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Learning Objectives 

After reading this unit, the reader will be able to: 

• know the meaning of social media marketing and its importance for tourism 

and hospitality businesses. 

• outline the pros and cons of social media marketing for tourism and 

hospitality businesses. 

• understand the strategic use of social media marketing for tourism and 

hospitality businesses. 

• list the steps for tourism firms to follow when building social presence on 

social media. 

• remember social media optimisation principles. 

• analyse the mistakes that should be avoided in social media marketing. 

7.0 Introduction 

Social media refers to websites and applications that allow users to create and 

share content and information and participate in social interaction and networking. 

There are many different types of social media including blogs, business and 

professional networks like LinkedIn, image sharing websites like Instagram, microblogs 

like Twitter, review websites, social games, social networks like Facebook and video 

sharing platforms like YouTube (Visser, 2020).   The impact of social media on 

marketing communication has been proven to play an important role, especially in the 

tourism and hospitality industry. Social media has facilitated the interaction of 

businesses with customers via different internet platforms. Social networking sites 
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allow businesses, individuals and other organizations to communicate and interact with 

one another as well as to build communities and relationships online. The moment 

businesses join these social platforms, clients can interact with them in a direct and 

easy way. This interaction between customers and businesses can be more personal 

to clients than traditional methods of marketing. The world of the internet has evolved 

in such a way that billions of people can meet and share content on social platforms, 

making it a powerful online world.  

Not only social media allows businesses to promote their services or products, 

but also followers or users can post comments about a particular business, good or 

service being promoted, allowing companies to receive feedback on what they offer. 

In fact, social media users can consume, contribute to, and create content (Muntinga 

et al., 2011). There is no doubt that the advantages of using social media as a way of 

marketing would outweigh any drawbacks that might exist, as social media allow both 

marketers and customers to establish a strong relationship and engagement, allowing 

businesses’ services and products to reach potential customers and increase 

purchases (Ibrahim, & Ganeshbabu, 2018). 

In this module, you will learn how businesses, especially the tourism and 

hospitality businesses, can make use of social media as a way of marketing, as well 

as the main social media platforms or channels. 

7.1 Social Media Marketing Defined 

Social media is a group of webpages and applications that allow the creation 

and exchange of content on the internet (Kaplan and Heinlen, 2010). Social media has 

become a new method of communication in the 21st century, allowing people to 

express their ideas and beliefs in an easy and efficient way.  It is also a new 

communication and marketing channel for businesses. Social media marketing is part 

of digital marketing and e-marketing, but social media marketing is more dominant and 

popular nowadays for practitioners and researchers (Ibrahim & Ganeshbabu, 2018).  

The use of the internet by some businesses have had a great impact on how they work 

and promote their businesses, leading to the use of social media. Social media has 

also had a huge impact on businesses, as they have realized that unless they have a 

social media strategy and a right plan, they cannot stand out in the digital world. Thus, 
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in order to ensure a successful presence on social media, businesses have to take 

social media into account so that they can create awareness and promote their 

services and brands in a profitable way (Saravanakumar & SuganthaLakshmi, 2012). 

Marketing which takes place via social media is known as social media 

marketing. In other words, social media marketing can be considered as the use of 

social media channels to promote and foster a business’s products or services. Due to 

its consistency, reliability and instantaneous characteristics, social media has become 

useful way of reaching customers for businesses. Social media marketing has allowed 

businesses to target customers instantly, easily and effectively (Nadaraja & 

Yazdanifard, 2013). The huge growth of websites such as Facebook, Twitter or 

Linkedin have transformed the world into a new era. The global reach is amazing, so 

if Facebook were considered a country, it would be as large as India or China. Many 

people have argued that this has been the biggest change since the industrial 

revolution, allowing people to participate, communicate and create a community, as 

well as enabling businesses to make their services and brands known.  

7.2 Advantages and Disadvantages of Social Media 

According to Watson et al. (2002), cited by Nadaraja, &Yazdanifard (2013), due 

to the popularity of digital marketing, many businesses are exploring how social media 

can help them to promote their services and products to potential clients. 

Notwithstanding, it is of great importance for businesses to be aware of both the 

advantages and the drawbacks of social media marketing.  

The most important benefits of social media marketing for businesses are 

related to cost reduction, targeted market, social interaction, interactivity (Nadaraja, & 

Yazdanifard, 2013). 

Cost: According to Weinberg (2009), the major advantage of social media marketing 

is the low cost. The majority of social media platforms are free to use and access, 

leading people and businesses to create different profiles and post information. 

However, the cost of social media marketing depends on social media strategy of 

businesses. If a company wants to run advertising campaigns, the marketing cost of 
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social media would go up. if a business only wants to use the platform for public display 

of the businesses and products, the expenses would go down. 

Targeted market: Social media allows marketers to target audiences and clients 

based on their personal interests. With the use of social media marketing, marketers 

are able to effectively reach the audience who are most interested in what they offer. 

With such "smart" marketing and advertising, marketers effectively reach the people 

who are most interested in what they have to offer. Social media marketing can target 

users based on their location, demographic profiles and interests. 

Social interaction: One of the most remarkable benefits of social media is how it has 

created new ways of interactions. People spend more time online (chatting, sending 

and receiving emails or just seeing social media). Not only has social media changed 

the time people communicate online, but it has also broadened the group of individuals 

they communicate with, leading to new forms for behaviours to be influenced. 

Moreover, consumer behaviour studies have shown that the information provided 

online can influence buying decisions or the use of services. 

