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Abstract

This study investigates how hoteliers view social media as a branding strategy and elucidates the motivational
factors that determine the adoption of social media as a branding tool. It was based on a survey of 491 hotels
from the USA, the UK, and Egypt that ranged from one-star to five-star hotels. Data on hotels’ locations, grades,
numbers of rooms, positions of respondents, usages and perceptions of social media, types of social media used
by hoteliers, and perceptions were collected. A major finding of this paper is that higher grade hotels have a
higher probability of using social media. Furthermore, the study reveals that hotels in the USA and the UK use
social media more often compared with those in Egypt.
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1. Introduction

A business can survive in a highly competitive market only if it is able to stand out from the rest by providing
unique and desirable products and services (Bridges et al., 2003). As well as being driven by continuous
technological advancement and innovations, a new dimension in building the essence of business is to harness a
firm’s core values, solidify its reputation, and communicate its products and services in the marketplace through
branding (Okapara, 2007).

Establishing a unique brand enables a company to not only improve its image, but also provide a personality to
its business (Aaker, 2004). Imperatively, the objective of branding is to rediscover the core values of a business,
displaying the exclusivity of the services that it offers, highlighting its uniqueness, and differentiating its
products from those of its competitors (Aaker & Jacobson, 2001). This involves every transaction between the
firm and its suppliers and customers (Shocker et al., 1994; Aaker, 1991). Furthermore, branding highlights
corporate identity, harnesses business productivity, and drives firms to operate profitably. Through branding, the
quality and value of their services can be elevated above similar commodities in the market. Hotels have long
used branding because of the advantages that a brand image can bring to their core services and operations
(O’Neil & Matilla, 2004; Jiang et al., 2002; O’Neill & Lloyd-Jones, 2001; Whalen, 2010).

The exponential increase in the use of the Internet and its widespread applications has created online media, or
social media (Jones, 2009; Williams, 2009; Ghali, 2011). Businesses are now taking advantage of introducing
social media into their marketing programs (Falkow, 2009). Social media has many benefits for a business,
including viral potential, cost, and the creation of brand reputation. The idea of marketing products using social
media has increased, and this rise in usage has attracted many hotels to follow suit. Consequently, many hotels
now view social media as essential for their future plans and they have already started designing strategies on
how to implement it (Hasler, 2011; Noone et al., 2011; Kimes, 2000). Companies have even employed personnel
to engage with customers online and maintain social media websites such as YouTube, Facebook, or Twitter.
This activity allows businesses to stay in touch with their customers.

The aim of this study is to investigate the motivational factors that determine the adoption of social media as a
branding tool. The specific objectives of the present study are to:

(i) Investigate how hotel managers view social media as a branding strategy.
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(if) Identify the motivational factors behind hoteliers adopting social media to brand their services.
(iif) Survey how social media can help hotels brand their services.
2. Literature Review

Social media gives hotels the opportunity to merge these two antiquated strategies in a seamless and efficient
manner (Lanz et al., 2010). Through new communication channels such as Twitter, which has users tweeting 27
million times a day, and Facebook, which has over 350 million users (Browser media, 2011), a hotel can now
send out a mass message and can even receive immediate responses via the same channels. “While a business
blog can certainly help you do the same, social media allows you to do so before a readymade niche audience and
to build authority much faster within a larger established community while you build your own following on your
own site”” (Hessinger, 2011).

According to Aggarwal (2009), this is important because “Social Media allows you to establish a relationship
with your customer like no other media has previously allowed. It enables you to establish a 1-1 relationship
where you are getting regular feedback on how your customers are reacting to your marketing messages”.

Hotels are now able to immediately track public response to a sent message or receive feedback on the quality of
their offers and rates. They can also test the perception of a new product along with its concept, partnership, or
even hotel location.

Even more advantageous is that hotels no longer have to spend countless hours or dollars promoting their newest
rates or special offers. For example, Joie De Vivre, a luxury hotel chain in California, uses such strategies to
bolster its profits and connect with its customers. Owing to the nature of the social media landscape, individuals
can now pass on any information. The followers of any particular customer, for example, can see his or her
comments on Twitter or Facebook. In turn, the followers of that individual may comment on previous comments.
This results in a ripple of information involving the hotel’s original post without any follow-up effort from the
hotel itself (Rao, 2010).

