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ABSTRACT

Severalstudiesonsocialmediafromausers’perspectivehavebeenconducted.However,lessattention
hasbeenpaidtotheeffectofsocialmediaonorganizationperformance,particularlyamonghotels.
Theaimofthestudyistoinvestigatetheeffectofsocialmediaonhotels’businessperformanceas
wellasassessingthemoderatingeffectofthehotelclassification.Inthisstudy,astructuralequation
modellingmethodhasbeenusedfordataanalysis.Thesurveydatawasgatheredfromasample
of146hotelsinLebanon.Dataanalysisresultsdemonstrateapositiveandsignificantrelationship
betweensocialmediacharacteristics(visibilityandassociationbutnoteditability)onhotelbusiness
performance.Thefindingspresentvaluableimplicationsforhotelmanagers todirect theirsocial
mediastrategyandtocapitalizeonthepossiblebenefitsofsocialmediatoincreasethebusiness
performanceofhotels.Inaddition,thefindingscouldalsoprovideusefulinsightsintootherbusiness
sectorsthathavetheintentiontoinvestinsocialmedia.
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INTRodUCTIoN

Social media is transforming the way we communicate, collaborate, share and consume (Aral,
Dellarocas,&Godes,2013).Socialmediaisdefinedasa“setofonlinetoolsthatsupportsocial
interaction between users, facilitating the creation and sharing of knowledge, and transforming
monologue(companytothecustomer)intodialogue”(Hansen,Shneiderman,&Smith,2011,p.12).
ItcontainsvariousInternet-basedapplicationsbuiltontheideologicalandtechnologicalbasisofWeb
2.0(Kaplan&Haenlein,2010).Theseapplicationsappearedas“gamechanger”tools,locatingthe
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customerattheheartoftheorganization.Platformssuchas“Facebook,Twitter,YouTube,Instagram,
PinterestandFlickr”havemillionsofusers(Luo,Zhang,&Duan,2013).

Moreover,socialmediahastransformedhoworganizationsrelatetothemarket,generatingnew
opportunitiesandchallenges(Kaplan&Haenlein,2010).Socialmediaisconsideredausefultoolfor
anorganization’sbusinessgoalsandbetterbusinessperformance(Rapp,Beitelspacher,Grewal,&
Hughes,2013).Manyorganizationsareutilizingsocialmediatoimprovetheirbusinessbrandimage
andbrandawareness(Nisar&Whitehead,2016).Ontheotherhand,thehotelindustryisoneofthe
industriesthathasbeenaffectedbytheemergenceofsocialmedia.Theuseofsocialmediaplatforms
hasbecomeincreasinglyrelevantaspartofthetourismexperiencebecauseithastransformedthe
waythattravelandtourisminformationisdisseminatedandshared(Munar&Jacobsen,2014).

Social Media and the Hotel Industry
Thespecificationsofsocialmediapossessvariousuniqueimplicationsforhotels,includingcustomers,
staff,andmanagement.AccordingtoSigala(2011),socialmediaprovidesmultiplebenefitsforhotels;
theseincludeimprovingbrandimage,e-word-of-mouth,customerknowledgeandreceivingvaluable
feedbackabouthotelservices.Socialmediaprovidesvisibility,pervasiveness,andsearchability.Praise
orcomplaintsfromcustomersinsocialmediacanspreadquickly,andapositiveornegativereview
canhaveadisproportionateeffectonbusiness(Schaupp&Bélanger,2014).

Hotelsinvolvementinsocialmediahasconsideredcost-effectivenessintermsofinteractionand
engagementwithpotentialclients(Lim,2010).Therefore,involvementinsocialmediaplatforms
provideshotelswithimmediateaccesstoactiveuserswithoutthenecessityofaddinganyfurther
hardwareorsoftware(Seth,2012).Thereasonisthatsocialmediasitesenableuserstoengagein
differentways.Itisnosurprisethatnumeroushotelshavejoinedthesocialnetworkspace(Seth,
2012).Forhotels,onlineconsumerreviewsplayaprimaryroleinconsumers’decisionstodaywhen
selectingahotel.ThisisparticularlytrueaccordingtoGarrido-MorenoandLockett(2016)whofound
thathotelshaverealizedtheimportanceofrespondingtocustomerreviewssince,currently,online
reputationiscrucial.Consequently,theauthorsrevealedthathotelmanagersindividuallyrespondto
customers’complaintsandemploycustomerfeedbackasaruletoimprovetheirservices.According
toSeth(2012),hotelsthatengagewiththeircustomersthroughsocialmediacangettheircustomers
tostayandspendmore,haveincreasedrepeatclientele,andgetmorereferralsfromtheirclients.In
thesameline,Garrido-MorrenoandLockett(2016)foundthatsocialmediaplatformshelphotelsto
betterapproachtheircustomers,improvetheirimageandgivethematouchofmodernityaswellas
gaincustomerknowledgeandgathergoodfeedbacktoevolvenewproductsandpersonalizeservices.

Inaddition,customerengagementwithhotelsthroughsocialmediaisconsideredanimportant
reasontoenhancehotelbusinessperformance(Garrido-Moreno&Lockett,2016;Harrigan,Evers,
Miles, & Daly, 2017). It was found that social media can positively affect small organizations’
performanceinothersectors(Cesaroni&Consoli,2015).(Siamagka,Christodoulides,Michaelidou,&
Valvi,2015)foundthat,withinorganizations,socialmediautilisationhasthepossibilityofgenerating
capabilities that could translate into helpful resources, which transform results in competitive
advantagesandbetterperformance.Recentempiricalevidenceconductedinothersectorsisinline
withtheabovestudiesshowingthebenefitsofsocialmedia.ThestudyofParveen,Jaafar,andAinin
(2016)foundthattheuseofsocialmediaplatformshasaninfluenceonthebusinessperformanceof
theorganizations,particularlyregardingenhancinginformationaccessibility,reducingmarketingcosts
andimprovingrelationshipswithcustomersandsupportservices.Similarly,Odoom,Anning-Dorson,
andAcheampong(2017)foundthatsocialmediautilisationhasasubstantialpositiveandsignificant
impactonorganizationalperformancebenefitss.Odoometal.(2017)statedthatperformancebenefits
couldbeobtainedbasedonthefollowing:increasesinsalestransactions,increasesinthenumberof
customers,andimprovedbrandvisibility.

