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Abstract

The main purpose of this paper is to examine the relationship between applying electronic marketing practices and
achieving high performance rates in Hurghada City in Egypt, as it is considered as one of major tourism
destinations in Egypt. The research was conducted using a survey method. Questionnaire forms were distributed
to hotel executives in addition to pre-planned interviews with hotel managers. Data were analyzed by using
"Statistical Packages for Social Science™ - SPSS software version 22. The research results show that five-star
shain hotels use electronic marketing practices more effectively than independent hotels. Moreover, the e-
marketing practices help the firms to achieve better business performance. The findings of this study states that
the major benefits of applying e-marketing practices include: maintaining a relationship with hotel guests, growth
of total revenues, and achieving hotel goals. In addition, there is a growing interest among Hurghada hotel guests
in using the internet services as a source of tourism information.
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Introduction

E-Marketing enables hotels to build relations with customers and prospects through regular, low-cost personalized
communication as increasing numbers of consumers use social media and research on mobile internet ™. E-
Marketing adoption and implementation by Egyptian tourism organizations can be a very important tool in
solving the current problems associated with Egyptian tourism industry as a result of the political unrest not only
in Egypt but also in the Middle East. The adoption and implementation of E-Marketing can help Egyptian tourism
organizations in finding leverage points that can help them overcome current problems ®. Hurghada is one of the
best seaside destinations in Egypt ®. There are more than 73 upper class hotels in Hurghada (24 Hotels, classified
as five star category, with more than 11,791 rooms) and (49 Hotels, classified as four star category, with 19,447
rooms), which all offer distinguished services to their guests .

Previous studies have highlighted the importance of applying electronic marketing in the hospitality industry
(Salem et al., 2013) ®, others mainly focused on the role and importance of websites to the marketing of a tourism
destination ©, besides covering topics related to the application of e-marketing in the hospitality industry ) and
its effect on the consumer behavior ®.

Research Obijectives

The research objectives can be stated as: studying to what extent the internet marketing plays a significant role in
hotels profitability, and clarifying the importance of internet marketing tools in increasing the guests' expectations
of the products and services provided in hotels. This study investigated why the hospitality industry in the Egypt
(Hurghada Destination) use e-marketing tools and how these firms effectively used these tools to reach out to
consumers and increase sales volume.

According to previous researches and importance of this subject, this study is designed to prove the following
hypothesis:

There is a significant relationship between applying electronic marketing practices and achieving high
performance rates in hotel establishments.
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Literature Review
E- Marketing in the Hospitality Industry

In 2014, tourism continued to be a key driver of the global economic recovery, and a vital contributor to job
creation, poverty alleviation, environmental protection and multicultural peace. Egypt is among the first thirty
countries in the world in terms of tourists' attractions and tourism diversity according to the annual classification
of world tourism organization ®°.

Marketing shows its importance in every kind of tourist and hotel industry, since it presents itself as a tool that
contributes to better management of hotel operations, also help in defining appropriate strategies for their
development, with the main objective being better financial results. The advancement of technology in this era has
changed the way many hospitality organizations conduct business; specifically, most hotel and travel companies
are now using the internet to communicate, promote, and sell products and services to their guests .

E-marketing expresses the functions of the internet as a tool for obtaining and sharing information as well as
connecting to the market to support sales ™. There are two reasons for building the concept of e-marketing
around consumer experiences, first, it forces marketers to adopt the consumer’s point of view, second, it forces
managers to pay attention to all aspects of their digital brand’s interactions with the consumer, from the design of
the product or service to the marketing message, the sales and fulfilment processes, and the after-sales customer
service effort .

Small tourism organizations in Egypt use five basic e-marketing tools such as internet marketing, e-mail
marketing, mobile marketing, intranet marketing and extranet marketing, as well as different e-marketing forms -
Business to Business Marketing (B2B), Business to Consumer Marketing (B2C) and Business to Government
Marketing (B2G) ®*.

