shows that when posts do not have any ship photo or video, socializing motivation attracts
more likes than other motivations. Node 12, on the other hand, has the lowest level of liking
among all child nodes. This group of posts contains gif shares without any ship image and has relax-
ation and convenience motivations. The second-lowest number of likes belongs to Node 4, which
again includes GIFs and other types of motivations than Node 12 Figure 2.

Regarding the number of re-sharing of the post or BOSC in SNSs, the same independent variables
partition the total sample, except the CT, which does not create any group in re-sharing. The most
significant predictor of the number of re-sharing is the MT. Posts with videos are shared significantly
higher than posts with photos and gifs. The average sharing score of video posts (Node 2) is 766,
while photo and gif posts (Node 1) are 284. The existence of a ship is the second-best predictor
of the number of re-sharing as it partitions Node 1 into two different sub-groups. Accordingly,
posts with a ship image lead to significantly higher re-sharing than those without a ship image.
The last partition is done by passenger motivation, which splits those photo and gif posts without
a cruise ship image.

The decision tree of the number of re-sharing has created two parent nodes (Node 1 and Node 4)
and five child nodes (Node 2, 3, 5, 6, and 7). Among child nodes, Node 2 has the highest number of
re-sharing. This node (n = 105) consists of videos and is not further partitioned into sub-groups. The
second-highest number of re-sharing is Node 7, which includes photo and gif posts without a ship
image and convenience motivation. However, this group of posts’ population is also the smallest,
having only 2.4% of all samples. Node 3, on the other hand, is the largest child node having a
total of 207 posts (32.8% of the sample) and has the third-highest number of re-sharing with a
mean score of 402. This node consists of photo and gif posts with a cruise chip image. The lowest
re-sharing score is Node 6, consisting of photo and gif posts without a ship image and fun and
loyalty motivations.

5. Discussion

This paper indicates that cruise lines’ SC building through SNSs is significantly affected by post
characteristics. The majority of our assumptions are approved as a total of three independent vari-
ables successfully partitioned the total dataset. These variables are MT, passenger motivation, and
the existence of a ship image. CT, on the other hand, only partitions the dataset in the number of
likes. The length of the message does not have any influence on BOSC or BRSC.
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According to results, the number of liking has more partitioning independent variables compared
to the number of re-sharing. The tree of liking is also a lot larger than the tree of re-sharing, the
former has nine child nodes while the latter has five. In other words, there are more distinct sub-
groups of Facebook posts while forming BRSC. This result indicates that the liking attitude of fol-
lowers is more heterogeneous than the re-sharing attitude. This result in building social capital
reflects that Facebook posts’ characteristics affect BRSC more than BOSC. This result makes sense
because in BRSC, weak ties occur between followers and the cruise line. Instead of liking the post
regardless of their characteristics, followers’ liking attitude is more determined by post character-
istics. Post characteristics also determine the re-sharing attitude; however, since stronger ties
occur between followers and the cruise line, posts’ characteristics have less impact on re-sharing atti-
tude. These assumptions, of course, need further validation.

Although similar independent variables partition both liking and re-sharing of posts, the signifi-
cant level of these variables vary in liking and re-sharing. The first significant splitting variable in
liking is passenger motivation, while it is MT in re-sharing. According to CHAID results, posts that

Figure 2. Number of shares CHAID decision tree.
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include relaxation motivators play a vital role in establishing BRSC compared to other motivators,
such as exploring fun, socializing, loyalty, and cost. As Park et al. (2016) found that motivation-
related posts receive more interaction, we expected this result. Since relaxation is one of the
primary motivators of cruising, posts with a relaxation motive receive more engagement and
form BRSC.

CHAID results demonstrate that convenience motivator leads to establishing both BRSC and
BOSC. Unlike other types of tourism, cruise tourism offers many opportunities such as transportation,
accommodation, entertainment, etc., at the same time. This convenience is an important factor while
preferring cruise tourism, and the results showed that the followers also interact more when they see
such posts.

The MT of the posts also significantly partitioned the posts regardless of the type of motives. In
both cases, photo and video posts boost the number of likes more than the posts with GIFs. In other
words, posts that include photos and videos can be utilized to form BRSC. This result is consistent
with Kucukusta et al.’s (2019) findings, suggesting that embedding visual content increases engage-
ment. Followers can like and move on to the next post after glimpsing at the photo or briefly brows-
ing the video. The purpose of such action is to show their support to the company. Furthermore,
since the number of likes mirrors weak ties, this result is quite logical.

Regarding BOSC, CHAID results show that video posts receive more shares than photo and gif
posts. To put it in another way, cruise lines must share posts, including videos, to create BOSC.
This result concurs with the study of Satta et al. (2018), who also found that video posts increase
the number of shares. Our results also support the findings of Villamediana-Pedrosa et al. (2019),
who found that posts that include video receive more share action.

