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Abstract—The authors ' research is devoted to the influence 

of social networks on the efficiency of hotel business development 

in Russia on the example of the largest resort city of the country 

– Sochi, their impact on customer relations is noted. On the 

example of popular hotels in Sochi calculated key indicators of 

the activity of some social networks. It is shown that the 

considered hotels are client-oriented and they carry out 

appropriate work to ensure a high level of service; as a result of 

the analysis, insufficient use of tools of social networks is noted. 

The study revealed that the efficiency of interaction between 

hotel operators and customers in social networks to achieve the 

desired results of consumer behavior when choosing a hotel 

service remains at a low level.  

Keywords—tourism; hotel service; Internet, social networks; 

client relations. 

I. INTRODUCTION 

The most important component of tourist activity is the 
sphere of hotel business, which at the moment is one of the 
most promising and rapidly developing, having a high return 
on investment and bringing significant profits. One of the 
main vectors of development of the enterprises of the hotel 
sector is the improvement of marketing technologies that are 
used in the Internet. 

Digital marketing is actively changing the usual forms of 
marketing activities-not only content but also processes are 
subject to digitalization. Digital tools (including CRM-
systems, automated management of advertising campaigns 
using AdRiver, Yandex.Direct, Alytics completely change the 
idea of market research and analysis. Advertising and 
promotion of hotel services on the Internet is currently 
considered one of the most easily accessible, easily 
implemented and modern marketing tools.  

Currently, most people are active users of mobile devices 
and mobile Internet, which opens up new opportunities in the 
hotel industry. The use of social networks is one of the priority 
marketing tools, the role of which is constantly increasing. 
This tool is used both in small independent hotel companies 
and in large international chains. 

II. LITERATURE REVIEW 

The use of social media in business has significantly 
changed the way information is produced and disseminated in 
capital markets. Facebook instagram Surfingbird social media 
platforms (e.g. Twitter, Facebook, instagram, Surfingbird, 
Etc.) allow various organizations and companies, as well as 
users of their products and services to participate in cost-
effective exchange of information in real time. Social 
networks differ from other Internet means of information 
exchange by their interactive nature of communication. Social 
networking platforms are widely used in business, as they 
encourage real-time feedback from users, develop and 
strengthen social connections between the company and 
stakeholders [1-3]. Social networks are gaining popularity 
among hotel operators as one of the most effective tools for 
promoting hotel services and establishing relationships with 
customers. Studies related to the issues of attracting customers 
through social networks and analysis of their connection with 
the purchase of hotel services have been carried out in the 
works of many scientists [4-8]. Analyzing their results, we can 
conclude that attracting customers in social networks plays an 
important role in the intention to buy hotel services. Some 
authors believe that attracting customers through social 
networks is a decisive factor [9, 10], therefore, hotel managers 
should improve the methods of working in social networks, 
improve reputation, improve the quality of information, 
promote their brand, etc. 
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Analyzing the research of authors studying the impact of 
social networks on attracting hotel business users in different 
countries, for example, in Serbia [11], Malaysia [9], China [10] 
and others, we can conclude about regional differences in the 
features of using this tool to work with customers, differences 
in some post characteristics, the role and influence of social 
networks on attracting hotel customers. It can be argued that the 
issue of effective customer engagement through social 
networks remains relevant, and even more urgent is the 
question of qualitative changes in customer relationships as a 
result of the use of social networks to make decisions about the 
choice of hotel service.  

III. RESEARCH METHODOLOGY 
The relevance of the research topic for the Russian 

Federation is due to the dynamic development of the hotel 
industry in recent years in connection with the development of 
tourism. Although there have been many studies of social 
networks from the point of view of users, but their impact on 
the effectiveness of tourism organizations has received 
insufficient attention, especially acute this problem exists in the 
activities of hotels.  

The aim of the study is to study some aspects of the impact 
of social networks on the efficiency of hotel business. When 
choosing a hotel (hotel services), a more significant factor 
affecting the promotion of the brand is the feedback of people 
who are not interested in hotel profits, whose level of trust is 
higher than to the employees of the hotel business. Such 
independent assessments, personal opinions with the right 
approach to the analysis of the hotel's activities can be gleaned 
in social networks in order to create a unique service and hotel 
product that will most satisfy the potential customer.  

Instagram Facebook and Odnoklassniki are the most 
popular social networks in Russia, but if we consider the global 
popularity, it is, for example, Facebook, Twitter, Instagram. 