Furthermore, hotels can now cater more easily to their customers’ needs. Offering reservations directly helps to
keep the conversation between the hotel and its guests, using social media to communicate took the relationship
beyond the booking transaction. The hotel can find out what pillow guests prefer, the drinks they want in the
minibar or the type of room they need. Personalized service can keep a guest coming back, he said, and that, in
turn, helps hotels hold the line on room prices” (Weed, 2011).

This encourages customers to register with social media websites directly rather than having to search for a
specific website. Customers can also make specific arrangements or ask particular questions through social
media sites, which allows for more efficient customer service.

According to the UK Search Engine Marketing Agency (2010), Twitter had 75 million user accounts and
averaged 27 million tweets per day in 2010. This number has already grown to 175 million registered Twitter
users, tweeting about 95 million tweets per day, thus representing an increase of 250% (Browser Media, 2011).
Facebook is another obvious front that hotels can take advantage of because of the grassroots campaigns that can
be started through items such as the “Like” button.

With the loyalty created through perceived personalised interaction involving the “Like” button, which links
individuals to the hotel’s brand and current deals, the hotel can assure itself of a higher percentage of brand
loyalty. “Hotels are using social media channels to engage with brands and seek out tribes of similar customers.
These channels help to communicate further and better with existing customers and are also a powerful medium to
attract new customers” (Severn, 2010).

Furthermore, social media allows hotels to access millions of users and gives them the platform to speak directly
to individuals. Whether an individual has a query or wants to book a room, hotels can now accommodate
customers’ wishes — and all with the brand visible on their social media profiles. “Social media helps to develop
and nurture 1-1 relationships where you get regular feedback on how customers are reacting to your marketing
messages” (Grove, 2010).

After weathering the storm of low-cost travel sites, the hotel industry and individual hotels must now aim to
re-establish their brands. This includes not sticking to one social media, but publicising themselves on all.
Customers do not always show loyalty to a single media and often have multiple accounts, which they link
together. This form of linkage provides businesses with the opportunity to spread information exponentially. As
Aggarwal (2011) stated, “Flickr, Twitter and YouTube should be inter-linked to your Facebook account.
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Integrating and cross-linking the channels will help you in optimization, keeping it fresh as well as in expanding
your network™.

Although there are concerns about using social media because negative reviews can spread as quickly as do good
reviews, it is important to remember that negative feedback offers an opportunity to improve. Lacy (2010) stated
that, “Social media provides the opportunity to hotels to act quickly and be receptive. Focus should be placed on
the positive reviews rather than deleting the negative ones”. Hotels that encourage and respond to reviews can
generate large responses. The basics of any business is receiving and responding to customer feedback in order
to provide better service, and social media provides the opportunity to optimise the response tactic. Lacy (2010)
continued, “Another advantage for hotels is their ability to have a heads up on what their competitors are doing”.

Hotels can also provide award packages or special offers through social media in order to entice members and
help spread knowledge of the brand. Two examples of using this social media strategy are Premier Inn and
Wynn Hotel and Casino. Premier asked its customers to let others know about the wonderful locations where
they were visiting.

Premier launched a trial of a Twitter concierge program. On Fridays, customers can send an inquiry to the
concierge via Tweet using the hashtag #Plconcierge. The hotel encouraged its customers to Tweet questions “on
anything from local activities for the kids, karaoke bars in the area, directions to the local theatre or even where
to find an emergency dentist.

Hyatt launched its Twitter Concierge service during a marketing campaign in May 2009. Hyatt hotels believe
that this type of marketing ensured that customers would gain rewards directly through the social media source
and would, in turn, lead others to use the media to seek the specific hotel and brand.

3. Methodology

This study used a descriptive approach to investigate how hoteliers view social media as a branding strategy and
elucidate the motivational factors that determine the adoption of social media as a branding tool. The main aim
of the descriptive approach is the exploration and clarification of phenomena where accurate information is
lacking (Gay & Airasian, 2000; Malhotra, 2012) and to present facts concerning the status of a situation or a
condition, as it exists at the time of the study. It is a type of “conclusive research that has it major objective to
description of something — usually market characteristics or functions” (Malhotra, 2012:104). Descriptive studies
are based on the perceptions or reactions of respondents to the research questions. Such an approach aims to
provide thorough descriptions, with a view to providing material and generating assumptions and targets for
subsequent research, which is the case for this research.

The sampling frame included hotels in three major destinations Egypt (representing Africa), the USA
(representing North America), and the UK (representing Europe). These three markets were selected for this
study because they all have a large number of hotels and cover important tourism destinations. Sampled hotels
ranged from one-star to five-star in the three destinations and data of hotels’ locations, grades, numbers of rooms,
websites, chain information, and contact information were collected. In total, 1665 hotels were included in the
sample (720 hotels in the USA, 525 hotels in the UK, and 420 hotels in Egypt). The list of hotels was randomly
drawn from many of the lists available online and included hotel directories, online guides, and hotel rating sites.

