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Greetings

Evgenios C Evgeniou
CEO
PwC Cyprus    

Evgenios C Evgeniou
CEO
PwC Cyprus    

The continuous adaptation to                 
ever-changing market and business 
conditions is key to growth and 
success.

The Cyprus tourism industry is 
weathering a highly competitive and 
continuously changing world 
environment because of its widely 
recognised competitive advantages. 
The challenge the industry now faces  
in order to maintain its momentum, is 
to differentiate its services by 
adjusting to current trends, thereby 
allowing it to further evolve and excel.

The effective use of Social Media is a 
key trend affecting business success, 
particularly of tourism players. This is 
especially the case for Cyprus hotels 
which have been building their brand 
on a visitor-centric approach.

The report “Capturing the Social Media 
use in the Cyprus Hotel Industry” that 
we hereby present aims to map the use 
of social media in the Cyprus hotel 
industry and to offer insights into how 
hotels can benefit from social media 
tools in implementing their business 
strategies.

As part of our organisation’s goal to 
contribute to our country’s sustainable, 
long-term growth, we are particularly 
proud to have conducted this research 
and we are  confident that it will help 
one of the core sectors of the Cyprus 
economy to continue to prosper.

We hope you will enjoy the report.
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Partner
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Greetings

The last years have seen an impressive 
increase in the use of social media 
brought about by the rapid development 
of new technology and communication 
platforms and the ease of access to these 
tools by the masses. The wide spread use 
of Social Media makes very obvious the 
benefits to be gained by businesses that 
engage in their effective use and 
management, in maintaining brand 
perception, promoting their services, 
and engaging in personal or targeted 
communication. According to research 
the majority of consumers believe 
recommendations from friends and 
family over all forms of advertising.

The increasing tendency of people to use 
Social Media to share their vacation 
experience and to research their holiday 
destination makes their use particularly 
important for the Travel & Hospitality 
industry. Hotel operators simply cannot 
ignore the impact of the new technology 
trend on their business. 

The benefits that social media can bring 
to hotel businesses are numerous. Most 
importantly it is a simple, cheap and 
extremely effective marketing and 
promotion tool.

Petros C Petrakis 
Partner 
In charge of Hospitality & 
Leisure Group 
PwC Cyprus

Through social media customer 
relationships can be improved, and 
customer service can be personalized. It 
can form a strong tool to build up 
reputation and be comparable to 
competition while at the same time it 
gives the opportunity to improve 
through feedback obtained. 

A hotel business’s social media activity 
can also involve business risks if not 
properly managed. The most obvious 
risk being the creation and maintenance 
of inactive pages, and of course being 
vulnerable to negative feedback. It is 
also important to note that social media 
encompasses legal risks that should be 
properly addressed (e.g. copyrights, 
data security etc.).

This survey maps the level of utilization 
of Social Media in the Cyprus Hotel 
industry through desk research 
combining the results to views  
collected from hoteliers directly. 
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It is well known that social media have 
changed the travellers’ decision process. 
This “trend” has significantly impacted 
the tourism industry, and the role and 
use of social media in the tourists’ 
decision making, and in tourism 
management have been widely 
discussed. Social media’s content is 
mainly generated by the public.  
Content is distributed to the masses on 
the Internet free of charge. Social media 
includes written publications, video 
segments, and audio clips, and various 
other types of social media outlets 
including blogs, content sharing 
portals, social networks, and 
professional networks. This survey 
reviewed and analyzed the extent of 
Social Media utilisation by hotels in 
Cyprus. The findings of the survey can 
contribute to the industry as well as to 
the sector professionals in order to set 
their “agenda” of promoting their 
product and services within a 
challenging world.

Greetings

Petros Lois
Associate Professor
Head of Accounting 
Department
University of Nicosia

Petros Lois
Associate Professor
Head of Accounting 
Department
University of Nicosia



Recognizing the importance of the tourism industry in Cyprus, PwC Cyprus in cooperation 
with the PwC Chair in Business Research at the University of Nicosia, have conducted 
studies in recent years that aimed to highlight key topics and challenges affecting the 
Cyprus Hospitality industry sector. The latest work carried out contemplates the utilization 
of Social Media (SM). 

The tourist/visitor-centric approach that most hotels adopt requires the utilization of SM. 
SM refers to all the websites and online applications that enable the creation, the exchange 
and the sharing of user generated content (UGC).

The objective of this study is to map the utilization of SM usage in the Cyprus Hotel 
industry based on the results of two different but inter-related research approaches that 
supplement and complement each other.

The first approach encompasses a quantitative desk research of the 3*, 4* and 5* hotels in 
Cyprus (as listed in the official register of the Cyprus Tourism Organisation), which maps, 
on the basis of a scoring scale, the overall utilisation (“High, Medium, Low”) of SM by 
hotels in Cyprus. The methodology used is presented in the appendix of the report. 

Low – Score between 0% and 39% denoting inexistent, incomplete or seriously lacking SM 
utilization for these hotels

Medium – Score between 40% and 69% denoting an adequate to very good SM utilization

High – Score between 70% and 100% denoting an excellent to flawless SM utilization

Below are some key observations from the first part of the study:

1. Cyprus hotels of Seaside Districts show a higher SM utilization than mountain or city            
hotels.

2. There is a clear relationship between hotel categories and the quality of their SM         
utilization. The higher the category, the higher the SM utilization of these Hotels.

3. The majority of Hotels are ranked in the “Medium” range which means that although 
SM utilization of these Hotels could be considered adequate, essentially the building 
blocks for an excellent SM presence are there and just need to be taken advantage of.

4. 74% of 4* hotels are ranked in the “Medium” range, indicating that the higher the Hotel 
category the better the SM presence. The activity of the 4* star hotels’ pages, shows that 
there is a favourable SM environment which they need to administer strategically.   

Executive summary
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5.  Facebook remains by far the most popular SM tool. Numerous hotels are 
utilizing many of its advanced features, an observation that implies that Facebook 
has reached a certain level of development and maturity.   

6.  Tendency by most Hotels for better utilization of TripAdvisor even by those 
that do not have strong presence in the other SM. 

7.  Many hotels do not seem to be using a structured marketing strategy on SM 
utilization. 37 out of 48 Hotels ranked in the “Low” range category received a 
score between 0 and 25 out of 100, denoting no overall marketing strategy on 
SM use. Also 25% of the hotels seem to have SM strategy implemented through 
synergy measures, interlinking all SM with the hotels’ website and with each 
other.

8.  There is a tendency for many hotel owning companies to have a parent 
company SM presence and not separate pages for individual hotels within a 
group. This approach limits the scope of the SM coverage for the individual hotels 
and impacts negatively on the creation of individual hotel branding.

9.  Extremes: 9% of the hotels under study have no SM presence at all, whereas   
almost 9% have active presence in all SM. 

