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The purpose of this paper was to examine the preferred social media application 
network by employees in the tourism and hospitality industry. The specific aims were 
to examine the preferred social media amongst Facebook, WhatsApp, Twitter, 
Instagram, LinkedIn, email and YouTube, examine the relationship between 
respondent’s gender, a position at workplace and choice of social media and finally find 
out official the duties performed by the respondent’s using the smartphones. The 
finding indicated that the most popular social media platform was WhatsApp (93%) 
closely followed by Email (84%) and the least being LinkedIn used by only 25% of 

respondents. Employees’ gender (χ2=5.880, df =1, p<0.05) and position at the 

workplace (χ2=9.585, df =2, p<0.05) had minimal influence on the selection of social 
media preference. The majority (81 %) of the respondents perform up to 50% of their 
official duties with the help of their smartphones translating to improved and effective 
customer services, reduced operation cost, and healthier business performance. The 
study concluded that WhatsApp and Email were the most preferred social media 
network and were used to communicate and transact business with customers and other 
stakeholders in the tourism and hospitality industry. Smartphones are no longer luxury 
tools but are part of the technology that every employee in the industry must adapt to. 
 

Contribution/Originality: This study is one of the very few studies that have investigated the preferred media 

network by employees in the tourism and hospitality industry in Kenya. The paper's primary contribution is the 

finding that WhatsApp and Email were the most preferred social media network and were used to communicate and 

transact business between employees and customers and stakeholders in the industry. 

 

1. INTRODUCTION 

Notably, more than 90% of employees in Kenya own a smartphone and in most cases; you see people 

performing different services using a smartphone more than their laptops and desktop computers.  This may be 

partly because mobile application capabilities allow users to access browsers while hybrid App-web installed in a 

smartphone enable users to access the internet Lama (2019) and Kvist and Mathiasson (2019).   Mobile applications 

are used as constant reminders of business existence and engage customers’ in the hospitality industry. They 

increase customer accessibility with reduced communication costs and increased efficiency. Most people in Kenya 

who have Smartphones can easily gain internet connectivity and access to social networks. In Kenya, 87% of adults 

own a mobile device while only 3% do not use a mobile phone.  

The general objective of the study was to examine the preferred social media network by employees in the 

tourism and hospitality industry in Kenya.  The specific objectives of the study were to investigate whether the 
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gender of the employee, their age, and the position at the workplace influenced the choice of social media platform 

preferred by respondents. It intended to answer the following three questions: Does the age of the employee 

influence social media choice? What about gender? Does the employee in operation, supervision, and management 

prefer the same social media features on their mobile phone? The study hypothesizes that there is no significant 

relationship between employee’s demography (Gender, age, position) and their social media preference.  Studies on 

the effect of social media on the hospitality industry have been conducted by many scholars (Bilgin, 2018; Choi, 

Wang, & Sparks, 2019; Garrido-Moreno, García-Morales, Lockett, & King, 2018; Holston-Okae, 2018; Minazzi & 

Lagrosen, 2013; Perera & Perera, 2018; Stojanovic, Andreu, & Curras-Perez, 2018). Milla and Mataruna-Dos-

Santos (2019) acknowledge that only a handful of studies have been conducted to examine the relations between 

employee demography and social media preference. This is the contribution of the study. 

 A report by the Communication Authority of Kenya (COA) indicated that by the year 2018, the number of 

active mobile subscriptions in Kenya was 46.6 million. Within the same period, the total number of active 

Internet/data subscriptions stood at 42.2 million while the number of mobile commerce transactions was 526.9 

million, valued at Ksh.1.5 trillion. The total number of outgoing short messages stood at 15.4 billion. In Kenya just 

as in other parts of the world, the digital explosion in communication has affected the way business in tourism and 

hospitality is conducted (Benckendorff, Xiang, & Sheldon, 2019; Femenia-Serra, Perles-Ribes, & Ivars-Baidal, 2019; 

Kim & Law, 2015; Lee & Mills, 2007; Oskam & Boswijk, 2016). In their study, Phongtraychack and Dolgaya (2018); 

Thomas, Vernet, and Gann (2014), and Griffith (1994) observed that the effect is not only in communication as 

digital money transfer may soon replace physical cash and credit cards. 

The industry has realized that most travelers carry their Smartphones and use them for travel-related 

activities. A couple of years back, the tourism industry shared tourism information through radio, television, 

magazines, or newspapers (Sindiga, 2018) and Shi, Sun, Shen, Li, and Qu (2010). Currently, due to the evolving 

technology, the industry provides tourism services via the internet which can be accessed using the smartphone as 

it is quick and convenient for both the travelers and the tourism service providers. The smartphone ownership rates 

in Kenya have strikingly risen and will continue to rise due to the low costs of purchase. 

Given this, the study aimed to examine whether the employees in the tourism and hospitality industry owned a 

smartphone and how they used them to improve their performance at work. 

