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Abstract 

Social media content management has been one of the biggest challenges that 

organizations face. Content marketing management is a digital way to manage 

the marketing message to the online audience, and this necessarily requires 

having a clear online strategy to define the smart objectives, the action plans, 

the tasks, and the key performance indicators framework. This research 

examines the assessment of Egyptian Tourism Authority social media content 

management by using Key Performance Indicators (KPIs). The collecting data 

of this research is gathered from ETA's social media platforms (Facebook page 

insights, Twitter Analytics, Instagram, and YouTube Analytics), comparing 

those social media platforms with some of ETA's competitors, and distributing 

35 questionnaire forms on a sample of the ETA's official. The KPIs framework 

which is used in this research consists of five stages: Expose, Attract, Engage, 

Retain, and finally Influence. The results of this study have been presented 

according to those both approaches; content analysis and Netnography 

research. Those results demonstrate that ETA did not have an online strategy, 

smart objectives, and a KPI framework to measure its social media 

performance. Furthermore, there is a lack of the ETA's officials' awareness 

level about KPIs and social media content management.  

Keywords: Social media, content marketing management, Key Performance 

Indicators (KPIs), Egyptian Tourism Authority (ETA). 

1. Introduction  

Recently, Social media has become a phenomenon that has emerged and grown 

rapidly; and, it helps in the changes that have happened in the business 

environment. Social media is a group of internet-based applications that 

enables the audience to interact together (Hong et al., 2015; Ollqvist, 2015). 

According to Baruah (2012) social media is a revolution of web2.0 that allows 

creating and exchanging the User-Generated Content (UGC). As a result, social 

media is not only a social communication or tools but also it is a social 

interaction. 

Marketing techniques change the way that brands and organizations delivered 

their marketing messages. According to that, social media has become a vital 

web application tool to the brands; thus, it offers the opportunities to online 

advertising by facilitating viral marketing, developing the product by involving 

the online communities in the design process, and marketing intelligence 

through the observation and assessment to the users' feedback and reviews 

(Cvijikj and Michahelles, 2013). 
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Moreover, social media provides the brands with the new chances and 

opportunities to interact directly with the online audience; or in the other words 

social media presents unique platforms to listen to the audiences and knowing 

more about them and their interests, thoughts, habits and experience. As a 

result, the importance of social media lies in exceeding the number of its active 

users. Statistically, the newest 2018 Global Digital insights report reveals that 

the number of internet users is more than 4 billion people around the world, 

which means over half of the world's population is being online. In all over the 

world, about three billion people use social media: Facebook is the most 

popular network by nearly 2.2 billion monthly active users, then followed by 

nearly 1.5 billion people on YouTube, by over 800 million active users on 

Instagram, and by over 300 million active users of Twitter in the first quarter of 

2018 (Chaffey, 2018; Kemp, 2018; Statista, 2018).   

Based on that, social media is a great opportunity to any brand. It needs to be 

managed and measured to enhance its benefits and its impacts. On the other 

side, one of the most important points of social media is about the online 

engagement and interaction. This makes it different from the traditional 

marketing.  Moreover, social media platforms are free and available; and any 

brand or business can join it and set its social media platforms. Therefore, 

social media needs to have an online marketing strategy to manage and assess 

its performance, and to measure the Return On Investment (ROI). The setting 

of online strategy of social media is becoming a critical need to any business 

(Helmink, 2013). However, Ng and Wang (2013) refers to social media 

marketing strategy as "a strategy formulation involves the interplay between a 

dynamic environment and some crucial processes in an organization, and has 

distinct change-continuity cycles. And, this strategy needs to have specific 

objectives, targeted audience and the required resources, and also an 

evaluation system to measure its performance" (p.3). One of the key elements 

of social media marketing strategy is the management of social media content. 

As that, content is defined by Gates (1996) as the "King".  Although there is no 

specified definition of "content", but in this study, it refers to anything that 

published on the social media assets whether by the organization or by its 

online audience like (photos, texts, articles, users' feedbacks or reviews and 

etc.). 

Furthermore, monitoring and analysis of social media performance is also an 

essential item in the online marketing strategy. Without measuring the 

performance and effects of social media, it cannot be known whether the 

organization achieves its objectives and it goes on the right track or not.   

According to Lovett and Owyang (2010) “Social Marketing Analytics is the 

discipline that helps companies measure, assess and explain the performance 

of social media initiatives in the context of specific business objectives” (p.4).  

And upon this, key performance indicators are important metrics to measure 

and assess the performance of the online brand.  
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Basically, the evaluation and measurement of the social media performance 

through using KPIs should be a part of the social media strategy and the action 

plan because KPIs are a reflection of the organization objectives. In other 

words, KPIs are "objective-oriented quantitative assessment indicators, which 

are regarded as a classification of key ingredients in the operations of the 

enterprise" (Hong et al., 2015, p.139). That means KPIs should be aligned to 

the organization strategic objectives. 

Based on the importance of the social media marketing strategy to any brand or 

organization, the Egyptian Tourism Authority (ETA) should paid a great 

attention to manage its social media content and to measure the performance by 

a KPIs framework to accomplish its online objectives. This research aims at 

evaluating and assessing the ETA's social media content management by 

convenient KPIs framework according to its marketing objectives and the 

results will compared with some of ETA's competitors (Turkey, Dubai, 

Tunisia, Jordan, and Israel). In addition to that, a questionnaire will be designed 

and distributed to measure the ETA's official awareness level about KPIs 

metrics, and the social media content management. 
 

2. The Theoretical Background 

2.1. Social Media 

According to Edosomwan et al. (2011), social media is not a new phenomenon; 

it related to the technology development especially web 2.0.  It can be 

considered its real emergence was in the 1990s that the web1.0 came and the 

content flow from the producer to the user; that was a one-way connection. 

After that, the emergence of web 2.0 enabled users to interact together and to 

generate content. Consequently, web 2.0 is considered the real advent of social 

media. There are many different definitions of social media. Safko and Brake 

(2009) illustrated the "Social media" phrase; the term "social" refers to people 

interaction together, and the term "media" related to the news delivered via 

print, audio, video, and photographs.  

