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Abstract 

Purpose: In today’s world, the numbers of environmentally responsible companies and consumers 

have been growing rapidly. Environmentally responsible behaviors have also become more important 

in the tourism industry. Besides the environmental trends, the businesses in the industry have started 

to use electronic channels for promotion. Hotels have been using social media as one of the 

promotional tools to get in touch with their customers. The aim of this exploratory study was to show 

how hotels use their social media channels. Within the scope of this aim, the Green Key awarded 

hotels, as a segment of green hotels, were focused.  

Methodology: In 2016, there were seventy-two hotels awarded by Green Key in Turkey. These hotels 

were taken as the sample of the study. Data collection contained two steps. Firstly, the official 

websites of the hotels were analyzed, and then the official social media accounts linked by the hotels’ 

official websites were analyzed. A coding schema, developed by the researchers and partially used in 

the previous researches, was used for data collection. Data were obtained in December 2016, and 

analyzed via content analysis by the two researchers separately to get the reliability of the research. 

After performing content analysis and showing frequency tables, the hypotheses were tested via Chi-

Square test.  

Findings: Findings showed that the Green Key awarded hotels mostly used Face book, Twitter, 

Instagram, and YouTube respectively. Face book was the most used channel by the Green Key 

awarded hotels. It was revealed that there was a significant relationship between Green Key 

information on the hotels’ official main WebPages and using Facebook, and there was a significant 

relationship between hotels’ numbers of stars and Facebook post frequencies.  

Research limitations: The study had some limitations such as having a small sample of green hotels, 

segmenting hotels based on the green marketing, and research design.  

Practical Implications: It was suggested to the practitioners in the hotel industry to use social media 

channels, especially Facebook, simultaneously with their official Webpages and more appropriately to 

promote their implementations regarding particularly environmental issues.   

Keywords: Social Media, Green Marketing, Green Key, Green Hotels, Sustainability. 

1. Introduction  

Today’s consumers have become more conscious about sustainability compared to the past. 

Sustainability is essential for finding ways to meet the material and energy needs of the human beings.  
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(Mikulcicet al., 016). The sustainable marketing activities consisting of environmentalist movements 

have been mainly appeared in the market such a new technique of marketing, called as Green 

Marketing. In 2000s, environmental issues have become more noticeable (Nouri et al., 2014). 

Companies have started to pay attention to individual's awareness and involvement to environmental 

matters. Besides this, companies have started to pay attention to the new developments in information 

and communication technologies. Communication channels between consumer and companies have 

been changed in the last decade. Alternative communication channels were occurred, and they became 

the complimentary of traditional media. This new media includes websites and other digital 

communication tools such as blogs, social networks, and social media channels (SMCs, afterward) 

which consumers engage their behaviors interactively (Hennig-Thurau et al., 2010). Social media 

(SM, afterward) has been used by the companies, especially which want to develop an immediate 

contact with their customers. In this research, it was wondered that how hotels use SM since SMCs 

are crucial for hotels to contact with their existing and prospective customers immediately. Also, SM 

is vital for hotels because it is the best channel of promotion since hotels use dynamic pricing, and so 

they need to announce their price alterations as much as quickly.   

In today’s world, especially technological improvements lead companies to think and implement 

green movements much more than they did before. In the hospitality industry, the harmful impact of 

hotels on the environment has attracted customer’s attention (Han & Yoon, 2015). Therefore, hotels 

follow the new ecological movements that will generate the differentiation for themselves. For 

example, Fairmont Dallas Hotel installed tinted windows and digital thermostats in the rooms, then it 

saved $50,000 in electricity costs, and Otani Hotel installed a new air conditioning and kitchen 

system, then saved 14% in energy and reduced carbon emissions 30 % (Graci & Kuehnel, 2015). 

