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Abstract - Hospitality is a dynamic and
evolving industry but the basics of customer
or service orientation always remain the
same. Increased competition and
development of new offline and online
models in past decades has forced the
industry to go back to the basics and
develop connect with its customers. There is
great deal of need to create a robust brand
image and to engage customers effectively.
Web 2.0 and Social media holds the answer
to both the quests. Hospitality businesses
across the globe are utilizing different social
media platforms to actively engage the
customers who are also the co-creators in
the total value creation and delivery
process. This paper, with extensive review
of literature and a primary research,
attempts to see the changes happening in
the hospitality industry from social media
point of view and to check the extent and
effectiveness of the use of popular social
media platforms by the largest hospitality
brands in India. The objective is to
understand the status and find out the gaps
that need to be plugged for effective
customer engagement through various
social media platforms. The study provides
learning for Hospitality industry to
effectively harness the power of social
networks and leverage their CRM efforts.

I. INTRODUCTION
Service has been the very essence of Indian
culture and traditions. The change in
demography and socio economic conditions
has led to a service sector boom in India.
Social media has changed the strategy of
promotion for many businesses including
Hospitality sector. Hotels are promoting
themselves through various social media tools
like Facebook, Instagram, twitter etc. These
Social Networking Sites (SNS) help to share
information, ideas, personal message and other
contents thereby helping to engage with the
customers. Social Media not only facilitates
interaction between the customers themselves
but also between the customer and the
company.
According to a survey by pewinternet.org,
73% of the adults worldwide uses social media
for a variety of purposes [1]. Therefore, the
organizations have realized the power of social
media and have been incorporating the use of
social media in their marketing
communication, customer engagement ,
branding etc. according to a survey 93% of the
companies uses social media for their
marketing efforts [2].
II. LITERATURE REVIEW

The advent of Social Media tools has been
Keywords - Customer Engagement, Social
one of the most relevant technological
Media, Digital Marketing, Hospitality
innovations in recent years and has strongly
impacted the tourism industry. Despite the
numerous benefits that Social Media can offer
to hotels, transforming the way they relate to
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customers and opening a vast array of new
possibilities, its implementation implies also
numerous challenges. A study of European
sample of 312 hotels suggested that review
sites and social networks were the most used
tools [3]. Different social media sites
demonstrate similarities in the tactics being
used by Hotel managers especially for
Facebook and Twitter [4]. The size and the age
of the hotel chain influence the increased use
of Web 2.0 and social communication media
[5]. Crafting right online strategies to compete
with other hotels and mediators is important
[6]. Case studies of eight Australian
accommodation STEs were analyzed and
reported insights into Facebook use and
implementation. Even with early adopters, a
pre-planned Facebook strategy was found to
be poorly understood and in many instances
had not been developed and implemented
appropriately [7]. Marketing performance of
67 hotels in Hong Kong on 23 social media
sites was evaluated according to 18 criteria
adapted from past studies. The results
indicated that hotels generally have a poor
performance in using social media to learn
about customers [8]. Three different social
influence factors, namely, compliance ,
internalization, and identification, had
different effects on fans‟ attitudes toward hotel
Facebook pages and behavioral intentions to
like hotel Facebook pages [9]. To evaluate
hotel companies‟ social media marketing
efforts “6Is” of Involvement, Interaction
Intimacy, influence, insights and impact has
been used. The findings indicate that the
majority of the hotels actively and consistently
use the Sina Weibo and Wechat platforms for
their social media marketing [10]. A content
analysis of 1,519 comments from members of
five major hotel programs indicated that
communication is the most important loyalty
antecedent, and that all antecedents influence
loyalty via the program experience [11]. The
study by having an experimental, betweengroup and post-test-only design revealed that
embedded social media channels on the hotel
Web site enhanced travelers‟ social
gratifications of perceived social interaction
[12]. In the context of embedded social media
channels, the gratification factors, such as