Interactivity: According to Steuer (1992), unlike listening to the radio or watching 

television, the interactivity of social media enables clients to be more than just passive 

receivers of information. For this reason, businesses can track users in social media 

to obtain data and analyse their activity regarding the content of a business. Sajid 

(2016) explains social media marketing is based on the attempt of using social media 

in order to persuade people to use a business’s service, items, brands or solutions. 

Different sectors are using social media marketing at different rates, and while many 

sectors have already started using it in order to get more customers, many still have 

not taken it as their top priority. As opposed to other conventional ways of marketing, 

social media marketing (SMM) offers many other advantages, among them are 

increasing subscribers/traffic, generating exposure for businesses, selling more items 

and solutions or popularity among people. Regarding social media marketing’s role of 

trends, we can find the following (Sajid, 2016): 

• Social media is used to create awareness and identity about the businesses, 

and the services, products or solutions that they offer. 
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• Social media creates connections with those people who may not know 

about the services or products of a business or what the businesses 

represent. 

• Social media represent a “real” business to clients. Businesses can 

introduce their newest products and get customer feedback instantly. 

• Social media provide constant connections with clients and customers. 

Social media also offer benefits for consumers (Hanlon, 2019, p.277): 

• Entertainment – to have fun.  

• Social interaction – to connect with others.  

• Information – to gain information. 

• Personal identity/status – to build online identity and recognised status. 

• Communication – to communicate with brands. 

• Community development – to be part of a community. 

• Remuneration/discounts – to gain offers and special deals.  

• Purchase – to shop. 

• Reviews and product rankings – to provide reviews.  

• Submit opinion on products/services – to share opinions.  

• Customer service – to seek customer service. 

The world of social media has given rise not only to opportunities and benefits, 

but also to challenges and complications for the social media marketing process. 

According to Nadaraja, &Yazdanifard (2013) the disadvantages of social media are 

time intensive nature, trust, privacy and security issues, trademark and copyright, and 

negative feedbacks. 

Time intensive: Time intensiveness of social media means that someone should be 

responsible for the monitoring of the online social platform. This person has to post 

product or service information to customers, answer questions and respond to 

comments. A business without a service to manage and control the social networks 

will find not be competitive. Thus, the most important thing to take into consideration is 

that social media is a tool that requires investment in personnel and other resources 

(Barefoot & Szabo, 2010). 
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Trust, Privacy and Security Issues: Utilizing social media to advertise a company's 

goods or services can also raise concerns about data security, privacy, and trust.  It is 

of great importance for businesses to be aware of these issues, as well as to take right 

and suitable measures to minimise their exposure to responsibility related to the storing 

and use personal data. Trust, which is directly related to security, is a significant factor 

in the online buying process. In general, users cannot smell, touch or feel the product 

or services. Even people cannot look into the salesperson’s eyes (Steinman & 

Hawkins, 2010). These forms of developing trust do not exist on the internet. A great 

number of people perceive internet as unsafe or an unreliable marketplace, and these 

perceptions sometimes stop potential clients from doing business on the web. 

Trademark and Copyright Issues: When marketers use social media, they should 

regularly take into account the monitoring of the use of their copyrights and trademarks. 

Social media opens your brand up to social media copyright and trademark 

infringement. Businesses ought to monitor third-party social media platforms and their 

own social media outlets in order to guarantee that they are not using content without 

owners’ consent and other social platforms are not using their content without 

permission. 

Negative Feedbacks: Social media can convert clients into advertisers and 

marketers, and customers can create negative or positive publicity for the business, its 

services and products, depending both on the quality of those products or services 

provided to the clients and on how the company is presented online (Roberts & 

Kraynak, 2008). 

One aspect of social media which is harmful to businesses and marketing 

campaigns relates to negative posts and comments on social media. Industry 

competitors or unsatisfied clients can post offensive or disparaging posts, comments, 

videos or pictures and there is not much that a marketer can do in order to avoid these 

occurrences (Cheunget al., 2009). Negative feedback cannot be ignored, so social 

networks should be managed well enough to rapidly answer and neutralise damaging 

comments or posts which takes time (HennigThurau et al., 2004). 
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7.3 Main Social Media Platforms and Features  

Mass media such as television, newspapers or radio have dominated the world 

and they still do. Notwithstanding, a new trend has developed: social media. Facebook, 

YouTube or Twitter are just a few instances of successful social media platforms which 

are used by a great number of people in the world. Actually, the number of social media 

users is continuously rising (Uitz, 2012). According to Lin & Rauschnabel (2016), since 

the early 2000s, many aspects of human societies  

Table 1: Main Social Media Platforms, Users and Features 

 
 Facebook Instagram Twitter YouTube LinkedIn Pinterest Snapchat 

USERBASE* 2.2 billion 
users 

1 billion users 330 
million 
users 

1 billion users 250 million 
active users 

200 million 
users 

200 million 
users 

GENDER 53 % 
Women 

51 %Male 53 % Male  62 % Male 56 % Male 71 % women  70 % Women 

AGE Most 
common age 
demographic 
25-34 

55 % of people 
18 -29 use 
Instagram 

35 % of 
users are 
between 
18 -29 

26 % of users 
are between 
35-44 

27 % (81 
million) of 
users are 
between 30- 
49 

Most 
common age 
demographic 
25-34 

7/10 users 
are 
millennials  

INCOME/ 
EDUCATION 

72 % of 
online users 
with an 
income of 
$75k+ use 
Facebook 

63 % of users 
earn over 
$50k 

56 % of 
users earn 
over $50k 

46 % of users 
earn over 
$75k 

44 % of 
users earn 
over $75k 

57 % of users 
have a four – 
year college 
degree 

62 % of users 
earn less than 
$50k 

GREAT FOR A variety of 
industries 
and 
businesses 
and B2C 
Marketing 

Demonstrating 
brand culture 
          . 
Engaging 
young 
audiences 
          . 
Showing 
Products 