Data collection included two phases. In phase one, data were collected using a structured email survey in order
to ease responses, not least because the study population was geographically dispersed. A questionnaire was sent
via email to 954 hotels randomly selected from the database and 273 questionnaires were returned, which was a
response rate of 28.6%.

Phase two aimed to collect more responses to support the study’s initial findings. A questionnaire was developed
using Google documents and the link of the survey URL was emailed to respondents; two reminder emails were
also sent to motivate more respondents to participate. During this phase, 711 emails were sent and 218 usable
surveys were returned, which was a response rate of 30.6%.

The questionnaire included three sections. The first section asked respondents to provide general data about their
positions and hotels (location, number of rooms, and grade), which were then statistically tested for associations
with their experiences of social media branding. Section two explored respondents’ general understanding of
branding using various social media tools and assessed their attitudes towards social media for public relations
(PR), marketing, and branding. This section also included questions about hotel managers’ perceptions of the
advantages of social media branding. The final section of the questionnaire explored hoteliers’ current and
possible future intentions to apply social media branding.
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Responses were received from 491 hotels, giving an aggregate response rate of ~30%. Table 1 depicts the
sample and its distribution across the three study destinations.

Table 1. Locations and grades of the surveyed hotels (percentage)

Hotel grade
Total
Location OQOne-star Two-star Three-star Four-star Five-star Egtne] It;er of
surveyed
USA 18 33 21 43 53 168
(10.7%) (19.6%) (12.5%) (25.6%) (31.5%)
UK 14 30 32 43 40 159
(8.8%) (18.9%) (20.1%) (27.0%) (25.2%)
Eavot 6 20 27 51 60 164
WPL 379%)  (122%) (165%)  (31.1%)  (36.6%)
Total 38 83 80 137 153 491

(7.7%)  (16.9%) (16.3%)  (27.9%)  (31.2%)

Data analysis was performed using SPSS 17 statistical software. To analyse the motivational factors behind
using social media, a Logit model was developed. Logit models are generally used when research is interested in
the probability of the occurrence of a particular event. The present study was conducted to ascertain whether
hotel size, grade, and location influence the use of social media.

4. Results and Discussion

Table 1 depicts the grades and locations of the hotels surveyed. Of the 491 hotels responding, 168 hotels (34.2%)
were from the USA, 159 (32.4%) from the UK, and 164 (33.4%) from Egypt. The grade of hotels ranged from
one-star to five-stars. In the USA, the majority (31.5%) of hotels surveyed were five-star hotels followed by
four-star (25.6%) and two-star (19.6%), while in the UK the majority of hotels surveyed were four-star (27%)
followed by five-star (25.5%) and three-star (20.1%). In Egypt, most surveyed hotels were five-star (36.6%)
followed by four-star (27.9%) and three-star (16.3%).

The surveyed hotels were divided into three categories according to number of rooms: (i) hotels with fewer than
50 rooms, (ii) hotels with 50-100 rooms, and (iii) hotels with more than 100 rooms. Of the hotels surveyed,
52.1% had more than 100 rooms, 29.5% had 50-100 rooms, and 18.3% had fewer than 50 rooms. Across all
grades of hotels, most had more than 100 rooms (Table 4). There were 10.3% and 31.7% one-star and four-star
hotels, respectively with 50 to 100 rooms. By contrast, 18.8%, 16.8%, and 32% of the two-star, three-star, and
five-star hotels, respectively, had more than 100 rooms (Table 2).
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Table 2. Number of rooms by grade of the surveyed hotels

Number of rooms

Hotel grade Description Under 50-10 More than Total
50 0 100
Number of observations 8 15 15 38
One-star Percentage (total number of hotels in this grade) 21. 39.5 39.5 100
Percentage (total number of hotels by hotel rooms) 8.9 10.3 5.9 7.7
Number of observation 16 19 48 83
Two-star Percentage (total number of hotels in this grade) 19.3 22.9 57.8 100
Percentage (total number of hotels by hotel rooms) 17.8 13.1 18.8 16.9
Number of observations 15 22 43 80
Three-star  Percentage (total number of hotels in this grade) 18.8 27.5 53.8 100
Percentage (total number of hotels by hotel rooms) 16.7 15.2 16.8 16.3
Number of observation 23 46 68 137
Four-star Percentage (total number of hotels in this grade) 16.8 33.6 49.6 100
Percentage (total number of hotels by hotel rooms) 25.6 31.7 26.6 27.9
Number of observations 28 43 82 153
Five-star Percentage (total number of hotels in this grade) 18.3 28.1 53.6 100
Percentage (total number of hotels by hotel rooms) 311 29.7 32.0 31.2
Number of observations 90 145 256 491
Percentage (total number of hotels in this grade) 18.3 29.5 52.1 100
Total Percentage (total number of hotels by hotel rooms) 100 100 100 100