The second part of the study encompasses a more targeted survey aimed at 
capturing more qualitative aspects; it looks at the views and aspirations of hotels 
about the use of the SM. As it comes out of the responses received to a short 
questionnaire addressed to hotel executives that had the responsibility of SM 
usage/operation of their hotels, the main reasons for their use are primarily for 
advertising purposes and for the improvement of their existing products/services 
through customer feedback log. 90% of respondents reported that they have 
developed a specific strategy which the use of social media is based on, while 75% 
of hoteliers responded that their SM utilisation had a large or very large impact 
on their business. Another important finding was that hotels appear to encourage 
their customers to use their social media pages through the use of the free WiFi 
they provide and through promotional material placed in guests rooms. 

Clearly hotels in Cyprus not only do they recognise the importance of SM but they 
also have a strong presence when it comes to their utilization. However, the study 
sheds light on important elements, that are often neglected by hoteliers, which 
could enchanced the hotels’  presence in SM, had they been looked at in a more 
focused manner.
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Introduction

Despite the global economic uncertainty, according to statistics released by the
World Tourism Organization (UNWTO), international tourists arrivals grew
by 4.4%  in 2015 reaching total 1,184 in 2015. Some 50 million more tourists
(overnight visitors) travelled to international destinations around the world last
year as compared to 2014. 2015 marks the 6th consecutive year of above-average
growth, with international arrivals increasing by 4% or more every year since
2010. This proves the size of the opportunities for tourism and the hotel industry 
in particular.

There is no doubt that SM have made a huge impact on the tourism industry. 
Tourists engage with social networking sites to research trips, make informed 
decisions about their travels and share their personal experiences of a particular 
hotel, restaurant or airline. TripAdvisor in particular has had a wide-reaching 
effect on the industry. It has tenths of millions unique monthly visitors who are 
actively seeking out travel information and advice from the sources they trust the 
most: other tourists and holiday-makers. With more than 385 million (June 2016, 
source: Tripadvisor Factsheet, www.tripadvisor.com/PressCenter-c4-Fact_Sheet.
html) reviews and opinions posted on TripAdvisor to date, and more than 1,71bln 
monthly active users on Facebook (June 2016, source: http:/ newsroom.f b.com/
company-info/) posting updates and sharing images, social media is dominating 
the industry.

Recognising the importance of SM, PwC Cyprus in cooperation with the PwC 
Chair in Business Research at the University of Nicosia conducted this relevant 
thematic research at hand. Its objective is to map the utilisation of Social Media by 
the Cyprus Hotel Industry based on the results of two surveys which supplement 
and complement each other.
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Firstly, a desk research was conducted aiming at gathering and analysing 
information already published on the internet regarding the online presence
of hotels through their activities in SM such as Facebook, TripAdvisor, 
Instagram, FourSquare, YouTube, Twitter, Others, Blog. The research examined 
a population of 159 hotels located in all 6 Districts of Cyprus (Ammochostos, 
Larnaca, Limassol, Nicosia, Paphos, Troodos) in the 3*, 4* and 5* categories, as 
listed on the Cyprus Tourism Organisation web-site. The research consisted of 
three stages: data collection, establishment of a detailed hotel scoring system 
and analysis of data gathered based on the specifically developed scoring 
system. Additionally, in order to identify whether the SM are part of a greater 
marketing plan of the hotels, the synergy between the existing profiles of each 
hotel was evaluated. Due to the rapidly changing world of SM, a three stage data 
collection approach was followed in order to validate the research results. More 
specifically, the data used for the scoring system of the hotels was gathered in 
three different time periods: in December 2015, January 2016 and subsequently 
during the scoring stage in March 2016.

A second, more targeted research was made aiming at identifying more 
“qualitative” aspects of SM utilisation by hotels in Cyprus. The research was 
conducted through a structured questionnaire which was sent electronically to 
Cyprus hotels requesting that it was responded to by hotel officers responsible      
for SM.

This survey provided useful information regarding the SM strategy of hotels 
in Cyprus as well as the potential prospects for their future development. As 
explained in the relevant section of the report, the sample of this second survey 
is too small to allow us to safely draw general conclusions; this part of the study 
rather provides a perception of what practices are currently being followed in 
the industry.
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The Study

Part A - Desk research: Mapping SM utilization 
by hotels in Cyprus

Scope of work 

The purpose of this part of the study was to map and analyse the current level 
of SM utilization by Cyprus hotels. To this end, a comprehensive grading system 
has been developed in order to quantify and assess the level of each hotel’s SM 
utilization. The scoring system aims at assessing how each hotel is standing in the 
Cypriot SM map and how it compares across the sector. The scoring system does 
not evaluate the effectiveness of each hotel’s SM utilization plan, although some 
preliminary conclusions can be drawn on this aspect. 

The population of the hotels which have been examined in the context of this study 
comprise 159 hotels in the 3*, 4* and 5* categories as appearing in the official 
website of the Cyprus Tourism Organisation.

5* 4* 3* Total
Ammochostos 6 21 36 63

Nicosia 1 3 4 8

Larnaca 1 6 4 11

Paphos 10 18 15 43

Troodos - 1 6 7

Limassol 7 8 12 27

Total 2 25 57 77 159

Methodology 

The first task of this study encompassed data collection highlighting each hotel’s 
online resources such as website and external reservation systems, and SM 
platforms utilization at a specific point in time. This task which involved accessing 
and researching each hotel’s relevant website was performed in December 2015. 
The main aim for this initial stage was the collection of data on the usage of the 
SM tools that would form the basis of the scoring system as explained in detail in 
the Appendix.

The second major task was to establish the hotel scoring system. In every 
comparative research study some form of scoring is always an essential 
component in producing concrete and useful comparative results. 
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This is particularly relevant in the tourism/ hotel industry in which businesses of 
the sector rely on the internet to provide the bulk of potential customers, engaging 
in heavy spending to utilize the online resources available to them. An essential 
component of the scoring system was to assign an importance coefficient to 
each SM based on various recent studies on SM popularity and usage around the 
world and with a particular focus on the Hotel industry as well as the exercise of 
professional judgment by the research team. Detailed analysis of the considerations 
governing the scoring system and the relative importance of each SM can be found 
in the Appendix (page 40). It should be stressed that the scoring system grades the 
hotels social presence, i.e. the degree at which the hotels under study use the SM 
tools available to them and not the efficiency or the effectiveness of using those 
tools.
 
The setting up of the scoring system was followed by the individual scoring of 
each hotel. Scoring was based on the initial data collected in the first stage and 
compared to the more recent data collected during January 2016, approximately 
one month after the initial data collection. In March 2016, further data was 
collected and comparison was performed for most hotels during the scoring stage  
in order to identify any potential differences from the previous observations. This 
three- stage approach of data collection added to the credibility and reliability of 
the information used for the study.

