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Consumers heavily rely on social media networks fonmaking.travel decisions and
actively engage with tourism brands on sociah, media/ platforms. With the
advancement of information technology andsthe ‘emergence of social media
networks, analyzing and understanding these network\and their components have
become a priority for stakeholders. One of the key topics users of social media
networks utilize them for is making travel decisions. Given the vast and growing
number of these networks and internet ‘websites, categorizing them from the
perspective of service providers is essential for offering incentives and future
collaboration. This research analyzeswone' of the most significant social media
networks related to travelfand tourism, namely TripAdvisor, using data collected
from the user community. Based on the desired indicators of customers and users,
clustering has been performed. The clustering process employs the Self-Organizing
Map (SOM) artificial neural*network in a two-stage approach with the k-means
algorithm, facilitating the analysis of the resulting clusters. While various validation
indices are commonly used nowadays to determine the optimal number of clusters,
this study ‘eombines,.& multi-indicator decision-making approach and the
aggregation of different indices to present an optimized model with a compensatory

form: approach towards the indicators.

?

Accepted:

?

' N

pp. -2 s

T et .:

Publisher: Vali-e=Asr University of Rafsanjan :

i

http://doi.org/10.22072/tmsse.2026.2077751.1095 i
OS] ;

The Author(s) © @ N :

* Corresponding Author, Seyed Mohammad tafreshi@gmail.com


https://doi.org/10.22072/tmsse.2026.2077751.1095

Journal of Tourism Management Studies of the Smart Era, Vol X, Issue X, XX, X

Extended Abstract

Introduction

In recent years, marketing has witnessed a
paradigm shift in which the traditional
boundaries between the roles of customer and
provider are blurring and markets are
increasingly interconnected (Leszczynski et
al., 2022; Hollebeek et al., 2018). This means
that contemporary customers no longer
simply play passive end-user roles in relation
to company-based offerings, but rather
participate in their interactions with brands,
companies, and other stakeholders. Although
some companies use social media to generate
new insights that lead to successful
innovations, many others simply do not know
how to use social media to seize innovation
opportunities (Lin, 2015). Furthermore, they
argue that understanding the features of
website design that facilitate innovative
customer conversations is important for
encouraging collaboration and idea sharing
among consumers. Therefore, it is crucial to
understand the mechanisms by which social
media managers can design such online
services to facilitate voluntary innovation-
related behaviors by consumers who benefit

from the brand and other customers (Appel et’

al., 2020).In this study, using data collected
from the statistical community of users using
the social network TripAdvisor, the factors
affecting customer engagement and customer
involvement have been analyzed. Therefore,
the analysis is from the perspective of the
perceptions and values of customers and
social network users. The analysis of social
networks in this study has been carried out
using the cluster analysis approach. The
importance of this clustering for suppliers is
to separate customers in order to provide them
with financial and service facilities. By
realizing customer grouping, the process of
developing stores will be oriented and
determining a competitive strategy with
targeted incentive approaches will be
achieved.

Methodology

The present study seeks to cluster users of the
social network Tripadvisor. The data of this
study was collected through a researcher-
made questionnaire with the help of relevant

sources and articles from the statistical
population of tourists using the social network
Tripadvisor. The relevant questionnaire
included 53 questions related to the research
variables and 5 demographic questions. The
statistical sample was considered to be 384
based on the Krejci and Morgan table. For
greater certainty, 1000 questionnaires were
distributed in the statistical population and
655 complete and correct questionnaires were
collected. The sampling method was
judgmental and asked people about their use
of the social network Tripadvisor.

Results

In this study, users of the social network
Tripadvisor were categorized and subjected to
cluster analysis using the indicators defined in
this study with the two-stage SOM algorithm.
In many studies, the least emphasis is placed
on the number of clusters, while this issue
will have an impact on cases such as resource
allocation, planning, and the diversity of
policies adopted.

& The use of clustering with this algorithm

makes it possible to interpret the U matrix
obtained from the self-organizing mapping
network more easily. On the other hand, in
this study, the number of clusters was not
based on only one clustering validation
indicator, but in order to create greater
reliability and robustness in this field, five
indicators  were used  simultaneously.
Considering the different results of each
indicator, by wusing the multi-indicator
decision-making approach and the weights of
the indicators, it was possible to select the
best clustering structure based on the highest
score from the total of all indicators. Such a
possibility will allow a more informed
judgment to be made regarding the selection
of the number of clusters, and not, like many
conventional studies, by simply estimating
and estimating experts or relying on one or
more indicators with a non-compensatory
approach. In order to develop this research, it
is recommended to wuse an analytical
approach. Using the SOM approach with
different initial structures and comparing it
with the final answer will lead to further
refinement of the answer. This approach helps
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to understand the sensitivity of the final
answer of the two-stage SOM algorithm to the
initial structure of the network and, as a
result, to find the best possible structure.

Discussion and Conclusion

In this study, by extracting indicators from the
research literature, the main criteria for user
clustering are determined and then a new
approach is used to categorize users and
customers. This approach is based on a two-
stage integration of the self-organizing
mapping neural network and the K-means
method. This combination facilitates the
analysis of neural network clusters and allows
for a robust approach to clustering without the
need for intuitive interpretation. In many
studies based on clustering with neural
networks, the resulting clusters are clustered
solely based on expert opinion, which is not
free from errors. Another advantage of this
study is the provision of a new model to
determine the number of clusters within the
acceptable range of experts by considering
various cluster validation indicators and
optimizing the acceptable structure with the
multi-criteria decision-making technique. In

many studies, the selection of the best number/

of clusters is based solely on one indicator or
several indicators are used simultaneously but
with a non-compensatory approach. This
issue is resolved in the present study and the
use of the MADM approach makes it possible

to aggregate indicators.
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