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ABSTRACT

The use of social media has changed the way communication and interaction with each
other and also with business companies such as how hotel industries take place.
Currently, social media is the main tool in hotel industry in facilitating the marketing
besides being used in engaging with customers. Indeed, recent studies had discovered
that customers make decision largely based on the influence of user-generated content
and word of mouth. However, there are limited studies which examined the use of
Facebook as a tool to engage with customers especially in Malaysia. Thus, this study
aims at exploring the use of social media among Malaysian hotels and how these hotels
engage with customers through Facebook. Besides, this study also attempts to identify
the metrics used by Malaysian hotels to measure the engagement of their customers.
Data were collected through interview and content analysis over the Facebook page of
selected hotels. The results had indicated that hotels use Facebook as an important
communication tool to engage with their customers in various ways. Besides the
benefits, this study also discovered some difficulties faced by the hotels when they
communicate socially with their customers. On top of that, this study determined that
hotels measure their engagement with customers through Facebook in two ways: (i)
using software; and (ii) monitoring the page from inside. The results also had shown
that some of the hotels are confused about the way to measure the engagement, in
which they only focus on certain metrics while others are neglected. In a nutshell,
Facebook pages of Malaysian hotels have a relatively weak engagement with
customers especially in voice opinion and advocacy. In contrast, attitude expression
has a moderate level.
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ABSTRAK

Penggunaan media sosial telah mengubah corak komunikasi dan interaksi di kalangan
pengguna dan entiti perniagaan seperti industri perhotelan. Pada masa ini, media sosial
merupakan alatan pemasaran dan perhubungan utama dalam industri perhotelan.
Malahan, penemuan terkini menunjukkan tetamu hotel membuat keputusan berdasar
kepada pengaruh kandungan hasilan pengguna dan komunikasi lisan.
Walaubagaimanapun, kajian mengenai penggunaan Facebook sebagai alatan
perhubungan dengan tetamu terutama di Malaysia masih terlalu kurang. Maka, kajian
ini menetapkan matlamat untuk mengkaji penggunaan media sosial di kalangan hotel
di Malaysia dan bagaimana hotel-hotel di Malaysia berhubung dengan tetamu mereka
melalui Facebook. Di samping itu, kajian ini berhasrat untuk mengenal pasti metrik
yang digunakan oleh hotel-hotel di Malaysia bagi mengukur hubungan mereka dengan
tetamu. Data dikumpul melalui temuduga dan analisis kandungan terhadap laman
Facebook hotel terpilih. Dapatan kajian menunjukkan bahawa hotel menggunakan
Facebook sebagai alatan komunikasi penting untuk berhubung dengan tetamu mereka
melalui pelbagai cara. Selain dari faedah, kajian ini juga menemui beberapa kelemahan
ketika berkomunikasi dengan tetamu. Selain itu, kajian ini mendapati bahawa hotel
mengukur hubungan mereka dengan tetamu melalui Facebook dengan dua cara: (i)
melalui penggunaan perisian; dan (ii) pemantauan dalaman. Dapatan juga
menunjukkan bahawa terdapat hotel yang keliru mengenai cara mengukur hubungan
mereka dengan tetamu, mengakibatkan mereka mengambil kira metrik tertentu dan
mengabaikan yang lain. Kesimpulannya, penggunaan laman Facebook di hotel-hotel
di Malaysia mempunyai hubungan yang lemah dengan tetamu terutama dari segi aspek
pendapat dan sokongan lisan. Sebaliknya, penterjemahan sikap mempunyai hubungan
yang lebih baik.

Keywords: Media sosial, Facebook, penanda aras, Malaysia, hotel.



ACKNOWLEDGEMENT

In the name of Allah, the most Gracious the most Merciful, | would like to thank Allah
the Almighty for His blessings and help in completing this research by giving me the

strength and courage to accomplish this work.

| am truly grateful and in-debt to many persons that have encouraged me through this
hard yet challenging journey. Whilst being grateful to all of them, | must register my
gratefulness to some particular individuals. Special thanks to my supervisors Assoc.
Prof. Abdul Bashah Mat Ali and Dr. Kamarul Faizal Hashim, who have guided me in
every stage of the research process, and also provided constructive comments which
had helped me in leading this work to the right track. | am praying to God to keep them

safe from all harms. It has been an honor for me to work with them.

| would like to dedicate these years of hard work and persistence to my family
members — My father and mother (God's mercy upon their souls), my second mother
(Keffah), who endured many hardships to raise me. My warm thanks to my beloved
wife (Jihan) for believing in me and for her patience and support. I also like to dedicate

this work to my wonderful children Ahmed and Mayar.

Special thanks go to my brothers and sisters especially my elder brother Haider, my
father and mother-in-law; my brothers and sisters-in-law for their love and support.
My appreciation goes for my mentor, Prof. Dr. Jamal Al-Dabbagh for his kind

friendship and prayers.

| would also like to thank (Dr. Nassir, Waleed, Abbas, Mohamed, Hamzah, Saif,
Haitham, Ameen, Ali, Maher, Hussein, Ali, Hassan and Habib) and all my friends for
their love and support, my goal would not be achieved without them.

| dedicated this hard work to all those whom enriched my life, they were a true

blessing, God bless you all.