Based on the above described methodology, the following rating categories were 
determined:

Low – Score between 0% and 39% denoting inexistent, incomplete or seriously 
lacking SM utilization for these hotels

Medium – Score between 40% and 69% denoting an adequate to very good SM 
utilization

High – Score between 70% and 100% denoting an excellent to flawless SM 
utilization

The SM tools that were chosen to evaluate SM utilisation by each hotel (including 
their importance coefficient in brackets) are the following: 

FaceBook (0.31), TripAdvisor (0.31), Instagram (0.12), FourSquare (0.08) You Tube 
Channel (0.05), Blog (0.01), Other (Printerest, Google +, Linkedin) (0.03).

Limitations and other considerations

The desk research presented in this section encompasses the following limitations:

 • During the three months of the study, several changes have been observed 
in relation to the SM utiliation level for many of the hotels in the research 
population. A number of hotels had to be revisited individually as there were 
changes that affected significantly the overall score.

 • Hotels that have multiple presence in SM were graded together. For example, a 
few Hotels have an individual Facebook Page and also maintain a group page, 
thus the two were examined together as a whole.

 • The nature of SM operation makes the results and conclusions time sensitive.
         The SM map is rapidly maturing and changing so the validity of the results  
         of this study needs to be re- evaluated regularly. 

 • The scoring system is based on professional judgement exercised taking into 
consideration factors as presented in the Appendix.



12   PwC Cyprus

Due to the nature of SM, there are other matters to consider in analysing and 
interpreting the study findings:

 • Although the data collected for this study clearly reveals certain SM trends 
for each hotel, one must bear in mind that particular hotels may have readily 
established customer loyalty schemes and may acquire their customers 
relying on more traditional means. Such hotels will have lower expectations 
from SM and thus it is logical not to use them with the same intensity as 
others.

 • The issue that always prompts further discussion in SM studies such as this 
one is the degree at which a hotel’s actual situation is consistent with the 
“social”

         image shown in the various SM that hotels utilize. No matter how
         efficiently a hotel plans and executes its marketing plan, the actual quality 
of
         services delivered to customers will always be the decisive factor which
         determines if a hotel is good or bad. In the case of Hotels that continuously 
         provide low quality services, even the most complete and elegant
         SM utilization will usually present few benefits.

 • SM utilization is more or less mandatory nowadays, however their use does 
not necessarily guarantee success in realizing one’s goals.
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Part B - Perception on SM utilisation - structured questionnaire approach

The second part of the study refers to the perception of hotel industry participants 
on social media. Twenty two hotel officers and executives responsible for 
their hotel’s social media operation participated in the survey via a structured 
questionnaire which was sent to them electronically. The particular questionnaire 
covered aspects of social media use by the specific hotels which are detailed in this 
part of the study. The limitation of this second part of the study is the small sample 
of completed questionnaires received which does not allow the extrapolation of 
comments which would help the drawing of safe conclusions. A summary of the key 
characteristics of the hotels within the sample is presented below:

%

5* 50

4* 35

3* 15

Total 100

Hotel Category

%

Up to 50 5

51-100 20

101-150 20

151-200 15

201-250 25

251-300 10

Up to 300 15

Total 100

%

Paphos 55

Limassol 20

Ammochostos 15

Nicosia 5

Larnaca 5

Total 100

District

Number of rooms
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18 (11%)

81 (51%)

60 (38%)

Part A - Desk research: Mapping SM utilisation by hotels in Cyprus

Social Media Utilisation 

Social Media Utilization: Cyprus View

Key findings

Chart 01 - Hotel Social Media Utilization for the whole of Cyprus

The majority of hotels ranked in the “Medium” category (Total 81 out of 159 hotels, 
51% of total). 

Hotels ranked in the “Low” category comprise approximately 38% of the total. This 
percentage is broken down further, by category and individual social media type, 
in the sections that follow. This statistic could imply that there are many hoteliers 
that do not seem to value SM usage and the many benefits they can bring or that 
they may have weak administrative capacity which limits their ability to maintain 
and manage several SM profiles.

High 
          
Medium

Low
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Social Media Utilisation – District View

Chart 02 - SM Utilization per District 

Ammochostos (Total 63 Hotels)

In the Ammochostos district the two top - graded hotels are not 5* hotels, which 
comes in contrast with the general conclusion that the higher the hotel category the 
better the SM presence. One is a 3* hotel and the other is a 4* hotel. Out of the top 
ten rated hotels for this District, three are 5* hotels, four are 4* hotels and three 
are 3* hotels. On the other end, the bottom ten comprise nine 3* hotels and only 
one 4*, which is consistent with the initial findings. A general comment for the SM 
situation in Ammochostos would be that many of the Hotels in this District do seem 
to need enhancement and modernization of their SM presence and usage. 

Larnaca (Total 11 Hotels)

The most significant finding for this District is that even though there are no hotels 
ranked in the “High” category, very few hotels received a truly low total score. 
Indeed, the lowest ranked hotel in this District received a score very close to 30%, 
denoting that the situation in this particular District though not satisfactorily good,    
it is not bad either.

High 6

High 8

High 1

High 3

Medium 32

Medium 8

Medium 10

Medium 4

Medium 25

Medium 2

Low 25

Low 3

Low 9

Low 3

Low 15

Low 5

0 10 20 30 40

Ammochostos (Total 63)

Larnaca (Total 11)

Limassol (Total 27)

Nicosia (Total 8)

Paphos (Total 43)

Troodos (Total 7)

Key findings



Limassol (Total 27 Hotels)

The District of Limassol appears to be the most balanced and “socially minded” of 
all the Districts of Cyprus. The four top - rated hotels in the study as well as 5 out 
of the 10 top rated hotels in Cyprus are located in Limassol. 15 out of 27 Hotels did 
score above 50%, whilst only 3 Hotels showed a totally inadequate SM utilization, 
with scores under 10%. On the basis on these findings it appears that Limassol 
Hotels are better informed or convinced about the potential benefits of SM; it also 
appears that most hotels are placing greater emphasis in enriching their social 
presence.

Nicosia (Total 8 Hotels)

Only 1 out of 8 hotels in Nicosia managed to rank in the “High” category and also 
only one of these hotels achieved an average score lower than 10%. This District 
generally needs to revive the SM presence to achieve higher scores. In any case, the 
general scores appear to be better compared to Larnaca or even Paphos. 

Paphos (Total 43 Hotels)

A very low 7% of hotels ranking in the “High” category clearly shows that Paphos
hotels are lacking compared to most of the other Districts with the exception of 
Troodos. 35% of the hotels in Paphos achieved scores between 50 – 69% which 
shows certain dynamics for these hotels, but there are also 7 hotels with a total 
score lower than 20%. Given the high number of hotels in this District and the 
largely touristic character of the area, it is evident that the Paphos District presents 
opportunities for SM usage enhancement and modernization.

Troodos (Total 7 Hotels)

All 7 hotels in the Troodos District have scored less than 50%, a figure that clearly 
marks this District as the poorest one in terms of SM utilization. The fact that 2 out 
of 7 hotels in this District do not have any Social presence whatsoever reveals a 
low investment in SM, which may be partly explained by the traditional nature of 
the hotels in this area that may still be gaining customers through more traditional 
channels. In any case, the Troodos District appears to be considerably lacking 
behind in SM utilization when compared to other regions in Cyprus.