Regarding to Government of Western Australia (2012) social media "is 

interacting with others while creating content. Content can be discussions, 

videos, opinions, photos, and much more"(p.5).Upon to that definition, content 

is a key element in the interaction process and any user can create and publish 

any content that he/she desired. Social media is also defined as "a group of 

Internet-based applications that build on the ideological and technological 

foundations of Web 2.0 and that allow the creation and exchange of User 

Generated Content” (Kaplan and Haenlein, 2010, p.61).  It means that social 

media is a group of tools or applications which allow people to share, engage 

and participate together. Those social applications (Facebook, Instegram, 

linkedIn, Twitter, and YouTube) have different characters and mechanism; for 

example some of those platforms focus on photos, some focus on videos, and 

others concentrate on the audio and the location. Whatever, the core of any of 

those platforms, they are a digital application that facilitating the 

communication between different people. 
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Based on those definitions of social media, it is clear that social media is very 

important to any business, especially in travel and tourism sector, because 

travelers have become more empowered, more demanding, and smarter than 

before. They need information about the different destinations, services or 

experiences from people like them with the same interests and they want to 

share their professional experiences with the others. Moreover, travelers trust 

on the others feedback and reviews more than the travel agent itself (Carson, 

2014). That reflects the importance of social media for both the user and 

business. Beside the above mentioned of the social media benefits, Porras et al. 

(2014), clarified that social media generated large amounts of data about the 

customer's behaviors, interests, and competitors. Upon that, it is necessary to 

monitor the company's online performance, the customer interaction, 

participation, sharing and the online campaign's performance to gauge the 

Return on Investment on social media platforms. Finally, social media need to 

be a part of the organization marketing strategy in order to determine the 

objectives, define the action plans, manage the published content and identify 

the teamwork tasks. 

2.2 Content Marketing Management 

According to Hristova (2016), there is an overlap between social media 

marketing and content marketing; that the content marketing is a message or 

information that the brand or the business delivered to their customers through 

the communication tools that social media offers.  Although the term "content" 

is still ambiguous and there is no specific definition to it, and there is a lot of 

hype about that term; the "content" means different things to different 

businesses (Odden, 2013). According to The UNWTO (2008), content refers to 

the "information about destination- whatever format it is held in (for example, 

text, audio, images, videos and flash animation). It is what the medium 

contains' rather than format in which it is held"(p.15).Depending on that, 

content becomes a very important part in managing and marketing the social 

media platforms, and this led to an emerging of a new trend in marketing; it is 

called "content marketing". 

Content marketing is "an umbrella term encompassing all marketing formats 

that involve the creation or sharing of content for the purpose of engaging 

current and potential consumer bases"(Kuperman, 2011, p.3). Upon that 

definition, the organization must integrate content marketing activities in its 

marketing strategy, and then manage it, to achieve its marketing goals. 

Therefore, content marketing management is the approach to determine 

business goals, activities, tools, and the measurement framework.  Through 

content management; it is easy to determine the organization marketing plans 

and goals and hence monitor the business progress and performance on its 

social media platforms. Shah (2012) defined content management as "the set of 

processes and technologies that support the collection, managing, and 

publishing of information in any form or medium. Content may take the form of 

text (such as documents), multimedia files (such as audio or video files), or any 

other file type that follows a content lifecycle requiring management" (p.1). 
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The above definition of content management explains that there is a big 

challenge to the organizations and brands because content management focuses 

on managing the sharing of information, opinions or thoughts whether this 

content is presented by the online audience or  the organization itself, and this 

may build the brand reputation or destroy it (Hartman, 2011). According to 

Digital Kitbag (2014), social media is considered as a mini-website, which 

continuously should be fed by new and fresh content. The management of 

social media content focuses on defining the audience, managing the negative 

comments, enhancing the brand personality, creating a relevant content, setting 

the KPIs framework, and interpreting the results (Walsh et al., 2013; Mangles, 

2017; Sysomos, 2014). 

Content management is a critical and complex process, so the understanding of 

the content lifecycle is a key element to manage it. Content lifecycle consists of 

different stages from the planning and creation stages to the implementation 

and analysis stages, and it is a repeatable system or methodology (Bailie, 2010; 

Doyle, 2009). Content lifecycle describes the stages of the content life and the 

start points in the content marketing strategy. The more understanding the 

content lifecycle and its stages the more corporate achieves the goals of its 

content marketing strategy. According to Bailie (2010) and Brinker (2014), 

content lifecycle consists of these follow stages planning, collection, managing, 

publishing, and analysis. 

 
Figure (1): The Different Stages of The Content Lifecycle 

Source: Modified from (Bailie, 2010; Brinker, 2014). 

Those different stages of the content lifecycle draw the steps that organizations 

should follow to improve the performance of the online brand reputation and to 

be closer to the target audience to interact and to engage with them. According 

to Patel (2014), content becomes an integral part of many brands marketing 

strategy; for example, if the marketers choose a wrong social media channel, 

the Company cannot achieve its marketing goals.  

Content 
Lifecycle 

Planning  

Collection 

Managing Publishing 

Analysis 
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This means that it is not only the content but also the way companies publish 

their content. Especially, there are many different forms/types of content 

(O'sullivan, 2017). Companies should select which one of them services its 

marketing goals. 

 In addition to the content lifecycle, it is also important to know the 

content management across the customer lifecycle; that all the 

marketing plans, efforts, and strategies are a customer-centric. 

According to Brick (2013), studying customer lifecycle makes the 

content marketing management more efficient. Chaffey and Smith 

(2013) also illustrated that customer lifecycle is an ad-hoc and reactive 

approach to communicate with the audience through social media 

platforms. It is structured and covered through RACE or RACE 

planning, which refers to Plan, Reach, Act, Convert and Engage. The 

RACE funnel summarizes all the online marketing activities that needed 

to be managed; it also provides the KPIs for each step to measure and 

analysis the results. According to Brick (2013), the links between 

customer lifecycle, marketing plans, and content can be drawn through 

the RACE planning funnel as follows:  
 The Plan is an initial phase, which consists of the all social media 

communication strategy, objectives, plans, and tactics. It also identifies 

the target audience, content types, content sources, and the KPIs metrics. 

 The Reach; this step focuses on raising the brand awareness and the 

number of the organization's social networks outposts visits. In that step, 

marketers seek to increase the interaction rate through its paid and 

owned media. However, the way to reach to the brand customer, there 

are some important points to maximize the interaction:  

- Target the most relevant market segments. 

- The content must add value to the audience to gain them and to 

drive the website and social networks traffic. 

- Getting involved with the audience's conversation is the key 

element of that stage (Chaffey and Bodoworth, 2012; Brick, 

2013). 

 The Act is the third step, which focused on encouraging the audience to 

interact on the different social platforms and the website. The Act step 

is important to specify the top level goals; which means once the 

audience reaches to the company's social media outposts, the content 

should take them to the convert leads step as soon as possible. It means 

that, the Act step is a persuasive stage to take an action or a decision 

from the customer side (Chaffey and Bodoworth, 2012). 

 The Convert step focuses briefly on increasing the conversation rate, 

and it aims at converting from the leads to the actual sales or taking an 

action. 