Scandic Hotels started to use wooden key cards for the room rather than plastics to protect 

environment (Serlen, 2011). Also, producing these sustainable and recyclable key cards gives an 

opportunity of using them as a promotional tool. These green activities may add some extra costs to 

the hotels. However, it was known that consumers purchase ecological products more nowadays, 

despite their high prices (Ahmad et al., 2012). Atay and Dilek (2013) searched about the green 

practices of hotels and indicated that chain hotels have many environmental friendly practices such as 

water conservation, energy efficiency and renewable energy, waste separation and recycling, 

providing information to increase the environmental awareness. 

There are many awards receiving by hotels based on their features and facilities. One of them is called 

as Green Key. The Green Key is a leading certificate of excellence in environmentally responsible 

and sustainable implementations in tourism industry and it requires high environmental standards and 

audited frequently with rigorous documentation (Green Key, 2016). The Green Key is an international 

eco-label for tourism facilities, and contributes to sustainable tourism and prevention of climate 

change by awarding and promoting hotels. The Green Key was firstly developed in 1994 for the 

hotels in Denmark, then it was adopted in 2002 as the fifth program of Foundation for Environmental 
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Education (FEE). In Turkey, it has been implemented since 2011 by the Foundation for 

Environmental Education (Carlson Hotels, 2011). In 2016, there were 72 hotels awarded by the Green 

Key in Turkey, and 2370 institutions awarded by the Green Key in 52 countries all over the world. 

Turkey is the 7th country among them (Turcev, 2016).  

The hotels use many new media channels such as SM, websites, blogs, online tourism agents, and 

third-party partners such as TripAdvisor. Because of the raising importance of SM and green 

movements in the hotel industry in Turkey, this study focused on the Green Key awarded hotels in 

Turkey. The hotel industry was taken as a research area and the Green Key awarded hotels, as a 

segment of green hotels, were focused in the study. The research investigated the SM habits of the 

Green Key awarded hotels. The aim of this exploratory study was to search about how these hotels 

use SM, particularly Facebook. Within the scope of this aim, research methodology was explained 

and findings were shown below.   

2. Materials and Methods 

The aim of this study was to show how green hotels use SM, and how they use the most popular SMC 

in Turkey, Facebook (Chaffey, 2016). The Green Key awarded hotels were analyzed in the study. The 

list of 72 Green Key hotels was taken from Turcev (2016). Data were collected in two steps. At the 

first step, the official websites of the hotels were examined, and the general information was gathered. 

At the second step, the SM accounts presented in the hotels’ websites were investigated by clicking 

the link in the hotel’s official website in order to connect to the hotel’s official SM page. The links 

which take place in the hotel’s official website was used to increase research validity. Otherwise, the 

researchers may lead to unofficial SM page and it would affect research’s validity negatively since 

there are many bulk SM accounts. After connecting to the SM page, the data were collected.  

The official websites and SM accounts were examined through a coding schema generating based on 

the previous studies (Culnan et al., 2010; Deghani & Nourani, 2012; Mucan & Ozelturkay, 2014). 

After analyzing ten websites project, the new structure of the coding schema was formed. Data were 

collected in December, 2016. Due to the hotels updating their websites and SM pages frequently, the 

websites and SM pages were analyzed only once during the research.  

The research questions of the study were as follows:  

RQ1. How do hotels use their official websites?  

RQ2. Which SMCs are particularly preferred?  

RQ3. How do hotels use Facebook?  

Two hypotheses were created regarding Facebook usage. In the first hypothesis, it was examined that 

whether using Green Key as a promotion tool on the main page of the hotel’s official website and 

using Facebook are related to each other or not.  

H1: There is a significant relationship between giving information regarding Green Key on the main 

page of the hotel’s official website and using Facebook as a main SM tool.  
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The second hypothesis was related to whether five-star hotels publish their posts in Facebook more 

frequently than the smaller ones since they have the power and capacity of being big-scaled hotel. So, 

in the second hypothesis, it was searched that whether hotels’ numbers of stars and Facebook post 

frequencies are related with each other or not.  

H2: There is a significant relationship between the numbers of stars and post frequencies in Facebook. 

