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Abstract Smartphones and social media influence the
decision to buy tourism goods, especially in the case of
business. Specifically, we show that smartphone bookings
made by business tourists coming to Barcelona are
increasingly popular. Methodologically, we devised a
quantitative questionnaire. Data collection was carried out
for 4 months in 2015 with n=1512. We conducted a sieve
with inclusion and exclusion criteria and which discarded all
participants who did not travel for business. The final sample
was 494 participants. We conclude that social media
(Booking, TripAdvisor, Facebook, Twitter, Instagram and
Foursquare) are used by youngers because people have
known they belong to social network. Users consider the
information provided by the companies in social media
reliable. The most used means for -contacting the
accommodation are phone and email. The more useful apps
are the hotels apps.

Keywords Smartphone, Social Media, Tourism,
Marketing, Hotel, Business, Social Network, Internet

1. Introduction

The Information and Communications Technology (ICT)
has a big impact on our society. The new generations
assimilate naturally the new culture in this technological era.
Nowadays, by using the new technological advances human
beings have achieved things which were impossible to carry
out previously. Hardware and software have been

implemented in areas such as education, health, security,
government or companies with the aim of managing
information [1] [2].

This research intends to prove that social media influence
on the decision to purchase tourist goods in a full-fledged
Broadband Society [3] [4], leaded by cloud journalism and
social journalism commerce. Specifically we have decided to
prove that bookings made by using smartphones by business
tourists in Barcelona are increasingly more usual.

More than half of Spaniards (76.2%) between 16 and 74
years old use the Internet daily [5]. There are 26.2 million of
Internet users (Internet users over the last three months),
1.45% more than in 2013. Frequent users (who connect at
least once a week) account for 93.5% of total Internet users.
The report also says that the device used to access the
Internet when travelling is the smartphone (63.2%) with
Internet access using its own smartphone network; followed
by laptops (including netbooks and tablets) with 31.6% and
other devices (PDAs, game consoles, etc.) with 6.3%. Spain
is the fourth European country in number of smartphones.

The weight of social media is increasing in tourism, and
the use of smartphones can help the tourist enterprises.
Booking and TripAdvisor are the main social media opinion
platforms in this sector. Facebook is one the main social
networks, and it increases impact thanks to brand fan pages,
emerged in 2007 [6], the same year as the "Like" button, an
idea that didn’t come into being until 2009. Ever that
moment, the main brands have increased their number of
fans progressively above 15 million, with Coca-Cola, for
instance, having reached more than 60 million. The loyalty,
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how related they feel, the Word on Mouth (WOM) and the
love for the brand define four different kinds of fans on
Facebook: "fanatic", "utilitarian", "self-expressive", and
"authentic" [7]. It is argued that there is no direct
connection between giving a "Like" and purchasing a brand.

Focusing a study on social media in the touristic sector,
including responsible tourism [8] or public entities [9] has
generated three lines of investigation in three different
aspects of touristic communication: Advertisement,
business management and production services. Digital
media present themselves to tourism as some sort of
information infrastructure or “infostructure”, inside of
which social networks are characterized by the role of
active touristic information producers and distributors.
Having analysed the influence of social networking in
Business to Consumer (B2C), it has been detected that
touristic 2.0 B2C websites must offer some kind of touristic
product: an augmented product (accommodation + flights +
touristic package deals) and that the user must be enabled to
have his own account and give his opinion on the available.
Available services become more specialized through
mobile-device applications (for smartphones or tablets), and
channels for the implementation of consumers’
recommendations are advised, as they allow web content to
be expanded and customer loyalty to flourish.

Smartphones help the tourists in their travel [10] [11] and
have a significant impact on the activity of the trip. Today
travellers are in constant search for information in order to
reduce uncertainty and make use of their smartphones as
assistants throughout all phases. Especially before and
during the trip, they rely on mobile technology to simplify
the trip looking for information on transportation, lodging,
attractions and activities. Travellers also use smartphones in
order to communicate with others, using like emails, phone
calls, text messages and social networks [12]. On the other
hand, smartphones also represent a tool for
self-entertainment games, music, and photography, photo
sharing, watching movies or reading news.