The positions of respondents included Managers, Assistant Managers, Directors, Senior Officers, and others. The
respondent’s position was mostly Managers followed by others and Assistant Managers (Table 3).

Table 3. Positions of respondents included in the survey

Positions of respondents in the hotel

Number of respondents by hotel grade

One-star Two-star Three-star Four-star Five-star Total
Manager 7 21 18 42 31 119
Assistant Manager 5 14 21 30 39 109
Director 11 14 9 21 32 87
Senior Officer 5 14 12 21 22 74
Others 10 20 20 23 29 102
Total 38 83 80 137 153 491

Across all grades of hotels, respondents were more often Managers for the two-star and four-star hotels,
Assistant Managers for the three-star and five-star hotels, and Directors for the one-star hotels.

The usage of social media by grade, location, and size is shown in Table 4.
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Table 4. Usage of social media by grade, location, and size of the surveyed hotels

Number of hotels that do Number of hotels that use Total number

not use social media as part social media as part of a of hotels
of a branding strategy* branding strategy* surveyed
One-star 35(92.1) 3(7.9) 38
Two-star 67 (80.7) 16 (19.3) 83
Hotel grade Three-star 37 (46.3) 43 (53.8) 80
Four-star 43 (31.4) 94 (68.6) 137
Five-star 21 (13.7) 132 (86.3) 153
USA 63 (37.5) 105 (62.5) 168
Location UK 57 (35.8) 102 (64.2) 159
Egypt 83 (50.6) 81 (49.4) 164
Hotel Under 50 33(36.7) 57 (63.3) 90
Size 50-100 56 (38.62) 89 (61.38) 145
More than 100 114 (44.5) 142 (55.5) 256
Total 203 (41.3) 288 (58.7) 491

*Values within parentheses indicate the percentages

Of all the hotels surveyed, 58.7% used social media as a branding strategy. Of the one-star and two-star hotels,
92.1% and 80.7%, respectively, did not use social media as a branding strategy, whereas 46.3% of three-star
hotels, 68.6% of four-star hotels, and 86.3% of five-star hotels used social media (Table 4). The results also
show that 62.5% hotels in the USA and 64.2% in the UK used social media, whereas the number of Egyptian
hotels using and not using social media were almost the same (Table 6). Medium-sized hotels with 50 to 100
rooms used social media more often than did small and big hotels (Table 4).

A more detailed analysis of social media usage is presented in Table 5.

Table 5. Usage of social media by location, grade, and size of hotels

Do not use social Use social media as
media as part of a part of a branding Total
Location Grade Number of rooms branding strategy* strategy*
Under 50 4(22.2) 0(0.0) 4
One-star 50-100 6 (33.3) 0(0) 6 18
More than 100 7 (38.9) 1(5.6) 8
Under 50 7(21.2) 2(6.2) 9
Two-star ~ 50-100 4 (12.1) 2(6.2) 6 33
More than 100 16 (48.5) 2(6.2) 18
Under 50 0(0) 0(0) 0
USA Three-star  50-100 1(4.8) 5(23.8) 6 21
More than 100 6 (28.6) 9(42.9) 15
Under 50 0(0) 3(7.0) 3
Four-star ~ 50-100 3(6.98) 13 (30.23) 16 43
More than 100 7(16.3) 17 (39.5) 24
Under 50 1(1.9) 9(17.0) 10
Five-star ~ 50-100 0(0) 9(17.0) 9 53
More than 100 1(1.9) 33(62.3) 34
Under 50 4 (28.6) 0(0) 4
One-star 50-100 5(35.7) 1(7.1) 6 14
More than 100 4 (28.6) 0(0) 4
Under 50 4 (13.3) 3(10) 7
UK Two-star ~ 50-100 7(23.3) 1(3.3) 8 30
More than 100 14 (46.7) 1(3.3) 15
Under 50 4 (12.5) 10 (31.3) 14
Three-star  50-100 3(9.9) 4 (12.5) 7 32
More than 100 7(21.9) 4 (12.5) 11
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Under 50 4(9.3) 12 (27.9) 16
Four-star ~ 50-100 0(0) 11 (25.6) 11 43
More than 100 0(0) 16 (37.2) 16
Under 50 0(0) 13 (32.5) 13
Five-star ~ 50-100 0(0) 17 (42.5) 17 40
More than 100 1(2.5) 9(22.5) 10
Under 50 0(0) 0(0) 0
One-star ~ 50-100 2(33.3) 1(16.7) 3 6
More than 100 3 (50) 0(0) 3
Under 50 0(0) 0(0) 0
Two-star ~ 50-100 4 (20) 1(5) 5 20
More than 100 11 (55) 4 (20) 15
Under 50 0(0) 1(3.7) 1
Egypt Three-star 50-100 6 (22.2) 3(11.1) 9 27
More than 100 10 (37.0) 7(25.9) 17
Under 50 1(2.0) 3(5.9) 4
Four-star ~ 50-100 11 (21.6) 8 (15.7) 19 51
More than 100 17 (33.3) 11 (21.6) 28
Under 50 4 (6.7) 1(1.7) 5
Five-star ~ 50-100 4 (6.7) 13 (21.7) 17 60
More than 100 10 (16.7) 28 (46.7) 38
Total 203 288 491