Data were analyzed via content analysis which is a research technique used in various fields such as 

marketing, psychology, and communication (Hair et al., 1998). It was used in the literature commonly 

for analyzing websites and SMCs (Hsieh, 2012; Case & King, 2011). Data were coded as “1” showing 

“yes/they have”, and 2 indicating “no/they do not have”. Two researchers collected and analyzed the 

whole data separately to ensure the reliability of the research. Data were analyzed based on the 

descriptive statistics such as frequency, percentage, cross tabs, and chi-square tests. 

3. Results and Analysis  

The Green Key awarded hotels are located mostly in Antalya (36 hotels; %50), İstanbul (11 hotels; % 

15, 3), and Mugla (8 hotels; % 11, 1). The remaining parts are located in Ankara (3 hotels), İzmir (3 

hotels), Mersin (3 hotels), Adana (2 hotels), Canakkale (2 hotels), Bursa (2 hotels), and Balikesir (2 

hotels). Only 69 of 72 hotels (95,8 %) have Turkish websites. 68 of 72 hotels (94,4 %) have 

international websites, and 68 hotels use English (94,4 %), 60 hotels use German (83,3 %), 50 hotels 

use Russian (69,4%) as a medium in their international websites. 53 hotels (73,6 %) belong to the 

popular hotel chains such as Starwood, Voyage, Carlson and Rezidor. 7 hotels (9,7 %) have 4 stars, 

20 hotels (27,8 %) have 5 stars, and 45 hotels (62,5 %) have no star info. 59 hotels (81,9 %) were 

listed as Spa and Wellness hotels. Some other features of the hotels’ websites were analyzed in Table 

1 (RQ1) such as is there a connection from official website to TripAdvisor and Booking? Do 

consumers write their comments on website? Do managers respond to these comments? Is there any 

information about Green Key and Blue flag on the main page of the websites for the purpose of 

promotional activity?  

Table 1. Features about websites    

 Frequency Percent 

Connection to TripAdvisor 40 55,6 

Connection to booking.com  3 4,2 

Positive comments 16 22,2 

Negative comments 9 12,5 

Reply to comments 10 13,9 

Info related to Green Key  21 29,2 

Info related to Blue Flag  23 31,9 

 

40 hotels (55,6 %) have a link to TripAdvisor, and 3 hotels (4,2 %) have a link to Booking. 16 hotels 

(22,2 %) have positive customer comments, 9 hotels have negative (12,5 %) customer comments, and 
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10 hotels (13,9 %) have responds to these comments. 21 of the 72 hotels (29,2 %) provide information 

about Green Key on their main pages, and 23 of them (31,9 %) have information about Blue Flag on 

their main pages.  

Table 2. Duration of having Green Key 

 Frequency Percent 

1 year 7 9,7 

2 years 2 2,8 

3 years 6 8,3 

4 years 1 1,4 

5 years and over 3 4,2 

No info  53 73,6 

Total 72 100,0 

In Table 2, the duration of having Green Key was shown. Only 19 hotels (26, 4%) gave information in 

their websites regarding Green Key award whereas 53 hotels (73, 6 %) do not share any information 

about the award. Only 3 hotels (4, 2 %) had Green Key award for five years and over.  

Table 3. SM preferences 

 Frequency Percent 

ace book 51 70,8 

Twitter 46 63,9 

Instagram 43 59,7 

YouTube 25 34,7 

Google+ 24 33,3 

Pinterest 21 29,2 

vk 12 16,7 

LinkedIn 11 15,3 

Foursquare 6 8,3 

Flickr 3 4,2 

Blog 1 1,4 

 

The SM preferences of hotels were shown in Table 3 (RQ2). The frequently used SMCs are 

Facebook, Twitter, Instagram, and YouTube respectively.  