Thought 
leadership 
        . 
Trending 
topics 
        . 
News, 
culture 
and 
events 

How-to 
     . 
Product 
reviews  
      . 
Gaming 
       . 
Entertainment 
       . 
Education 

B2B 
Marketing 
      . 
Recruiting  
       . 
Networking 

Retail sales  
       . 
Fashion, DIY, 
Home, 
Beauty and 
Food 
        . 
Showing 
Products 

Reaching 
young 
audiences 
    . 
Showcasing 
products & 
lifestyle 

IDEAL 
CONTENT 

Images& 
Videos 

Images & 
Videos 

Text, 
Links, 
GIFs, 
Short 
Video 

Video Short Blogs, 
Infographics, 
Images & 
Videos 

Images, 
Infographics 

Video 

ADVERTISING Solid -Best in 
the business 

Excellent, 
courtesy 
Facebook 

Decent Robust 
platform  
High ROI 

Strong – ROI 
not up to 
the mark 

Good if 
targeted well 

Expensive 

DRAWBACKS Clickbait & 
Fake News 

Limited user 
attention span 

Lack of 
security 
against 
trolls and 
abusers 

Videos can be 
expensive to 
make 

Largely 
focused on 
careers and 
jobs 

Very niche 
demographics 

Advertising is 
expensive 
         . 
Conent self-
destructs 
          . 
You cannot 
comment/like 
posts 

Source: Neher, 2019, p.61. 
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worldwide have been significantly influenced by the new internet technologies. Social 

media can be considered as one of the latest examples of the interactions between 

users and technologies which have changed societies.  Li and Bernoff (2012), as cited 

in Lin & Rauschnabel (2016), have used the concept “groundswell” in order to refer to 

a social trend, based on the use of social media technologies by part of people to 

obtain information they want from other users, instead of receiving the information from 

the public or typical professional sources. The term social media can be used in order 

to describe different platforms which enable users to – 1) communicate with other 

users, 2) publish and consume content, 3) interact with brands and businesses. The 

most common forms of social media platforms are opinion platforms, social networks, 

blogs and content sharing platforms. To access these social media platforms, it is 

necessary to use different devices such as laptops, desktop computers, tablets or 

smart phones (Lin &Rauschnabel, 2016). There are numerous social media platforms. 

The most outstanding social platforms, profile of their users and main purpose of use 

are given in Table 1. Also, pros and cons of various social media platforms in terms of 

social media marketing for tourism and hospitality businesses is provided below 

(Constant Contact, 2022). 

 

Table 2: Pros and cons of Facebook  

Pros 
Cons 

• It is easy to use. 

• The user base is large. 

• Business and personal pages 
can be separated 

• Any type of content can be 
posted: photos, videos or even 
links to other content, for 
instance, external context. By 
this way, people can see our 
products/services and we can 
increase the visibility of our 
business 

• Limited ability to customise the 
page. 

• It is a closed environment, that is, 
anyone can find a business’ page, 
but only Facebook users can like the 
page to receive the updates. 

 

Source: Constant Contact, 2022. 

Facebook: It is one of the largest of the social networks. Businesses should create a 

Facebook business page through Meta Business Suite. Facebook users can like a 

page in order to stay updated on promotions, information about the brands or services, 
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events, or just to show their appreciation. Facebook can be used to promote a 

business, display products, and get people's attention.  

Twitter: It is a real-time information network which enables users to discover and share 

interesting content through “tweets''.  Twitter has been considered as a microblogging 

service since it limits the status updates to a limited number of characters. Twitter is 

one of the quickest ways to reach people who might be interested in a business’s 

services, products or events. Moreover, this social network platform can be used to get 

real-time feedback from members, clients or event attendees. Nowadays, this social 

network is increasing the number of people who use it, so Twitter can be an interesting 

platform to show our products/services or to announce new promotions, events etc. 

Table 3: Pros and Cons of Twitter  

Pros Cons 

• Members and clients can “follow” a 
business without having to 
reciprocate. 

• The Twitter feed is public, which 
means that it can help a business 
to have a greater exposure in 
search results. 

• It is easy and quick to share links in 
order to help to spread a particular 
message to a wide audience. 

• The use of hashtags is 
implemented on Twitter, and its 
use is generalised, so we can use 
it with keywords related to our 
business to reach new people and 
increase our audience.  

• It is challenging to post something 
in a limited number of characters. 

• Users are vocal, which means that 
the moment they have a problem 
with a particular business or 
product, they can express it 
immediately. 

• It takes time to build active 
followers and it requires a daily 
engagement to share content. 

Source: Constant Contact, 2022. 

YouTube: It is the most popular video platform. Anyone who creates an account can 

upload videos. This social media platform makes it easy for videos of businesses to go 

viral through search engines or external sharing tools. It is easy to embed a video on 

a blog or website, and it can also be shared on Twitter, Facebook, or other social media 

networks. As Neher (2019) suggests, mastering YouTube can result in a million video 

views for your business. 
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Table 4: Pros and Cons of YouTube   

Pros Cons 

• The video can be shared on other 
social media platforms. 