16   PwC Cyprus
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Social Media Utilisation – Hotel category

Chart 03 - SM Utilization per Hotel Category, Cyprus view

High 32%

High 12%

High 4%

Medium 60%

Medium  74%

Medium 31%

Low 8%

Low 14%

Low 65%

5* Hotels

4* Hotels

3* Hotels

Only 18 hotels were ranked in the “High” category, comprising approximately 11% 
of the total population. These hotels appear to have an excellent SM usage that only 
in a few cases may need fine tuning if it was to reach best practice levels.



18   PwC Cyprus

5* Hotel ranking

The situation in this hotel category seems to be generally adequate, with only 
8% of hotels (2 hotels) scoring a ‘‘Low’’ total score. The lowest score observed in 
this category was 21,8% which means that it can easily be improved should the 
management of the hotels decided to revamp their SM resources. On the high end, 
8 out of 25 hotels scored a total of over 70% whilst the majority of hotels (15 out 
of 25) scored “Medium”. It must be noted that 8 out of these 15 hotels achieved 
a score of over 60%, which largely places them on the high end of this category. 
This statistic shows clearly that there is a relationship between the Hotel category 
and the quality of SM usage. It seems that 5* hotels do possess the know how and 
the resources and place greater emphasis in implementing an effective SM plan 
through more comprehensive approaches compared to 4* and especially 3* hotels.

4* Hotel Ranking

A vast 74% of 4* hotels ranked in the “Medium” category, illustrating again that
 the higher the hotel category the better the SM presence. Out of this population 
13 hotels (23%) have achieved scores between 60 – 70%  and only 16 hotels (28%) 
received average scores lower than 50%. These figures show significant dynamics 
for most of the 4* hotels that need to be taken advantage of. Hotels could plan their 
SM administration strategically in order to increase their impact in the SM world.

3* Hotel Ranking

In contrast to the 5* and 4* hotels, 3* hotels in their vast majority rank in the “Low” 
category (50 out of 77 hotels). Only 3 out of 77 hotels rank in the “High” category 
with an overall excellent SM foot print. The remaining hotels (24 out of 77) rank 
in the “Medium” category with half of these achieving a total score of over 50%. 11 
out of 77 hotels (14%) in the “Low” category have achieved a total score below 11%, 
which denotes an almost non- existent social presence and further illustrates the 
positive correlation between hotel category and SM presence.
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Out of the 159 hotels of the study 9% had no SM presence at all. This means that a 
Hotel does not have any account in the SM under study, and those that do maintain 
Profiles have not updated it for at least 2 years. From the overall Social mapping, 
various useful statistics can be derived concerning the state of each hotel’s social 
presence. For the purposes of the study, SM such as FourSquare, TripAdvisor or 
Instagram that auto- generate Profiles and Hotel Pages are not taken into account 
as active Social Media even though the Hotels do receive word of mouth and other 
limited Social coverage. These SM will be deemed positive only if there 
was evidence of the hotel’s direct involvement in the generated Pages/Profiles.

Total number of hotels without any social presence: 14

Extremes

Zero Social presence

5* Hotels without social presence 0

4* Hotels without social presence 2

3* Hotels without social presence 12

Paphos 1 Hotel (4*), 2 Hotels (3*)

Ammochostos 1 Hotel (4*), 4 Hotels (3*)

Limassol 3 Hotels (3*)

Nicosia 1 Hotel (3*)

Troodos 2 Hotels (3*)

Breakdown by Hotel category and District

Active presence in all Social Media

A relatively very low number of hotels (only 14 out of 159 hotels) have an active 
presence in all the SM applications/platforms under study. Half of these are 5* 
hotels, five out of 14 are 4*hotels and only two are 3* hotels.

Total number of hotels with active presence in all SM under study: 14



5* Hotels 7

4* Hotels 5

3* Hotels 2

Paphos 3 Hotels (5*), 1 Hotel (4*), 1 Hotel (3*)

Ammochostos 1 Hotel (4*)

Limassol 4 Hotels (5*), 3 Hotels (4*), 1 Hotel (3*)

Breakdown by Hotel category and District

An active presence in all SM does not necessarily warrant an overall high grade 
in the study’s scoring system. This is due to profiles that remain largely inactive 
and without regular posts, but the hotel’s social presence is deemed to be positive 
overall because of the “Word of Mouth” effect that this presence creates.

20   PwC Cyprus



Capturing the Social Media use in the Cyprus Hotel Industry   21 

30 (18,87%)

82 (51,57%)

47 (29,56%)

One interesting finding from the Facebook ranking of hotels is the fact that 
approximately, a not negligible, 10% of all the hotels (16 out of 159) do not have a 
Facebook presence at all, neither as an individual hotel nor as part of a Group. Two 
of these hotels maintain a simple profile that one needs to be a “friend” to see it but 
both profiles seem inactive for some time.

Another interesting statistic is that the vast majority of hotels that have a Facebook 
presence use Facebook Tools (e.g. Events, Notes, Reviews, Apps, etc.) in one way or 
another. In total 31 hotels (19,5%) in total do not use Facebook tools at all (2 5*, 7 
4* and 22 3* hotels).

As far as regular posts are concerned, 53% of hotels (85 in total) frequently update
their Pages with new posts. In more detail:

Almost daily posts: 29% (46 hotels of which (11) 5*, (19) 4*, (16) 3*)

Bi-Weekly and weekly posts: 24% (39 hotels of which (7) 5*, (20) 4*, (12) 3*)

Chart 04 - Facebook Utilization, Cyprus view

High 
          
Medium

Low

Individual Social Media types
Facebook Utilization Level 

The sheer volume of Facebook users globally is enough to justify it being in the top 
of any SM campaign regardless of the market. It is estimated that worldwide, there 
are over 1.49 billion monthly active Facebook users (MAUs) which represents a 13 
percent increase year on year (Source: Facebook as of 30/6/15). Essentially, this 
means that regardless of the individual demographics of these users, Facebook is 
simply too big to ignore. Furthermore, Facebook has added more useful features 
that could be seen as tailor- made for Hotels, the most important one being the 
Reviews system that in a way offers competition to TripAdvisor. Hotel Facebook 
Pages have started to incorporate these reviews in their Profile.
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TripAdvisor Utilization 

It would not be an exaggeration to say that TripAdvisor has actively changed the 
hotel industry and is gradually becoming one of the most important components 
in any H&L Social Media utilization plan. The current worldwide statistics 
clearly demonstrate TripAdvisor’s power to influence decisions of potential hotel 
customers. Also the manner in which the hotel management responds to positive 
and more importantly- negative reviews can form the difference between a new 
customer and a lost one.