Despitetheincreasingroleplayedbysocialmediainreformingthestructureofthehotelindustry,
itremainsnotclearwhetherandhowhotelscancapturetheeconomicvaluebroughtbytheirgreater
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visibilityonsocialmedia(Neirotti,Raguseo,&Paolucci,2016).Thesustainabilityofsocialmediais
questionedsincetheactualbuyingoverthevisitingrateofsocialmediaisrelativelysmallcompared
tothehighnumberofvisits(Lee&Choi,2014).whatdrivessocialmediacharacteristicsandhowand
towhatextentsocialmediaimpacthotelperformancemaybedissimilarfordifferentkindsofhotels.
Researchersarguethathotelclassificationsarerelativefactorsthatplayasignificantmoderatingrole
inconsumerbehaviour(Pelsmackeretal.,2018;Phillipsetal.,2017).However,recentliteraturehas
notshedlightonthemoderatingeffectofhotelclassificationontheeffectofsocialmediautilization
onhotelbusinessperformance.

Also, limited research has been conducted, from an organizational perspective, examining
theeffectofsocialmediauseonhotelperformance(Hajli&Featherman,2017;Garrido-Moreno,
García-Morales,Lockett,&King,2018).Severalauthorssuggestthatthereisaneedforadditional
insightintohowhotelscanleveragesocialmediatoeffectivelyimprovetheirbusinessperformance
(Garrido-Morenoetal.,2018;Tajvidi&Karami,2017).

In thispaper,weprovide a contribution tobridging thegapbyexploring the relationship
betweenhotels’ socialmediaand thebusinessperformance in termsof increasebooking rates
andsalesforasampleof146Lebanesehotels.Wealsoconductedthisanalysiswiththeaimof
assessingthemoderatingeffectofhotelclassificationbetweentheirsocialmediacharacteristics
andbusinessperformance.

This paper contributes to the current literature in the hospitality sector by advancing our
understandingoftheeffectofsocialmediauseonthebusinessperformanceofhotelsaswellasthe
roleofmoderatingeffectforthehotelclassification.Thefindingswouldbenefithotels’abilityto
assesstheircurrentsocialmediautilisationandtodeterminethekeydriversofhotels’socialmedia
thatneedmoreattentionandenhancement.Effectivelyutilizingsocialmediawillresultinattracting
moreinternationaltouristsandincreasinghotels’bookingratesaswellasrevenues.Thefindings
enrichtheliteratureandpresentvaluableimplicationsforhotelmanagerstodirecttheirsocialmedia
strategytoincreasethebusinessperformanceofhotels.

Therestof thepaper isorganizedas follows. In thenextsection,wediscuss the theoretical
foundationsandrelevantliteratureusedtodeveloptheresearchmodelandourresearchhypotheses.
Then,wedescribethemethodology,dataanalysisanddiscussionoftheresults.Weclosethepaper
withimplicationsforresearchandpractice,limitationsandsuggestionsforfutureresearch.

THEoRETICAL FoUNdATIoN

Mostofthepreviousstudieshaveconcentratedonsocialmediausefromindividuals’perspectives
(Hajli,2013;Hashim,Nor,&Janor,2017;Sheikh, Islam,Rana,Hameed,&Saeed,2017;Shin,
2013).However,lessattentionhasbeenpaidtosocialmediaregardingorganizations’performance
(Odoometal.,2017;Schaupp&Bélanger,2016).Moreover,inthehotelsector,asmallnumberof
studieshaveconsideredtheeffectofsocialmediauseonhotelperformance(Garrido-Morenoetal.,
2018;Garrido-Moreno&Lockett,2016;Tajvidi&Karami,2017).Organizationshavedifferentusage
processescomparedtoconsumers,andtherefore,theirusagemaybeimpactedbyotherfactors,and
thisisworthstudying.Thus,theliteratureonsocialmediahasbeenviewedfromanorganizational
perspective.Theoriesontheorganizationallevel,suchastechnologyorganizationenvironment(TOE)
theory(Tornatzky&Fleischer,1990)andresource-basedview(RBV)theory(Barney,1991)have
beenreviewed.

Resource-Based View (RBV)
RBVtheoryhasbeenwidelyusedinmanagementresearch,asitprovidesavaluabletoolforresearchers
toexplorehowsocialmediarelatestoorganizationalperformance.Barney(1991)statedthatgaining
acompetitiveadvantagefortheorganizationdependsontheimplementationoftheorganization’s
productiveresources.AccordingtoRBVtheory,organizationalresourcesandcapabilitiesthatare
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“valuable,rare,inimitableanddistinctive”areconsideredcrucialsourcesofcompetitiveadvantage
andbetterperformance(Barney,1991).Inthetourismandhospitalityindustry,Gannon,Roper,and
Doherty(2015)statedthatresourcesarethecentraldriversoftheresource-basedview.Thesevarious
resources consist of physical resources, human resources and organizational resources. Physical
resources include“buildingexteriorsand interiors,geographic location, facilities,andfinances”,
humanresourcesarecomposedof“staffandmanagerialskills”,andorganizationalresourcesinclude
“culture,businessprocessesandstrategies,informationtechnology,andknowledgesharing”(Gannon
etal.,2015).AccordingtoFraj,Matute,andMelero(2015),theseseveralkindsofresourcesaddto
valuecreationstrategiesfortravel-relatedorganizations.

On the other hand, Trainor, Andzulis, Rapp, and Agnihotri (2014) defined capabilities as
the ability of an organization to take advantage of its available resources and assets. Therefore,
socialmediaprovidestheopportunitytoincreasebenefitsfromanorganization’sITresourcesand
networkingcapabilities(Trainoretal.,2014).Regardingthehotelindustry,knowledgeobtainedby
hotels’networkingactivitiescanencourageorganizationalperformance(Tajvidi&Karami,2017).
Online socialmedia sitesareplayinga significant role in facilitating the sharingof information
betweenorganizationsandconsumers(Sigala&Chalkiti,2012).TajvidiandKarami(2017)stated
thatinformationsharedthroughsocialmediaisveryinfluentialinpromotingthedecision-making
behaviourofcustomersintravel-relatedorganizations.