• YouTube offers numerous ways of 
enhancement and editing 
characteristics which help users to 
make up more professional 
sounding and looking videos. 

• While a person does not need a 
YouTube account to watch videos 
and share them, it is necessary to 
create an account to publish them. 

Source: Constant Contact, 2023. 

Instagram: It is a photo-sharing app which lets users to take pictures and share them 

on the platform. In addition, users can apply filters to the pictures. Instagram also 

includes a storytelling function which enables users to share instant video clips. Owned 

by Facebook, Instagram has continued to grow steadily, and the visual format leads to 

high engagement rates. Thus, Instagram is powerful for visual businesses, yet many 

businesses are not still as active as they could be on the platform. The rise of Instagram 

influencers also means that many businesses rely on partners to promote them on 

Instagram (Neher, 2019). 

Table 5: Pros and Cons of Instagram  

Pros Cons 

• The platform encourages a more 
casual tone, and Instagram stories 
allow us to give followers a "behind 
the scenes" look at how our 
business operates. 

• The content may be accessed 
again indefinitely or until the author 
decides to remove it. 

• Instagram videos are significantly 
more likely to be watched because 
they are brief and bite-sized. 

• The user must register for an 
Instagram account before they 
may like or comment on a post. 

• Instagram videos challenge us to 
think of original ways to 
communicate our thoughts or 
messages in just 60 seconds. 

Source: Frith, Sabuni & Drumond, 2018. 

LinkedIn: LinkedIn is social network for professionals and businesses. Nothing else 

comes closer, and since the acquisition by Microsoft they’ve gotten more serious about 

rolling out new innovative features for users and businesses. Every business should 

have a presence on LinkedIn, but B2B businesses should see it as a strategic tool. 

With a renewed focus on the news feed, content, videos, and groups, LinkedIn is 

positioning itself as a bigger and more relevant business platform (Neher, 2019). 
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Table 6: Pros and Cons of LinkedIn  

Pros Cons 

• It allows networking opportunities 
and prompts direct business 
relationships. 

• It enables sharing of knowledge 
and expertise. 

• Ability to post blog-length articles 
to showcase expertise. 

• The B2B focus means the 
audience is limited. 

• Ads can be poorly targeted, 
leading to a potential overload of 
irrelevant content. 

Source: Digital Creative Mind, 2021 

Pinterest: Pinterest is still privately owned and arguably not as broadly popular as the 

other big networks. It is still large and growing and importantly, shows tremendous 

potential for businesses to organically promote their content. Pinterest is the go-to  

Table 7: Pros and Cons of Pinterest  

Pros 
Cons 

• As users are encouraged to 
discover content for themselves, 
there is not much emphasis on 
actively engaging our audience. 

• Images are hyperlinked to the 
original source. 

• Selective following adds appeal to 
the audience. 

• We need to ensure our imagery is 
well chosen, optimized and that the 
design is sharp. 

• Audience demographics can be 
limited. 

Source: Digital Creative Mind, 2021. 
 

website for recipes, style, home decor, weddings, food, shopping, design, and fitness. 

What makes Pinterest unique is that people are sharing content from the internet.  Over 

80% of pins are re-pins which means that it is where people go to share and discover 

things, they are interested in.  

7.4. Strategic Use of Social Media for Tourism and Hospitality Businesses 

 Tourism and hospitality businesses can use social media in five strategic ways 

which are explained below. 

7.4.1 Creating Awareness and Identity on Social Media 

 One of the most important advantages of social media for businesses is that it 

increases the visibility and awareness of the business. Firms can introduce their goods 
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and services, their location, new products and sales etc. The use of social media 

platforms such as Facebook, Instagram or Twitter allow businesses to be known and 

popular amongst the public. Only by a click of a mouse, users who are interested in 

the hospitality or tourism products and destinations, can glance through an ocean of 

tourism and hospitality service businesses, destinations, recommendations, 

comments, etc. Thus, the use of social media platforms as a way to make the business 

known is the perfect strategy for creating brand awareness and identity and introduce 

firms’ goods and services. Any change or innovation involving social media has been 

and is useful for the growth of a business’s page or account. It is important to use tabs 

and live videos for different social media pages. For instance, Facebook tabs have 

been created for companies in order to show and categorise distinct information in 

dissimilar pages on their timelines. The aim of Tabs is to display a variety of information 

as well as to inform the users or the audience of what a particular company has to 

offer. Different businesses are now capable of creating custom tabs which both engage 

the audience in entertaining and amusing ways and provide information (Jones, 2015). 

According to Huertas (2018), stories and live videos have some distinctive features 

which make it easier for the audience to publish and watch tourism experiences in situ. 

With regards to live videos, it is their immediacy that gives more credibility, proximity 

and authenticity to users and improves the tourism experience to a wider extent than 

common or normal videos. Virtual tourism not only gives more authenticity, but also 

produces more attraction to destinations and tourist businesses. Besides, live videos 

decrease the psychological distance between users and so they transmit more 

closeness (Mura et al., 2017 and Lim et al., 2012 as cited in Huertas, 2018) 

7.4.2 Listening and Engaging Customer on Social Media 

Social networks such as Facebook, Twitter or Myspace provides an interface 

between the business and the client. Many large enterprises have already updated 

social media pages for customer support and customer service. Through social media, 

tourism and hospitality businesses can engage in market sensing by which they get 

feedback regarding customer complaints, dissatisfactions, service failures. Firms can 

also get suggestions with respect to product improvements.  Many businesses are 

actively using social media platforms to get customer feedback and provide support 

services. Tourism and hospitality businesses can also engage customers by providing 
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information with respect to product updates, discounts, new products, loyalty programs 

etc. 