Chart 05 - TripAdvisor Utilization, Cyprus view

TripAdvisor started as a simple directory (listing of hotels). As such it does 
not allow the creation of personal or company profiles by its users. However, 
Tripadvisor is considered to be a Social Media platform, since it now exhibits
 most characteristics that define all other Social Media (i.e. interaction among 
users, social dialogues etc.)

In the case of TripAdvisor, the majority of hotels score medium scores, while 
the hotel distribution is more uniform than that of Facebook. A relatively high 
percentage of hotels (29%) have achieved High scores of 70% and more, denoting 
an increased sensitivity towards this particular SM. The nature of TripAdvisor is 
of particular importance, since it is unlikely that a hotel continuously receiving 
negative reviews would continue to remain inactive towards them. In this 
particular study, many of the lower ranking hotels seem to have acknowledged 
the importance of TripAdvisor and closely monitor and administer the hotel’s 
TripAdvisor profile.

An interesting observation regarding TripAdvisor’s utilization is that a relatively 
high number of hotels have received positive ratings and/or Certificates of 
Excellence but they have not taken advantage of this. Their profiles are either 
working on auto - pilot leaving all the work to the users, or are underutilized. 
Also there are cases where the profiles are not linked with the hotels’ websites 
and other SM, which would enable them to invite potential customers to see the 
positive reviews and awards or to  write reviews and thus continue the positive
 Word - of - Mouth momentum for the Hotel.

High 
          
Medium

Low

46 (28,93%)

62 (38,99%)

51 (32,08%)51 (32%) 46 (29%)

62 (39%)



Capturing the Social Media use in the Cyprus Hotel Industry   23 

Instagram Utilization

Instagram is easy to use and has 200 million active monthly users (source: CNBC). 
The ability to post photographs with a simple click of a button on one’s smartphone 
or tablet makes Instagram a growing and particularly attractive SM for most of the 
hotels worldwide. However, as it is indicated below from the results of this study, it 
appears that most of the Cyprus hotels are not utilizing this tool adequately.

It can be seen that, the majority of hotels ranked in the “Low” category. This may 
be explained by the fact that Instagram is a relatively new SM tool. However, 
Instagram is rapidly gaining popularity and this seems to have been recognized at 
least by many of the SM- sensitive hotels in the study.

It is useful to note that only 3% of the hotels (6 in total) received a score of zero 
for Instagram utilization which denotes no presence in this particular SM for 
these hotels, while another 49% (78 in total) received scores between 10 and 20, 
denoting a flawed utilization or no utilization at all of Instagram and its features. 
These figures are particularly high for a quickly maturing SM like Instagram which 
gains popularity and its usage figures grow day by day.

Chart 06 - Instagram Utilization, Cyprus  View
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YouTube Utilization

It is observed that the vast majority of hotels rank in the “Low” category with
75 out of 99 hotels in this category receiving a score of zero, denoting that they
have no YouTube presence at all apart from the random videos posted by third
parties and/or cooperating websites, Profiles and Blogs. This is a rather strange
observation as the “social” value of videos and multimedia content is undisputed
and also YouTube is heavily supported by Google which indexes videos and makes
them appear high up in search results.

Optimized online videos, indexed and searchable through search engines should 
be used as an extension of the SM strategy. In this particular study, few of the 
hotels in Cyprus care to maintain an active YouTube Channel and most Channels 
that exist contain years- old videos. However, it must be stressed that all 39 hotels 
ranked in the “High” category do seem to acknowledge YouTube’s power with
relatively active Channels and interlinking of videos between Channel- website and
other SM Profiles.
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Chart 07 - YouTube Utilization, Cyprus view
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Twitter Utilization 

Although Twitter is generally advertised as probably the most popular SM after
Facebook, this is clearly not the case for the Cyprus hotel industry. It can be 
argued that, maintaining a Twitter Profile does not present significant added
value and in general most of the tools that Twitter offers, can easily be found in
Facebook. However, Twitter has its fans and so a well - maintained Twitter
Profile might present Hotels with a few more potential customers, keeping 
in mind Twitter’s rising usage figures worldwide.

Out of the 69 hotels, 54 do not have a Twitter profile at all or they barely maintain a 
continuously active profile. This is in contrast to worldwide statistics which show a 
continuous increase in Twitter’s usage.

Chart 08 - Twitter Utilization, Cyprus view
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FourSquare Utilization

Similar to TripAdvisor, FourSquare, is considered to be a SM platform,
since it  exhibits most of the characteristics that define all other SM.

FourSquare resembles in nature to TripAdvisor in that it auto generates, profiles 
when users check-in or if they post comments or ratings for a hotel. Although 
FourSquare is an important SM for the Hotel Industry, its effectiveness depends 
more on its users than the Hotel Management or their SM administration. However, 
since it is available, a Hotel should be able to make most out of it through a series of 
simple steps. The hotel could create and maintain a FourSquare Profile comparable 
to the ones in TripAdvisor. Through this Profile Tips (comments) can be managed 
and answered, a significant number of photos can be posted and more check - ins 
and reviews may be encouraged.

Chart 09 - FourSquare Utilization, Cyprus  view
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Of the 74 hotels that ranked in the “Low” category, 32 hotels achieved scores 
lower than 14%, denoting that they do not have a FourSquare Profile at all or the 
generated profile does not contain ratings, tips or photos. Only 12 out of 159 hotels 
are ranked in the “High” category, something which denotes that hotels do not 
seem to acknowledge the potential that this platform has in regards to creating 
positive “word of mouth” or attracting new customers.

Synergy between Social Media

Apart from the individual SM utilization figures presented and discussed in the 
previous sections, the synergy between SM (i.e. the combined usage of various SM 
by a hotel) is of high importance. In this particular study, it has been observed that 
that the majority of hotels in Cyprus rank in the ‘‘Medium’’ and ‘‘High’’ categories, 
hence it appears that they view the synergy between their SM Profiles as generally 
important for their marketing plans. Whether this synergy was the result of 
deliberate decision of the management rather than coincidental is an interesting 
question that could form the subject matter of additional research and analysis.

Chart 10 - Synergy between SM, Cyprus view

 48 (30,%)

76 (48%)

35 (22%)

111 out of 159 Hotels ranked in the ‘‘High’’ and ‘‘Medium’’ categories, denoting 
certain sensitivity in the ways their SM utilization will impact their general 
strategic marketing plans.

37 out of 48 Hotels ranked in the ‘‘Low’’ category received a synergy score
between 0 and 25, denoting no overall marketing strategy based on a structured 
SM utilization. 9 of these hotels also show an almost non- existent presence in SM.
 
40 out of 159 Hotels seem to have a planned SM strategy that they implement 
through Synergy measures, interlinking all SM with their website and with each 
other (achieved scores of 65+ in Synergy).
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Social Media Popularity - Cyprus view

SM popularity for the whole of Cyprus

As it can be seen from the above chart, TripAdvisor is the most commonly used
SM by the hotels in the study. It is thought that the main reason for this is
that TripAdvisor has an advantage when compared to the other SM because it
essentially depends upon external input to create a hotel profile, which in turn
can be appropriated and further enhanced by the hotel management. Given that
TripAdvisor is currently one of the most important SM for the hotel industry, it
is logical to conclude that usage of this particular SM will be further enhanced
in the coming years, with more hotels administering their TripAdvisor Profiles
themselves.