Social Media and Business Performance
Socialmediaisconsideredaninnovationoftechnologicaladvancement(Hashimetal.,2017).Social
media,asacommunicationchannel,helpsorganizationstoachievevariousorganizationalobjectives,
suchasmarketingandadvertising,publicrelations,improvingbrandimage,customerrelationships
and human resources management (Tajvidi & Karami, 2017). Prior studies have explored the
organizationaluseofsocialmedia;however,asmallnumberofstudieshaveinvestigateditseffect
onorganizationalperformance.Forexample,Parveen,Jaafar,andAinin(2016)revealedthat the
utilisationofsocialmediahasapositiveinfluenceonorganizations’performance,particularlyon
“costreduction,improvedcustomerrelationsandservices,andenhancedinformationaccessibility”.
Odoometal.(2017)examinedthedeterminantsof“socialmediautilisationandperformancebenefits”
amongorganizations.Thestudyfoundthatsocialmediautilisationsignificantlyaffectedorganizations’
accruedperformancebenefits.Odoometal.(2017)statedthatperformancebenefitscouldbeobtained
basedonthefollowing:increasedsalestransactions,increasedthenumberofcustomersandimproved
brandvisibility.Hotelsneed tomergesocialmediaplatformsso that theycanbeapartof their
onlinebusinessstrategies.However,TajvidiandKarami(2017)foundthatutilizingsocialmedia
improveshotels’marketingcapabilities,particularlybrandimageandinnovationcapabilities,which
laterturnintoanincreaseinperformance.Recently,Garrido-Morenoetal.(2018)foundthatthere
isastrongpathwaybetweensocialmediauseandhotelperformanceintermsofprofitability,sales
andcustomerretention.Inthecurrentstudy,thedatawillbecollectedfromthehotels.Therefore,
measuringbusinessperformancewillmainlyfocusontheindicatorsthatfitwithhotels’business
performance.Garrido-MorenoandLockett(2016)statedthatahotel’sbusinessperformancecould
bemeasuredbasedontwodimensions:theeffectonbookinggenerationandeffectonsalesrevenue.
ThisalsocorrespondswithAzizanandSaid(2015)study;theauthorsusedthesametwodimensions
tomeasuretheonlinebusinessperformanceofhotels.

There is no doubt that social media utilisation promotes several benefits for organizations
(Schaupp&Bélanger,2014).However,asmentionedearlier, inthehotelsector,asmallnumber
ofstudieshaveconsideredtheeffectofsocialmediauseonhotelperformance(Garrido-Moreno
etal.,2018;Tajvidi&Karami,2017),eventhoughsocialmediausevariablesandmeasurement
scalesweretoogeneraland,insomecases,werevague.Forinstance,TajvidiandKarami(2017)
measuredsocialmediausebasedontheuseofplatformssuchasFacebook,Twitter,Instagram,and
YouTube.Similarly,Garrido-Morenoetal. (2018)measuredsocialnetworkingusebasedon the
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frequency/extentofuseandstrategicimportanceoftheseplatforms.Usingthesescalesmayhelpto
identifythemostusedplatformsandtheirrelationshipstowardsperformance.However,socialmedia
platformshavevariousfeaturesandmightdifferfromonetoanother.Therefore,understandingthe
socialmediaplatformfunctionsandhowtheorganizationscouldimplementthesefunctionalitiesto
improvetheirbusiness(Kaplan&Haenlein,2010;Kietzmann,Hermkens,McCarthy,&Silvestre,
2011)willhelpinidentifyingacommonsetofscalesthatmeasuretheactualusageandthebusiness
benefitsofsocialmedia.

Indoingso,thisstudyseekstofillagapbyadoptingthesocialmediacharacteristicsof“visibility,
editability,andassociation”proposedbyTreemandLeonardi(2013).Thesecharacteristicscanhelpus
tounderstandhowhotelsareeffectivelyutilizingsocialmediatoenhancetheirbusinessperformance.

Visibility is defined as “the ability of social media websites that make users’ behaviours,
knowledge,preferences,andcommunicationnetworkconnectionsthatwereonceinvisible(orvery
hardtosee)visibletoothers”(Treem&Leonardi,2013,p.150).Theavailabilityofothertraditional
communicationtechnologiescanprovidesomeamountsofvisibilitybutnottothedegreeofsocial
mediaplatforms,whichenablemoreactionstobemadetransparentlyvisibletovariousaudiences.For
example,postingastatusorevenupdatingastatusonasocialnetworkingwebsitecanbevisibleand
accessibletoeverymemberofthepage(Leonardi,Huysman,&Steinfield,2013).Editabilityrefers
to“theabilitytomodifyorreviseacommunicativeactorcontenttheyhavealreadycommunicated”
(Treem&Leonardi,2012,p.159).Editabilitycanalsoreferto“theabilityofanindividualtomodify
orrevisecontenttheyhavealreadycommunicated,itenablesformorepurposefulcommunication
thatmayaidwithmessagefidelityandcomprehension”(Wagner,Vollmar,&Wagner,2014,p.37).
Associationsaredefinedas“establishedconnectionsbetweenindividuals,betweenindividualsand
content,orbetweenanactorandapresentation”(Treem&Leonardi,2013,p.162).

Inaddition,thisstudyalsodeployedthehoneycombframeworkproposedbyKietzmannetal.
(2011),whichshowstheeffectofsocialmediafunctionalitiesonbusinesscapabilitiestosupportthe
explanationandmeasurementofsocialmediacharacteristics.Kietzmannetal.(2011)identifiedseven
functionalareas“identity,conversations,sharing,presence,relationships,reputation,andgroups”
to analyse the influence of social media by distinguishing between these seven functional areas
andtheireffectsandimplicationsonbusinesscapabilitiesfororganizations.Theauthorssuggested
severalrecommendationsforhoworganizationscanbuildstrategiesformonitoring,understanding,
andrespondingtovarioussocialmediaactivities.

HyPoTHESIS dEVELoPMENT

Socialmediaallowsorganizationstoreachinternationalcustomerswithbetterefficiencycomparedto
thetraditionalwayofintegratinguser-generatedcontentintoproductsorservicesprovided.Previous
studieshavefoundthatthevisibilityprovidedbysocialmediasitescanenhance“thecommunication
andbusinessrelationshipswithcustomers,boosttraffictoorganizationwebsites,createnewbusiness
opportunities,andassistinproductandbranddevelopment”(Huang&Benyoucef,2013,p.247).In
addition,TreemandLeonardi(2013)pinpointedsomefeaturesthatareprovidedthroughthevisibility
insocialnetworkingsites,suchasupdatingpostsandstatuses,thatturnanactivityintoconnections,
enablinguserstosharetheircommentsandexpresstheirthoughts(e.g.,the“like”button)oncontent.
Thesefeaturesandtheaboveliteratureshowthelinkbetweenthevisibilityachievedbysocialmedia
useandthelevelofe-commerceusagefororganizations.

Inaddition,Parveenetal.(2016)foundthatsocialmediautilisationcreatesbrandvisibilityfor
organizations.TanejaandToombs(2014)foundthatorganizationsutilizesocialmediaplatformsto
supporttheirbusinessthroughelectronicformstomaketheirproducts/servicesvisibleandaccessible
topotentialcustomers.Odoometal.(2017)foundthattheutilisationofsocialmediahasapositive
andsignificanteffectontheperformancebenefitsgainedbyorganizations.Inthehotel industry,
Neirottietal.(2016)foundthathotels’onlinevisibilityhasapositiveimpactontheirrevenuegrowth.
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In testing whether the visibility afforded by social media affects hotels’ business performance,
hypothesis1wasdeveloped:

Hypothesis 1:Hotels’visibilitythroughsocialmediahasapositiveeffectonhotels’businessperformance.