7.4.3 Promotion on Social Media  

Tourism and hospitality business can use social platforms as marketing 

communication channels. Through social media businesses can update customers 

with the latest information on new products, support services, promotions etc. 

Advertising in social media is another powerful and efficient way of marketing 

communication which creates and reinforces bonds between customers and firms. 

One of the best advantages of social media advertising is related to the ability to track, 

test, refine and target the advertisements with precision. For example meta pixel is 

considered as a data-gathering tool which is useful for making the most of the ads 

across social media platforms such as Facebook. Facebook meta pixel is able to 

collect information or data which is helpful to track conversions from optimise ads, 

Facebook ads, create targeted audiences for future advertisements as well as 

remarketing to users who have already taken action on the business’s website. 

Facebook meta pixel places and triggers cookies so as to trace the users as they 

interact with the business both off and on Facebook (Newberry, 2021).  

Influencer marketing on social media is another tool that can be used for 

promoting tourism and hospitality businesses. An influencer is someone who can 

influence and lead a large group of people. Influencer marketing is a type of social 

media marketing that involves paying influencers to promote a company's products to 

their followers. Their posts and recommendations regarding a product or business on 

different blogs or social media platforms make it possible for businesses to get a higher 

popularity and reach, leading to higher sales. Hiring influencers is the best strategy for 

a company to improve loyalty, visibility and sales increase. For that reason, it is of great 

importance to consider the possibility of working with famous (or non-famous) people, 

who can make a business’s products and services known and more popular through 

their personal accounts, leading to a growth of purchases (Català, 2019). The rise of 

the internet and the great penetration of smart phones in our lives, along with the 

appearance of RRSS in the last five years, are the main pillars on which the 

phenomenon of influencers is based nowadays. The youth have also entered the 
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digital world in a special way. It is here where the influencer phenomenon is more 

important and where the services and products are easier to promote. The capacity of 

certain people to obtain friends, likes and followers makes influencers look like new 

online marketing channels to promote the product and go further in less time and with 

a tighter budget than in more traditional campaigns (Català, 2019). The influencers can 

be divided on different groups depending on their number of followers and their size 

(Gundová, Minanová&Smutný, 2019): 

● Nano-influencer: up to 10.000 followers. 

● Micro-influencer: over 10.000 followers. 

● Macro-influencer: over 100.000 followers. 

● Mega-influencer: over 1 million followers. 

Clients watch their personal accounts, where they go, what they do or what they 

eat, among others, and try to find trends which clients may follow. Many of these 

influencers have a wide viewership on different social platforms such as Instagram, 

YouTube, Snapchat or Facebook. Businesses often opt for long-term collaborations 

with influencers, since it is more trustworthy and price-attractive for the users and 

clients in comparison to the traditional marketing ways and tools. It is very significant 

for influencers to like the services and products as even they use them (Gundová, 

Minanová & Smutný, 2019). According to Gundová, Minanová&Smutný (2019), the 

major power of influencers is that users see them as friends. People get to know what 

they do, their lives and know everything about them. Influencers have the power to 

introduce a particular service or brand to their followers, and they can become trust 

ambassadors. There is no doubt that influencer marketing is the new trend, which leads 

to the growth of the business. 

7.4.4 Selling on Social Media 

Tourism and hospitality businesses can use social media to directly sell their 

goods and services. Social media can be a hub for selling goods and services of a 

business (López, Quer& Valdés, 2016). First, social media can provide backlinks and 

tabs to website page of a business to encourage sales. Second, for easy direct selling, 
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businesses can create online shops that are linked to their Facebook or Instagram 

profiles. Creating an online store for either platform is free. Finally, business can create 

product picture and video catalogue on social media and sell directly to customers. 

According to López, Quer& Valdés (2016), it is not enough to open a business 

profile on Twitter, LinkedIn, Instagram, Facebook or other similar platforms: 

businesses also have to dedicate effort, time and resources to this labour if they want 

to be successful. When establishing a relationship with the client, it has to be based 

on quality content that is relevant to potential clients and in a continuous dialogue with 

users. The ultimate goal of this strategy is to awaken their interest in the company, to 

the point of encouraging them to buy the products or use the services that the 

businesses are offering. Selling on social media requires the following (López, Quer& 

Valdés, 2016): 

● Acquire digital skills: Businesses should go the extra mile in order to fully 

understand the new technologies and their applications, especially regarding 

the use of mobile devices (both phones and tablets). 

● Know how to manage social networks to get closer to users: To have 

success, the business must adapt to new media, for instance Facebook, 

Instagram or Twitter. Mastering the use of these social media platforms is 

essential to know more about potential customers: what they study, where 

they work or what contacts the business and the users have in common. 

● Change the chip in time management: Using social media platforms with 

fluency is not a skill that is achieved overnight. For that reason, it is required 

to reserve a part of the working hours for this task and spend time using 

them daily. 

● Bury the usual slogans: It is important to be aware that the argument "our 

company is the best" no longer works. Today, the client seeks to be helped 

and, above all, to be listened to. 
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7.5 Steps to Build a Presence on Social Networks 

It is important for a business to develop a plan before jumping into using and 

managing social media platforms. The guide below prepared by Frith et al. (2018) can 

be used by businesses in order to enter into the social media world. 

1-The first thing a business ought to do is to ask itself the following questions: 

• What do we have that is helpful and beneficial and how can we communicate 

it best?  