The same conclusions can also be drawn for Foursquare usage, which is a similar 
SM to TripAdvisor, which creates Profiles as soon as any user makes a check-in or 
rates a Hotel.

Facebook remains by far the most popular SM that does not auto- create Profiles 
and Pages, like Trip Advisor and FourSquare. One must create and manage a 
Facebook Page manually and thus, the vast majority of Hotels seem to prefer it 
among the popular SM. However, as it was noted in previous sections, almost 10% 
of the hotels still do not have a Facebook presence (16 out of 159).

Chart 11 - SM Popularity for the whole of Cyprus
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105 out of 159 (66%) hotels is considered to be a satisfactory ratio for Twitter 
usage, a SM that is not preferred by the hotel industry for reasons discussed in 
previous paragraphs. Taking this into account, one could conclude that even 
though it is clear that hotels in Cyprus do not place the same importance on Twitter 
that they do for other SM, they still invest at least in keeping an adequate profile, 
even though in many cases these profiles are inactive.

Instagram seems to be trailing vis-a-vis the most popular SMs since the majority of 
hotels do not use it. Again, like TripAdvisor and Foursquare, it is an SM that auto- 
creates profiles, that have to be administered by the hotel, which implies that usage 
statistics for Instagram could go up in the near future. Given the gradual transition 
from desktop computers to mobile devices taking place nowadays, it is reasonable 
to expect Instagram’s rapid growth in future. 

As regards other SM, Google+ needs specific attention. This particular SM shows 
clear growth dynamics as many hotels recognise its importance in its ability to 
interconnect with other Google services.

Capturing the Social Media use in the Cyprus Hotel Industry   29 



30   PwC Cyprus

This section presents how each District in Cyprus scored on average against of the 
main SM platforms. The average score per SM is calculated by dividing the total 
score with the number of hotels in each District. This can produce useful statistics 
on the average usage per district, revealing particular trends or expertise towards 
certain SM platforms across Cyprus.

Individual SM Utilization Averages – District view

The average scores of SM used in the Ammochostos District indicate that there is 
a considerable room for improvement. In this respect however, it is noted that the 
Ammochostos average scores are negatively affected by the zero scores reported 
by a number of hotels in connection with the use of specific SM platforms. 

The average scores in Larnaca District show very good utilization for most hotels 
in Facebook, on average the best observed for all Districts. The same can also be 
said for Twitter and FourSquare, but TripAdvisor seems to be lagging behind, as 
are YouTube and Instagram which show considerably lower average scores than 
most of the other Districts. Overall, the graph shows that there is no uniformity in 
the scores achieved by hotels in this District that seems to show clear preferences 
for specific SM application but also reveals a lack of strategic social planning and 
synergy between SM application for each Hotel.
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Nicosia district hotels show a similar picture to the Larnaca district hotels, with the 
low scores of TripAdvisor and YouTube standing out, as is the relatively high score 
for Facebook.

The chart depicts the differences between Limassol district and other districts in 
Cyprus showing in the case of Limassol a considerably higher average score for 
each SM application, implying that the Limassol district has better expertise and/
or awareness towards SM and their utilization. Even in SM like Facebook where 
Larnaca district shows a higher than average score, the individual breakdown of 
the hotels reveal that overall the hotels in Limassol use SM in a more complete and 
efficient manner.

From the above chart, it is clear that Paphos district hotels place particular 
importance on TripAdvisor, achieving the second best average score out of all 
districts. The difference between TripAdvisor and all other SM application is 
significant and reveals a sudden turn to this particular SM, possibly by hotels that 
realized its power the “hard way”, i.e. through negative ratings, comments and 
word of mouth in general.

The averages of the hotels in Troodos tend to enforce the observations made in 
the previous sections, making this district the weakest in Cyprus in terms of SM 
utilization.
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This Chart illustrates beyond doubt that 5* hotels in Cyprus at the moment have 
more complete and structured SM strategies and SM utilization than the rest, a 
conclusion that can be drawn from several other metrics of this study.

As expected, all SM for the 3* hotels reveal an average that is considerably lower 
than 50%, influenced by the relatively high number of hotels without any social 
presence (12 in total) and the presence of groups of hotels that use the Parent  
Company centralised SM strategy, thus lowering the average scores of their 
hotels (17 hotels in total).

Chart 13 -  Average scores per Hotel category
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Since there is a number of local hotel groups in the particular study, it is 
useful to consider some of the key findings about the form and nature of SM 
utilisation. A general recurring theme for hotel groups SM marketing is the 
tendency for many hotel owning companies to have a generalized parent 
company Social Media presence.

A company can choose for reasons of efficiency and cost effectiveness to 
centralise their SM campaigns around the parent company, and at the same 
time showcasing their individual hotels. While this approach has some obvious 
advantages, it can also be argued that it would be more complete to also have 
individual hotel SM presence so the visitors and potential clients can more 
easily identify with the hotel they are researching. Very few of the hotel groups 
in this particular study care to organize both parent company SM campaigns 
and individual hotel campaigns, thus limiting the social impact of their 
campaign, and the focus that it could otherwise have been placed in the merits 
and image creation of the individual hotel.

Hotel Chains SM Utilization– Parent company 
Vs Individual Hotels

Key statistics

The study identified that out of the total 159 hotels that were examined, there 
were 12 hotel groups (consisting of 57 hotels). A hotel group indicates a parent 
company or group which operates more than one hotel. 

Hotel Groups that have both individual hotel SM profiles and Parent company
SM profile for one or more SM utilized: 4 representing 33% of all hotel groups 
(Total hotels: 21).

Hotel Groups that adjusted their SM strategy during the course of the study, 
adding individual hotel profiles to one or more SM in addition to their corporate 
ones: 2 (Total hotels: 13).

Hotel Groups currently applying the Parent Company approach to SM
utilization (i.e. no individual hotel profile): 7 (Total hotels: 39).

Hotel Groups that appear to have decentralized management of the SM 
utilization by their hotels (i.e. individual SM utilization seems to be largely the 
responsibility of each hotel): 1 (Total 5 hotels).
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Part B – Perception on SM utilization - 
structured questionnaire approach

This second part of the study refers to hotel industry participants’ perception and 
understanding on social media utilization and practices followed by their hotels. 

Designated Social Media Officer

All hotels that participated in this part of the research responded positively to 
the question as to whether they use SM in promoting their business and as to 
the existence of a designated person for operating and managing the hotel’s SM 
platforms. There are positive signs that some hotels give special attention to 
their social media presence, thus recognizing the potential benefits that can be 
drawn out of this activity. The level of knowledge and expertise of the personnel 
assigned with this responsibility of SM operation remains undefined.