A summary of online hotel booking possibilities:

Direct to
) - Hotel PMS
Online Booking
Facility
Hotel Room Allotment
Agencies

Module Bolted onto
Hotel PMS

Figure (1) Possible Ways of Having Online Booking Facility

Hotel establishments have various advantages by using e-marketing; these advantages include the following:
Instead of preparing brochures, hotel establishments might perform promotions at their website; service might be
provided for 7 days and 24 hours; an interactive communication might be made with potential customers without
any international differences of time or language; a global customer profile might be formed; The questions to be
posed, and information to be demanded, by customers might be responded soon; Sections of views and
recommendations might be prepared, and positive and negative ideas about prices, services and products might be
learned; The sector might be tracked and, when necessary, developments might be adapted soon; Innovations,
changes and extra advantages regarding the development of products might be utilized; When necessary, all
customers, partners and the press might be provided with information and promotion via internet, also using the
video conference system; and the cost of online booking is low, and the commission paid to intermediaries'
decreases, in addition, there might be online advertisements, promotions, cost-free products, software, and low-
priced sales ™”.1n this connectionit is claimed “® . that "the internet has already become an important marketing
and communication tool, and that hotel operations that lack a significant presence on the internet will lose some of
their competitive edge”.
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There are potential problems and limitations that the hotel industry must address, as follows: Network limitations:
The visual impact of the Web site is important, but raises conflicts. Graphics and multimedia attributes require
that the customer end has access to a high-specification personal computer. Demographics: Successful Web
applications should demonstrate relevance to the customer base, web sites can be structured so that pages are
targeted to specific online customer groups. These pages must be dynamic enough to keep pace with the ever-
changing interests of such groups. Culture: It is important that the customer is comfortable with electronic
shopping if people are going to book hotel rooms via the internet; Consumers have been reluctant to supply credit
card details over the internet as they judge it to be risky and have a fear of breach of security .

Hotel Digital Marketing Strategy

Digital marketing for hotels is becoming increasingly complex, hotel managers need not only to service guests,
manage rooms, availabilities and pricing, but now are also expected to compete for guests in new channels and
digital communities that emerge every day. Hence, many hotel managers are asking themselves how they can
expand their brand online while still having the time to run their business; the top five items in a hotel digital
marketing strategy are @

e Hotel website and booking engine are number one, and it is considered as the best opportunity to engage and
sell to guests;

e Most of consumers are social travelers;
e Mobile consumers will demand optimized content;
e Innovate with marketing campaigns;

e Diversify online distribution channels.

A recent study @

follows:

provides vital data concerning the trends in world's online travel and tourism market, as

Hotel Website
Online Travel Website

74%
52%

Loyalty Program Website A47%

Online Review Website

Friends Recommendation

Called the Hotel Directl

Travel Magazine

Credit Card Travel Resource

Guidebooks in Hard-cop 7%

7%
6%
5%

Travel Agen
Guidebooks Onlin
Social Media Recommendation

Figure (2) Channels Used to Research and Evaluate Hotels ®”

A successful e-marketing strategy should comprise a set of specific e-actions that help hoteliers reach their
planned objectives; these e-actions can be grouped into the following five main sections: Search Engine
Marketing; Social Media marketing; Mobile advertising; E-mail advertising and Display advertising 2.

Research Hypothesis
This study aims to examine the following hypothesis:

The relationship between electronic marketing practices and hotel performance criteria.
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Ho: There is no significant relationship between electronic marketing practices and hotel performance criteria.
Hy: There is a significant relationship between electronic marketing practices and hotel performance criteria.
Methodology

Population & Sample Characteristics

The sample was selected by cluster sampling from hotel executives who are working at five and four star hotels in
Hurghada, according to the total number of five star hotels (24 Hotels), and four star hotels (49 Hotels), the
sample is equivalent to 10 hotels per every category, all 5-star hotels were chain-affiliated hotels, and operate a
capacity of more than 200 rooms, this is illustrated by the following table” ?*:

Table (1) Hotels® Profile Characteristics

Hotel Affiliation Number of Rooms
Profile Characteristics Eilrifats?s . Upto200  More than
Chain Independent Rooms 200 Rooms
5-Star Hotels (24 Hotels) 10 10 - - 10
4-Star Hotels (49 Hotels) 10 6 4 5 5

“Source: The Egyptian Hotel Guide, 2013.

Questionnaires were given to 60 hotel executives (marketing, sales and reservation) (30 forms per every
category). A total of 55 questionnaires were returned giving a 91.6% response rate. The questionnaire forms were
distributed during 13 - 20 February 2016.