To understand the impact of social networks on the sphere 
of hotel business, we will analyze the dynamics of the use of 
the Internet, the structure of its users, note the most popular. 
Compared to January 2018, at the beginning of 2019, the 
number of Internet users is 366 million more (9%), which is 
4,388 billion people [12]. Based on the dynamics of the number 
of Internet users in the world (figure 1), we can say that during 
2018, 1 million new users were added every day. 

 

Fig. 1. Dynamics of growth in the number of Internet users and social networks 
in 2014-2019 

The dynamics of the growth of the audience of social 
networks (figure 1) indicates an almost twofold increase in the 
number of users from 2014 to 2019. At the beginning of 2019, 
the number of social media users worldwide was 3.48 billion 
(this figure for the year increased by 288 million or 9%). The 
majority of users access social networks from mobile devices 
(3.26 billion, which is 10% more than last year, when 297 
million fewer people visited social networks from mobile 
devices). 

In the Russian Federation, there are 109.6 million Internet 
users, i.e. the level of Internet penetration among the population 
is at the level of 76%, and in 2018 has practically not changed 
[13]. The Russian audience of social networks is 49% of the 
total population (about 70 million people). 

Analyzing the profile of the audience of social networks 
(figure 2), it can be noted that the global audience of social 
networks has grown significantly, at the moment the bulk of the 
total audience consists of users aged 30 years.  

 
Fig. 2. Audience profile-social media in 2019 

The older audience segment (over 55 years old) has a 
larger audience share than users under 18 years old. Social 
networks continue to have a gender imbalance (as shown in 
figure 2), which is caused by the fact that women have limited 
access to the Internet in many developing countries. At the 
beginning of 2019, the average user (in the world and in Russia) 
spent about 2 hours and 16 minutes daily on social platforms. 
The average user today is registered in almost nine social 
networks, but does not use them all. Social networks are 
increasingly used for work (more than 800 million people a 
year). 

Consider the most popular social networking platforms 
(figure 3). The world's largest social network is Facebook, 
whose number of active users continues to grow. Facebook is 
an international social network where users create their profiles, 
can post links to content on the Internet, write comments, share 
photos, chat, watch short videos. Shared content can be made 
public and can be shared, for example, only among a specific 
group of friends, or with a single person. The results of the 
analysis confirm the fact that Facebook users enter the social 
network mainly to communicate with friends and family [14].  
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Fig. 3. The world's largest social networks 

YouTube, the world's largest video hosting provider, 
provides its users with services for storing, forwarding, 
displaying, monetizing video content [15], ranks second in 
terms of visitors at the beginning of 2019, ahead of Instagram-
a network that shows very good results for content with 
beautiful videos and photos, where even B2B projects with 
intangible products can create attractive images to increase the 
interest of the audience. The five most popular social networks 
are rounded out by the leading Chinese platforms.  

Among the largest social networks used in Russia (shown 
in figure 4), in addition to the largest global social networks 
include domestic: "Vkontakte" (international name: VK) - helps 
people to communicate, Express their opinions, find listeners, 
and "Odnoklassniki" (OK.ru) - multilingual social network, 
giving the opportunity to create your profile, communicate with 
other people, almost anywhere in the world, to search for 
people. 

Initially, social networks were used as an entertainment 
tool, but in a short time they have turned into a powerful 
marketing tool. Social media marketing is on the rise and has 
recently become increasingly important. Investment in social 
media advertising worldwide is projected to grow from $ 32 
billion. in 2017, to approximately $ 48 billion. in 2021 [16]. 
Facebook's revenues for 2018 alone totaled $ 32 billion. [17].  

 
Fig. 4. The largest social networks in Russia 

Thus, social networks are an important marketing channel 
due to their high communication capabilities, targeted impact 
on the target audience and individuals.  

