ABSTRACT

Background: Hotel guests are ultimately seeking the best qualities to receive satisfactory

and comfortable facilities during their stay and how internet and
and their decision making processes forl

accommodation selection. In this era of digital development in technolog

to information through communication channels that are very much available at fingertips.

Thus, the present study focuses on

pivotal role for hotels and business to build

trust and establish credibility with their guests. In today’s scenario and age, it is a common

tool for guests to research about hotels while choosing an accommodation and this is the

reason, why social media marketing tools are so important.
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Design: The data for the present research paper was collected from the

visited different hotels in India. The age range of the respondent is 18 to 60 years.

Tools and Technique: Digital platform Google form was used for the development and
distribution of questionnaire to the respondents. The structured questionnaire was framed

ith closed-ended questions and was filled up by the respondents in the month of November
and December, 2020. The questionnaire was divided into two sections. The first section

consisted information on the demographic profile of hotels guest. The second section

consisted of closed ended questions on the impact of features of hotel on Social media

marketing on consumers selection of hotel for their stay on a Likert Scale of 1 to 5, where 1 is

Strongly Disagree, 2 is Disagree, 3 Neutral, 4 Agree and 5 is Strongly Agree.

Data and Statistical Analysis: The primary sources of data collection was structured
questionnaire and secondary sources of information were national and international journals,

Government reports, published research articles, theses, books, websites, magazines,

newspapers, etc. Weighted Mean method was used to analyse the data.




RESULTS AND DISCUSSION

To fulfil the objectives of present work, a structured questionnaire was distributed through
online platform i.e. Google Forms to 150 respondents in the month of November and
December, 2020. 120 out of 150 respondents had filled and submitted the questionnaire.
Table 1 illustrates the demographic profile of guests of different hotels. The obtained datal

81.7% of respondents were unmarried and 18.3% are married. The respondents who were
surveyed sums to 55% as undergraduate, 19.2% graduate, 19.2% postgraduate and 0.8% of
the respondents having doctorate degree. The surveyed statistics shows that 83.3% of the
respondents reside in urban area, whereas 16.7% resided in rural area. The surveyed statistics
shows that 68.3% of respondents were students, 13.3% of respondents were in Government
job, 16.7% respondents were working in private sector and 1.7% of respondents are running
their business. 64.2% of respondents were not earning, 6.7% of the respondents were having

an annual income of less than 3 lakhs, 25% between 3 to 10 lakhs and 4.2% of respondents

ere having an annual income of more than 10 lakhs.

The first objective of the study was to identi
and this objective has been achieved with the review of

past literature. From the review of previous researches on social media marketing on hotels it

has been found that Youtube, Facebook, Twitter, Instagram, Telegram, Snapchat etc. were




Table 1: Demographic Profile of Respondents

Variables
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Marital Status

ducational Qualification

Area of Residence

Occupation/Profession

Annual Income

18-40 years
41-60 years
Above 60 years

Unmarried

Married

Urban
Rural

Student]

Business|
Retired

Not Earning

Less than 3 Lakh

3-10 Lakhs

More than 10 Lakhs

Number (%) (n)

85(70.8%)

35 (29.2%)
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Features of Hotel on SMM (Social Media
Marketing)
which influences your hotel selection.

Weighted

Total Weighted Mean




Number of responses
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Likeability of the location of the hotel
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Likeability of hotel’s facilities




Number of responses

48
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Likeability of online reviews & feedback
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Likeability of link to the websitr for room reservation option




Number of responses
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Likeability of link to the websitr for room reservation option

Number of responses
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Likeability of the upcoming events & entertainment information
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Number of responses

41
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Likeability of availability of contact information on social media marketing

Number of responses

48
33
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Likeability of promotions & price information

D




From the review of previous researches on social media marketing it has been found that

'Youtube, Facebook, Instagram, Twitter are the common social media marketing

making decision regarding the stay. The second objective of the study was t
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