Pretest and Pilot Study

To test the reliability of the pilot study, cronbach’s alpha coefficients were calculated, coefficients greater than 0,7
were considered acceptable, indicating reasonable internal consistency and reliability ®®. The main results of the
pilot study stated that the majority of the selected sample of hotel executives (91%) think that interaction with
individual hotel guests tour operator, travel agencies, and airlines is the most followed marketing practice.

Data Analysis

The questionnaire form was composed of 20 questions in three parts. The first part concerns the hotel managers
background information and the nature of the position related to hotel marketing, the second part contains 12
variables concerning marketing practices adopted by hotels, and the third part has 8 variables describing the effect
of adopting marketing practices on hotel performance. The return on capital employed "ROCE" was used as an
effective indicator of profitability, and it is expressed as a percentage, complements the return on equity "ROE™
ratio by adding a company's debt liabilities, or funded debt, to equity to reflect a company's total “capital
employed”. This measure narrows the focus to gain a better understanding of a company's ability to generate
returns from its available capital base .

The following tables, 3-4 are obtained from the statistical analysis of the data gathered during the study using the
SPSS software:

Table (2) Analysis of Respondents’ Profiles

Variables Frequency Percentage

Gender:
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Male 40 72.0
Female 15 28.0
Age Category:

-30 years 5 9.0
30-35 years 29 53.0
+45 years 21 38.0

Educational Level:

Bachelor 38 69.0
Diploma 12 22.0
Master 5 9.0
Position:

Marketing and Sales Managers 20 36.0
Hotel Executives 28 51.0
Others 7 13.0

Industry Experience:

From 5 - 10 years 35 64.0
From 10 - 15 years 11 20.0
More than 15 years 9 16.0

Hotel Category:

5-Satr Hotel 28 51.0
4-Satr Hotel 27 49.0
Hotel Rooms:

Up to 200 Rooms 12 22.0
More than 200 Rooms 43 78.0

Hotel Affiliation:
Chain 45 82.0

Independent 10 18.0
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It is shown stated from table (3) that most of the respondents are males (72%), most of them are between 30 and
35 years old (53%) and (38%) are more than 45 years. Most of the respondents had a Bachelor Degree (69%) and
(22%) had an advanced diploma. Most of them are hotel executives (51%); (36%) are managers from Marketing
and Sales Department and (13%) are e-marketing mangers and assistant general manager. Most of the respondents
(64%) had experience from five to ten years in the field of hospitality marketing. The sample of hotel directors
who work in 5-star hotels constitute 51% and 4-star hotels 49%. Most of hotels of more than 200 rooms constitute

78% and chain- affiliated, 82%, but others managed independently, 18%.

Table (3) Analysis of Electronic Marketing Practices

©
PERCENTAGE S laz
L §Y22
. . . _ b g =
No.| Electronic Marketing Practices |2 8| & S s [5gb 67 S <
c o| o = o S S fF c {4< >
c2l 2|12 | 2|8 s4p L
Hhaol o z & 5 | O
Iad
1- |Electronic marketlng is the best of 396 | 0% | 139% | 46% | 38% | 531 | 0.625
other marketing tools.
2- E-n_warketmg strate_gles intend to 1% | 2% | 2206 | 269 | 2796 | 268 | 0.445
enrich guest perception.
3- |Hotel marketing plan becomes more
effective  because of internet| 0% | 4% | 15% | 30% | 51% | 5.71 | 0.678
availability.
4- | The hotel l.Jses Webs!te optimization 0% | 206 | 250 | 319% | 4206 | 476 | 0565
as an effective marketing tool.
5- Th§ hotel uses ngSlte re-designs as 0% | 2% | 3% | 389% | 249% | 431 | 0.478
an internet marketing tool.
6- |The hotel wuses search engine
optimization as an  effective | 0% | 13% | 26% | 39% | 22% | 4.21 | 0.665
marketing tool.
7- |The hotel guest can make complete
online e-booking process through | 0% | 3% | 24% | 29% | 44% | 5.11 | 0.555
hotel website.
8- |Online guest purchasing decisions are
based on hotel brand names and | 0% | 6% | 29% | 26% | 39% | 4.99 | 0.887
online price comparisons.
9- |There are qualified and trained staff
to control and follow-up online | 0% | 0% | 29% | 49% | 22% | 4.54 | 0.856
guests.
10- [Internet electronic price (e-price) is | gop | 69 | 299% | 399% | 269% | 2.43 | 0453
taken into account among the factors
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that reflect online guest needs.