The fact that video posts receive more shares is quite logical because the follower shares the
video only when he/she finds something of himself or has a similar experience, which is shown in
the video. Posts embedded video transmit the message more quickly. Video posts tend to be
more entertaining, informative, and have emotional content, while transmitting the message
takes longer. Re-sharing the video post means that the follower watches the video, receives the
message, and has similar experiences or feelings, and that is why he/she decides to share it on
their Facebook wall. Thus, sharing video posts reinforces the ties between cruise lines and followers.

Among the photo and video posts that embedded relaxation and convenience motivators, the CT
has a parting effect on posts. According to CHAID results, emotional posts receive more likes than
functional posts; in other words, emotional posts can be used to establish BRSC. Similar to the
findings of Pino et al. (2019) and Satta et al. (2018), CHAID results revealed that emotional posts posi-
tively influence BRSC. One possible explanation for this finding might be that messages with
emotions trigger followers’ attention, leading to liking posts. However, the CT does not create any
sub-group of posts in re-sharing, or the CT does not make any difference while establishing BOSC.

Among the photo and video posts that embedded exploring, fun, socializing, loyalty, and cost
motivators, the image of ship splits the dataset. Accordingly, posts that include ship images help
to establish BRSC. Furthermore, among the posts with photos and GIFs, having a ship image partition
the received number of likes. Thus, posts that include a ship image are more shared than posts that
do not have a ship image. Hence, based on the study results, posts with ship images help establish
BRSC and BOSC. Our results validate Lobo’s (2008) statement, which suggests that cruise passengers
started to pay more significant emphasis on their cruise ship experience rather than those desti-
nations the ship calls. Lobo’s (2008) suggestion probably explains that passengers like and share
posts with cruise ship images. These results show that customized solutions are needed for these
two types of SC tools through SNSs. Thus, SNSs or marketing managers of cruise lines are suggested
to follow a differentiated posting strategy for BRSC and BOSC.

Length of post message does not affect user reactions in our dataset. This result is similar to Vil-
lamediana-Pedrosa et al. (2019), who found that message length does not matter. However, the
result contradicts the findings of Pino et al. (2019) and Satta et al. (2018). This result shows that
the literature does not reach a consensus regarding the effect of message length. The conflicting
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results may occur due to differences in investigated SNS platforms, the context studies, and the
language of posts. However, the available data and results do not suffice a comprehending justifica-
tion for a conclusion.

Compared to previous SNS studies in cruise travel, our study differs from Satta et al. (2018) as we
perform a different method and use more diverse set of post contents, which result in more granu-
lated results. For instance, the ship plays a major role in cruise traveller’s perception (Kwortnik, 2008)
and our results validated it. However, this important element of CT is not measured in their studies.
Some of our results also contrast to their findings. The length of message does not impact the
number of likes or re-shares whereas Satta et al. (2018) state the opposite. The difference may
result from differences in the sampling in which our study focused global posts in English while
their study focused on Italian pages of cruise lines. This assumption requires a validation by a
further study. Our paper also differs from Roth-Cohen and Lahav (2021) as we analyze Facebook
posts of a cruise line quantitatively with a SC perspective while they examine CT Facebook
groups qualitatively with an netnography perspective. While our results present characteristics of
posts that lead to higher BRSC and BOSC, they classified messages shared by users based on their
content such as information sharing and solidarity between cruise lovers.

6. Theoretical and practical implications

This study contributes to the literature in several aspects. First, this paper contributes to SCT by
investigating it within the SNS context. SC helps organizations in various ways, such as resilience
achievement and customer retention (Ali et al., 2019). In recent years, the importance of SC in organ-
izations is particularly recognized by academia (Kim et al., 2019). Our study adopts different types of
SC to the SNS context and finds out whether different characteristics of SNS posts influence BRSC
and BOSC. Results of our study enrich the literature investigating SNSs and SC.

This study can be considered as one of the pioneering studies which investigate the cruise line
SNS context. This study is the first to utilize a cruise ship and cruising motivator in a SNS context.
Our study results indicate that cruise travel-specific variables such as cruise motivation and a ship
image’s existence significantly impact the number of likes and re-sharing. This result encourages
tourism literature to use travel-specific variables while investigating SNS studies in addition to
those generic variables such as CT and MT. This also calls for a more in-depth investigation of the
type of holiday and potential unique variables.