As regards the supply side, there are various
categorizations in the scope of mTourism [13] [14] for the
proposal to deploy the complexity and diversity of this topic.
Kennedy and Gretzel-Eden (2012) have created two
classifications [15], the first seven categories, depending on
the application services related to travel. They are
"Navigation", "Social", "Mobile Marketing",
"Security/Emergency", "Transactional”, "Information" and
"Entertainment", which are divided into several
sub-categories. The second is based on the level of
customization and is classified into seven major areas,
ranging from personal preferences —which indicate the
highest level- to "Sensitive Location", "Security/Data
Control", "Control by means of the Internet", "Addiction to
content”, "Cosmetic changes" and, ultimately, the
applications that cannot be customized in any way and do not
offer any type of interaction.

Besides studying conventional guidebooks for mobiles
[16], there are investigation on basic location aware context

[17][18] [19], augmented reality [19], the requests as well as
mobile applications in the context of the business of various
tourist service providers such as airlines [20], theme parks
[21] [22], and hotels [23].

Companies try to create and strengthen the emotional links
between brand and consumer in order to gain their loyalty, in
the always on framework. Thus, quantitative data (number of
followers) have to be complemented with qualitative data.
Social networks are the ideal mean to improve this relation.
The individuals who follow the brand are the ones who feel
more affinity and are more willing to talk positively about it.
Social networks have caused a change in the way that
consumers and companies communicate each other. It has
gone from a hierarchic and lineal scheme - with the company
in the dominant position- to a bidirectional and egalitarian
one with huge relevance put in the consumers. Brand
management is shared with the public. Social networks have
become a virtual environment for communication between
consumers and companies where brand value is generated.
This new kind of communication is more similar to friends’
talk, rather than annoying advertising [24].

2. Materials and Methods

This research was based on a quantitative method that
converts the object of study into numerical data, with
emphasis on the objective measurement and, therefore,
requiring the use of statistics [25]. For this study we
decided to produce a quantitative questionnaire which is the
usual method for data collection in the research and it using
this type of method. The questionnaire is an instrument for
obtaining data used to gather the information needed: facts,
opinions and trends.

The questionnaire homogenises the information since all
the subjects respond to the survey questions that are
formulated in a standardized way, allowing information
processing faster. We used the questionnaire that was
designed to know the use of social media from a universe
with Business as the main motivation for the trip.

First of all, there are a number of questions such the age,
the sex, the origin and the level of education, on the one hand
in order to see the profile of participants, and on the other
hand to check how representative sample is. The various sets
of questions want to know the reasons that motivate
participants when participating in social media, the degree of
confidence that they have, how the individual tourists
organize their trip (before, during and after) and role of
social media in these issues.

For the assessment of the majority of questions we used
the Likert Scale, which measures attitudes toward a proposal
depending on the respondent’s degree of agreement or
disagreement.

In quantitative research processes we usually select a
representative sample of the population that is under study,
so the results can be generalized to study the universe
investigated [26].

Samples have some obvious advantages with respect to
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the study population, since with a restricted sample large
populations can be surveyed and human, which otherwise
would be very difficult.
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Social media more used are Booking and TripAdvisor
(Table 5), the only items over the average (2.5).