 The Engage step concerns the long-term engagement to develop the 

relationship with the customers, to gain their loyalty and hence to repeat 

the purchasing process (Chaffey, 2016). In other words, it relies on the 

customer retention. 
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As it is mentioned above, the RACE funnel is a practical framework that used 

to improve and optimize the online brand performance. According to Chaffey 

(2016), it is important to assess and measure that practical RACE funnel by 

defining a relevant key performance indicators (KPIs) framework. The 

organization should also determine the sources of content to its social media 

outposts and have an editorial team to manage its social media content. 

2.2  Key  Performance Indicators (KPIs) 

First of all, measuring the (ROI) of social media initiatives is very important 

and it is usually not easy to gauge it, so marketers are faced with lots of 

challenges to formulate and apply measurements tools/systems to deduced 

insights and indicators from social media outposts. Therefore, it is necessary to 

measure social media interactions and campaigns through social media 

analytics as Key Performance Indicators (Ruhi, 2014). 

According to Oh (2011), Key performance Indicators, which are known as 

(KPIs), refers to Key success indicators (KSIs) too. Bauer (2004) defined KPIs 

as "quantifiable metrics which reflect the performance of an organization in 

achieving its goals and objectives. KPIs reflect strategic value drivers rather 

than just measuring non-critical business activities and processes" (p.63). The 

American Marketing Association (2014) also illustrated that KPIs are a mixture 

of the qualitative and quantitative metrics which should combine together and 

the well-chosen of them will provide a holistic view of the brand and the 

business. Keyte (2014) clarified that each KPI must be Counted, Compared, 

Clear, reflected the business's objectives, and measured over specified time. 

Based on the above definition, key performance indicators explain and show 

how the organization performs according to the organization's strategic goals 

and objectives, or in the broadest sense, KPIs provide the information that 

achieves the goals and to be sure that the organization is on track (Marr,2010). 

The measurement process is a complicated process and needs a lot of time and 

efforts to quantify all the corporation aspects (Carlucci, 2010). USA 

International Development (USAID) (2010) determines seven key criteria for 

the selection of key performance indicators; direct, objective, useful, practical, 

attributable, adequate, and disaggregated. Moreover, the setting and the 

choosing of the right KPIs from too many KPIs must be clear and accurate, that 

requires the corporate to be aware of the characteristics of KPIs. The "S. M. A. 

R. T" acronym summarizes the main characteristics of KPIs, which was stated 

by Doran (1981), and it refers to "Specific" by determining the goals, 

"Measurable", "Assignable", "Realistic", and "Time related"(Brudan, 2010). 

Keyte (2014) illustrated that, once KPIs are well-defined, they need to be 

presented in a process or methodology to achieve precise results. The KPIs 

methodology consists of the following seven steps: step (1) Create Objectives, 

step (2) Describe Results, step (3) Identify KPIs, step (4) Define thresholds, (5) 

Measure, step (6) Interpret Results, and (7) Take Action. Those seven steps of 

developing a meaningful KPI are a practical guide to create a vital KPI 

methodology. Thus, the KPI is a new trend and a vital measurement tool to 

optimize and improve the organization performance. 
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Based on the literature review, the management of social media content for the 

Egyptian Tourism Authority (ETA) is an important approach to manage ETA's 

social media platforms and to measure its online performance, the following 

hypothesis can be formulated for that purposes: 

Hypothesis (1): There is a lack of awareness level of implying Key 

Performance Indicators (KPIs) in ETA's social media management. 
Hypothesis (2): The management of the Egyptian Tourism Authority (ETA) 

does not use its social media platforms as effective marketing tools.  

3. Methodology Framework 

The methodology of this study has adopted two main parts to assess social 

media content management of the Egyptian Tourism Authority (ETA) through 

using KPIs. 

1. Assessment and analysis for the ETA's social media content management 

through using KPIs and Comparing ETA assets with some of the 

competitors' countries.  

2. Surveying the managers of ETA's abroad offices, technical committee of 

the international campaign and social media team about the management of 

ETA's social media assets. 

Based on the previous literature review about the KPI's and social media 

content management, it is necessary to determine precisely the main objectives 

of the Egyptian Tourism Authority. Initially, ETA is a governmental authority 

which was established in March 1981 upon a presidential decree No.134 in 

1981. According to this decree, ETA aims at increasing the growth rate of the 

global tourism arrivals to Egypt, promoting the image of Egypt as a destination 

of great heritage and modern attractions, uprooting obstacles which affect on 

tourism development, encouraging the domestic tourism, raising the citizens' 

awareness to the national tourism and increasing their loyalty to their country 

(Aziz, 2002).  

3.1 Research Design 

The assessment of the ETA's social media content management will be through 

using key performance indicators to compare the ETA's performance with 

some competitors' countries. In addition to that, Design and Distribution a 

questionnaire for measuring the awareness level of the ETA's social media 

official about the KPIs metrics and the social media content management.  

3.1.1 Assessment and Analysis for the ETA's Social Media Content 

Management through using KPIs.  

Initially, this research will focus on four social media assets of ETA (Facebook, 

Twitter, Instagram, and YouTube). The selection of those social media 

platforms are due to the fact that Facebook is statistically the largest and fastest 

growing social media network, Twitter is a micro blog, Instagram is a photo 

sharing application, and YouTube is a vital video sharing channel. In addition, 

those social media outposts are mostly used by ETA as they are the main 

platforms that ETA exerts its online efforts. The assessment process has been 

performed during August 2017 as in this period tourists search and decide 

which destination they would visit.  
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Moreover, that assessment is done according to the following KPIs framework 

table (1) which was designed by Quevedo et al. (2015). That KPIs framework 

consists of these five stages: Expose, Attract, Engage, Retain, and finally 

Influence. 

Table (1): KPIs to Measure Marketing Objectives 

 

Source: Quevedo et al. (2015). 

Each stage of those stages has too many KPIs, but the most appropriate KPIs to 

this study will be used in accordance with the available insights of those 

different social media assets to ETA and its competitors. 

- Moreover, the assessment process will be implemented on the different 

ETA's social media platforms through qualitative content analysis and a 

Netnographic research. The netnographic research related to audiences' 

online interactions. That research basically focuses on the observation of the 

followers, fans and the online communities' interactions and communication 

with the online content (Bowler, 2010; Bartoletti, 2013). Kozinets (2010) 

defined netnograpghic as an “Online communities form or manifest cultures, 

the learned beliefs, values and customs that serve to order, guide and direct 

the behavior of a particular society or group” (p. 12).    

3.1.2 Comparing the ETA's Social Media Performance with some of the 

Competitors' Countries.  