IV. RESULTS 
Features of the use of social networks in the hotel business 

in the Russian Federation, consider the example of hotels in the 
largest resort city of the country – Sochi, located on the North-
East coast of the Black sea. The length of the city is more than 
100 km. in 2014, the "Russian Riviera" hosted the XXII 
Olympic winter games, in 2018, Sochi hosted the matches of 
the world Cup, which is now a good reason for the 
attractiveness of Sochi for tourists. For the analysis, the 10 best 
hotels in Sochi were selected according to TripAdvisor [18] as 
of 31.08.2019. The "traveler Score" sorting was applied. Of the 
328 hotels in Sochi, presented on the website TripAdvisor, 
according to the selected criteria in the top ten included: Citrus 
Hotel – 1st place; Forward Hotel – 2nd place; Swissotel Resort 
Sochi Kamelia – 3rd place, part of the hotel chain Swissotel 
Hotels & Resorts; Hotel Pullman Sochi Centre – 4th place, part 
of the hotel brand Pullman; hotel Castle Bogatyr – 5th place, is 
part of the amusement Park Sochi Park; Radisson Blu Resort & 
Congress Centre and Park Inn by Radisson Rosa Khutor – 6th 
and 8th place, respectively; represent the Radisson hotels 
Chain; Mercure Sochi Centre and Mercure Rosa Khutor Hotel-
7th and 10th place, respectively; representatives of the Mercure 
Hotels chain; Hyatt Regency Sochi-9th place, part of the Hyatt 
hotel chain [18; 19-29]. 

Seven of the ten listed hotels are representatives of 
international hotel chains. All hotels in question have social 
media accounts. Table 1 contains information on the size of the 
social network communities of hotels as of 31.08.2019. 

TABLE I. SOCIAL MEDIA COMMUNITIES THE 10 BEST HOTELS IN 
SOCHI (ACCORDING TO TRIPADVISOR, SORTED BY "TRAVELER 

RATING") AS OF 31.08.2019 A 

# Hotel Number of subscribers, people 

1.  Citrus Hotel Facebook (18) 
2.  Forward Hotel Facebook (1748); Instagram (898); VK 

(256) 
3.  Swissotel Resort Sochi 

Kameliab 
Facebook (64352); Instagram (8219); 
Twitter (46005) 

4.  Hotel Pullman Sochi Centre Facebook (3027); Instagram (8138) 
5.  Hotel Castle Bogatyr (Sochi 

Park) 
Facebook (5277); Vk (42344); 
Odnoklassniki (3089); Instagram (106396) 

6.  Radisson Blu Resort & 
Congress Centre, Sochic 

Facebook (4997); Instagram (6883); Pinterest 
(21); Twitter (13283) 

7.  Mercure Sochi Centred Facebook (620451); Twitter (28); Instagram 
(43618) 

8.  Park Inn by Radisson Rosa 
Khutorc 

The same as in # 6 

9.  Hyatt Regency Sochi Facebook (4416); Instagram (20418) 
10.  Mercure Rosa Khutor 

Hoteld 
The same as in # 7 

 

As can be seen from table 1, all the hotels have one or 
several international social networking sites such as Facebook, 
Instagram, Twitter, Pinterest. Two hotels (Forward Hotel and 
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hotel Castle Bogatyr) also maintain their pages in Russian 
social networks: VK and OK.ru. 

Of the hotels belonging to international hotel chains, 
Swissotel Hotels & Resorts and Mercure Hotels are 
characterized by a significant amount of social media 
communities. Social networking pages of hotels belonging to 
international hotel chains are usually maintained for the entire 
network in English. Among the three hotels that are not part of 
the international hotel chains, a significant amount of 
communities in social networks is characterized by Hotel Castle 
Bogatyr (Sochi Park). The number of subscribers of Sochi Park 
in the social network Instagram – 106396 people. It is important 
to note that The first place in the tripadvisor rating is occupied 
by the hotel, whose social networks are poorly developed. The 
number of subscribers of Citrus Hotel in the social network 
Facebook on the date in question – 18 people, and the most 
recent publication dates from 29.05.2019. 

Since all 10 hotels in question have Facebook accounts, it is 
possible to conduct a comparative analysis. One of the key 
indicators of the" vital activity "of the social network-the 
number of "speaking" users who openly Express their opinion 
in public messages, create public content about the quality of 
hotel services, interesting offers, shortcomings, etc. - make 
social networks an actual indicator of public sentiment, 
allowing you to catch the "live" social problems. Let's calculate 
the important indicators for the analysis of social networks: 
publication activity as the ratio of the number of publications in 
2018 to the number of periods (12 months) - the average 
monthly number of publications on the corresponding 
Facebook page in 2018, and the average community reaction as 
the total number of" likes " of users for all publications in 2018 
attributed to the total number of publications for this period. 
The results of the analysis are presented in table 2 and are 
clearly illustrated in figure 5. Also in table 2, the indicator 
"average community response" is calculated-the percentage of 
the community volume  