11- |Internet marketing tools increase
positively the guests' expectations of | 0% | 2% | 29% | 33% | 36% | 4.89 | 0.344
hotel services.

12- | The content of guests' e-word of
mouth and social media tools | 0% | 0% | 29% | 39% | 32% | 4.55 | 0.753
promote hotel reputation.

The analysis of respondent answers of ‘Electronic Marketing Practices’ is represented in the following points
(Table4):

The statement ‘Hotel marketing plan becomes more effective because of internet availability’ showed the
highest ROCE score of 5.71 compared to other statements, 51% of the respondents strongly agree, (30%) of
them agree, (15%) of them are neutral, and (4%) disagree.

The statement ‘Electronic marketing is the best of other marketing tools’ scored the second ROCE score of
5.31, (38%) of the respondents strongly agree, (46%) of them agree, (13%) of them are neutral, and (3%)
strongly disagree.

The statement ‘The hotel guest can make complete online e-booking process through hotel website’ came the
third wit a ROCE score of 5.11, (44%) the respondents strongly agree, (29%) of them agree, (24%) of them are
neutral, and (3%) disagree.

The statement ‘Online guest purchasing decisions are based on hotel brand and online price comparisons’
showed the fourth ROCE score of 4.99 among other statements, (39%) of the respondents strongly agree,
(26%) of them agree, (29%) are neutral, and (6%) disagree.

The statement ‘Internet marketing tools increase positively the guests' expectations of hotel services’ came in
the fifth order; ROCE score of 4.89, (36%) of the respondents strongly agree, (33%) agree, (29%) are neutral,
and (2%) disagree.

The statement ‘The hotel uses website optimization as an effective marketing tool’ scored the sixth, ROCE
score is 4.76, (42%) of the respondents strongly agree, (31%) agree, (25%) are neutral, and (2%) disagree.

The statement ‘E-marketing strategies intend to enrich guest perception’ scored the seventh with a ROCE
score of 4.68, (27%) of the respondents strongly agree, (46%) agree, (22%) are neutral, (4%) disagree, and
(1%) strongly disagree.

The statement ‘The content of guests' e-word of mouth and social media tools promote hotel reputation’ scored
the eighth ROCE of 4.55 among other statements, (32%) of the respondents strongly agree, (39%) of them
agree, and (29%) of them neutral.

The statement ‘There are qualified and trained staff to control and follow-up online guests’ came the ninth
with a ROCE score of 4.54, (22%) of the respondents strongly agree, (49%) agree, and (29%) are neutral.

The statement ‘Internet electronic price is taken into account among the factors that reflect online guest needs’
scored the tenth with a ROCE score of 4.43, (26%) of the respondents strongly agree, (39%) agree, (29%) are
neutral, and (6%) disagree.

The statement ‘The hotel uses website re-designs as an internet marketing tool in marketing plan’ came the
eleventh with a ROCE score of 4.31, (24%) of the respondents strongly agree, (38%) of them agree, (34%) of
them are neutral, and (4%) disagree.
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The statement ‘The hotel uses search engine optimization as an effective marketing tool’ came the twelfth with
a ROCE score of 4.21, (22%) of the respondents strongly agree, (39%) of them agree, (26%) are neutral, and
(13%) disagree.

Table (4) Analysis of Hotel Performance Criteria

PERCENTAGE N
L §3 g0
. _ b fe ~
No. Hotel Performance Criteria =23 & T s |3 ap & " 2 <
s 8| 3| 5|65F £ <3
S8 & 3| 2|22 54 R4
nhaol o z n o » a

04
1- Achieve hotel goals and aims. 0% | 0% | 15% | 18% | 67% | 4.55 0.743
2- New standard of hotel product. 0% | 0% | 3% | 48% | 49% | 4.46 0.561
3- Increasing of hotel market share. 0% | 6% | 2% | 48% | 44% | 4.15 0.998
4- Increasing of hotel sales volume. 0% | 0% | 6% | 32% | 62% | 4.52 0.659
5- Growth of total profit. 0% | 8% | 0% | 14% | 78% | 4.63 0.878
6- Growth in potential guests. 0% | 0% | 6% | 33% | 61% | 4.51 0.659
7- Maintain guest relations. 0% | 0% | 0% | 34% | 66% | 4.66 0.482
8- Improve marketing performance. 0% | 0% | 23% | 18% | 59% | 4.32 0.867

The analysis of respondent answers of ‘Hotel Performance Criteria’ is represented in the following points:

The statement ‘Maintain guest relations’ came first with a ROCE of 4.66, (66%) of the respondents strongly
agree, and (34%) agree.