perceived enjoyment and perceived social
interaction, directly influenced traveler
satisfaction and purchase intentions, and
indirectly influenced purchase intentions
through traveler satisfaction [13]. Hotel
businesses consider accuracy, transparency and
consistency of content and pricing to be
essential prerequisites of competitiveness.
Although, while using channels as TripAdvisor
there are concerns regarding fake reviews [14].
A study focused on use of Twitter as a
communication tool by hotels to engage with
their stakeholders found that there is a
significant positive relationship between a
hotel‟s size and its Twitter activity and a
significant negative relationship between the
audience and the stakeholder engagement [15].
The study showed a positive relationship
between user satisfaction with a hotel‟s
Facebook page and intention to stay at that
hotel in the future [16]. Several studies have
been done specifically with Hotel but studies
specific to geographic region of India are
missing. The present research work focuses on
basic work by a sample of organizations in
hospitality industry India and assess their
social media engagement.
III. METHODOLOGY
This section outlines the purpose and
method of the study.
A. Rationale of the Study
This paper showcases study of the status of
customer engagement and brand building by
major hotels using social media. This study
tries to explore and analyze the way these
hotels are presently using the social media
technologies particularly Facebook, Twitter,
YouTube, and Instagram to engage their
audience. The objective is to understand the
general trend in the hospitality industry with
respect to use of social media and draw
learning for the entire industry.
B. Methodology
The methodology used in this research is
Content Analysis, to explore and understand
how hotels are creating value from social
media technologies. The unit of analysis for
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the study is the home page of the hotels and a
single drill down each for Facebook, Twitter,
YouTube, and Instagram links. The sample for
this study was taken as major 5 star hotels,
although the focus was on high ranked hotels
of Jaipur City of Rajasthan India, the
webpages of selected hotels ultimately landed
to the website of the group companies to
which these properties belonged. Content was
analyzed on different aspects including the
hotels use of links on the home page, level of
engagement from the guest as well as the
frequency of communication (visibility) and
one way or two way communications
(engagement & relationship building). The
data collecting template was designed using
these themes and the data was collected by the
researchers to ensure consistency, objectivity
and accuracy. To further enhance the
accuracy, all the similar data pertaining to all
the hotels was collected at the same time, to
the extent possible. The process was repeated
for Facebook, Instagram, Twitter, and
YouTube for each of the hotels. The hotels
selected for the study were Fairmont, Oberoi
Rajvilas, Holiday Inn, and Taj Rambagh
Palace. The selection of the hotels purely is as
a sample and the objective is not to draw
comparison between the respective hotel
brands. The hotels are hereafter referred as
H1, H2, H3, & H4. One of the major hotel
brand Marriott was excluded from the study as
the said hotel had webpage and social media
handles specific to the Jaipur property, the
strategy has its own advantages and
limitations and will be discussed in the
conclusion section.
IV. DATA ANALYSIS & FINDINGS
A. Webpage / Homepage
It was found that only 2 hotels had link on
their official pages for all the four mentioned
social media tools. Different hotels were found
to be strong in using different social media
tools.
B. Facebook
It was found that all the hotels had face
book page and the links were duly placed on
the website of all hotels under study. However,

while searching on facebook, various similar
pages pertaining to the hotels were also found.
The number of likes ranged from 150
thousand to 900 thousand this means that those
many people liked the page and ideally would
be receiving the updates as shown in Fig. 1.
1000000
500000
0

H1

H2

H3

H4

Likes 172103 172103 909299 145965
Fig. 1 Total No. of Likes on Facebook Page

Data was collected about recent posts
created by the hotels in last 3 months and it
was found was found that all hotels showed
their interest in marketing through facebook
media.
Although H4 (Fig. 2) ranked highest
amongst the sample in terms of no. of posts. It
was found that other hotels have less numbers
of posts per month (less than one or two post
per day and averaging to less than 20 post per
hotels).
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Fig. 2 No. of Posts

As far as the like on posts are concerned,
the number of likes were higher in case of H3
but at the same time they had negligible posts
in the month of Sept. and Oct. (fig. 3). This
may be inferred that either guest are not
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visiting the page, or the content being posted
fails to engage the guest the way it should
have had.