Table 5. Level of use of Social Media (0=no use, 1=few use; S=much

use)
Average Standard Confidence
3. Results Name (0-5) Deviation | Index (95%) | "
Data was collected over a 4 mounts period (May-August Facebook 221 2.08 (2.05,245) | 491
2015) and 1,512 valid results were obtained. A streaming Twitter 1.67 2.05 (1.49; 1.90) 485
process was performed, using inclusive and exclusive Google+ 201 220 (1.84:2.28) 436
criteria, and all those participants who were not on a
business trip were discarded. The final sample included 494 LinkedIn 1.16 1.75 (1.02; 1.37) 486
participants (Tables | & 2). Instagram 0.91 1.49 (0.75; 1.03) 490
Table 1. Data about the sample Foursquare 0.48 1.11 (0.35; 0.55) 487
Standard Confidence TrinAdvi 2.86 1.61 .
ipAdvisor . . (2.64; 2.96) 491
Name Average Deviation Index (95%) N
Age 38.92 1030 (38.12240.13) | 494 Booking 359 144 (B44;3.73) | 492
Source: own Sources: Own
Table 2. Name, sex, studies and origin of the sample Table 6 shows that the main motivation for using social
Name Categories Percentage media is the immediate communication with contacts,
Sex Women 44.53% family and/or friends of the participants.
Studies Secondary education 27%
University studies 72% Table 6. Motivations that lead to use social media (1= strongly disagree,
— - S=totally agree)
Origin Nationals 57.4%
Internationals 42.6% Ttem Average | Standard Confidence n
UK 22.33% (1-5) Deviation | Index (95%)
Germany 14.16% Online social
Others (France, Italy, Belgium, 6.11% networks are nice,
Argentina, Ecuador...) e fun and I am proud to 3.62 1.21 (3.53;3.77) | 492
Sources: own share my opinions
. . and assessments
In this study we saw that the most used device by Online social
business tourism is smartphone, next is the Laptop and the networks allow me to
tablet in third position (Table 3). stay in touch with my | 4.03 1.20 (3.99;4.21) | 492
friends/family and
Table 3. When I connect to Internet, I do with ... (indicate % of time) contacts
Name Y Standard Confidence n Online social
0 . .
Deviation Index (95%) networks make me 3.05 1.53 (289, 319) 492
Desktop 46.52 37.51 (43.73;51.26) | 494 Jeel a sense of
Laptop 58.07 3432 | (53.97;60.72) | 494 belonging to a group
Smartphone 62.84 3127 | (59.82;65.99) | 494 Most people around
Tablet 4180 3915 (3816 4587) 494 me belong toa social 409 114 (404, 425) 492
Others devices 1.60 10.91 0.62,2.78) | 494 net-work online
Sources: Own 1 use them because
’ they are necessary 3.18 1.62 (3.05;3.37) | 492
Table 4 shows the least know social media are Instagram Jfor my job
and Foursquare, which are below the average (2.5) Online social
networks make my
Table 4. Level of Knowledge of Social Media (0=nothing, 5=mastery) life easier by 3.43 1.41 (3.32;3.60) | 492
Nam Average Standard Confidence N allowll;;g me t? Skollve
¢ (0-5) Deviation | Index (95%) P’g le_’”s q“’Fly
Facebook 3.88 1.51 (3.74;4.05) | 489 netwo’lk’s”zl‘;‘o’fv"jn oo
Twitter 3.13 1.88 (2.97;3.34) 487 Sfollow the path of my 341 1.42 (3.27;3.55) | 492
G00g16‘+ 3.04 1.85 (294, 330) 487 favorite companies
LinkedIn 2.86 1.86 (2.63;3.01) 485 1 use them because 589 1.49 2.73:3.03) | 492
Instagram 225 1.80 (2.09; 2.45) 491 others do so
Foursquare 0.93 1.44 (0.75; 1.03) 490 Sources: Own
TripAdvi: 3.03 1.54 2.85;3.15 48 . .. . .
npreor 285;3.15) 2 The degree of trust and privacy opinion on social media
Booking 3.67 1.37 (3.52; 3.80) 491

Sources: Own

below 3 (<3) is associated with the item "Information and
comments offered by social networking companies inspire
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the participants (Table 7).