ETA's social media performance will be compared with some of official social 

media platforms of five competitors' countries: those five countries are 

considered as some of the competitors to the Egypt's tourism (Aziz, 2002).In 

addition, there are similarities in the destination characteristics (geographic, 

cultural, demographic and natural characteristics). These countries are Dubai, 

Jordan, Tunisia, Israel and Turkey. Also, the comparisons have been performed 

during August 2017 too.  

3.2 Questionnaire 

The questionnaire form was designed with the purpose of gathering primary 

data to know the opinions and perceptions of the ETA's officials. That 

questionnaire has been addressed to the managers of ETA's abroad offices, 

social media team and technical committee of the international campaign. That, 

those are responsible for managing the ETA's social media platforms. 
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3.2.1 Questionnaire Design 

The questionnaire consists of four sections: the first section is designed to 

define the main social media platforms that ETA focuses on. The second 

section is to investigate the ETA's online strategy and to determine the different 

challenges or obstacles. The third section consists of 13 items related to the 

ETA's social media activities and the quality level of the content. Finally, the 

fourth section is to measure the ETA officials' awareness level about key 

performance indicators and the social media content management. 

The questionnaire design is guided by different literature reviews and 

researches that have studied and argued the management of social media 

content and the social media assessment through using key performance 

indicators (Yu et al., 2008; Chaffey and Bosomworth, 2012; Ge'naux et al., 

2013). Furthermore, there are two questions that are measured by a 5-point 

Likert scale; the first question starts from the degree ‘‘Not important at all’’ (1) 

till the degree ‘‘Very important’’ (5), and the second question starts from the 

degree ‘‘Not good quality at all’’ (1) till the degree ‘‘High quality’’ (5). 

3.2.2 Sample Selection 

The data has been collected through distributing 35 questionnaire forms on the 

ETA's abroad managers' offices, social media team and technical committee of 

the international campaign; meanwhile, 30 questionnaire forms have been filled 

by 85% responds. Furthermore, the sample elements (official employees) are 

selected on the basis of their responsibilities towards the management for social 

media platforms on ETA. The questionnaire has been directed through the 

online survey development cloud-based software "GoogleDrive". That 

questionnaire was sent and collected during the period March to April 2018. In 

total, 30 copies have been collected and analyzed. 

3.2.3 Questionnaire Pre-Test 

In the beginning, the questionnaire has been designed. Also, a pre-test was 

directed to some of the ETA's social media officials for knowing their 

comments. The purpose of that pre-test was to detect the potential problems in 

the design, to clarify, and to word the questionnaire. Moreover, that pre-test is 

used to decrease the sample errors and to increase the response rate (Hilton, 

2015). Generally, the ETA's social media officials commented positively on the 

overall layout, instructions, and the questionnaire design, but they asked to 

clarify the meaning of "Key performance indicators"; and they mentioned that 

the difficulty of this questionnaire is that the ETA has no clear online strategy. 

Based on their feedback, wording some items, some questions have been 

modified. 

3.3 Data Collecting 

Data collecting has been gathered from the ETA's different social media assets 

(Facebook, Twitter, Instagram, and YouTube): Firstly, Facebook pages are 

plenty in insights and data; also, the researcher has analyzed the content and 

comments that have been posted on the eleven Facebook pages of ETA.    

https://en.wikipedia.org/wiki/Survey_data_collection#Online_surveys
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Secondly the ETA's two Twitter accounts; the Twitter Analytics offers some 

different indicators and insights that have been used to assess the two accounts 

and count different KPIs for them. Thirdly, Instagram account has slightly 

scarce insights. Finally, YouTube channel analytics which presents different 

indicators about the channel performance. Additionally, the content of all of 

those social media accounts was analyzed by the researcher observation and 

compared to the different ETA's official competitors.  It is important to clarify 

that the researcher has used some online assessment sites in assessing the 

ETA's social media platforms. They are https://www.sprout.com/ and 

http://www.fanpagekarma.com . Those sites provide different KPIs to both 

ETA's social media assets and the competitors. Besides that, the online Google 

drive is used to design and to distribute the questionnaire to the abroad offices 

managers. That online technique is a perfect tool as it is a mobile friendly; that 

enables the people to answer the questions.  Furthermore, the responses are 

automatically collected on an excel sheet. 

 3.4 Data Analysis 

As mentioned before, the methodology of the assessment process has been 

conducted according to two main sections:  Part one: Assessment and 

Analysis for the ETA's Social Media Content Management through using KPIs 

and Comparing them with the Competitors' Countries. In this section there are 

lots of KPIs that have been used to measure and to assess the ETA's 

performance on the social media platforms as summarized in table (2). 

Table (2): Different KPIs of ETA's Social Media Assets 
Facebook KPIs Twitter KPIs Instagram KPIs YouTube KPIs 

Frequency, Share of 

Search, No. of new 

visitors/users 

Engagement Rate, 

Sentiment Indicator, Daily 

and Monthly Active users, 

Response Rate 

Profile Performance 

Index, Average 

Weekly Growth, 

Tweet per Day, 

Engagement Rate of 

Twitter, 

Virality Rate  

Growth Rate, 

Engaement Rate, 

Post interactions, 

and Profile 

Performance Index 

Subscribers, 

Growth Rate, 

Watch Time, 

Views, and 

Average View 

Duration 

Part Two: The Questionnaire Analysis is many different statistical applied 

techniques that use SPSS 17 to analyze the data. The descriptive statistics, such 

as the mean scores and the standard deviations, are computed according to the 

studied variables. Moreover, the Reliability analysis is applied on the Likert 

scale question to assess the internal consistency of the measurement scales and 

Cronbach’s alpha coefficients (α). 

Additionally, the Spearman correlation analysis has been carried out to 

investigate the relationship between the quality of ETA's published content and 

the content creation plan (as creating content is one of the ETA's social media 

challenges). The Spearman correlation analysis has also been carried out to 

examine the relationship between the "setting social media marketing strategy" 

and "defining SMART objectives to social media marketing strategy". The 

Correlation was significant at the 0.05 level (2-tailed). Finally, the frequencies 

and percentages were used to analyze this questionnaire and to deduct the 

findings. 

https://www.sprout.com/
http://www.fanpagekarma.com/
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3. Results and Discussions 

The KPIs assessment for the ETA's social media content management revealed 

different indicators about its social accounts; ETA did not have an online 

strategy, and did not use  a specific KPIs framework to measure whether its 

online objectives are achieved or not. The absence of the online strategy makes 

the ETA's online performance unsuitable; the fans/followers total number, 

Engagement rate, Growth rate, and other KPIs for ETA's social media 

platforms were not high. It is noted that the number of new users and fans of 

ETA's Facebook different pages are very low and slight in comparison with the 

Facebook competitors' pages.  Some ETA Facebook pages had "dislikes" more 

than "likes", so it is important to make a pre-market research to know the 

reasons. The organic reach for the ETA's Facebook pages is also not sufficient; 

therefore, there is a must to have yearly promotion campaigns. It is also 

observed that the promotion posts have high interactions in comparison with 

the organic posts. The ETA social media budget is lower than its 

competitors' budgets. Furthermore, the engagement rate for most ETA's 

Facebook pages, Twitter accounts, and Instagram account is not high too. 