Reasons why hotels are using Social Media

Chart 14 -  Reasons why hotels are using Social Media
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Existence of a Social Media strategy

Survey participants were asked if they have developed and followed a specific 
strategy regarding SM usage. A 90% majority of the respondents replied 
positively to this question. 

Chart 15 -  Social Media strategy existence

Survey participants were asked to rank 7 reasons as to why SM are important (rank 
between 1 to 7, with number 7 being the most important one, and number 
1 being the least important). The chart above depicts the percentages of the hotels 
which rated the most important ones (i.e. reasons rated with 7). As it can be seen 
in the chart, image creation is considered as the most important reason for using 
SM, as 85% of the respondents ranked it with 7. Also 75% consider SM as a tool for 
the improvement of existing products and services through receiving customers’ 
comments.
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Impact of Social Media on revenues

The perception of hoteliers is that SM is an important tool in their efforts to 
increase revenues, by attracting new customers and by maintaining the interest 
of the existing ones. 75% of the survey participants believe that SM are very 
important to extremely important, while just 5% think of the opposite.  
There is no doubt that SM contribute to the promotion of new services 
and incentives offered by a hotel, help in advertising and create a friendly 
environment for any visitor. Such promotions boost consumer interest, attract 
attention and lead to creation and maintenance of a brand. Though difficult to 
quantify the above would have a positive impact on revenues.

Chart 16 -   Impact of Social Media on revenues

Characteristics of effective Social Media

Chart 17 -   Characteristics of effective Social Media
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Participants were given three characteristics of SM and were asked to choose 
which one, in their opinion, is the most effective. According to the responses, 
‘‘text’’ was chosen as the most effective characteristic (55%) with the least popular 
being “video” with just 10%. It was not a surprise that video received such a small 
percentage, since YouTube is one of the least popular platforms as regards the 
Cyprus Hotel industry based on the findings of the first part of the study.

Social Media platforms utilised

As seen in the bar chart above, Facebook was the most popular platform utilised by 
the Hotels that responded to the questionnaire, while the least used platform was 
FourSquare. Undoubtedly, Facebook is the most popular among the platforms used 
by the Hotels due to its wide usage by the public and the ease that text, pictures and 
video material can be posted. 

Chart 18 - Social Media platforms utlised
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90%

10%

Developing additional Social Media

In response to the question about whether there are any plans for developing 
additional SM platforms in addition to those already used, the majority of the 
hotels replied positively. Only 10% of them did not express such an interest. 
However, 10% is not a small percentage in today’s digital age in which 
technology dominates the world.

Ways of encouraging clients to use Social Media

Surprisingly, very few of the hotels that responded apply any of the methods 
provided in the questionnaire to encourage their guests to use and visit their 
Social Media platforms. The most popular among the ways noted was the 
provision of free Wi-Fi. Another popular method was to make available in the 
hotel rooms of advertising material about their SM platforms, a traditional and 
old fashioned approach. It appears that hotels in Cyprus in general do not use 
any smart/imaginative ways to encourage their clients to use their SM platforms, 
possibly because there is lack of specific strategy and direction on this aspect.  

Chart 19 - Developing additional Social Media

Chart 20 - Ways of encouraging clients to use Social Media
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Conclusions

A general statement regarding SM utilization in Cyprus is that the whole country 
currently seems to be in an exploring stage, with many hotels recognizing the value 
added for their investment in SM. However, many of them still lag behind
 in terms of taking full advantage of the marketing tools and momentum that SM 
present.

Several hotels seem to acknowledge the potential benefits of SM and maintain 
active profiles in the most popular SM such as TripAdvisor and Facebook while at 
the same time try to establish a presence in the secondary ones like Instagram and 
YouTube. On the other hand, several hotels, particularly from lower categories, 
appear to have either abandoned their SM strategies or have not made the effort to 
set up profiles even for the most popular SM.

The findings of this study send a clear message: SM training and awareness, 
strategy development and application of best practices will help hotel businesses to 
take full benefit of SM.

Hotel operators cannot afford to ignore the impact of the new technology enabled 
communication trend on their business. “Word of mouth” is the most efficient 
method of marketing and SM is a cheap and easy way to connect with existing and 
potential customers in a focus and targeted manner. 

Conclusion
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A1 - Scoring System Analysis – Relative
Importance of each Social Media

In every comparative research study some form of scoring is always an essential 
component in arriving at concrete and useful comparative results.

A1 - Relative importance of SM in the Hotel Industry

TripAdvisor and Facebook have been allocated equal and higher importance 
coefficient than other SM as they are considered to be the SM “kings” of the Hotel 
Industry. This was confirmed by the findings of the study but also by market 
statistics which are referred to below.

TripAdvisor (importance coefficient 0.31)

It would not be an exaggeration to say that TripAdvisor has changed the Hotel 
industry and is gradually becoming the most important component in any Hotel 
SM utilization plan. Statistics for TripAdvisor importance and usage worldwide 
are summarized below, showing that while Facebook is generally more popular, 
TripAdvisor seems to be getting an edge in the hotel industry. 

 - 65% of travelers are more likely to book hotels that won a TripAdvisor award.
 - 83% of travelers say TripAdvisor reviews make them more confident in their 

travel decisions.
 - 77% usually or always reference reviews before choosing a hotel.
 - 80% of travelers are most interested in recent reviews that provide the 

freshest feedback.
 - 80% of travelers read at least 6-12 reviews before booking a hotel.
 - 88% of these have an improved opinion of a hotel after reading an appropriate

             management response to a bad review

(source: TripAdvisor survey conducted by PhoCusWright in December 2013,
 http://www. tripadvisor.co.uk /TripAdvisorInsights/n2120/24-insights-shape-your-
tripadvisor- strategy)

Appendix - Methodology
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Facebook (importance coefficient 0.31)

As far as Facebook is concerned, the sheer volume of users worldwide is enough 
to justify it being in the top of any SM campaign regardless of the market. It is 
estimated that globally, there are over 1.49 billion monthly active Facebook users 
(MAUs) which is a 13 percent increase year over year (Source: Facebook as
of 30/6/15). Essentially, this means that regardless of the individual demographics 
of these users, Facebook is simply too big to ignore. Furthermore, Facebook has 
added more useful features that could be seen as tailor - made for hotels, the
most important being the Reviews system that in a way offers competition to
TripAdvisor. Word-of-mouth is generated through 4.5 billion likes daily as of May
2013 (source: Facebook), 510 comments posted every 60 seconds (source: The
Social Skinny), around 300 million daily photo uploads and 4.75 billion pieces of
content shared daily (source: Facebook).