It presents the percentage of use and non-use of social media across three locations along with the grade and size
of hotels. In the USA, one-star and two-star hotels did not use social media, while the usage of social media was
common for three-star, four-star, and five-star hotels, irrespective of hotel size. Of all three-star hotels, 23.8%
with 50 to 100 rooms and 42.9% with more than 100 rooms used social media as a branding strategy. Among all
four-star hotels, only 7% with fewer than 50 rooms, 30.2% with 50 to 100 rooms, and 39.5% with more than 100
rooms used social media. For five-star hotels, 17% of hotels with fewer than 50 and between 50 to 100 rooms
used social media, whereas 62.3% of hotels with more than 100 rooms used social media (Table 5). Therefore,
we can say that social media usage is common for the higher graded hotels in the USA.

In the UK, low graded hotels, in particular one-star and two-star hotels, used social media rarely. Altogether,
35.7% of all hotels that were one-star and had 50 to 100 rooms, and 46.7% of all hotels that were two-star and
had more than 100 rooms did not use social media. The higher graded hotels, i.e., the four-star and five-star
hotels, used social media as a branding strategy. Within all three-star hotels in the UK, 31.3% with fewer than 50
rooms and 12.5% with 50 to 100 rooms used social media, while 21.9% of hotels with more than 100 rooms did
not. This finding is an exception, and could have been caused by a minor discrepancy in the sample framework.
Altogether 90.7% of all four-star hotels and 97.5% of all five-star hotels in the UK used social media (Table 5).
Therefore, it can be concluded that the higher graded hotels in the UK use social media as a branding strategy.

Egyptian hoteliers depict a totally different picture. Most hotels did not use social media as a branding strategy,
with the exception of five-star hotels with 50 to 100 rooms and more than 100 rooms (Table 5). Only 16.7% of
one-star hotels, 25% of two-star hotels, 40.7% of three-star hotels, and 43.1% of four-star hotels used social
media, reflecting that the majority of hotels did not use social media. Among all five-star hotels in Egypt, 46.7%
with more than 100 rooms used social media.

From this, a conclusion can be drawn that hotels in Egypt do not use social media. One of the reasons for this
might be because of their low exposure to social media. It is self-explanatory that hotels with higher grades
accommodate customers of higher class or economic status, who have better access to social media, and
therefore these hotels use social media to target, access, and attract their customers.

In general, hotels in the USA and UK use social media more than hotels in Egypt do. In particular, higher grade
hotels in the USA and UK make use of social media more than the lower grade hotels do. In general, hotels that
have more rooms and higher grades are more acquainted with social media branding in all locations.