TABLE OF CONTENTS

PERMISSION TO USE- ..ottt I
ABSTRACT ..ottt b bbbttt bbbt reenes 1
ABSTRAK .t bbbttt bbb i
ACKNOWLEDGEMENT ..ottt sneeneas v
TABLE OF CONTENTS ...ttt Vv
LIST OF TABLES ...t VI
LIST OF FIGURES ..ot IX
LIST OF ABBREVIATIONS ..ottt X
CHAPTER ONE: OVERVIEW ..ottt st 1
0 1 (0T [ T 1 o o S SRS 1
1.2 BACKGIOUNT ...tttk ekttt n ettt ab et 1
1.3 Problem Statement and MOTIVALION. ........cooiiiiieniiiiiiiee e 4
1.4 ReSEArCh QUESTIONS ......oiiiictii ittt et te e ae e ebe e b e re e 4
1.5 RESEAICN ODJECLIVES ..ottt 7
1.6 SCOPE OF STUAY ..ot 8
1.7 Summary of the Chapter ONe.........cccocviiiiiice e 8
CHAPTER TWO: LITEREATURE REVIEW.........coiiiiiiee e, 9
P20 1 oo [0 od T o RSP TRURSRR 9
2.2 Information and Communication Technology (ICT) and Business............c.......... 9
2. 3WEBD 2.0 e 12
2.4 SOCIAI IMBAIA ...ttt reenteene e reenne e 14
2.5 Types of SOCIAl MEAIA ........ccoeiiiiiiiiie e 15

2.5.1 SOCIAI NEIWOIKS ..ot 16

2.5.2 BlOGS ..ttt 17

2.5.3 MICIO-DIOQUING ..ottt 17

2.5.4 Multimedia Sharing PIatform ..........ccccocoiiiiiii e 18



2.5.5 Rating and Review Platforms ..........cccccvveiieii e 18

2.5.6 Question and Answer Platforms ..o 19
2.5.7 Location Sharing and Annotation Platforms..........ccccccevvveninieiin e, 19
2.5.8 ONIINE FOIUM ..ottt 19
2.6 SoCIal Media BeNefitS ........ooiiiiiiiiiiesieiee e 21
2.7 Adopting Social Media in Hotels INdUSEIY ... 22
2.8 TOUrSM IN MAaIAYSIA ... 24
2.9 Previous Studies on Hotels and Social Media ...........c.ccoovvvveniieniinincie 28
2.10 Social Media ANAIYLICS .........coiveieiieiiecc e 30
2.11 Elements of the Facebook Page ..........cccvvveiieii i, 31
2.12 Previous Studies of Social Media MEtriCS........cccocevvveiiiieiieenieie e 34
2.13 Social Media ENQAgemMENT ........coviiiiiiiieieeee e 39
2.14 Adopted Social Engagement Benchmark ...........ccccoovevveieiieiieie e, 41
2.15 Summary of the Chapter TWO ...ccuciviiee i 44
CHAPTER THREE: RESEARCH METHODOLOGY ....ccccccccvviiiieeniieecieeeee 45
K300 A (11 0o [ od o] o PSSP 45
3.2 RESEAICH DBSION....cvviiiiii ettt s et e et e e nra e e e e nteeenre e e 45
3.3 Identification of Research Problem..........ccooveiiiiiiiiicee e 46
3.4 Benchmark for Measuring Social Media Engagement .............ccccoovvvneiiniennene 46
3.5 RESEArCh METNOU. ......ccveeiee e 47
3.5.1 Population and SAMPIE ........cveieeiiieciece e 49
3.5.2 Data COECLION .....oveieiiiiciee e 49
3.5.3 Data ANAIYSIS ...t e 51
3.5.4 Preparation of Final REPOIT.........cccooiiiiiiiiiieee e 53
3.6 Summary of the Chapter ThIee .........ccoveii i 55
CHAPTER FOUR: THE RESULTS.....ocoiiiiiicceee e 56
0 L1 0o [ Tod 1 o] o SRS 56
O 101 (=] Y =SOSR SRR 56
4.2.1 Demographic Profile of the Participants..........ccccccvvvieiieciic e, 57
4.2.2 Qualitative Data ANalySIS .......ccovivieiiiiiieiicec e 58



4.3 QUANTITALIVE ANAIYSIS....civieieiie s nreas 71

4.3.1 Profile of the Selected HOtEIS ........ccovoviiiiiiiiie e 71
4.3.2 Quantitative FINAINGS........cccoiiiiiiiee e 73
CHAPTER FIVE: DISCUSSIONS AND CONCLUSIONS...........cccoeoiiieiinnn, 89
5.1 INTFOAUCTION ..ttt bbb 89
5.2 Discussion on Research ODJECTIVES .........ccciiiiiiiiiiiieeee e 89