Table 4. Working situations of SMCs 

 Working Not Working 

 Frequency    Percent Frequency    Percent 



[66] 
 

International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, Issue-1 (2017)   
 
 

Facebook 39 76,5 12 23,5 
Twitter 30 65,2 16 34,8 
Instagram 27 62,8 16 37,2 
YouTube 9 36,0 16 64,0 

The working situations of SMCs were shown in Table 4. According to the Table 3 and Table 4 above; 

51 hotels (Table 3) have Facebook pages, but only 39 of them (Table 4) worked properly. 46 hotels 

(Table 3) have Twitter account; but only 30 of them (Table 4) worked properly. 43 hotels (Table 3) 

have Instagram pages; but only 27 of them (Table 4) worked properly. 25 hotels (Table 3) have 

YouTube; but only 9 of them (Table 4) worked properly. The hotels’ most preferred SMC was 

Facebook. Since it was the most used SMC, the analyses below were related to Facebook (RQ3). 

The first question related to Facebook was about to analyze photo albums. In Facebook photo albums, 

all 39 hotels use hotel’s appearance photos. 37 hotels (94,9 %) use the photos of animations and 

activities that were held in the hotel. 35 hotels (89,7 %) use the photos for celebrating special days 

such as Valentine’s day and World Environment Day. 29 hotels (74,4 %) use photos regarding 

certificates and awards like Green Key. 23 hotels (59 %) use photos of social responsibility projects 

managed by the hotel. 21 hotels (53,8 %) use photos regarding promotional campaigns such as 

discounts and early reservations. 18 hotels (46,2 %) use photos uploaded by the customers for sharing 

experiences. After analyzing the Facebook photo albums of the hotels, updating post frequencies of 

the hotels were revealed. According to the finding, 18 hotels (46,2 %) update their posts several times 

in a week to keep up their customers’ attentions and interest alive, 13 hotels (33,3 %) update their 

posts every week, 6 hotels (15,4 %) update posts once in a day, 2 hotels (5,2 %) update posts a few 

times in a year. Next question was related to social responsibility projects organized by the hotels. 

According to the finding, 20 hotels (51,3 %) organized social responsibility activities regarding 

environment, 10 hotels (25,6 %) organize social responsibility activities regarding health, 7 hotels 

(17,9 %) organize social responsibility activities regarding donation of clothes, books etc., 2 hotels 

organize social responsibility activities regarding education (5,1 %), and only 1 hotel (2,6 %) 

organizes social responsibility activities regarding sport. Lastly, some corporate details about 

Facebook usage were obtained. According to this, all hotels have corporate information and URL link 

to their official websites. 35 hotels (89,7 %) celebrates the national days such as 29th of October-

Republic Day and 30th of August-Victory Day which are very important especially for Turkish 

customers, and 23 hotels (59 %) give permissions to customers for writing wall and sharing post.  

After analyzing the details about Facebook usage, the hypotheses were tested. In the hypothesis tests, 

chi-square analysis as one of the non-parametric statistical analyses was used since the data were 

formed by categorical variables. The results were shown below. 

Table 5. Chi-Square Test Statistics for H1 

 Facebook Green Key 

Chi-Square 12,500a 12,500a 

df 1 1 
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Asymp. Sig. ,000 ,000 

a. 0 cells (, 0%) have expected frequencies less than 5. The minimum expected 

cell frequency is 36, 0. 

According to the data in Table 5, H1 was accepted. There is a significant relationship between giving 

information regarding Green Key on the main page of the hotel’s official website and using Facebook 

as a main SM tool.  

Table 6. Chi-Square Test Statistics for H2 

 Stars Post Frequencies 

Chi-Square 31,083a 39,923b 

df 2 5 

Asymp. Sig. ,000 ,000 

a. 0 cells (, 0%) have expected frequencies less than 5. The minimum 

expected cell frequency is 24, 0. 

b. 0 cells (, 0%) have expected frequencies less than 5. The minimum 

expected cell frequency is 6, 5. 

According to Table 6, H2 was accepted. There is a significant relationship between the hotels’ 

numbers of stars and post frequencies in Facebook. 

4. Discussion 

In this part, the results of research questions were discussed and some advices were given to the 

professionals in the hotel industry. The first question interested in that how hotels use their websites. 