 

2. LITERATURE REVIEW 

The evolution of information and communication technologies (ICTs) is greatly influencing the tourism and 

hospitality industry resulting in its success (Adeola & Evans, 2019).  Information technology for instance mobile 

internet, networking, and cloud computing has helped improve the efficiency and effectiveness of tourism services 

as well as reduce costs of these services (Elazhary, 2019; Gretzel, Sigala, Xiang, & Koo, 2015; Jin, Gubbi, Marusic, 

& Palaniswami, 2014; Li, Xu, Wang, & Wang, 2012; Sanaei, Abolfazli, Gani, & Buyya, 2013). The integration of 

ICT has led to the realization of smart tourism which has brought on mobile digital connectivity thereby creating 

more intelligent levels in the tourism systems (Li., Hu, Huang, & Duan, 2017). 

As stated by Dorcic, Komsic, and Markovic (2019) smart tourism tries to offer all services via the smartphone. 

There has been a noticeably huge growth in smartphone ownership rates and internet access rates in the developing 

countries and emerging economies since 2013. Pontes, Szabo, and Griffiths (2015) noted that due to the increasing 

popularity of internet usage via smartphones in the global population, the majority of the users are participating 

fully in the economic and societal activities of modern life. 

The uptake of smartphone technology therefore presents great opportunities for tourism and hospitality service 

providers and tourism organizations and destinations. Many tourism businesses are trying to offer businesses and 

services to tourists through the use of smartphones because it is convenient for both the tourist and the service 

provider. The smartphone contains travel-related applications such as a built-in digital camera, GPS navigator, 
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browser, e-commerce sites, e-bank, and e-ticket that prove to be beneficial to the travelers in meeting their needs 

and enriching their experiences when on a trip. Users can be able to browse the internet, look at their emails, or 

make payments during their trips. According to Internet World Stats, there has been a tremendous rise in internet 

penetration globally. Kenya has the highest internet user rate in Africa of 89 %. 

 

2.1. Social Media Networks and its Impacts on the Tourism and Hospitality Industry 

New emerging technology trends such as social media have played a major role in the growth of the tourism 

and hospitality industry (Lim, 2010). The use of social media marketing and advertising has considerably risen in 

the tourism industry over the past years due to ease of purchase of products from the internet, time-saving and low 

costs of internet updates (Amersdorffer, Bauhuber, & Oellrich, 2012; Dahl, 2018; De Mooij, 2018). Social channels 

have proven to be of the essence to the tourism industry as they can: spread awareness of the brand quickly and far; 

encourage interaction with clients; increase sales and revenues; reduce operating costs; improve customer 

satisfaction and service; and manage the reputation of the brand (Sterne, 2010). Due to the high competitiveness of 

the sector, businesses need to consider an appealing alternative for them to retain their customers and even attract 

new customers. Social media marketing is with greater reason the most ideal sales platform which corresponds to 

virtual global marketing (Chaffey & Ellis-Chadwick, 2019) and Lim (2010). 

Social media platforms such as WhatsApp, Facebook, Instagram, YouTube, and Twitter have grown in 

popularity over the years. This is because they are viral, easily accessible, and highly influential to users. Tourists 

share information, photos, links, and experiences about areas they have visited on social media platforms to help 

other tourists in decision making when they are planning vacations. 

Social media channels allow marketers to connect and communicate with their current and prospective 

customers. The marketers can share information on services and products on social media and at the same time, the 

customers can offer feedback on their experiences (Buttle & Maklan, 2019) and Benea (2014). Trip advisor is a 

popular social media tool used in the tourism industry. Many travelers visit this site when selecting tourism 

products and later post online reviews of their travel experiences. 

 

3. STUDY METHODOLOGY 

The study was composed of a sample size of 380 employees in the tourism and hospitality industry that were 

randomly selected from Nairobi, Mombasa, and Nakuru. The target populations were supervisors and managers of 

selected hotels and lodges. The study was descriptive. Quantitative data was collected using questionnaires while 

quantitative data was collected using interviews. The reliability test indicated that the data collection tools had 

Cronbach’s Alpha of 0.651 that was considered valid and reliable. 

 

4. FINDINGS AND DISCUSSIONS 

Of the total of 380 practitioners who participated in the research, 55% of them were males and while 45% were 

females. Nearly all of them (97%) owned a smartphone which they used to perform different duties in and out of the 

office. Despite them having laptops and desktop computers most of them said their social networking app in their 

smartphone to achieve their company’s objectives. This shows that majority of respondents were digitally 

connected and able to access the internet. This could be attributed to the low cost of purchasing a smartphone in 

the country. A majority (74%) use their phones to do perform their daily duties while at work and while away. 