Although the ETA's engagement rate was low, most of the comments were 

positive. In addition to that the questionnaire analysis showed some important 

results; The Cronbach’s alpha coefficient has been calculated for all the 

questionnaire constructs. It is 0.96, which means that results are reliable as 

shown in the table (3). 

Table (3): The Reliability Statics for ETA Social Media Platforms  

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items 

0.961 0.966 

As it is known, the Cronbach’s alpha reliability coefficient values are 

between"0 to 1", the high value refers to an honorable internal consistency of 

the items in the scale (Gliem and Gliem, 2003). 

4.1 Descriptive Statistics and Correlation Analysis 

 The following table (4) presents the descriptive statics as Mean and Standard 

deviation for the most social media platforms that ETA concerns.  

Table (4): The Social Media Platforms that ETA focuses on 

 

Not 

Important 

at All 

Not 

Important 

Medium 

Important 
important 

Very 

important 
Mean Std.  

Facebook 0 0 0 3 27 4.90 0.30 

Twitter 0 6 8 11 5 3.50 1.00 

Instagram 0 0 8 11 11 4.10 0.80 

YouTube 0 0 3 10 17 4.46 0.68 

GooglePlus 7 8 11 1 3 2.50 1.91 

Pinterest 13 9 6 2 0 2.70 1.44 

Viemo 17 5 6 1 1 2.60 1.59 

Vk 8 3 9 8 2 2.76 1.30 

WeChatand

QQ 
8 2 5 10 5 3.06 1.48 
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Most respondents consider Facebook to be the most important social media 

asset for ETA; its Mean is 4.9 and its Std. Deviation is 0.3). As YouTube, 

Twitter, Instagram, WeChat and QQ (For Chinese), Google+, VK (for 

Russian), Pinterest and Viemo are gradually ranked after Facebook according 

to the terms of their importance. 

Table (5): The Evaluation of ETA's Social Media Content 

 
Not good Quality 

at all 

Not good 

Quality 

Medium 

Quality 

Good 

Quality 

High 

Quality 
Mean Std. 

Photos 1 0 6 14 9 4.00 0.91 

Videos 1 1 16 6 6 3.50 0.97 

Gifs 9 7 9 4 1 2.36 1.15 

Texts 1 9 14 4 2 2.90 0.92 

Contests 8 10 8 2 2 2.33 1.15 

The above table (5) clarified that most respondent's evaluation of ETA's social 

media published content was directed towards "medium quality" column. The 

results also show that the type of content "photos" achieved the highest mean 

(4) with standard deviation 0.9, which means that the published "photos" of 

ETA's social media assets was good quality.  According to Wolfe (2016) the 

quality of content is translated into engagement. The quality of content plays an 

important role in engaging the audience with the brand, increasing the brand 

awareness, and increasing the site traffic as audience mostly does not have 

enough time to read and interact with the all posted content. 

The blow table (6) clarified the correlation matrix between" Defining SMART 

objectives to social media marketing strategy" and "Setting Social Media 

Marketing Strategy ".  

Table (6): The Relation between the Defining SMART Objectives and Setting 

Marketing Strategy 

Correlations 

Defining SMART objectives to social media 

marketing strategy 
Setting social media marketing strategy 

Pearson Correlation 0.712
**

 

* The correlation is significant at the (0.05) level 

There is a high positive correlation; its (R) is calculated to be 0.71. Based on 

that result, "Setting social media strategy" is necessarily required to define 

S.M.A.R.T objectives. In other words, If there are no determined SMART 

objectives, Egyptian Tourism Authority cannot identify whether it goes on the 

right track of social media content management or not. 

Table (7): The Relation between Quality Content and Content Creation 

The Quality of ETA's published content Content creation 

Photos 0.685
**

 

Videos 0.853
**

 

Gifs 0.812
**

 

Texts 0.690
**

 

Contests 0.839
**

 

* The correlation is significant at the (0.05) level 
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The table (7) shows that there is a high positive correlation between the quality 

of the published content and the content creation. It means that the content 

creation is important to publish fresh content with a high quality.  In other 

words, setting a content creation plan will affect directly and positively on the 

posted content, and thus it will raise the ETA's engagement rate.  

4. Discussion 

Many researches and studies on management field have defined the social 

media content management as a complex process (Rhein, 2012; Bartoletti, 

2013; Klautzsch, 2017). Social media is a digital media which is concerned 

with the communities' interactions. Therefore, the measurement of social media 

impacts and influence is not mature till now. In that study, Although ETA has 

different social media accounts, it has lots of barriers and challenges in its 

digital content management; the online strategy absence makes the ETA's 

online efforts useless, and not possibly measured. 

Social media different assets provide different tools and techniques to improve 

and manage its online brand reputation. Based on the analysis study, implying 

scientific ways in managing the ETA's social media platforms will optimize its 

online performance and will achieve the ETA's digital goals. Those scientific 

ways depends on putting an online strategy, making pre-market research, 

integrating its traditional marketing strategy with the online strategy, and 

observing the competitors.   

There is no a universally approved social media key performance indicators 

model, but that does not mean it is not important. KPIs are significantly key 

metrics to gauge the performance and to measure the social media impacts. For 

that reason, organizations, authorities and businesses are in dire need of 

identifying the economic value and the return on investment (ROI) of their 

social activities. 

Online marketing is very important whatever the tools/applications that used to 

achieve the online objectives as websites, Facebook, Twitter, or any other 

digital platforms, so it is necessary to set an online strategy. The Egyptian 

Tourism Authority (ETA) does not have a clear online strategy; although it has 

a website Egypt.travel.com and many other social media platforms.  

As a result of the absence of the online strategy of ETA, there are no clear 

online objectives that ETA aimed at; also there is not KPIs framework to 

measure the online performance. As mentioned in the literature review, KPIs 

are a reflection of the organization's objectives and goals and without a clear 

objective all the online efforts is useless. 

Essentially, measuring the online performance helps in achieving different 

objectives and it is becoming easy to measure the online progress as improve 

the brand reputation, increase the brand awareness, manage the community 

interactions, and measure the conversation sentiment. Online KPIs framework 

eases the way to measure performance.  

http://www.egypt.travel.com/
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Additionally, the nature of social media is to engage with the online audiences, 

so it is critically to ETA's officials to understand Customer lifecycle to know 

the target audience and to understand their online behaviors through mapping 

the customer lifecycle and the content marketing management together. 