All other Social Media seem to be considered as less important as per the first 
observation performed and thus were subjectively allocated lower importance 
coefficient as follows:

 -
 • Instagram: importance coefficient 0.12
 • FourSquare: importance coefficient 0.08
 • YouTube Channel: importance coefficient 0.05
 • Twitter: importance coefficient 0.05
 • Blog: importance coefficient 0.01
 • The Rest (Pinterest, Google+, LinkedIn): importance coefficient 0.03

Chart 21 -  Social Media and their Importance Coefficients
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A2 - Individual SM Assessments

The study attempts to assign a total value to each hotel regarding their SM 
presence and the level at which they utilise various SM platforms available to 
them. Each SM is assessed and graded using various criteria which are explained 
below. The outcome is then multiplied by the importance coefficient (see previous 
section) which determines a total score for a hotel.

Facebook (Total 100 points) 

 • Facebook presence: Regardless of any underlying strategy behind it, a 
Facebook Page must be present for a hotel to be further evaluated. A non- 
presence denotes that the hotel probably has a low opinion of SM or potential 
benefits have not been appropriately assessed. Lower points might be given to 
hotel Groups that may service all their hotels from a central parent company 
Page due to the fact that this type of SM limits the individual hotel’s exposure.
(Max 15 points)

 • Number of Likes/ Fans: The higher the number of Likes/ Fans, the bigger 
the coverage of the hotel in Facebook. If there is a paid promotion scheme 
to boost Posts and Likes, this number will be significantly increased (0-1000 
up to 3 points, 1001 – 2000 up to 7 points, >2000 up to 15 points). (Max 15 
points)

 • People Talking About This: This metric shows that the Page in question 
continues to receive word of mouth throughout Facebook (0 – 50 up to 3 
points, 51 – 100 up to 5 points, >101 up to 10 points). (Max 10 points)

 • New Likes per week: This metric shows that the Page in question has 
momentum either due to content or due to paid marketing schemes by the 
hotel (0-10 up to 3 points, 11 - 100 up to 5 points, >101 up to 10 points). (Max 
10 points)

 • Regular posts (Y/N): This metric essentially shows the degree of involvement 
of the hotel with the Facebook Page. A Page that has not posted anything for 
the last 2 months against a Page that posts content regularly (Max 25 points 
for   

         regular posts)

 • Likes/ Comments per post: This metric measures the engagement of the 
“friends” of a particular Page and whether the hotel invests time to keep them 
engaged. (Max 10 points)

 • Use of Facebook Tools (Y/N): Facebook presents Page admins with various 
tools in order to keep their fan base interested. Such tools can be Hashtags, 
Notes, Events, Facebook Reviews, etc. (Max 15 points according to tools 
utilization)
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Twitter (Total 100 points) 

This study grades Hotels Usage of Twitter using the following metrics:

 • Existence of Active Profile (Y/N) – It is not enough to have a Twitter Profile if it 
is inactive (Max 30 points)

 • Tweet Discussions (Y/N) – Does the average Tweet that this Profile posts get any 
word of mouth? Are there comments/ likes/ retweets?  (Max 30 points)

 • Number of Followers – This metric is graded as follows: 0 – 50 up to 15 points, 
51 – 200 up to 30 points, >201 up to 40 points. (Max 40 points)

Blog (Y/N) (Total 100 points)

The presence of a well cared for Blog always presents marketers with positive 
opportunities. Total up to 100 points for externally hosted Blog that is being 
regularly updated, 50 points for internal Blog that is more or less updated, 0 points 
for no Blog or Blog that has not been updated at all in the past 2 months.

YouTube (Y/N) (Total 100 points) 

Online videos, indexed and searchable through search engines should be used as 
an extension of the SM strategy. In this particular study a few hotels maintained 
an active YouTube channel and most of these channels included very old material. 
Standalone videos from third parties are not taken into account in the grading 
system as there are many such videos for each hotel not resulting from any specific 
commitment from the part of hotel management (100 points for an Active Channel, 
0 points for inactive Channels and Channels with no subscribers).
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Instagram (Total 100 points) * 0,12

Full marks are given to hotels that seem to acknowledge the growing importance 
of Instagram and have created a hotel profile that is used in conjunction with the 
Photos posted by others.

 • Presence of active hotel profile (Y/N) Max 40 points for active profile of 
individual hotel. Parent company profiles usually receive half marks.

 • Profile is used in conjunction with third party posts (Y/N) Max 25 points for 
active profile that is used in conjunction with Location and hashtag posts.

 • Number of followers: 0 – 100 up to 10 points, 101 – 400 up to 20 points, >401 
up to 35 points. (Max 35 points)

FourSquare (Total 100 points) 

The criteria upon which the Hotels in the study are graded for FourSquare use are 
the following:

 • Existence of Active Profile (Y/N) In this context an active profile means a 
Profile with rating, votes and tips received during the last year. Profiles that 
are clearly created and handled by the hotel will receive full marks. Active 
Profiles that do not show Hotel involvement will score up to 30 points and in 
the contrary up to

          50 points.
 • Number of Votes 0 – 10 up to 5 points, 11 – 30 up to 10 points, >31 up to 20

         points. (Max 20 points)
 • Number of Photos 0 – 100 up to 10 points, 101 – 500 up to 15 points, >501 up 

to 30 points. (Max 30 points)
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TripAdvisor (Total 100 points) 

The criteria used to grade utilization of TripAdvisor are the following:

 • Number of Reviews <150 up to 10 points, 151 – 500 up to 20 points, >500 up 
to 30 points (Max 30 points)

 • Does the hotel encourage visitors to write Reviews on TripAdvisor? – Y/N - This 
is done by providing clearly marked links in the hotel website and other SM like 
Facebook (Max 35 points for fully linked Profiles)

 • Does the hotel have an active role in their Profile? Do they officially answer to 
Reviews and especially bad Reviews on TripAdvisor? – Y/N – This could mean 
the difference between acquiring a new customer and losing him forever. (Max

         35 points for regular answers/ contributions by the Hotel)

Other (Total 100 points) 

This category focuses mostly on the rest of the SM, with emphasis on Google+, 
Pinterest and LinkedIn. Generally, hotels that maintain active and working Profiles 
in the three above mentioned SM receive maximum points. Deviations from this 
rule are justified in cases where a hotel utilizes other SM than the three under 
observation, like for example dedicated tourism SM or platforms of particular 
countries that may form a hotel’s specific target group.

A3 - Synergy (Total 100 points)

 In this particular study one can see that many Cyprus hotels do not view the 
synergy between their SM Profiles as a crucial element of their marketing strategy. 
It is important for a business to plan their SM presence bearing in mind that today 
many potential customers make their decision on which hotel they will spend their 
holiday budget, relying heavily on comments and reviews found in more than one 
SM platforms.

Therefore, it is reasonable to conclude that a hotel that seems to be using SM 
according to a predefined marketing plan with clear quantitative targets should get 
more positive marks than a hotel that has presence in SM but that presence seems 
to be unstructured and independent from a wider marketing plan.

The degree of synergy between SM of the hotels under study Is graded as follows:

LOW:  – Score between 0% and 39% 
MED:  – Score between 40% and 69% 
HIGH: – Score between 70% and 100% 
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