twitter. The number of followers and total
number of tweets made by these hotels were
also on the lower side in case of most of the
hotels under study except H1 (Fig. 5).
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Fig. 5 No. of Followers

Fig. 3 No. of Likes on Posts

While going through the data regarding the
Looking at the number of comments by the
number
of tweets by hotels in past three
guest and re-comments by hotels, it is evident
that these numbers are far below the likely months, it was seen that the average tweets per
number in case of H4 in comparison to the no. month per hotels is as low as 10 to 50.
of posts they had (fig. 4). This again
strengthens the inference that the content is not
140
engaging and therefore guest are not enticed to
120
comment and share such posts. These posts
100
were mostly „speaking‟ and were not
80
„listening‟ or „engaging‟ guest.
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The data for guest engagement as measured
by likes seems fairly good except in case of
H3 (fig. 7). It was found that the hotel tweets
were engaging by encouraging guest to reply,
getting them „hooked‟ by posting puzzles,
interesting questions.

Fig. 4 No. of Comments

C. Twitter
While going through the twitter page it was
observed that all hotels have their accounts on
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The total number of videos uploaded by the
hotel also varied greatly and ranged from 4 to
12 per month (Fig. 10).
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Fig. 7 Likes on Tweets

Some hotels were not seen replying to the
guest query and suggestions there by showing
low level of listening, relationship,
and engaging dimension (Fig. 8).
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Fig. 10 No. of Videos Uploaded
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D. YouTube
It was observed that all the hotels do not
have YouTube link on their home page out of
four only three hotels had their official you
tube page. Holiday Inn did not mention the
link on homepage and thus was excluded from
the analysis. The official page subscriber
ranged from 2200 to 3200 (Fig. 9).
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It was observed that there is low correlation
on number of views with the number of videos
uploaded and low with the number of
subscribers.
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Fig. 12 No. of Likes

So, it may be inferred that the total
viewership and subscription is not dependent
on the number of videos being uploaded, but
on the content that is available for viewing.
The hotel with highest number of views and
likes had relatively low number of uploads
highlighting the fact that the content was more
current, interesting and exciting as compared
to others.

40000
35000
30000
25000
20000
15000
10000
5000
0

H1

H4

August

17221

33775

September

17445

37689

October
22496
2509
E. Instagram
Hotels have good following on Instagram
Fig. 15 No. of likes on Instagram
that means people know about hotel which
page on Instagram and it is good for their
When it comes on comment no hotel is able
business as more and more people will know
about their hotel and will have good business. to get as many comment as they require.
Two Hotels viz Oberoi Rajvilas and Holiday
Inn were not found to be using Instagram from
400
the sample of 4 Hotels, least they have not
300
200
placed a link for the same on their homepage.
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Fig. 13 No. of Followers on Instagram
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Hotels have good followers on their page
V. CONCLUSIONS
and are doing pretty good although the number
of posts varied across the hotels signifying the
A well-planned and strategically aligned
regularity in terms of posting on the said social media presence can help a hotel to
Social media tool (fig. 13).
increase their guest, and build a relationship
full of trust and openness with them. The data
100
collected for the study reveals that while most
500
hotels have their presence on social media, but
H1
H4
they fail to utilize the full potential of all the
August
20
76
options of social media and effectively engage
September
19
69
with the target guest. Also, it was seen that
October
27
4
there was presence of a secondary and at times
multiple, more active and updated unofficial
social media pages for the same hotel. So,
Fig. 14 No. of Posts on Instagram
hotels need to take this more seriously and
keep on updating their social media page and
update their home page if social media link has
changed. They also need to keep a vigil on the
type and number of similar/related pages
available and manage them effectively so as to
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reduce the confusion and miss communication. It was further observed that
the communication through social media
channels was more of information sharing
rather than engaging and creating brand or
relationship. Strategy to have different social
media pages for different properties of same
brand/group need to be debated and further
explored as on one side it facilitates more
direct communication pertaining to a specific
properties on other side it reduces and
customer reach and sharing the very purpose
of using Social media.
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