In conclusion, the online strategy is a critical need to manage the ETA's social 

media assets. Moreover, KPIs are precious tools that help managing business to 

achieve desired outcomes and results, so ETA and its executive teams should 

struggle to determine meaningful strategic KPIs. 

 

References 
- Aziz, T.A., (2008) Study of the Website of the Official Tourist Authorities in 

Egypt, Master thesis, Helwan University.  

- Bailie, R., (2010) Content Lifecycle: Closing The Loop in Content Strategy, 

Available at: http://johnnyholland.org/2010/10/content-lifecycle-closing-the-

loop-in-content-strate gy/. [Accessed on 25 April 2017].  

- Bartoletti, M., (2013) The Importance of Social Media in their Contribution to 

the Marketing of Sports Events, Moudel Vienna university, Vienna, pp 36-48. 

- Baruah, T. D., (2012) Effectiveness of Social Media as a Tool of 

Communication and its Potential for Technology enables Connections: A 

micro – Level- Study,International Journal of Scientific and Research 

Publications, Vol. 2, No. 5, May 2012, pp 1-10. 

- Bauer, K.,(2004) KPIs- the Metric that Drive Performance Management, DM 

Review, New York, Vol. 14, No.9, pp63-69. 

- Brick, J., (2013) Understanding the Customer Lifecycle: A 5- Step Process, 

Available at: 

https://www.americanexpress.com/nz/content/merchant/pdf/knowledgecentre/

Understanding-the-Customer-Lifecycle.pdf . [Accessed on 25 April 2017] 

- Brinker, E., (2014) A Whirligig Tour of Content Marketing Software, 

Available at: http://chiefmartec.com/2014/12/whirlygig-tour-content-

marketing-software/. [Accessed on 15 May 2016]. 

- Brudan, A., (2010) Be Smart about SMART goals, SMART objectives, and 

smart KPIs, Available at: http://www .aurelbrudan.com/tag/smart-kpi/. 

[Accessed on 9 April 2017]. 

- Carlucci, D., (2010) Evaluating and Selecting Key Performance Indicators: an 

ANP-based model, Measuring Business Excellence, Vol.14, No.2, pp. 66-76. 

- Carson, L. P., (2014) Why Social Media is Important for Your Personal and 

Professional Life, Avialble at: https://blog.udemy.com/why-social-media-is-

important/ . [Accessed on 5 may 2016]. 

- Chaffey, D., and Bosomworth, D., (2012) Creating Social Media Marketing 

Plan, Need to Know Guide, SmartInsights, Available at: 

www.smartinsights.com, [Accessed on 15 May 2016]. 

http://johnnyholland.org/2010/10/content-lifecycle-closing-the-loop-in-content-strate%20gy/
http://johnnyholland.org/2010/10/content-lifecycle-closing-the-loop-in-content-strate%20gy/
https://www.americanexpress.com/nz/content/merchant/pdf/knowledgecentre/Understanding-the-Customer-Lifecycle.pdf
https://www.americanexpress.com/nz/content/merchant/pdf/knowledgecentre/Understanding-the-Customer-Lifecycle.pdf
http://chiefmartec.com/2014/12/whirlygig-tour-content-marketing-software/
http://chiefmartec.com/2014/12/whirlygig-tour-content-marketing-software/
https://blog.udemy.com/why-social-media-is-important/
https://blog.udemy.com/why-social-media-is-important/
http://www.smartinsights.com/


Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 3, Issue 1, June, 2019 
 

 

-54- 
 

- Chaffey, D., (2016) Introducing RACE: A practical Framework to Improve 

your Digital Marketing, Available at: http://www.smartinsights.com/digital-

marketing-strategy/race-a-practical-framework-to-improve-your-digital-

marketing/ . [Accessed on 12 March 2017]. 

- Chaffey, D., (2018) Global Social Media research Summery 2018, Available 

at: https://www.smartinsights.com/social-media-marketing/social-media-

strategy/new-global-social-media-research/ . [Accessed on 25 April 2018].  

- Chaffey, D., and Smith, PR.,(2013) E-marketing Excellence Planning and 

Optimizing your Digital Marketing, Routledge, New York, USA. 

- Cvijikj, I.P. and Michahelles, M., (2013) Online Engagement Factors on 

Facebook Brand Pages, Springer, Verlag Wien, pp 3-21. 

- Digital Kitbag, (2014) Social Media Management, Available at: 

http://www.digitalkitbag. com/products/social-media-management/ . 

[Accessed on 12 January 2018]. 

- Doran, G. T., (1981) There's a S. M. A. R.T. way to write management's goals 

and objectives, Management Review, Vol. 70, No. 11, pp 35-36. 

- Doyle, B., (2009) Seven Stages of The Content Lifecycle, Available at: 

http://www. cmsreview.com/Stages/. [Accessed on 25 April 2017].  

- Edosomwan, S.; Prakasan, S.K.; Kouame, D.; Watson, J., and Seymour, T., 

(2011) The History of Social Media and Its Impact on Business, The Journal 

of Applied Management and Entrepreneurship, Vol. 16, No, 3, pp. 79-91. 

- Gates, B., (1996) Content is King, Available at: http://www. 

silkstream.net/blog/2014/07/ content-is-king-bill-gates-1996.html. [Accessed 

on 10 August 2016]. 

- Ge'naux, F.; Kühnle, F.; Gateau, L.; Baudin, F.; Ralet, F., and Hommell, M., 

(2013) CFO Key Performance Indicators (KPIs) Survey, PWC Luxemburg, 

Retrieved from: https://www.pwc.lu/en/finance-function-

effectiveness/docs/pwc-cfo-kpi-survey-2013.pdf , [Accessed on 7 June 2018] 

- Gliem, A. J., Gliem, R. R., (2003)  Calculating, Interpreting, and Reporting 

Cronbach’s Alpha Reliability Coefficient for Likert-Type Scales, Ohio State 

University, Columbus.  

- Government of Western Australia, (2012) Social Media Guidelines,     

Available at: 

www.wa.gov.au/sites/default/files/201806/Social%20Media%20Guidelines1.

docx. [Accessed on 22 may 2016] 

- Hartman, E., (2011) Master Your Content Using the content Management 

Lifecycle, Available at:  http://www.cmswire.com /cms/web-

engagement/master-your-content-using-the-content-management-lifecycle-

012056.php. [Accessed on 25 April 2016]. 

http://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/
http://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/
http://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
http://www.kuehnle.de/Menue-Links/Imprint/?STLWEB=en
https://www.pwc.lu/en/finance-function-effectiveness/docs/pwc-cfo-kpi-survey-2013.pdf
https://www.pwc.lu/en/finance-function-effectiveness/docs/pwc-cfo-kpi-survey-2013.pdf
http://www.wa.gov.au/sites/default/files/201806/Social%20Media%20Guidelines1.docx
http://www.wa.gov.au/sites/default/files/201806/Social%20Media%20Guidelines1.docx


Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 3, Issue 1, June, 2019 
 

 

-55- 
 

- Helmink, L. F., (2013) Objectives, Strategies and Indicators for Social Media 

Marketing, Master theise, University of Twente, Enschede, pp 20-35. 