• What can we provide that no one else can? How do we stand out? 

A company must first define its business, benefits it provides to customers and 

competitive advantages relative to competitors. 

2-The second thing a business should ask itself is: 

• Who is the audience? – It is necessary to define the target market. 

• What does the audience expect from our business? 

For instance, applied to the tourism and hospitality sector, people may expect 

facilities closer to the city centre, lower price, car park, quick service, facilities and 

services for children etc.  

3-The third question would be: 

• Why is it important to go on social media? 

The main reason for using social media as a way of marketing is to: 

• Increase the brand identity and visibility of a business including its products 

or services. 

• Inform customers about products of business and its location. 

• Get customer feedback regarding company products and performance. 

• Drive traffic to the website of a business. 

• Raise the number of visits to the platform.  

• Create engagement and brand loyalty among customers. 
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4-The fourth question a business should ask itself is:  

• Which social media platforms are the best to show the content? 

• Which ones are best suited to what we offer? 

It is relevant to select the social media platform which is best suited to what the 

business offers. 

5- The final question is: 

• What resources can we assign to social media and when it is best to post 

content? 

Managing what to post and when to post on social media is very important. 

Moreover, the different social media platforms do not require to post in the same way: 

● Facebook: Once a day and four times per week is enough. It is necessary to 

focus on great content which can attract engagement. 

● Instagram: Once or twice a day. It is better to post pictures which tell stories 

as well as to make use of distinct pictures for each post. 

● Twitter: Re-publishing the same content can be possible. It is required to do 

so “as much as possible”, using images but sharing the same content/link. 

The last thing a business ought to do is to measure the success of the 

implementation of the plan by analysing the data. Data may relate to the number of 

interactions, the number of clicks or likes, the opinions and comments, re-tweets, etc. 

The analytics used by social networks are examined in module 10.  Through data 

analysis, a business is able to know if it is succeeding or not, and take actions on the 

matter by posting less or more, changing the approach of visuals and texts, posting 

different types of images or content. 

7.6 Social Media Optimisation Techniques 

Social media optimization (SMO) can be defined as a strategy for creating and 

engaging a community. By following a set of principles for making and sharing content 

through social media platforms, a business’s brand or service can become an active 
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voice in a community, leading to a rich and wide multitude of community interactions. 

The main goal of SMO is to encourage social media engagement and content sharing 

through different social media networks in order to reach popularity among the 

community of people who are using those social media networks (Young, 2016). 

Table 8: Differences between Search Engine Optimisation and Social Media 
Optimisation 

Search Engine Optimisation Social Media Optimisation 

On-site optimization Off-site optimization 

Search engine results Social media search 

Site structure Content 

Number of visits, site traffic Conversations, number of quality visits 

Measuring link conversion Building a community 

Marketing to search engines Marketing to targeted audience, 
community 

Source: Ubervu (2010) 

As it was explained before, SEO raises traffic coming from search engines for 

different websites.  However, as opposed to SEO, social media optimization (SMO) 

creates a web of interaction around a particular content by making it disposable and 

shareable through different social media platforms. It is significant to take into account 

the main differences between SEO and SMO, shown in the Table 8 above (Ubervu, 

2010). 

People are more and more aware of the power and benefits of using social 

media to spread content about a particular service or product, so it is important to 

consider the different techniques of social media optimization (Young, 2016). Table 9 

shows some criteria that can be used for choosing various social media platforms. 

Below are some principles that can be used when using social media for marketing 

purposes (Young, 2016). 

● Create shareable content: Make available and shareable content by first 

identifying and making web sites which can be shared via social networks. 

For instance, news articles which are important to the community or items 

from digital collections. We should regard the content must be unexpected, 

authentic and new, and by this way the audience will feel they are obtaining 

privileged information. 
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● Make sharing easy: Put different tools in place in order to foster sharing 

content at the point of use. This will be helpful to decrease barriers to share 

by benefiting from sharing characteristics built into different major platforms 

like Twitter or Facebook. 

 

Table 9: Choosing the Right Social Media Platform for Businesses 
 

 Facebook Instagram Twitter YouTube LinkedIn Pinterest Snapchat 

POSTING 
FREQUENCY 

1-4x per week 1–7x per 
week 

2-10x 
Per day, including 
retweet & replies 

Weekly or when 
applicable 

1-7x per 
week 

3- 14x per week 4-7x per 
week 

WHEN TO POST When relevant to 
audience 

When 
audience is 
online 

Spread throughout 
the day 

When audience is 
online 

During 
business 
hours 

Spread 
throughout the 
day 

When 
relevant to 
audience 

USE OF 
HASHTAGS 

Limited search 
functionality. 
Recommended: 1-
2 per post. 