Therapidgrowthofsocialmediahasofferedagreatpossibility to turne-commercefroma
“product-oriented environment” into “social and customer-centred one” (Wigand, Benjamin, &
Birkland,2008,p.2).ThiscorrespondstowhatwasillustratedbyStephenandToubia(2009)who
statedthat,inthee-commerceenvironment,socialmediahadshiftedmarketpowerfromorganizations
tocustomers.Byprovidinguserswiththetimetocreateandshapecontent,editabilityenablesmore
useful communication that may assist with message devotion and comprehension. By allowing
customerstocommentviasocialmedia,hotelscanhearwhatthecustomerswant,andtheyareable
tomeettheirneeds.Byfindingoutwhatthecustomerstrulydesireandbyfulfillingtheirneeds,
anincreaseincustomerconfidenceandtrusttowardstheorganizationandthegenerationofrepeat
customersisachievedatthesametime(Zhou,Zhang,&Zimmermann,2013).

Kietzmannetal.(2011)assertedthateditabilitythroughsocialmediawasrepresentedbysharing
andconversationfunctionalities,andtheyhaveastrongimpactonoverallorganizationsactivitiesin
socialmedia.Inthesamevein,Parveenetal.(2016)foundthatdevelopingbusinessrelationships
with current andpotential customersvia socialmediaplatformshas a positive influenceon the
overallutilisationofsocialmediabyorganizations.Forinstance,socialmediaisutilizedtoreceive
reviewsfromcustomersonthecurrentproducts/servicesoronnew/futureproducts/services.Other
studieshaveassertedthatcommunicatingwithcustomersthroughsocialmedialeadstoimproving
organizational performance (Garrido-Moreno & Lockett, 2016; Parveen et al., 2016). In testing
whethertheeditabilityaffordedbysocialmediainfluenceshotels’businessperformance,hypothesis
2wasdeveloped:

Hypothesis 2:Theeditability afforded through socialmediahas apositive effectonhotels’
businessperformance.

Thesocialwebhasalteredthewaycustomersandorganizationsinteractandcommunicate.Taneja
andToombs(2014)foundthatsocialmediahelpssmallbusinessestodeveloptheirbusinessbrand
byengagingtheminaninteractiverelationshipwiththeircompetitors,communityandthebroader
environment.HuangandBenyoucef(2013)foundthatengagingwiththecommunitythroughsocial
mediawillhelporganizationstoboosttrafficontheirwebsitesbyofferingvaluableinformationto
updatecustomersontheirexistingornewproducts,interactingwiththemandansweringtheirqueries
aswellassharingoffersorprovidingexclusivediscountstoloyalfollowers.Theabilitytoshapea
newassociationbetweenpeopleandcontentthroughsocialmediahasagreatinfluenceonthesocial
capitaldevelopmentofanorganization(Treem&Leonardi,2013).

Buildingaconnectionwithprospectivecustomerscanincreasethecustomerbaseandbrandloyalty
aswellasthereputationoforganizations(Kietzmannetal.,2011).Organizationsmustusesocialmedia
onaregularbasis,remainingactiveandsharingthenewestcontentonthesocialmediapage,whichwill
attractmorevisitorstotheirwebsites.Garrido-MorenoandLockett(2016)statedthatthemainadvantages
ofbuildinganassociationinsocialmediaforhotelsare improvingimageandcustomerproximity.
Similarly,SchauppandBélanger(2014)foundthatsocialmediausepresentedseveraladvantageswhen
usedtodeveloprelationshipswithcustomers.Intestingwhethertheassociationaffordedbysocialmedia
influenceshotels’businessperformance,hypothesis3wasdeveloped:

Hypothesis 3:Theassociationaffordedthroughsocialmediausehasapositiveeffectonhotels’
businessperformance.
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Moderation Effects in the Relationship Between Social Media 
Characteristics and Hotel Business Performance
Hotelclassificationisthekeyvariablethroughwhichhotelscandistinguishtheircustomerservices
(Silva,2015).AccordingtoNeirottietal.(2016),hotelclassificationplaysavitalroleincustomer’s
decisionbecausecustomersgivemoreattentiontothestarratingofhotelsasit’soneoftheimportant
attributesoftheirselectionprocess.Researchersarguethathotelclassificationsarerelativefactors
thatplayasignificantmoderatingroleinconsumerbehaviour(Pelsmackeretal.,2018;Phillipset
al.,2017).Withregardtosocialmedia,previousstudiesindicatethatahotelreputation(well-known
brand)hasadirectinfluenceontheperceivedcredibilityonline(Xu,2014).Thequalityofservice
availablethroughthehotelwebsiteisgenerallyunobservabletoconsumersbeforetheyconsumeit.
Therefore,consumersmakeinferencesusingsignalssuchasabrandname(Schlosseretal.,2006).The
utilisationofsocialmediastrategiesmaydifferfordifferenttypesofhotels.AccordingtoPelsmacker
etal.(2018),theeffectofsocialmediastrategiesappearstobestrongerforhigherstar-ratinghotels
(4-5stars).Theeffectconcentratedonroomoccupancyorindirectlythroughtheireffectonthe
numberofreviewsposted,orboth.TanejaandToombs(2014)statedthatbeingvisibleinsocial
mediaisnotaseasyasitmayappear.Itisdifficultforhotelswithlimitedresourcesintermsofa
skilledteamtoremaininvolvedinsocialmedianetworkingonacontinuousbasisandtoincrease
theirvisibility.Insummary,beingasocialmediausermaynotbeenoughtoachievehighvisibility
forthehotel.In-depthunderstandingandadvanceduseofthefeaturesofsocialmediasitessuchas
searchengineoptimisationmayberequiredtoattainhighvisibility.Theseconsiderationssuggestthat
hotelclassificationmaymoderatetherelationshipbetweensocialmediaandbusinessperformance.
Inotherwords,hotelclassificationmayaffectahotels’performancetoappropriatetheeconomic
valuebroughtbysocialmedia.Inthisstudy,weconcentrateonthequalityofthecustomerservice
(star-rating)andresourcesavailableforsocialmedia(Neirottietal.,2016)becausetheyarethemain
dimensionsthroughwhichhotelscandifferentiatetheirservices.

Hypothesis 4a:Hotelclassificationhasapositiveeffectontherelationbetweensocialmediavisibility
andhotels’businessperformance.

Hypothesis 4b: Hotel classification has a positive effect on the relation between social media
editabilityandhotels’businessperformance.

Hypothesis 4c: Hotel classification has a positive effect on the relation between social media
associationandhotels’businessperformance.

After reviewing the literature, a conceptual model has been developed to examine the
relationshipsbetweenthevariablesofthisresearch,namely,socialmediacharacteristics(visibility,
editability, association) and hotels’ business performance and the moderation effect of hotel
classification(seeFigure1).