- Hilton, Ac., (2015) The Importance of Pretesting Questionnaires: a Field 

Research example of Cognitive Pretesting the Exercise Referral Quality of 

Life Scale (ERQLS), International Journal of Social Research Methodology, 

Vol. 20, No. 1, pp. 21-34 

- Hristova, G.,(2016) The Marketing Evaluation Analyzing the Value of 

Content Marketing for Business to Business, Available at: 

https://www.namics.com/wp-content/uploads /2016 /07/The-Marketing-

Evolution-Content-Marketing-for-B2B-PDF-for-E-Reader.pdf. [Accessed on 

3 July 2018]. 

- Hong, M. H.; Lee, T.R.g.S.; Kao,C.K., and Hilletofth, P.(2015) Setting 

Organizational Key Performance Indicators in the Precision Machine 

Industry, International Journal of Management, Knowledge and Learning, 

Vol. 4, No.2, pp.136-140. 

- Bowler, G. M. B., (2010) Netnography: A Method Specifically Designed to 

Study Cultures and Communities Online, The Qualitative Report ,Vol.15 

No.5, September 2010, pp 1270-1273. Available at: 

http://www.nova.edu/ssss/QR/QR15-5/kozinets.pdf.  

- Kaplan, A.M., and Haenlein, M. (2010) Users of the World, Unite! The 

Challenges and Opportunities of Social Media, Business Horizons, vol. 53, 

No. 1, pp. 59-68. 

- Kemp, S., (2018) Digital in 2018: World's Internet Users Pass the 4 Billion 

Mark, Available at: https://wearesocial.com/uk/blog/2018/01/global-digital-

report-2018 . [Accessed on 25 April 2018]  

- Keyte, C., (2014) How to Develop Meaningful Key Performance Indicators 

Step by Step, pdf, Intrafoucs, Available at: https://www.intrafocus.com/wp-

content/uploads/2014/09/Developing-Meaningful-Key-

PerformanceIndicators-V7.pdf 

- Klautzsch, E. A., (2017) Social Media Performance Management Leveraging 

Social Interactions along the Customer Journey, PHD. thesis, Difo-Druck 

GmbH, Bamberg, Germany,pp25-35. 

- Kozinets, R. V. (2010) Netnography. Doing Ethnographic Research Online, 

Canadian Journal of Communication, Vol. 38, No. 1, pp 12-19. 

- Kuperman, D., (2011). A brief History of Content Marketing from Jell-0 to 

the Ipad, Appriex Solutions, Inc, California, USA pp3-15. 

- Lovett, J., and Owyang, J., (2010) Social Marketing Analytics Anew 

Framework for Mrasuring Results in Social Media, Altimeter, San Mateo, 

California, USA, pp 1-26.   

https://www.namics.com/wp-content/uploads%20/2016%20/07/The-Marketing-Evolution-Content-Marketing-for-B2B-PDF-for-E-Reader.pdf
https://www.namics.com/wp-content/uploads%20/2016%20/07/The-Marketing-Evolution-Content-Marketing-for-B2B-PDF-for-E-Reader.pdf
http://www.nova.edu/ssss/QR/QR15-5/kozinets.pdf
https://wearesocial.com/uk/blog/2018/01/global-digital-report-2018
https://wearesocial.com/uk/blog/2018/01/global-digital-report-2018
https://www.intrafocus.com/wp-content/uploads/2014/09/Developing-Meaningful-Key-PerformanceIndicators-V7.pdf
https://www.intrafocus.com/wp-content/uploads/2014/09/Developing-Meaningful-Key-PerformanceIndicators-V7.pdf
https://www.intrafocus.com/wp-content/uploads/2014/09/Developing-Meaningful-Key-PerformanceIndicators-V7.pdf


Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 3, Issue 1, June, 2019 
 

 

-56- 
 

-  Mangles, C., (2017) Transforming Content and Social Media Marketing, 

Available at: https://www.linkedin.com/pulse/transforming-content-social-

media-marketing-carolanne-mangles-m-idm. [Accessed on 22 April 2018].  

- Marr, B., (2010) How to Design Key Performance Indicators, Management 

Case Study, the Advanced Performance Institute, BWMC Ltd., London. 

- Ng, C. S. -P., and Wang, W. Y. -C., (2013) Best Practices in Managing Social 

Media for Business, Thirty Fourth International Conference on Information 

Systems, Milan, pp 1-11.  

- Odden, L., (2013) What is Content? Learn from 40+ Definitions, Available at: 

http://www.toprankblog.com/2013/03/what-is-content/. [Accessed on 12 July 

2016]. 

- Oh, J.,(2011) KPI – Define and Measure Progress Towards Progress, 

Available at: 

http://liftyouup.blogspot.com.eg/2011/04/kpidefineandmeasureprogresstowar

ds.html.[Accessed on 29 March 2017] 

- Ollqvist,H., (2015) Dealing with Negative Publicity in Social Media, Hanken 

School of Economics, department of Marketing, Hanken,  Helsinki, pp 28-40. 

- O'Sullivan, G., (2017) The 9 Types of Social Media Content You Need to 

Use, Available at: https://www.postplanner.com/blog/types-of-social-media-

content . [Accessed on 12 April 2017]. 

- Patel, N., (2014) 15 Types of Content that will Drive you More Traffic, 

Available at: https://www.quicksprout.com/2014/04/14/ how-these-15-types-

of-content-will-drive-you-more-traffic/. [Accessed on 15 April, 2016]. 

- Porras,J.; Sorensen, L.; Hajikhani, A., and Hayar, A., (2014) A User 

perspective on Social Networking Sites, Outlook Visions and Research 

Directions for the Wireless world, Wireless World Research Forum, 

Switzerland. 

- Quevedo, E.; Besquin, D., and Read, M., (2015) Digital Metrics Playbook, 

Measuring your Online Branding Strategy, Google, Inc., USA. 

- Rhein, S., (2012) Social Media Marketing - Its future Trends and 

Opportunities for the Destinations Ascona, Locarno, Lugano and Ticino, 

master  thesis, UNIVERSITÀ DELLA SVIZZERA ITALIANA, LUGANO, 

Italy, pp 17-27. 