Recommende
d: 20-30 per 
post 

Recommended 1-2 
per tweet 

Use in descriptions. 
Recommended: a 
handful per upload  

Recommen
ded: 1- 5 
per post 

Recommended: 
3- 5 per post 

Not 
popularly 
used 

BEST 
PERFORMING 
CONTENT 

Photos  
     . 
Videos 

Photos 
       . 
Short videos 

Questions 
       . 
Multimedia 

Product Reviews 
      . 
How-to Guides 
       . 
Educational videos 

News 
     . 
Updates 
     . 
Articles 

Style 
    . 
Home 
    . 
Food & Drink 
     . 
Beauty 

Fun& 
playful 
     . 
Lenses & 
filters 

IDEAL VIDEO 
LENGTH 

1 Minute for video 
5+ Mins for Live 
Video 

30 seconds 
 

      45 
 Seconds 

  2  
Minutes 

1- 2 
Minutes 

Based on source 
video 

10 seconds  

CONTENT TIPS Thumb-stopping 
power 
        . 
Short & catchy 
Videos & images 
        . 
Respond to 
comments 

Real photos of 
real things 
        . 
Use hashtags 
        . 
Single focus 
of image 

Mix content  
        . 
Retweet 
        .  
Reply and 
participate 

Clear purpose for 
video 
       . 
Compelling storyline 
        . 
Add variety to video 
topics 

Positive& 
relevant 
content 
    . 
Add images 
& video 
     . 
Value for 
audience 

Variety of 
content  
     . 
Create multiple 
boards 
    . 
Curate content 
from other 
sources 

Capture 
attention 
     . 
Showcase 
business or 
product 
     . 
Fun& light 

AUDIENCE 
BUILDING TIPS 

Post Consistent 
and engaging 
content 
         . 
Boost posts 

Use hashtags 
        . 
Engage with 
audience 

Tweet more often 
        . 
Use hashtags and 
participate 

Optimize for search 
      . 
Post conc-sistently 

Add 
contacts to 
your 
network 
     . 
Engage via 
comments 
and groups 

Post often 
    . 
Create 
searchable 
descriptions 

User-
generated 
content  
     . 
Cross-
promote on 
other 
platforms 

Source: Neher, 2019, p. 62. 

● Proactively share: It is relevant to understand the interests of the 

community through different methods such as surveys or focus groups, and 

then follow through with content sharing and interactivity. 

● Reward engagement: It is involved in the monitoring of the community 

interactions on different social media networks and in the recognition and 

reward of users who are engaged with the content. For example, a business 

can listen to the community by monitoring community conversation through 

the use of hashtags, content mentions, etc.  
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7.7 Things to Avoid: Social Media Mistakes 

Businesses should be aware of the common mistakes that both individuals and 

companies make in social media platforms in order to avoid them. Among them, the 

most common mistakes are as follow according to Friedman (2015): 

Treating every platform, the same: Every social media site is different from the rest, 

and that is why it is necessary to approach them differently. For instance, in Twitter, it 

is required to get to the point quickly as there is a character limit to post the message. 

However, Facebook platform does not have a character limit, providing businesses 

room to expand. On the other hand, Facebook sometimes hides content when posting 

too much, and as a result, users may not see it, and this does not happen on Twitter. 

This is why businesses should take into consideration every nuance of each platform. 

Posting too frequently - or not frequently enough: It is indispensable to have a 

balance. Flooding followers with Facebook posts or with tweets may be tiresome. 

Equally, being out of sight is not correct either. If a business does rarely post, followers 

will forget about its services or products. This is why considering a balance is 

significant. 

Using poor spelling or incorrect grammar: It is relevant to project a professional 

image to followers, and bear in mind misspelt words or grammatical errors when 

posting. 

Failing to use hashtags: When people are on social sites such as Instagram or 

Twitter, they try to become part of the conversation. The use of hashtags enables more 

users to see the contributions to that particular conversation. For instance, if a person 

tweets something without a hashtag, only that person’s followers would see it. 

However, if a person uses a hashtag, many people could be exposed to what he or 

she has to say. 

Posting offensive or inappropriate material: A business can quickly ruin years of 

goodwill if the social media platforms are used in order to post something which users 

may find offensive.  



 

22 

7.8. Reporting and Analysis on Social Media 

According to Chen, Cheng & Chen (2018), when thousands and million 

audiences make use of social media in order to cooperate, produce and share different 

contents, the messages create a big unprecedented dataset through the record, 

automatic categorization and preservation by the social media platform. The data 

which is generated by social media includes both the content produced by people as 

well as the metadata produced by machines. The data sets are enormous in variety 

and quantity, and Manovich (2012, p. 2) named it as “Social Big Data.” Through this 

data, the huge amount of imagination, facts, opinions and feelings that users have 

produced can be seen (Yang and Hhao, 2016, p. 2). 

Social media analytics could be considered as an emerging field to which 

researchers have given different opinions. For instance, Zeng et al. (2010), cited by 

the previous authors, have stated that social media analytics refers to a set of skills for 

evaluating and developing informatic tools as well as to developing frameworks to 

visualise, collect, analyse, monitor and summarise social media data. Many 

researchers have discovered that social big data analysis has faced different 

challenges. Among them are the difficulty applying automated technologies in the 

process of dataset derived through human behaviour, the complexity and enormity of 

the data, and the transparency and completeness of the data (Chen, Cheng & Chen, 

2018). 

Social media analysis involves the following stages according to Chen, Cheng & Chen 

(2018): 

1. Data processing: This includes five elements: Algorithm (which means that 

social media platforms will use variables and a formula in order to calculate 

social interaction), Data/Metadata (the structural message of the data or in other 

words, the data about data), Interface, Protocol (which joins the data formats of 

distinct systems and it also directs user behaviour in a favoured direction) and 

Default (which refers to the software which has the function of directing the 

user). 
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2. Data collection: It is concerned with the process of monitoring, tracking, 

cleaning, mining and arranging the digital footprints which are left by different 

social media platforms or users, then making them into targets for analysis. 

3. Data clean-up: Every dataset can include characters, icons, numbers or other 

formats. Due to the fact that social media data has a wide amount of non-

structural data, researchers have to clean that data. The main objective of 

cleaning the data is to convert the data into an easy-to-process scale. 