METHodoLoGy

Thisstudyaimstoexaminethesocialmediaeffectonhotels’businessperformance.Apartofthis
studyusesthedescriptiveapproach,asitincludesobtainingdemographicdata,andpartofitusesthe
explanatoryapproachtoinvestigatetheeffectofrelationshipsbetweenvariables.Additionally,this
studyhasaquantitativeapproach;thismethodisreferredtoasa“researchapproachthatmainlyrelies
uponquantificationormeasurementindatacollectionandstatisticalanalysistodrawconclusions
ortestahypothesis”(Romeu,2006,p.297).Thesurveyquestionnaireisawell-knownmethodfor
datacollectioninsocialscienceresearch(Cooper&Schindler,2011).Therefore,thedatagathered
byimplementingtheinstrumentrelieduponpredeterminedquestions.
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Sample and Procedure
Thesamplingframerefers“toarepresentationoftheelementsofthetargetpopulation”(Malhotra
&Peterson,2006,p.364).Asanimportantaspectofthequantitativestudy,thesamplingframeis“a
listofsamplingsubjectsformingatargetpopulationfromwhichasamplewillbedrawn”(Churchill
&Iacobucci,2005,p.283).Inthisstudy,416hotelsinLebanonareconsideredthetotalpopulation.
Thisnumberwasobtainedfromthehotelsregisteredintheministryoftourism(LebanonKnowledge
DevelopmentGateway,2012).Themodelwasempiricallytestedthroughdatacollectedfromhotels
inLebanon,andtheunitofobservationconsistedofgeneralmanagersanddirectorsofsalesand
marketing;theywereselectedbecausetheyareknowledgeableaboutandrepresentativeofthebeliefs,
values,andideasembracedbytheirorganizations.

Inthecurrentstudy,apilottestwasconductedtoensurethereliabilityoftheitems.Theresearcher
distributed35questionnairestohotelsthatwererandomlyselectedfromthetargetpopulation.There
were30respondents.Thisnumberisenoughforthepilotstudy(Cooper&Schindler,2003),andthe
numberisappropriateandsuitstheminimumsampleneededforareliabilitytest(Cronbach’salpha).A
“stratifiedrandomsampling”methodwasconducted,andthepopulationwasrepresentedby“multiple
strata”builtonhotelsdistributedamongthefourmainLebanesegovernorates.Theselectedmethod
ofdeliverywasa“combinationoftheself-administeredandonlinesurvey”toensurethatalarge
geographicareawascoveredinthesurvey.Combiningtheresponsesofboththeself-administered
(134)andonlinesurvey(12),146usableresponses,witharesponserateof(50.1%),wasthebasis
foranalysis.Table1summarizesthedemographicprofileoftherespondentsforthisstudy

Measures
Itisessentialtochecktheitemsusedtodetermineiftheyhavesufficientreliabilityandvalidity
beforesendingthequestionnairetotherespondents.Therefore,aCronbach’salphatestisusedto
estimatethereliabilityoftheconstructs;anacceptablereliabilitycoefficientis0.7andhigher.To
ensureconstructvalidity,weestablishedthemeasurementitemsbasedonacomprehensivereview
oftheexistingliteratureaswellasexpertfeedback.Thus,thestudyusedscalesanditemstomeasure
theconstructslikethescalesadaptedfromprevioussocialmediastudies(Fox&McEwan,2017;

Figure 1. Conceptual model
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Huang&Benyoucef,2013;Parveenetal.,2016;Treem&Leonardi,2013).Inthecurrentstudy,
fourconstructsweremeasuredusingasetofitems,andeveryconstructcontainsatleastfourto
five items;5-pointLikert scales ranging from1 (stronglydisagree) to5 (stronglyagree)were
utilizedtomeasurealltheitems.Inaddition,someminormodificationshavebeenmadetothe
originalitemsbasedonthecomments,discussions,andfeedbackobtainedfromthe“pre-testand
pilottest”tomaketheitemsappropriatetothecontextofthisstudy.Forinstance,somedifficult
andcomplextermswereremovedandreplacedwithsimplertermswithoutchangingordistorting
theoriginalmeaningofthoseitems.

data Analysis
Thisresearchusesthe“partialleastsquaresstructuralequationmodellingPLS-SEM”toanalysethe
collecteddata.SeveralreasonsledtotheselectionofthePLS-SEMapproach.Itisusuallyusedto
increasetheexplainedvarianceofthe“endogenouslatentconstructs”,whichisalsoknownasthe
“dependentvariables”.PLS-SEMis“alatentvariablemodellingtechniquethatincorporatesmultiple
dependentconstructsandexplicitlyrecognisesmeasurementerror”(Hair,Hult,Ringle,&Sarstedt,
2016).Thealgorithmof“PLS-SEM”enableseveryindicatortodifferinhowmuch“itcontributes
tothecompositescoreofthelatentvariablesothatindicatorswithweakerrelationshipstorelated
indicatorsandtothelatentconstructaregivenlowerweightings”(Chin,Marcolin,&Newsted,2003,
p.197).PLS-SEMhasakeenabilitytomodellatentconstructsundernonnormalitysituationsand
withrestrictiveminimumrequirementsbasedonsamplesizeandresidualdistribution(Chinetal.,
2003).Additionally,Hairetal.(2016)statedthatPLS-SEMissuitableforexplainingcomplexand
compositerelationshipsinastructuralmodel.

Table 1. Demographic profile of respondents

Participant profile (n=146)

Position Frequency Percentage (%)

Generalmanager/owner 65 44.5

Directorofsalesandmarketingmanager 81 55.5

Total 146 100

Hotel profile

Number of rooms Frequency Percentage (%)

Below100 110 75.3

100to150 9 6.2

150to200 13 8.9

Over200 14 9.6

Total 146 100

Hotel classification Frequency Percentage (%)

2stars 1 0.7

3stars 23 15.7

4stars 74 50.7

5stars 48 32.9

Total 146 100
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EMPIRICAL ANALySIS ANd RESULTS

Theresearchmodelwastestedusingpartialleastsquares(PLS),andSmartPLS3.0wasusedforthe
evaluationofthemeasurementandstructuralmodel;thesetwo-stageapproacheswereadoptedby
Hair,Hult,Ringle,andSarstedt(2013).