- Ruhi, O., (2014) Social Media Analytics as Business Intelligence Practice: 

Current Landscape& future Prospects, Journal of Internet Social 

Networking& Virtual Communities,Vol. 2014 (2014), Article ID 920553, 

DOI: 10.5171/2014.920553, pp.1-12. 

- Safko, L., and Brake K. D., (2009) The Social Media Bible: Tactics, Tools, 

and Strategies for Business Success, Hoboken, New Jersey, USA. 

https://www.linkedin.com/pulse/transforming-content-social-media-marketing-carolanne-mangles-m-idm
https://www.linkedin.com/pulse/transforming-content-social-media-marketing-carolanne-mangles-m-idm
http://www.toprankblog.com/2013/03/what-is-content/
http://liftyouup.blogspot.com.eg/2011/04/kpidefineandmeasureprogresstowards.html
http://liftyouup.blogspot.com.eg/2011/04/kpidefineandmeasureprogresstowards.html
https://www.postplanner.com/blog/types-of-social-media-content
https://www.postplanner.com/blog/types-of-social-media-content
https://www.quicksprout.com/2014/04/14/%20how-these-15-types-of-content-will-drive-you-more-traffic/
https://www.quicksprout.com/2014/04/14/%20how-these-15-types-of-content-will-drive-you-more-traffic/


Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 3, Issue 1, June, 2019 
 

 

-57- 
 

- Shah, R. V., (2012) Building a Web Content Management System, Master 

thesis, San Diego State University, pp1-5. 

- Statista, (2018) Most Popular Social Networks World Wide as on April 2018 

Ranked by Number of Active Users, Available at: 

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-

number-of-users/ . [Accessed on 25 April 2018]. 

- Sysomos, (2014) The Smart Marketer's Guide to Social Media Management, 

10 tips you Need to Build and Engage Your Community, e-book, Available 

at: http://www.sysomos. com/wp-

content/files/Expion_eBook_03_03_16_v9.pdf . [Accessed on 3 

February2018]. 

- American Marketing Association, (2014) Social Media Success Metrics, 

American Marketing Association, Special Report, USA. 

- UNWTO, (2008) Hand Book of E- Marketing for Tourism Destination, 

Madrid, Spain, pp15-17. 

- USAID, (2010) Performance Monitoring & Evaluation TIPS, Selecting 

Performance Indicators,USAID,Vol. 2, No. 6, USA. 

- Walsh, P.; Clavio, G.; Lovell, M. D., and Blaszka, M., (2013) Differences in 

Event Brand PersonalityBetween Social Media Users and Non-Users, Sport 

Marketing Quarterly, West Virginia University, Vol. 22, No. 2, pp 214-223. 

- Yu, P.; Hu, M., and Kim, N., (2008) Social Network Analysis YouTube, pdf, 

Available 

at:http://www.personal.umich.edu/ladamic/courses/networks/si508f07/project

s/YouTube.pdf. [Accessed on July 2016]. 

 

 

 

 

 

 

 

 

 

 

 

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
http://www.personal.umich.edu/ladamic/courses/networks/si508f07/projects/YouTube.pdf
http://www.personal.umich.edu/ladamic/courses/networks/si508f07/projects/YouTube.pdf


Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 3, Issue 1, June, 2019 
 

 

-58- 
 

 

أخصائً سٌاحة بوزارة السٌاحة المصرٌة
 كلٌة السٌاحة والفنادق، جامعة مدٌنة السادات  2 

ا المنظمات والشركات حدى أدوات اإلتصال الرقمٌة التى تستخدمهتعتبر مواقع التواصل اإلجتماعى إ
اتٌجٌتها التسوٌقٌة، نظراً لما ٌتولد عن هذه المواقع من منافع وفوائد نواعها فى استرعلى اختالف أ

تساعد هذه الشركات على اإلتصال المباشر بجمهورها عبر االنترنت. أدى استخدام مواقع التواصل 
جاتها وذلك لقٌاس العائد من منتاإلجتماعى الى تدشٌن العالمات التجارٌة للكثٌر من الحمالت التسوٌقٌة ل

ذا كانت هذه الحمالت التسوٌقٌة تحقق أهداف الشركة/ المنظمة أم ثمار على صفحاتها لتحدٌد ما إإلستا
ال.  تعتبر الهٌئة المصرٌة العامة للتنشٌط السٌاحً هى الجهة المنوط بها تسوٌق المقصد السٌاحى 

ها المصري، وهى تمتلك العدٌد من مواقع التواصل اإلجتماعى التى تستخدمها فى عمل حمالت
لمصرٌة العامة للتنشٌط التسوٌقٌة. ٌهدف هذا البحث الى تقٌٌم إدارة مواقع التواصل اإلجتماعى للهٌئة ا

دارة رحلتٌن هما: أوالً تحلٌل وتقٌٌم إستخدام مؤشرات األداء الرئٌسٌة. وٌتم هذا التقٌٌم على مالسٌاحى بإ
التحلٌل بعدد من  ائٌسٌة ومقارنة نتائج هذمواقع التواصل اإلجتماعى للهٌئة باستخدام مؤشرات األداء الر

 -صفحات مواقع التواصل اإلجتماعى لبعض الدول المنافسة للمقصد السٌاحً المصري وهم )تركٌا
دارة تبٌان على العاملٌن المسؤلٌن عن إاسرائٌل(، ثانٌاً تصمٌم وتوزٌع استمارة اس -تونس -دبً -األردن

ة للتنشٌط السٌاحً وذلك بهدف قٌاس مستوى الوعى لدٌهم عن مواقع التواصل اإلجتماعى للهٌئة العام
مؤشرات األداء الرئٌسٌة، وإدارة المحتوى التسوٌقً لمواقع التواصل اإلجتماعى للهٌئة، وقد توصل 

لى عدد من النتائج والتوصٌات الهامة ومنها أن الهٌئة المصرٌة العامة للتنشٌط السٌاحً لٌس البحث إ
ستراتٌجٌة له تأثٌر قوى على أداء التواصل اإلجتماعى، وغٌاب هذه اإلٌقٌة لمواقع لدٌها استرتٌجٌة تسو

نه ٌوجد عدد من المشكالت التى تعوق استخدام مواقع ا، وأمواقع التواصل اإلجتماعى الخاصة به
 التواصل اإلجتماعى التى تمتلكها الهٌئة بشكل فعال كأدوات تسوٌقٌة.  

، مؤشرات األداء الرئٌسٌة، الهٌئة التسوٌقً ل اإلجتماعً، إدارة المحتويمواقع التواص 

 العامة للتنشٌط السٌاحً.

 

 

 