4. Data selection: It takes place when researchers recognize and keep 

corresponding columns with analysis requirements. 

5. Data filtering/sifting: Researchers give instructions to keep or eliminate data. 

6. Data integration/separation: Researchers have to separate or combine 

distinct columns or make new columns for analysis. 

7. Data metrics: The metrics are normally used as research variables. For 

instance, the Facebook monitor integrates the number of dropped messages, 

the quantity of the clicked “like” button or the number of “shares”. 

8. Data analysis: It is based on the analysis of the data. There are different types 

of data analysis: temporal analysis (it observes the social media data in a 

particular period of time), relational analysis (it uses the relational data produced 

by the social media platform whose main objective is to observe the relational 

context among social platform users), numerical analysis (it shows the 

relationship between the data dimensions through statistical results) and 

sentiment analysis (researches correlate the selected target vocabulary and its 

effect, that is, whether the text has a positive or negative effect). 

As far as Instagram analytics is concerned, Bellavista, Foschini & Ghiselli 

(2019), carried out an analysis of an Instagram account in order to have an evaluation 

of it. As shown in Table 10, they focused on different aspects: analysed period, posts, 

followers, post like average, max liked post, max post reachability, weekly profile 

visitors, engagement rate and new reach users. Through this analysis, the success or 

failure of a particular Instagram account can be measured. 
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Table 10: Instagram Account of a Business  

 Normal Activity 

Analysed Period 22 months 

Posts 130 

Followers 541 

Post Like Average 94 

Max Liked Post 130 

Max Post Reachability 550 

Weekly Profile Visitors 100 

Engagement Rate 5% 

New Reached Users 15% 

Source: Bellavista, Foschini & Ghiselli, 2019. 

Through this analysis they found out that the Instagram account was not so 

successful in growing a business.  

With regards to Facebook platforms, there are different views to see if a 

particular Facebook page is being successful or not (Youth Tech Health, No Date): 

● Calculate monthly fan growth: a business can be aware of the success of 

a page by recording the numbers of “Likers” (or fans). 

● Look at the virality of the posts: this will be useful for a company in order 

to have a better idea of what kind of content the viewers like or what type of 

content is more popular. 

● Find out who likes the page: by going to the Likes tab, a business can take 

a look at the fan base. Is that the audience the business expected or not? 

● See how people get to the Facebook page: by going to the reach tab and 

scrolling down to external references, a business can see how users got to 

the business’s page from outside links. This will be helpful as the business 

is aware of how well it is doing in relation to having a voice in social media 

platforms 

Finally, regarding Twitter platform, through analytics, it will be observed the 

following (Castelló-Martínez, Pino-Romero & Ramos-Soler, 2014): 

• The number of followers that the Twitter account has and the accounts of 

other users who follow. 
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• The number of tweets, re-tweets, mentions and use of hashtags. 

• Determine the frequency of publication and interaction on Twitter by part of 

users. 

7.9 Conclusion 

 The purpose of this module is to demonstrate how tourism and hospitality 

businesses can make use of social media as a way of marketing. For this purpose, you 

were first provided the basics of social media marketing including the context and 

positives and negatives of SMM and fundamental social media platforms commonly 

used by companies. Once the main issues discussed, you were given information 

about what kind of strategies can be used to develop SMM for tourism and hospitality 

businesses. Next, you were explained social media optimisation techniques, and given 

information about best practices for tourism and hospitality businesses. Finally, when 

conducting SMM, the issues that need to be considered or the possible mistakes that 

needs to be avoided were discussed and how SMM activities can be reported were 

explained thoroughly.  
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Evaluation Questions 

1) Which of the following social media platform has as disadvantage in terms of limited 

number of characters in a post? 

 

a. Facebook 

b. Twitter 

c. Instagram 

d. Blog 

 

2) Which of the following term refers to people who can influence large number of people 

through their posts and recommendations regarding a product or business on social media 

platforms? 

 

a. Influencers 

b. Post blogs 

c. Mailing 

d. Using “Google Business Profile” 

 

3) Which of the following is a mistake in social media marketing? 

 

a. Treating every platform the same 

b. Interacting with users 

c. Dividing audiences based on their interests 

d. Incorporating external links 

 

4) Social media marketing is marketing which takes place via _____. 

 

a) Skype  b) Letters c) Social media   d) E-mails 

 

 

5) The main goal of _____ is to encourage social media commitment and content sharing 

through different social media networks in order to reach popularity among the community of 

people who are using those social media networks. 

 

a) Social media optimization b) Facebook c) Search engine optimization d) Pay per click 

 

 

6) Social media marketing has allowed businesses to target customers instantly. 

a) True    b) False 

 

7) The last step to build a presence of a brand in social media is to define what a business 

wants to communicate and find the best style to show the content online. 

a) True    b) False 
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8) Which of the following is a technique for social media optimization? 

a) Make sharing easy 

b) Proactively share 

c) Create shareable content 

d) All  

a) cabd   b) abdc   c) bcda d) dacb  

9) What is the correct order of steps for businesses to build their social media presence?  

a) Knowing the audience 

b) Deciding the role and importance of social media for the business 

c) Defining the business and benefits a business provides to customers 

d) Selection of social media 

e) Assigning resources and creating content 

 

a) cabd b) abdc c) bcda d) dacb 

 

10) What strategic marketing purposes can tourism businesses use social media for? 

a) Creating identity and awareness 

b) Listening and engaging customer 

c) Social selling 

d) Promotion 

e) All 