Assessing the Result of the Measurement Model
FollowingtheprocedurerecommendedbyHairetal.(2013),toevaluatethemeasurementmodel,
weexaminedthefollowing:compositereliabilitytoassessinternalconsistencyandindividual
indicatorreliability(outerloading)andaveragevarianceextracted(AVE)toassessconvergent
validity.AFornell-Larckercriterionandcross-loadingswereusedtoassessdiscriminantvalidity
(Fornell&Larcker,1981;Hairetal.,2013).Internalconsistencywasevaluatedusingtheouter
loadings and Cronbach’s alpha. Hair et al. (2013) suggested that the recommended cut-off
parameter for factor loading analysis is 0.5 in exploratory research. In this study, we found
that theouter loadingsforall theconstructs’ indicatorsexceededthesuggestedvalueof0.5.
ThecalculationofCronbach’salphashowedthatalltheconstructshavehighlevelsofinternal
consistencyreliability,greaterthan0.7.

Convergentvaliditywasassessedbasedonthreecriteria:(i)factorloadinganalysis,(ii)composite
reliability(CR)analysisand(iii)averagevarianceextractedanalysis,withtherecommendedcut-
offparametersof0.5,0.7,and0.5,respectively(Fornell&Larcker,1981;Hairetal.,2013).The
calculationof theCronbach’salphaand thecomposite reliability revealed satisfactory reliability
attheconstructlevel,usingthestandardthresholdcriteriaof0.7forCronbach’salphaand0.7for
composite reliability (Fornell&Larcker, 1981;Hair et al., 2013).The calculationof composite
reliability,Cronbach’salphaandaveragevarianceextractedarepresentedinTable2.Allconstructs

havehighlevelsofinternalconsistencyreliabilityandcompositereliabilityabove0.7.Additionally,
thecalculatedaveragevarianceextractedvalueswerewellabovetheminimumrequiredlevelof0.50.
Allthetestssupporttheconvergentvalidityofthescales.Discriminantvaliditywasassessedbased
ontwoapproaches:cross-loadingsandaFornell-Larckercriterion(Hairetal.,2013).Theresults
showedthatalltheindicators’outerloadingsoneachoftherelevantconstructsarehigherthanall
theircross-loadings.Theresultsofthecross-loadingscriterion,thecorrelationsfortheconstructs
andtheAVEvaluesindicatediscriminantvalidityamongalltheconstructs.BasedontheFornell-
Larckercriterion,thetestresultsshowthatalltheAVEswerehigherthanthesquaredinter-construct
correlations,whichindicatessatisfactorydiscriminantvalidityamongallthereflectiveconstructs.
In summary, the tests of the measurement model show substantial evidence that the constructs
demonstrateapropermeasurement.

Table 2. Calculation of composite reliability, Cronbach’s Alpha and average variance extracted

Constructs Composite Reliability Cronbach’s Alpha AVE

Visibility 0.818 0.845 0.529

Editability 0.876 0.839 0.608

Association 0.884 0.877 0.605

Hotelclassification 0.882 0.763 0.461

Hotels’Business
Performance 0.897 0.877 0.524
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Assessing the Result of the Structural Model
Thestructuralmodelwasassessedtoexaminethemodel’spredictivecapabilitiesandtherelationships
between theconstructs.According toHairetal. (2013), structuralmodelassessmentprocedures
includefivestepsthathavebeentested.Thesestepsareasfollow:Stepone,assessingastructural
modelforcollinearityissues.Steptwo,assessingthesignificanceandrelevanceofthestructural
modelrelationships.Stepthree,assessingthelevelofR2.Stepfour,assessingtheeffectsizesf2.Step
five,assessingthepredictiverelevanceQ2andtheq2effectsizes.

The significance of the t-values associated with each path was tested using the bootstrap
procedureoftheSmartPLS3.0software,with146casesand5000re-samples.AccordingtoHairet
al.(2013),thegenerallyusedcriticalvaluesfortwo-tailedtestsare1.65(significantlevel=10%),
1.96(significantlevel=5%),and2.57(significantlevel=1%).Duetotheexploratorynatureofthis
study,thehypothesesweresupportedbasedonasignificancelevelof10%(1.65)(Hairetal.,2013).
Table3showsthehypothesistestingandthesignificanceofthepathcoefficients,anditillustrates

that3outof6hypotheses(H1,H3,H4a)werefoundtobestatisticallysignificantutilizingatwo-
tailedtest,and3hypotheses(H2,H4b,H4c)werefoundtobenotsupported.

TheRsquarevalue(R2)“coefficientofdetermination”isusuallyusedtoassessthestructural
model. Hair et al. (2013) referred to the R2 value as “a measure of the model’s predictive
accuracyandcalculatedasthesquaredcorrelationbetweenaspecificendogenousconstruct’s
actualandpredictivevalues”.TheR-squaretestresultsofhotels’businessperformance(0.605)
showamoderatepoweroftheindependentvariablesonthedependentvariables.Accordingto
Hairetal.(2013),instudiesthatfocusonmarketingissues,R2valuesof0.75,0.50,and0.20
foranendogenouslatentvariablecanbeconsideredaroughruleofthumbandarerespectively
describedassubstantial,moderateorweak.

Table 3. Hypothesis testing – Significance of path coefficients

Hypotheses Relationship Beta
Confidence 

Interval Std 
Error t-Value p-Value Decision

2.50% 97.5%

H1 Visibility->Hotels’
BusinessPerformance 0.250 0.070 0.413 0.086 2.894*** 0.004 Significant

H2 Editability->Hotels’
BusinessPerformance 0.001 -0.217 0.218 0.103 0.285 0.991 Not

significant

H3 Association->Hotels’
BusinessPerformance 0.311 0.087 0.489 0.106 2.805*** 0.004 Significant

H4a
Hotelclassification->
visibilityandHotels’
BusinessPerformance

0.232 0.091 0.326 0.098 1.735* 0.006 Significant

H4b
Hotelclassification->
EditabilityandHotels’
BusinessPerformance

-0.083 -0.266 0.120 0.098 0.622 0.534 Not
significant

H4c
Hotelclassification->
AssociationandHotels’
BusinessPerformance

0.027 -0.280 0.303 0.154 0.337 0.736 Not
significant

*** Represents p<0.001(2.57), ** Represents p<0.05 (1.96), * Represents p<0.10 (1.69)
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dISCUSSIoN oF THE STUdy FINdINGS

Thisstudyexaminestheeffectofhotels’socialmediacharacteristicsonhotels’businessperformance
inLebanon.Thisisdifferentfrommostofthestudiesavailableintheliterature,whichconcentrated
onsocialmediainnovationfromauser’sperspectivebutnotfromtheperspectiveoforganizations,
particularlyamonghotels.Usingsocialmediaasanexampleofrecenttechnologicalinnovations,our
studyfillsthetheoreticalgapbyproposingasocialmediamodelandexaminingitthroughadataset
from146hotels.Showingsignificanteffectsofsocialmediacharacteristics,themodelprovidesa
theoreticaladvancementfromtheorganizations’perspectiveforsocialmedialiterature.