The perception about social media is presented in Tables 6 and 7.
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Table 6. Social media is about marketing

Neither Agree nor Strongly  Total

Strongly Agree  Agree Disagree Disagree Disagree
One-star 11 (28.95) 15 (39.47) 3(7.89) 5(13.16) 4(10.53) 38
Two-star 31 (37.35) 26 (31.33) 12 (14.46) 8(9.64) 6 (7.23) 83
Hotel Three-star 44 (55.00) 23 (28.75) 4 (5.00) 7(8.75) 2 (2.50) 80
grade  Four-star 76 (55.47) 38 (27.74) 21 (15.33) 1(0.73) 1(0.73) 137
Five-star 105 (68.63) 37 (24.18) 5(3.27) 4 (2.61) 2(1.31) 153
Total 267 (54.38) 139(28.31)  45(9.16) 25 (5.09) 15(3.05) 491

Table 7. Social media is about PR

e Agee or Disagree. . Diagree oty 1o
One-star 12 (31.6) 20 (52.6) 2 (5.3) 1(2.6) 3(79) 38
Two-star 34 (41) 27 (32.5) 12 (14.5) 6(7.2) 4(48) 83
Hotel Threestar 43 (53.8) 27 (33.8) 4 (5.00) 5 (6.3) 1(1.3) 80
grade Four-star 74 (54.0) 40 (29.2) 21 (15.3) 1(0.7) 1(0.7) 137
Five-star 104 (68.0) 40 (26.1) 5(3.3) 3(2.0) 1(0.7) 153
Total 267 (54.4) 154 (31.4) 44 (9.0) 16(33) 10(2.0) 491

Table 6 compares the perception that social media is about marketing and Table 7 compares the perception that
social media is about PR. Most surveyed hotels strongly agreed that social media is about marketing, while 25
hotels (5.09%) disagreed and 15 hotels (3.05%) strongly disagreed (Table 8). In general, the proportion of hotels
agreeing and strongly agreeing that social media is about marketing increased with increasing grades. Mostly,
four-star hotels neither agreed nor disagreed with this statement (Table 6).

In Table 7, a similar trend is noted. Most respondents had the perception (54.4% strongly agreed and 31.4%
agreed) that social media is about PR. Only 16 (3.3%) disagreed and 10 (2.0%) strongly disagreed. Of all the
one-star hotels, 52.6% agreed that social media is about PR. Altogether 40.7% of the two-star, 53.8 % of the
three-star, 54% of the four-star, and 68% of the five-star hotels agreed that social media is about PR. In general,
the proportion of hotels agreeing to this statement increased with an increasing grade of hotel. Thus, except
one-star hotels, all hotels perceive that social media is about marketing and PR.

Table 8 reports the use of different social media across the three locations.

Table 8. Usage of different social media by location

USA UK Egypt Total
Always 164 (33.4) 158(32.2) 164 (33.4) 486 (99.0)
Facebook Sometimes 4 (0.8) 1(0.2) 0(0.0) 5(1.0)
Never 0(0.0) 0(0.0) 0(0.0) 0(0.0)
Always 159 (32.4) 144(29.3) 150 (30.5) 453(92.3)
Twitter Sometimes 9 (1.8) 15 (3.1) 13 (2.6) 37 (7.5)
Never 0(0.0) 0(0.0) 1(0.2) 1(0.2)
Always 10 (2.0) 4 (0.8) 1(0.2) 15(3.1)
Bebo Sometimes 144 (29.3) 105(21.4) 82(16.7) 331 (67.4)
Never 14 (2.9) 50 (10.2) 81 (16.5) 145 (29.5)
Always 80 (16.3) 138(28.1) 149(30.3) 367 (74.7)
MySpace Sometimes 82 (16.7) 16 (3.3) 14 (2.9) 112 (22.8)
Never 6(1.2) 5(1.0) 1(0.2) 12 (2.4)
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YouTube

Flickr

Foursquares

Blogs

Others

Always 93 (18.9)
Sometimes 67 (13.6)
Never 8 (1.6)
Always 87 (17.7)
Sometimes 75 (15.3)
Never 6 (1.2)
Always 78 (15.9)
Sometimes 72 (14.7)
Never 18 (3.7)
Always 43 (8.8)
Sometimes 98 (20.0)
Never 27 (5.5)
Always 64 (13.0)
Sometimes 44 (9.0)
Never 60 (12.2)

136 (27.7)
18 (3.7)
5(1.0)
119 (24.2)
37 (7.5)
3(0.6)

48 (9.8)
99 (20.2)
12 (2.4)
0(0.0)
139 (28.3)
20 (4.1)
44.(9.0)
65 (13.2)
50 (10.2)

144 (29.3)
18 (3.7)
2(0.4)
126 (25.7)
37 (7.5)
1(0.2)

42 (8.6)
115 (23.4)
7 (1.4)
0(0.0)
141 (28.7)
23 (4.7)
38(7.7)
49 (10.0)
77 (15.7)

373 (76.0)
103 (21.0)
15 (3.1)
332 (67.6)
149 (30.3)
10 (2.0)
168 (34.2)
286 (58.2)
37 (7.5)
43 (8.8)
378 (77.0)
70 (14.3)
146 (29.7)
158 (32.2)
187 (38.1)

Most hotels in all three locations use some sort of social media. Hotels mostly used Facebook (99%), Twitter
(92.3%), blogs (77%), and YouTube (76%). This forms the basis of the analysis that since hotels use social
media in general, they can be told about the benefits of using social media as a branding strategy, which would
help them achieve higher occupancy rates and, therefore, earn higher revenues.