According to the results, the Green Key awarded hotels should increase their bonds with the third 

party partners. Connected links are the essential tools of internet marketing. Websites should increase 

the connections with third party partners such as TripAdvisor, Trivago, and Expedia etc. Also, 

consumers should be encouraged to write their comments and complaints. Each complaint should be 

taken into account and answered by the hotel managers to solve the problem. At the end of this 

complaint management process, satisfied and loyal customers can be gained. Besides this, the hotels 

should give more information regarding their Green Key awards on their main page. These awards are 

also the indicator of being a responsible business and increase the firm’s reputation and image among 

the customers. It was found out that the Green Key awarded hotels do not supply enough information 

regarding their awards on their websites. Sharing information about this reward absolutely increases 

the trust level of consumers, particularly environmental-conscious consumers. 

Facebook was revealed as the mostly used channel in the industrial reports (Chaffey, 2016). The 

number of Facebook users in Turkey in 2017 is 48 million, and it is more than half of the country 

population which is 80 million (Statista, 2017). Only 39 of 51 hotels’ Facebook pages were working 

properly. This is a big problem for the industry. Because of the nature of the industry, the hotels 

should communicate with their customers periodically and dynamically. It was advised that the hotels 

to develop their SM management systems and to use SMCs more appropriately. Facebook, as the 

biggest channel, should be given due importance more and more, and the hotels should use the 
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Facebook channel more appropriately within their business aims.  They could share their social 

responsibility activities effectively since their target customers may be environmental sensitive as 

well as societal sensitive. 

Although some negative sides mentioned as above, it was seen that hotels’ photo albums and post 

frequencies in Facebook were well operated. The hotels share various photos regarding the hotel’s 

appearance, activities, and different campaigns. Moreover, the hotels let their consumers create a user-

generated content that is perceived as a very important promotional activity since they contain 

consumers’ own suggestions without any interaction of the companies. On the other hand, all hotels 

share their corporate information in Facebook so that consumers who hear about the hotel from 

Facebook may directly link to the hotel’s official website, and so find more information.  

5. Conclusion  

Nowadays, with the increasing discourses on sustainability and environmental protection, focusing on 

ecological consumer behavior becomes a necessity for companies (Ahmad et al., 2012). In the 

technologically supported new world, SMCs’ effects on consumers’ choices cannot be minimized. 

Customers share their experience through social networks and follow SM accounts of the companies 

which use these accounts to get in touch with their customers. This study showed the profile of the 

Green Key awarded hotels and how they contact with their customers via their websites, SM tools, 

and Facebook.  

In the study, the relation between giving information about Green Key on the main page of the hotel’s 

website and using Facebook was found as significant. It showed that the hotels, willing to announce 

its facilities on the websites, are also willing to publish them on Facebook. It was advised to the hotels 

to use the websites and the Face book accounts simultaneously together, and publish almost the same 

information on both of them.  

The relation between the numbers of hotel’s stars and Face book updating post frequencies was 

obtained as significant. It showed that the biggest five-star hotels manage their Face book account 

well. It may be because of the larger budget of five-star hotels. They could hire an employee for the 

position of SM accounts manager. The smaller hotels should be aware of this, and try to improve their 

communication abilities in the competitive tourism industry. Although most of the hotels shared their 

facilities and activities on SMCs; it was not enough in this boundary less and infinite online world. 

The hotels should share their Green Key awards much more on SM, and also on their main official 

WebPages within the promotional purposes.  

6. Limitations and Further Studies 

The study had some limitations. The first limitation was regarding having small sample of green 

hotels. In future research, it was advised that the hotels which took different environmental awards 

such as green star and blue flag should be taken into account to reach greater sample of green hotels, 

thereby, the social media activities of green hotels may be better understood. Another limitation was 

that the study only focused on the implementations of green hotels in social media. It was 
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recommended that in the future studies, the classification about segmenting hotels based on green 

marketing activities may be eliminated, and so various models related to hotel’s behavior in social 

media could be obtained. The other limitation was regarding the design of the study. This study just 

analyzed the hotels’ WebPages and social media accounts via content analysis. In further studies, it 

was suggested to measure the impacts of the promotions in SMCs on consumer the behavior with a 

quantitative study.  
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