ThefindingsshowthathypothesisH1issignificant,andthep-valueofH1is0.004(referto
Table3).Thisresultisconsistentwithpriorstudies,forinstance,Kietzmannetal.(2011)foundthat
thevisibilityofanorganization,whichisrepresentedbythesocialmediapresenceandfunctional
relationships,hasapositiveimpactonthebusinessperformanceoftheorganizations.Thevisibility
provided by social media sites “can strengthen business relationships with customers, increase
traffic tocompanywebsites, identifynewbusinessopportunities,andsupportproductandbrand
development”(Huang&Benyoucef,2013,p.247).Similarly,Odoometal.(2017)foundthatthe
utilisationofsocialmediahasapositiveandsignificanteffectontheperformancebenefitsgained
byorganizations.Inthehospitalityindustry,Neirottietal.(2016)foundthathotels’onlinevisibility
hasapositiveimpactontheirrevenuegrowth.

ThehypothesisH2isnotsignificant,asthep-valueofH2is0.991(refertoTable3).Thestudy
resultsshowthateditabilitydoesnotsignificantlyaffecthotels’businessperformance.Thisresult
isunexpected,aswewouldexpecthotelstoexploittheeditabilityfeaturesprovidedbysocialmedia
sitestocommunicateeffectivelywithpotentialcustomers.Theresultisinconsistentwithsomeprior
studies,whichhavesuggestedthattheeditabilityaffordedbysocialmediadoesindeedaffectthe
businessperformanceoforganizations.Forinstance,Zhang,Lu,Gupta,andZhao(2014)foundthat
thetechnologicalfeaturesthatexistinsocialmediaplatformsleadtoaboostincustomerinvolvement.
Inthesamevein,Odoometal.(2017)statedthatinteractionwithcustomersthroughsocialmediahas
apositiveeffectonthebusinessperformanceoftheorganizations.Otherstudieshaveassertedthat
communicatingwithcustomersthroughsocialmedialeadstoimprovedorganizationalperformance
(Garrido-Morenoetal.,2016;Parveenetal.,2016).

Ontheotherhand,thepossiblereasonthateditabilitydidnotsignificantlyaffectthehotels’
businessperformanceisthatthehotelsmayusesoftwaretoreplyquicklybutnottotheextentof
achievingqualitycustomersatisfaction.Excessiveuseofsocialmediacancausehotelstoforgettheir
corebusiness(Garrido-Moreno&Lockett,2016).Editabilitymightimprovethesocialmediautilisation
ofhotelsbutmightnotnecessarilyaffectthebusinessperformanceofhotels;thisissupportedby
Parveenetal.(2016),astheyfoundthatdevelopingcustomerrelationsthroughsocialmediaplatforms
hasapositiveeffectontheoverallutilisationofsocialmediabyorganizations.

HypothesisH3issignificant,asthep-valueofH3is0.004(refertoTable3).Thestudyfindings
confirmthatassociationhasapositiveandsignificanteffectonthebusinessperformanceofhotels.
Thisresultseemstobeconsistentwiththatofpriorstudies;Garrido-MorenoandLockett(2016)
statedthatthemainadvantagesofbuildinganassociationinsocialmediaforhotelsareimproving
imageandcustomerproximity.Similarly,SchauppandBélanger (2014) found that socialmedia
offeredseveraladvantageswhenitwasusedtodeveloprelationshipswithcustomers.Kietzmannet
al.(2011)statedthatestablishingaconnectionwithpotentialcustomerscanincreasethecustomer
baseandimprovebrandloyaltyandthereputationoforganizations.

HypothesisH4aissignificant,asthep-valueofH4ais0.006(refertoTable3).InhypothesisH4a,
wecontendedthattherelationshipbetweensocialmediavisibilityandhotels’businessperformance
is positively moderated by hotel classification, particularly for a higher star rating. The results
confirmedthathotelclassificationhasaninfluenceonthesocialmediautilizationtoachievegreater
visibilityforhotelsandthismayturnintomoreprofitability.Thisresultseemstobeconsistentwith
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priorstudies,Neirottietal.(2016)foundthatthatgreatervisibilityonlinehasapositiveimpacton
revenueforhotelswithahigherstarrating.Similarly,Pelsmackeretal.(2018)foundthattheeffectof
socialmediamarketingstrategiesseemstobestrongerforhigher-starhotels.Thiseffectmaybetheir
directonroomoccupancyorindirectlythroughtheireffectonthenumberofreviewsposted,orboth.

ThehypothesisH4bisnotsignificant,asthep-valueofH4bis0.534(refertoTable3).The
studyresultsshowthathotelclassificationdoesnotsignificantlyaffecttherelationshipbetweensocial
mediaeditabilityandhotels’businessperformance.Thisresultisunexpected,aswewouldexpectthat
editabilityfeaturesprovidedbysocialmediasitestocommunicateeffectivelywithpotentialcustomers
maybedifferentfordifferentkindsofhotels.Pelsmackeretal.(2018),statedthatmanycomponents
digitalmarketingplanthroughsocialmediathatprovidesfortrackingandmonitoringonlinereviews,
andpromptresponsetocustomercommentshaveasignificantimpactonhotelperformance.Thisis
especiallytrueforchainhotelsandhigherstar-ratinghotelsthanforindependentorlower-tierhotels.
Inthesamevein,CantallopsandSalvi(2014)foundthatcomparedwithanindependentorlower-tier
hotel,ahigherstar-ratinghotelmayattenuatetheinfluenceofcommentsandreviews,becausethe
consumeralreadyhasstablebeliefsaboutit.

ThehypothesisH4cisnotsignificant,asthep-valueofH4cis0.736(refertoTable3).Thestudy
resultsshowthathotelclassificationdoesnotsignificantlyaffecttherelationshipbetweensocialmedia
associationandhotels’businessperformance.Themainadvantagesofbuildingassociationthrough
socialmediaforhotelsareanonlinepresence,customerservice,improvingthebrandimageaswell
aslong-lastingreputationsviathereviewspostedonsocialmedia.However,giventheviralpower
ofsocialmedia,thiscanevendamagethebrandimageofhotelsandleadingtoanundesiredeffect
(Neirottietal.,2016).Therefore,iftheutilisationofsocialmediafeaturesnotmanagedeffectively
mayrepresentathreatmorethanamissedopportunityforhotels.Hotelsneedtobeclearwiththeir
socialmedia strategies and theyneed to invest for resources such as assign expert team/staff to
update posts regularly, createmarketing e-posters and respond to customer comments promptly.
Theseresourcesmayvaryfromhigherstar-ratinghotelstoloworindependenthotels.InHypothesis
H4c,wepostulatedthatthehotelclassificationhasapositiveeffectontherelationbetweensocial
mediaassociationandhotels’businessperformance,andhotelswithhigherresourceswillbeusing
socialmediaforbuildingbrandimagemoreeffectively.Inthepaper,wearenotabletoconfirmthis
relationshipduetotheinsignificantresult.