Table 7. Opinion on the trust and privacy of social media (1=strongly

disagree, 5=totally agree)

Average | Standard Confidence
ftem (1-5) Deviation Index n
(95%)
1 believe that my
personal data are (2.85;
properly treated in 2.94 1.23 3.09) 492
social networks online
Privacy measures of
online social networks (3.05:
inspire sufficient 3.13 1.13 o 492
. 3.27)
confidence to continue
using them
The information 1 (3.04;
provide is trented safely 308 118 3.26) 492
The information
provided by the (3.32;
companies I follow are 337 112 3.54) 492
reliable
1 stopped publishing my
opinions because I'm (3.19;
not really want to be 324 114 3.42) 492
seen by others
The information and
comments provided by (2.50:
businesses on social 2.63 1.09 i 492
L 2.77)
networks inspire
confidence
Information on online
social networks has (3.24;
helped me in my 331 117 3.47) 492
purchase decisions
The information found Gl
on online social 3.18 1.09 Ay 492
. 3.32)
networks seems reliable

Sources: Own

Table 8. When arranging a trip (1=strongly disagree, 5=totally agree)

Item

Average

(d-5)

Standard
Deviation

Confidence
Index (95%)

n

1 look for
information on the
Social Networking

353

1.48

(3.47; 3.76)

492

1 look for
information on the
pages of tourism
providers (airline,
hotel, etc.)

3.97

1.23

(3.89; 4.13)

492

1 look for
information from
traditional travel

agencies

3.15

(3.05; 3.35)

492

1 book my trip on the
Media/Social
Network

3.04

1.56

(2.96; 3.27)

492

1 book my trip in the
pages of tourism
providers (airline,
hotel, etc.)

391

1.22

(3.81; 4.05)

492

1 book my trip at
traditional travel

agencies

3.09

1.53

(2.97;3.27)

492

Sources: Own

When organizing a trip, the participants seem to prefer to
seek information and engage primarily in the pages of
suppliers, fully exceeding the average (3) (Table 8).

Table 9 shows that participants interact with media/social
network especially while travelling.

Table 9. Value if you perform the following actions regarding the use of
Media/Social networks before, during and after the trip (1=strongly
disagree, 5=totally agree)

Item Average | Standard | Confidence n
(1-5) Deviation | Index (95%)

Before departing, 1
let my acquaintances
know Media/Social
Networks
Before departing [
look at the opinions
of other travel
agency users
Before departing [
look at other hotel 3.62 1.31 (3.573.83) | 492
guests’ opinions
During the trip, 1
look for reviews of 3.69 1.25 (3.64;3.88) | 492

Restaurants

2.58 1.41 (2.47;2.75) | 492

3.13 1.36 (3.07;3.34) | 492

During the trip, 1
look for reviews of 3.80 1.20 (3.76;3.99) | 492
places to visit
After the trip 1
communicate my 3 1.47 (2.89;3.17) | 492
impressions
After the trip I value
travel agencies, 3.03 1.36 (2.94;3.21) | 492
Hotels, Restaurants

Sources: Own

Table 10 shows that most used media/social networks are
Facebook and Booking exceeding the average value (3)

Table 10. Indicate the degree in which you have used Media/Social
Network on this trip (1=rarely or never, 5=ever)

Item Average | Standard Confidence N
(1-5) Deviation | Index (95%)

Facebook 3.38 1.55 (3.30;3.60) | 491
Twitter 2.83 1.69 (2.75;3.08) | 490
Google+ 2.54 1.68 (2.44;2.78) | 490
LinkedIn 2.48 1.59 (2.33;2.64) | 489
Instagram 2.12 1.41 (2;2.29) 490
Foursquare 1.39 0.86 (1.30; 1.46) | 486
TripAdvisor 2.65 1.40 (2.50;2.78) | 491
Booking 3.11 1.49 (2.97;3.26) | 491

Sources: Own

The data in Table 11 show that the most used means for
contacting the accommodation are phone and email, which
far exceed the average (3) and the website, which also has a
higher value than the average.
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Table 11. When you want to contact the accommodation, which means
do you use more often? (1=rarely or never, 5=ever)
Item Average | Standard | Confidence n
(1-5) Deviation | Index (95%)
Phone 3.82 1.38 (3.72;3.99) | 491
Email address 3.81 1.31 (3.76;4.01) | 489
Social Networks 2.81 1.58 (2.70;3.02) | 490
Website 3.46 1.37 (3.36;3.62) | 487
Opinion portals
(TripAdvisor, 2.99 1.62 (3.06;3.36) | 485
Booking, etc.)
Others (indicate .
which) 1.14 0.67 (1.06; 1.19) | 459

Sources: Own

In the case of the Apps (Table 12) we see that those
perceived as more useful are those of Hotels, exceeding the
average (2.5).