The usage of social media by location is depicted in Table 9.

Table 9. Number of social media used by location

. . USA UK Egypt

Social media use
Frequency Frequency Frequency

Sometimes and/or Never
used social media 424 0(0.0) 0(0.0)
1 3(1.8) 1 (0.6) 2(1.2)
2 43 (25.6) 9 (5.7) 5(3.1)
3 10 (6.0) 10 (6.3) 11 (6.7)
4 12 (7.1) 27 (17.0) 23 (14.0)
5 35 (20.8) 48 (30.2) 63 (38.4)
6 20 (11.9) 54 (34.0) 58 (35.4)
7 18 (10.7) 10 (6.3) 2(1.2)
8 17 (10.1) 0 (0.0 0(0.0)
9 6 (3.6) 0 (0.0 0 (0.0)
Total 168 (100.0) 159 (100.0) 164 (100.0)

Only 2.4% of hotels in the USA sometimes or never used any sort of social media. In the USA, 25.6% of hotels
always used two social media platforms. In the UK, 64%, and in Egypt, 38.4% of hotels always used six and five
social media platforms, respectively. However, 3.6% of hotels in the USA always used all nine social media
platforms listed in the table. It can be concluded that hotels use some form of social media to communicate with
potential customers and that it is common for hoteliers to use several social media sites at one time.

To determine the factors that motivate hoteliers to use social media as a branding strategy, a Logit model was
developed. This was appropriate for this purpose, since the dependent variable was binary in nature. A set of
independent variables were regressed on the dependent variable to identify the motivational factors for using
social media.
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The descriptive statistics of the dependent variable is presented in Table 10 and the econometric model is

presented in Table 11.

Table 10. Descriptive statistics of the dependent and independent variables

Variable Mean  Standard deviation
Use social media as part of a branding strategy (1 = yes; otherwise 0) 0.59 0.49
Three-star hotel with 50-100 rooms (1 = if the hotel is a three-star and has 0.04 021
50-100 rooms; 0 otherwise) ' '
Three-star hotel with more than 100 rooms (1 = if the hotel is a three-star and
. . 0.09 0.28
has more than 100 rooms; 0 otherwise)
Four-star hotel with 50-100 rooms (1 = if the hotel is a four-star and has 0.09 0.29
50-100 rooms; 0 otherwise) ' '
Four-star hotel with more than 100 rooms (1 = if the hotel is a four-star and has
. : 0.14 0.35
more than 100 rooms; 0 otherwise)
Five-star hotel with 50-100 rooms (1 = if the hotel is a five-star and has 50-100
) . 0.09 0.28
rooms; 0 otherwise)
Five-star hotel with more than 100 rooms (1 = if the hotel is a five-star and has
. : 0.17 0.37
more than 100 rooms; 0 otherwise)
Perception (= 1 if hoteliers have the perception that social media is about
. i . 0.83 0.38
marketing and PR; otherwise 0)
USA (=1 if the location of the hotel is in the USA; otherwise 0) 0.34 0.47
UK (=1 if the location of the hotel is the UK; otherwise 0) 0.32 0.47

Table 11. Logit regression of the use of social media

Variables Marginal z p>z [95 % Confidence Interval]
Three-star hotel with 50-100 rooms 0.185** 2.3 0.021  0.027 0.343
Three-star hotel with more than 100 0.156+* 5 95 0024  0.020 0.291
rooms

Four-star hotel with 50-100 rooms 0.308*** 6.8 0.000 0.219 0.397
Four-star hotel with more than 100 0.201%** 631 0000  0.201 0.381
rooms

Five-star hotel with 50-100 rooms 0.414%*** 1299 0.000 0.352 0.477
Five-star hotel with more than 100 0437%** 1232 0000 0367 0.506
rooms

Perception 0.203*** 2.94 0.003 0.068 0.338
USA 0.234*** 4.28 0.000 0.127 0.342
UK 0.346%** 6.67 0.000 0.245 0.448