RESEARCH IMPLICATIoNS

Thisstudyoffersseveralpracticalimplications;itprovidesanunderstandingforownersandmanagers
ofhotels,enablingthemtoexploitorcapitalizeonthepossiblebenefitsofsocialmedia.Thisstudy
demonstratedthevitalroleofhotels’socialmediacharacteristicsregardingvisibility,editabilityand
associationthataffectthebusinessperformanceofthehotels.Asocialmediapresencerequirescareful
considerationofhowtoutilizeiteffectively.Thismustbedoneintentionally.Hotelmanagementshould
devoteconsiderableattentiontosocialmediacharacteristicsandtobeclearwiththeirsocialmedia
strategies.Theymustsetadigitalmarketingplanthatdeliversforonlinehotelpresence,trackingand
monitoringcustomerreviewsandpromptresponsetocustomercomments.Inaddition,investingin
theresourcesneededtomanagesocialmediaeffectivelywillincreasetheeconomicvaluebrought
bysocialmediafeatures.TanejaandToombs(2014)statedthatbeingvisibleinsocialmediaisnot
aseasyasitmayappear.Itisdifficultforhotelsthatpossessinadequateresourcesregardingskilled
staffandInternettechnologytobeengagedinsocialmedianetworkingonacontinuousbasisand
increasetheirvisibility.

Socialmediaprovideshotelswiththecapabilitytomergeratingsandreviewsintohotels’pages.
Bybuildingasocialexperienceforcustomersandtakingadvantageoftheexceptionalcomponents
ofsocialmediafromatechnical,applicationandstrategicperspective,hotelierscancreateabrand
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andproductfollowersorsupporters.Inturn,thiscanmakeanonlineexperienceforcustomersmore
interactiveandmoreeffective,withthehopeofincreasedbookingratesandsalesrevenues.

LIMITATIoNS ANd FUTURE RESEARCH

Thefirstlimitationisthatthecurrentstudyonlyexaminedsocialmediadriversinorganizationsat
aspecificpointintime,andinfact,theuseofa“cross-sectionalsurveydesign”doesnotenablethe
interpretationofcausalinferencesbetweenconstructs.Thesecondlimitationisthegeneralizability
oftheproposedmodel.Thedatawereobtainedfromasinglegeographicarea,Lebanon,whichcould
hinderthegeneralizabilityofthefindingstoothercountries.Itwouldbedifficulttoconfirmthe
degreetowhichtheresultsofthisstudywouldbegeneralizabletoothercountrieswithoutadditional
examination.Also,thedatawerecollectedfromthehotels’sector.Therefore,thegeneralizationof
thefindingstootherbusinesssectorsshouldconsidereachsectorindividually.Therefore,itwould
beworthwhileforsimilarfuturestudiestoextendthisresearchtocoverorganizationsfromother
industriesanddifferentcountries.

CoNCLUSIoN

Tosumup,thisstudyhasaddressedasignificantgapinthefieldofsocialmediautilisationatthe
organizationallevel.Usingrespondentsrepresenting146hotelsinLebanon,thisstudyhasempirically
examinedhotels’socialmediacharacteristics(visibility,editability,association)andtheireffecton
hotels’businessperformance.Also,thispaperexaminedthemoderatingeffectofhotelclassification
ontherelationbetweensocialmediacharacteristicsandhotels’businessperformance.Itisbelieved
thattheproposedmodelismoreappropriatetoexaminesocialmediautilisationfromanorganizational
perspective,particularlyamonghotels.Also,themodelprovidesadequatemeasurementscalesthat
measuretheactualutilisationofsocialmediaanditsbenefitsamonghotels.Thestudyfindingsare
beneficialbecausetheyofferneededguidanceforhotelshopingtoincreasetheirbusinessperformance
(bookinggenerationandsalesrevenue)byutilizingsocialmedia.Thefindingscouldalsoprovide
usefulinsightsintootherbusinesssectorsthathavetheintentiontoinvestinsocialmedia.
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APPENdIX

Table 4. The variables and measurement scales

Variables Items References

SocialMedia
Characteristics:
Visibility

V1 InformationRelevancy:Weusesocialmediatoproviderelevant
informationaboutourhotel’sservices

Adoptedfrom
(Huang&
Benyoucef,2013;
Kietzmannetal.,
2011)

V2 InformationUpdate:Weusesocialmediaregularlytoupdate
productinformationandsocialcontent

V3 Paid:Ourmanagementencouragesustopayforsocialmediaads
(ex:Facebookads)toachievewidervisibility

V4 Presence:Ourpresenceonsocialmediahelpsustoprovide
universalandquickaccesstothehotel’swebsite

Editability

E1 ImprovingInformationQuality:Socialmediaisusedtooffer
accurateandcompleteinformationabouttheservicesoffered

Adaptedfrom
(Fox&McEwan,
2017;Huang&
Benyoucef,2013;
Kietzmannetal.,
2011)

E2 InformationSharing:Socialmediaisusedtomotivatecustomers
tosharecontentandgivetheiropinions

E3 Transparency:Socialmediaisusedtobuildtransparencyinterms
ofcustomerresponsesandservices

E4 Conversation:Socialmediauseincreasesourhotelcustomers’
trustviadirectconversations

Association

A1 Relationships:Socialmediauseincreasesourhotel’sengagement
withthecommunity

A2 Socialmediauseincreasesourcustomerbase
Adoptedfrom
(Kietzmannetal.,
2011;Parveenet
al.,2016)

A3 Groups:Socialmediausehelpsourhoteltotargetadvertisements
moreaccurately

A4 Reputation:Socialmediauseincreasesourhotel’sbrandimage

Hotels’Business
Performance:
Booking
GenerationSales
Revenue

Hbp1 Socialmediautilisationincreasesourhotelbookingrate

Adaptedfrom
(Azizan&Said,
2015;Parveenet
al.,2016;Scaupp
&Bélanger,2016)

Hbp2 Socialmediautilisationcontributestoincreasingtherevenue

Hbp3 Socialmediautilisationleadstorepeatedwebpurchases

Hbp4 Socialmediautilisationgeneratesnewcustomers

Hbp5 Socialmediaactivitiesincreasesales

Hbp6 Socialmediautilisationwidensthesalesarea

Hotel
Classification

Hc1 Hoteltechnologicalresourcesareenoughtoachieveagreater
onlinepresence

Neirottietal.
(2016)

Hc2 Hotelstaffareexpertinusingsocialmediaplatformstopromote
thehotel

Hc3 Hotelmanagementcaninvestinsocialmediamarketing

Hc4 Qualityofcustomerservice(star-rating)
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