Table 12. Evaluate the degree of usefulness of mobile apps (0=don’t use,
1=nothing useful and 5=very helpful)

Item Average | Standard Confidence N
(0-5) Deviation | Index (95%)
App Hotels 2,64 1,80 (2.41;2,77) | 492
App Travel 2,12 1,80 (1,96;2,32) | 492
Agencies

Source: Own

4. Discussion

This research confirms the links between tourism, social
media and smartphones use. Considering [27], three
quarters of travellers attend comments from other online
consumers as a reference to plan their trips. Therefore, and
given our results, social media are a reference when
travelling or consuming "tourism" by other Internet users.

The consumer’s opinion websites allow travellers to
review any aspects of a vacation, including lodging,
restaurants, destinations and other tourism-related products,
such as tour operators. It is a key factor to evaluate the
quality of digital contents [28]. In the case of journalism, it is
a way to success [29] [30]. As soon as you publish comments
on the networks, they are available to other potential
travellers to read and make use to make decisions later [31].

eWOM communication articulated by opinion platforms
based on the opinions of consumers have greater impact than
other opinions published in other Media, because, unlike
other groups, opinion platforms are relatively easy to use and
require less knowledge surfer from consumers who want to
get information [32].

The results of our investigation show that most travellers
believe the information provided by the social media users is
less biased, credible and reliable information when
compared with traditional organizations.

5. Conclusions

In our research we find that most travellers believe that
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the information provided by the users in social media is less
biased. It is a more credible and reliable information
compared to traditional organizations. Thus we observe that
the participants interact with the social networks especially
while travelling. Always on factor is necessary. But when
an organized trip, participants prefer to recruit primarily
seek information and pages of providers.

In our research we found that, in general, in younger
participants, the use of social media increases among young
people, especially in Foursquare, Instagram and Twitter;
less in Facebook. With other social media (Google+,
LinkedIn, TripAdvisor and Booking), the association is not
significant.

The research also reveals that the more used social media
are TripAdvisor and Booking. It is a key factor considering
that users sometimes have to look for accommodation for
business trips. The platforms confirm the weight of their
opinions. One of the first steps of tourists before choosing
accommodation is consult the opinions in this type of
platform. This is one of the reasons why the hotel
establishments are enhancing their digital communication,
for the purpose of answering this growing need for online
reputation built through social media.

In our study, we demonstrated the age and level of
education determines the contact establishments and even
the search for information before, during and after the trip.
Thus, the variables social networks and web portal have a
significant association; thus, it confirms that younger age
increases the use of social media by making contact with
the accommodation.

Another relevant data is the age of participants. Social
media like Facebook, Twitter, Instagram and Foursquare
are the way used by young people. Gender does not
influence their use, in general. It also seems relevant the
fact that gender is significant in some of the actions of users
on the use of social media. We noted that some results had a
tendency for business women more often than men seek the
views of other social media users. Even some items this
habit can reach up to half a point increase over the
masculine.

In general, the results allow us to interpret our research
participants consider social media a tool that provides
access to the tourism sector, which allows them to contact
the provider at the time of booking of tourist service
whatever. This enables intensive relations between the
consumer and the service provider, potentially reaching a
greater volume of business and the ability to lower the costs
of intermediaries. But we also see the results that the main
motivation for use of social media is immediate
communication with contacts, family or friends of
participants.

Regression models show age has a significant effect on
the response of all items about use of social media before,
during and after the trip, with the exception of the item
"During the trip looking for reviews of restaurants", where
age does not influence, but does gender. This shows a
general trend, which tells us that business women look more
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often the views of other social media users. In some items,
this habit can be increased to reach half a point above men.
In general, we see the regression models that both age and
gender, in this case young people and women, generate
more influence in the intention to communicate and express
themselves using social media.
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