TABLE II. INDIVIDUAL CHARACTERISTICS OF SOCIAL NETWORK 
FACEBOOK IN 2018 GODAE 

Hotel 

Publication 
activity 
per month, 
units 

Average response 
communities 

units share of the total 
community 

Citrus Hotel 7,3 0,9 4,90 % 
Forward Hotel 3,9 1,7 0,10 % 
Swissotel Resort Sochi 
Kamelia 8,3 1389,4 2,16 % 

Hotel Pullman Sochi Centre 17,3 12,4 0,41 % 
Hotel Castle Bogatyr 44,3 9,9 0,19 % 
Radisson Blu Resort & 
Congress Centre; Park Inn by 
Radisson Rosa Khutor 

6,2 15,0 0,30 % 

Mercure Sochi Centre; 
Mercure Rosa Khutor Hotel 11,6 117,6 0,02% 

Hyatt Regency Sochi 10,3 23,3 0,53% 
e. Compiled and calculated from [19-28] 

 
Fig. 5. Publication activity of popular hotels in Sochi 

The highest average publication activity is characterized by 
Hotel Castle Bogatyr (44.3 publications per month) and Hotel 
Pullman Sochi Centre (17.3), and the lowest (3.9 publications 
per month) – Forward Hotel. The rest of the hotels in 2018, the 
average number of publications per month did not exceed 12. 
Speaking about publication activity, it should be noted that the 
most important thing is not the number of publications, but their 
quality and importance for readers. 

The pages of ten hotels in question in the social network 
Facebook can be divided into 2 groups by the nature of the 
content: 

- pages of hotels belonging to international hotel chains 
contain General content for all hotels of this chain and are 
maintained in English (with the exception of Hotel Pullman 
Sochi Centre and Hyatt Regency Sochi); 

- Russians Facebook pages of hotels, which are maintained 
on behalf of a particular Sochi hotel in Russian (or with the 
addition of English translation) and cover the life of this hotel.  

According to the calculations presented in table 2, the most 
successful hotel of the first group is the hotel Swissotel Resort 
Sochi Kamelia. The average community response to a 
Facebook post by Swissotel Hotels & Resorts is 1389.4 likes 
(or 2.16 % of the community size). The most successful hotel 
in the second group is the Hyatt Regency Sochi (the average 
community reaction to a Facebook post is 23.3 likes or 0.53 % 
of the community). 

The analysis allows us to draw the following conclusion. 
Social networks are an additional tool to maintain the 
competitiveness of the hotel business. Their application will 
lead to a significant positive effect, provided the availability of 
quality service in the hotel and professional and regular filling 
of social networks with quality and relevant content. 

V. CONCLUSIONS 
Analyzing the results of the study, we can draw the 

following conclusions: 

1. Considered hotels strive for the highest quality 
indicators, this suggests that the hotels are customer-oriented 
and they are working to ensure a high level of service. 

2. Each hotel does not fully use the tools of social 
networks, having their own individual shortcomings. 
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3. Despite the fact that hotel operators pay great attention 
to expanding their presence in social networks, the 
effectiveness of their interaction with customers in social 
networks to achieve the desired results of consumer behavior 
when buying remains ambiguous, not fully studied. Thus, the 
issue of researching effective customer engagement in social 
networks to stimulate purchasing behavioral outcomes in the 
context of the hotel industry requires further in-depth study.  

4. Social networks today are considered to be an important 
component of marketing activities, but of great interest is the 
study of their impact on human capital, namely its component-
interpersonal relations, in particular – customer relations.  

On the one hand, social networks are a tool for hotels, 
which today is a necessity, because in them the hotel can present 
itself from the best side, emphasizing its uniqueness, providing 
complete information. On the other hand, social networks allow 
visitors to view guest reviews, which helps a potential client to 
make a final choice. 

The process of digitalization of the tourism industry, in 
particular in the field of hotel services will help to increase its 
competitiveness at the international level, as customers will 
have a better quality of service, and the enterprises of the tourist 
service will receive higher revenues from their activities. Since 
the hotel service is crucial to comfortable stay of the person in 
another city or country, to feel comfortable, like at home, the 
social network, influencing the choice of hotel or other hotel 
services, protecting against possible errors, giving positive and 
negative feedback, thereby affecting the quality of life – health, 
leisure, comfort, which changes the quality of human capital. 
Since human relationships are part of human capital, social 
networks undoubtedly change the structure of an individual's 
relationships. 
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