The statement ‘Growth of total profit’ came second with a ROCE score of 4.63, (78%) of the respondents
strongly agree, (14%) agree, and (8%) disagree.

The statement ‘Achieve hotel goals and aims’ showed the third highest ROCE score of 4.55, (67%) of the
respondents strongly agree, (18%) agree, and (15%) are neutral.

The statement ‘Increase hotel sales volume’ was the fourth with a ROCE score of 4.52, (62%) of the
respondents strongly agree, (32%) agree, and (6%) are neutral.

The statement ‘Growth in potential guests’ scored the fifth with a ROCE score of 4.11, (61%) of the
respondents strongly agree, (33%) agree, and (6%) are neutral.

The statement ‘New standard of hotel product’ showed the sixth ROCE score of 4.46, (49%) of the respondents
strongly agree, (48%) agree, and (3%) are neutral.

The statement ‘Improve marketing performance’ showed the seventh ROCE score of 4.32, (59%) of the
respondents strongly agree, (18%) agree, and (23%) are neutral.

The statement ‘Increase hotel market share’ scored the eighth ROCE score of 4.15, (44%) of the respondents
strongly agree, (48%) agree, (2%) are neutral, and (6%) disagree.
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The above data analysis shows a positive relationship between electronic marketing practices and hotel
performance criteria. (Positive value for the correlation coefficient). The marketing practices variables have a
correlation with the hotel performance criteria. The value of the correlation coefficient (0.875) lies within the
range from +0.71 to +£0.92. Thus, the relationship between applying electronic marketing practices and hotel
performance criteria is high and significant (p-value 0.000 is less than alpha value 0.01).

It can be concluded that Hy is rejected and H; is accepted, so there is a significant positive relationship between
applying electronic marketing practices and improving hotel performance rate.

Conclusions

e According to the questionnaire forms distributed to hotel executives of the selected sample of five & four star
hotels in Hurghada, the five-star hotels (especially chains) use electronic marketing practices more effectively
than independent hotels.

e There is a significant relationship between electronic marketing practices and hotel performance criteria ; guest
satisfaction with e-marketing services occurs when a guest finds his need in his experience of using the services,
which is the result of the fulfilment of his expectations.

e The major benefits of applying e-marketing practices are: maintenance of the relationship with hotel guests,
growth of total revenues, and achievement of hotel goals.

e Some guests are not ready for making online e-booking of hotel rooms (especially Egyptians and citizens from
the Arab countries), The main reasons for that are lack of experience of online booking, need for advanced
personal advice, lack of trust and confidence in e-payment means, language barrier and visa obtaining
difficulties.

e There are many obstacles that prevent apply e-marketing practices in an appropriate way (especially in some
independent four star hotels in the selected sample), such as the high cost of the e-marketing application and
lack of e-marketing experts.

Recommendations

Based on the findings of this study, a number of recommendations can be formulated as follow:

e Marketing and communication through the internet are essential in the hospitality industry to enhance customer
purchasing decision.

e The website of a hotel plays an important role in influencing the decision making of a guest, so hotels need to
improve the quality of their websites and update content continually, the best hotel websites help potential
guests solve problems and make it easy for visitors to complete the travel planning process. So every hotel
website should include the following parts ®?: clear instructions (navigation, contact info, and calls-to-action),
visual content, social proof (testimonials and guest reviews), local insights and easily accessible (responsive
design).

e Internet marketing action plan should be adopted by the Egyptian hotel marketing teams in order to enhance
guest purchasing decisions.

e The internet plays an important role in enhancing guest value, improving guest satisfaction, and building guest
loyalty. So for an effective electronic marketing program, hoteliers will need internet marketing staff to keep
website current, fresh and appealing.

e The impact of e-marketing is very positive when the hotel web site is managed efficiently, and the e-marketing
service remarkably to satisfies customers of the hospitality industry.
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