5.2.1 Research Objective 1: To understand how Malaysia’s hotel operators use
Facebook to socially engage with CUSTOMErS. ........cccoevvvvieieere e 89

5.2.2 Research Objective 2: To identify the technique used by Malaysia’s hotel
operators to measure their level of social engagement. ..............c.cce....... 92

5.2.3 Research Objective 3: To assess the level of social engagement between

hotel operators in Malaysia using FacebookK............ccccevvevvnreiininerinnne 95
5.3 Contribution of the StUAY.........ccceeiiieiie e 97
5.4 Limitations 0f the StUAY...........cooeiiiiiieee e e 99
5.5 Conclusion and FULUIE WOTK ......ccoeiiiiieicie e 101
REFERENUGES™Y. l.|.. W A0 . W A0 .. .Y 5. 103
APPENDIX A: INTERVIEW QUESTIONS........ccooiiiiiiiii e 127
APPENDIX B: INFORMED CONSENT FORM ......cccocoiiiiiiiiiiicceeee e 129
APPENDIX C: CATEGORIES FOR CONTENT ANALYSIS.......c.coevvevenne. 131

Vil



LIST OF TABLES

Table 2.1 The different between web 1.0 and web 2.0 (source: Barefoot and Szabo, 2010;

Bernal, 2009).......coiiiiiie ettt aenne s 13
Table 2.2 Summary previous studies in hotels and social media............ccccevvvvivivciiviieiennne 28
Table 2.3 Previous studies of social media metrics for measure the engagement.................. 36
Table 4.1 Demographic Profile of the Participants............cccccvvvveieie v 58
Table 4.2 Forty Hotels with its FaceboOK PagES........cccevviiiiiiieic e 71
Table 4.3 lllustrate the different number of likes for hotels pages .........ccccevvvviviieiivcieinene 75
Table 4.4 NUMDErs Of lIKES PEF POST.....ccuviiiieceee st st 77
Table 4.5 Numbers of COMMENLS PEF POST ......ocuviiiiiiciiiecee e 78
Table 4.6 Number of Shares PEr POST........ccvc i 80
Table 4.7 NUMbDEr O ChECK-IN ....ccoiiiii s 83
Table 4.8 The engagement INUEX .........coueiiiiireriierieree s 85
Table 5.1 The indicators (features) mentioned by partiCipants.......c....ccoevveesvesvenerenerennenns 95

viii



LIST OF FIGURES

Figure 2.1 Key social platforms (Wyrwoll, 2014, p. 20) .......ccoceieriieieieinicenese e 16
Figure 2.2 Example of a Facebook Timeline page (screenshot date: 28/10/2015) ................ 33
Figure 2.3 Different dimensions of proposed benchmark for measurement of social media

LT aTo oo =101 T=] o SRS RP TP 41
Figure 3.1 Research FrameWOrK ...........c.coiiiiieie ittt 46
Figure 4.1 lllustrate the interactive among the CUSTOMErS. ........c.cccecveieveeiiese e 60
Figure 4.2 Replay the customer’s comments by hotels ..o 61
Figure 4.3 lllustrate the percentage number of likes for hotels pages ........c.cocevevvivevieinnnne. 74
Figure 4.4 lllustrate the percentage number of check-in for hotels pages.........ccccccvvevvernnne. 83
Figure 4.5 The percentage of engagement INAEX ........ccovvvveiiieivieieciee s 87
Figure 5.1 Percentage of number likes per post for hotels.........c.cccccveviiieii v 97



ICT:

SNS:

MAH:

SMM:

UGC:

WOM:

LIST OF ABBREVIATIONS

Information Communication Technology
Social Network Site

Malaysian Association of Hotel

Social Media Marketing

User Generate Content

Word of Mouth



CHAPTER ONE
OVERVIEW

1.1 Introduction

The goal of this chapter is to address the context of this study. It begins with the
background of the study, deliberating the problem statement and motivation, outlining
the research questions, stating the research objectives, and underlining the scope of the

study. It also expresses the summarize of the chapter.

1.2 Background

The role of Information and Communication Technology (ICT) in tourism industry
plays a vital role as an effective marketing tool. Tourism is one of the major industries
that have been benefiting from ICT. Previous studies (Buhalis, 2003; Frew, 2000;
Liburd, 2005) discovered that ICT has been regarded as a tactical tool in helping and
facilitating tourism development. Recently, Leue, Jung, and Knowles (2013) found
that ICT with internet access is used in communication and sales in most sectors,
including those related to tourism. In fact, Law, Leung, and Buhalis (2009) earlier
discovered that ICT has become an important and crucial tool for competitive
processes in the tourism industry and hotel operators, in addition to managing the
marketing and distribution for firms universally. This means the process of managing,
developing, and marketing tourism destinations and products has been diversified
(DANTE, 2014). It is possible because the Internet is a huge repository of information
(Khatri & Mittal, 2015) that offers a global reach, is easily accessible, is cost-effective

and is convenient.
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