Number of observations = 491
LR chi2(9) = 131.38

Prob > chi2 = 0.0000

Log likelihood = -267.24977
Pseudo R2 =0.1973

Notes:

*** indicates significance level at 1% or lower,

** indicates significance level at 5%, and

* indicates significance level at 10%

The dependent variable for the analysis was whether hoteliers used social media as part of their branding
strategies. The value of the variable was one if hoteliers used social media as part of their branding strategies and
zero otherwise. Altogether, 59% of hotels used social media as a branding strategy.
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The independent variables had three categories: (i) the first category included several variables on the number of
rooms and hotel grade, (ii) the second category included a perception variable, and (iii) the last category included
two variables with reference to the location of the hotel.

For number of rooms and hotel grade, six dummy variables were created: (i) three-star hotels with 50-100 rooms,
(ii) three-star hotels with more than 100 rooms, (iii) four-star hotels with 50-100 rooms, (iv) four-star hotels with
more than 100 rooms, (V) five-star hotels with 50-100 rooms, and (vi) five-star hotels with more than 100 rooms.

The value of the perception variable was one if hoteliers perceived that social media is about marketing and PR
and zero otherwise. Altogether, 83% of hoteliers had such a perception.

For the location category, two dummy variables were generated, namely the USA and the UK. The variables had
the value of one if the surveyed hotel was in the USA or the UK, and 0 otherwise. Altogether, 34% of hotels
were in the USA, and 32% were in the UK.

A Logit model was performed and the marginal effect of the independent variable on the dependent variable is
reported in Table 11. All variables were found to be significant with the dependent variable at a 1% or lower
level of significance, except three-star hotels with 50 to 100 rooms and three-star hotels with more than 100
rooms, which were significant at the 5% level of significance.

The probability of using social media as a branding strategy increased by 19% if hotels were graded three-stars
and had between 50 to 100 rooms, whereas the probability increased by 16% if hotels were graded three-stars
with had more than 100 rooms. For four-star hotels with 50 to 100 rooms, the probability of using social media
increased by 31%, and for hotels of the same grade with more than 100 rooms, the probability increased by 29%.
Hotels with a five-star grading and with 50 to 100 rooms had a 41% greater likelihood of using social media as a
branding strategy, whereas five-star hotels with more than 100 rooms had a 43% greater likelihood of using
social media.

From this, it can be concluded that hotels with a higher grading and with a larger number of rooms have a greater
likelihood of using social media as a branding strategy compared with those that have a lower grade (one-star
and two-star) with fewer rooms (fewer than 50).

Hoteliers that perceived that social media is about marketing and PR have a 20% greater likelihood of using
social media as a branding strategy, which is self-explanatory. If a hotel is situated in the USA, the probability of
using social media increases by 23%, while the increase in probability of using social media for a hotel in the
UK is 35%. This indicates that compared with hotels in Egypt, hotels in the USA and UK have a greater
likelihood of using social media. This can be explained by the greater access to the Internet and thus to social
media sites.

5. Conclusion

Social media is crucial in this respect for providing customers with the personal touch they expect. Because
social media is a good way to establish a relationship between hotels and their customers, it allows for
one-to-one communication between them. Hotels can also receive regular feedback from their customers on their
customer service, marketing campaigns, and most importantly, stay experiences. Therefore, hotels have a better
chance of attracting customers by using social media and having good customer reviews compared with not
using social media and/or having low customer reviews. Addressing negative reviews through social media sites
also builds customer confidence.

Personal interaction through social media platforms such as Facebook or Twitter improves communication with
existing and potential customers. More importantly, news about the hotel, such as the expansion of its facilities
or special offers, can be easily disseminated to thousands or millions of customers with just a few clicks.

Hotels in the USA, the UK, and Egypt all use social media as part of their strategies. However, the pattern of
usage is different by location for various factors. Exposure to the concept, access to the Internet, and the Internet
usage infrastructure could be the main reasons for the disparity in social media usage. It is self-explanatory that
people that have less exposure to a facility will use it less.

From the current study, it is apparent that hotels with higher grades (three-star, four-star, and five-star) and larger
room capacities (more than 50 rooms) have a higher probability of using social media. Hotels in the USA and
UK also have a higher usage of social media compared with those in Egypt. This perception also increases the
likelihood of using social media. As a policy recommendation, the respective agencies should carry out
campaigns to help Egyptian hoteliers perceive the benefits of social media and increase its usage among them.
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