In addition to travel-specific variables, our paper also provides methodological implications to
SNS studies in the tourism literature. Although the CHAID method has been used in survey-based
tourism studies (do Valle et al., 2012; Legohérel et al., 2015; and Díaz-Pérez et al., 2020), it has not
been utilized adequately despite its superiority in terms of capability in handling large datasets
and ability to use both categorical and continuous variables. Significant results of our study
confirm that CHAID can be successfully used in tourism SNS studies as well. The cruise travel industry
is recently facing unprecedented challenges (Pan et al., 2021; Roth-Cohen & Lahav, 2021), and SC
seems to be one of the methods to cope with these challenges. However, very few papers investi-
gate the role of SC in cruise travel literature. As the first study investigating the Facebook posts’
impact on establishing SC efforts of cruise lines, we expect our study to drive more research in
the relationship between SC and cruise travel.

The results of this paper also present several implications for the practice. The most prominent
issue cruise lines are recently dealing with is the COVID-19 pandemic. The negative impacts of
COVID-19 on tourists and cruise travellers, particularly tourist perception and psychology, are well
documented in the literature (Kock et al., 2020; Pan et al., 2021; Roth-Cohen & Lahav, 2021). In
such an environment where travellers’ perception is negatively affected, managers in cruise lines
should be well-connected to travellers through SNS and create a positive image about cruise travel-
ling during and post-COVID periods. While creating a positive image in SNS, possibly by ensuring
travellers with COVID measures, managers are suggested to use cruise ship images and videos as
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they positively influence SC building, according to our results. Moreover, cruise ship images in SNS
posts will help travellers build nostalgia, which may help in positive perceptions (Roth-Cohen &
Lahav, 2021). Since creating BOSC requires a more extended period, we suggest managers focus
more on creating BRSC to manage SNS in regard to COVID-19 issues that demand swift actions.
Hence, besides sharing COVID-19 posts by including ship images, we suggest managers combine
relaxation and convenience motivators with COVID-19-related positive messages to attract more
BRSC.

Our results warn managers in cruise lines that not all posts lead to the same level of engagement
with followers on Facebook. Targeting BRSC, we suggest cruise lines share posts that drive relaxation
and convenient motivations of passengers. While doing this, cruise lines should prefer posts with
photos or videos that involve emotional content rather than functional ones. These types of posts
trigger the highest number of likes. However, it would not be practical to suggest that cruise
lines only share these posts. An assortment of posts should be posted to avoid repetition. Moreover,
cruise lines must also share functional content such as CSR and company information, although
emotional ones receive higher likes. In such cases, we suggest cruise lines include ship images to
posts as much as possible.

Cruise vessels are a distinguishing feature of cruise travel in comparison to other holiday options.
Thus, it is no surprise that ship images split a total of three-parent nodes in BRSC tree, and each time
posts with ship images resulted in a higher number of likes. Despite its significant role in building
BOSC and BRSC in Facebook, our sampled dataset illustrates that over 60% of posts do not
include any ship image. Thus, we encourage cruise lines to include more ship images while
sharing a Facebook post.

Regarding BOSC, cruise lines should create more video content to drive a re-sharing attitude.
When posting a video is not possible, cruise lines are suggested to include their cruise vessels’
images to ensure more re-sharing. If that is also not possible, then they are recommended to
involve posts with convenience motivation. Cruise lines can also share posts that stimulate relax-
ation, socializing, cost, and exploring motivations alongside fun and loyalty motivations. Our final
recommendation is that cruise lines should avoid gif posts, resulting in significantly lower reactions
in both liking and re-sharing.

7. Conclusion

This paper investigates how cruise lines can build SC through the utilization of SNSs. BRSC is mirrored
as liking a post by followers while BOSC is mirrored as re-sharing a post. To do this, CHAID analyses
are conducted on a global cruise line’s Facebook posts to find out predictors of liking and re-sharing
behaviour of followers and reveal characteristics of most liked and re-shared post groups. Results
revealed that MT, passenger motivation, and the existence of a ship image help to establish both
BRSC and BOSC, while CT helps to form BRSC.

One of the limitations of this study is that it focuses on one SNS that is Facebook. However,
different post characteristics may be more prominent to establish BRSC and BOSC on different
SNSs. It is important to determine the characters required to create BRSC and BOSC in different
SNS. Thus, a similar study can be carried out to determine the post characteristics that help establish
bringing and BOSC in different SNSs such as Twitter or Instagram. Another limitation of the study is
that the results should be carefully interpreted in some essential cruise shipping markets, such as
China, where there is no access to Facebook. Therefore, it is vital to conduct similar studies investi-
gating SC building through SNSs in these markets’ popular SNSs such as WeChat or Sina Weibo.

In this study, we only focused on one cruise line’s official Facebook page because of the signifi-
cant differences in the number of followers. Focusing on a single cruise line’s Facebook page gave us
a chance to compare the number of likes and shares more accurately. However, the same situation
prevented us from making comparisons between companies and generalize results. Thus, a further
study can be conducted with cruise lines’ Facebook accounts with similar follower numbers.
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