According to the survey, the majority of the respondents (49%) were operations level, 37% were in supervisory 

positions while only 14% were in managerial positions. Of these respondents, a majority (63%) were youth aged 

between 20 and 35 years of age. The study noted majority (81 %) of the respondents perform up to 50% of their 

duties with the help of their smartphones even though 73% of the same respondents agreed that they use less than 

50% of Smartphone features and capabilities.  
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4.1. Preferred Social media in Smartphone 

The survey investigated the social-networking applications that were mostly used by the tourism and 

hospitality employees to improve their performance. Seven social networking apps were listed from which the 

participants were to indicate which ones they used in their communication and the level of preference. They were 

limited to Facebook, WhatsApp, Twitter, Instagram, LinkedIn Email, and YouTube. The most popular social media 

platform used was WhatsApp (93%) which was closely followed by Email (84%). LinkedIn was the rarest social 

media platform used with only 25% actively involved in it. Twitter and Instagram were not frequently used by the 

respondent's Figure 1. At this point, it was noted that there was no significant relationship between the 

respondent’s selection of social networking for those who frequently use Facebook, WhatsApp, Twitter, and emails. 

 

 
Figure-1. Preferred social media by employees in tourism and hospitality. 

 
Table-1. Social media platforms  used by respondents.  

Which of the following social media platform are you actively involved in? 

 
Facebook WhatsApp Twitter Instagram LinkedIn Email YouTube 

% of usage by 
respondents 

Yes 78% 
 

Yes 93% Yes 30% Yes 38% Yes 25% Yes 84% Yes 74% 

Chi-Square 
Goodness of 

fit 

118.274a 286.579a 59.211a 22.274a 95.000a 180.642a 89.095a 

df 1 1 1 1 1 1 1 

Asymp. Sig. .0001 .001 .001 .001 .001 .001 .001 

Note: a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 190.0. 

 

Most employees in tourism and hospitality use different social media networks in their normal duties. However, 

majority (93%) of respondents use WhatsApp (χ2=118.274, df =1, p<0.001), 84% use email (χ2=180.642, df =1, 

p<0.001) with the least being LinkedIn 25% (χ2=95, df =1, p<0.001). There was no clear explanation of the 

preference which may call for more studies. 

Chi-square goodness of fit test showed that there was more usage of some social media networks when 

compared to others and the observed frequencies were so much higher in all social media networks than expected 

Table 1.  

 

4.2. Relationship Between Respondent’s Gender Social Media Preference 

The study also noted that the minority (38%) of respondents use Instagram as a social media of preference 

while the majority (62%) said they rarely use it.  From this percentage, 47% of them were males as compared to 53% 

who were female meaning more ladies used Instagram as compared to males. This observation was significant 

χ2=5.880, df =1, p<0.05 meaning that there was some relationship between gender and use of Instagram as a 

preferred social media Table 2. This relationship was not significant with other social media (Twitter, Facebook, 
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LinkedIn, and YouTube) used in the study. This finding means the gender of the participants did not significantly 

influence the selection of other social media of other the use of Instagram as given in Table 2. 

 
Table-2. Relationship between respondent’s gender social media Preference. 

Crosstabulation between gender and Instagram conclusion 

Gender Yes No Chi-Square cross-tabulation Respondents gender 
influenced the use of 

Instagram only 
Male 47% 60%  

χ2=5.880, df =1, p<0.05 Female 53% 40% 
Total 100% 100% 

 

 

4.3. Relationship between Respondent’s Positions and Social Media Preference 

The study further investigated whether there was any relationship between the respondent’s use of different 

social media and their position at the workplace. The study assumed that employees at different levels used different 

social media available on their phones. The respondents were categorized in three management, supervisory, and 

operations or technical Table 3 Cross-tabulation was conducted using respondent’s level at their workplace as the 

independent variable and selected categories of social media as dependent variables. The result showed that 

irrespective of their position at a place of work, the three categories of employees used different types of social 

media applications on their smartphones. There was no significant relationship for most of these media applications 

other on their use of Instagram. From all respondents who said they use Instagram the majorities (59%) were in 

operation level as compared to 32% who were supervisors. The minority 9% were those at the management level. 

There was a significant (χ2=9.585, df =2, p<0.05) relationship between employees’ usage of Instagram and their 

position in Table 3. 

 
Table-3. Relationship between respondent’s position and social media Preference. 

Crosstabulation between respondents’ level and use of Instagram 

Information sought. Is Instagram your preferred social media? 

Respondents Position Yes No Chi-Square cross-
tabulation 

Conclusions 

Middle Management level  9% 17%  
 

χ2=9.585, df =2, p<0.05 

Employees level influenced 
the respondent’s social 

media preference 
Supervisory level 32% 40% 
Operations /technical 
level 

59% 43% 

Total  100% 100% 
 

 

4.2. Relationship between Age and Social Media Preference 

The study hypothesized that there is no significant relationship between employee’s age and social media 

preference in their smartphones. Chi-square cross-tabulation was conducted using age as the independent variable 

and choices social media as the dependent variables. The finding indicated that (73%) of respondents who use 

Twitter, (72%) who use Instagram, and 67% who use YouTube as preferred social media were aged between 20 to 

35 years. The remaining respondents aged 35 to 60 years rarely use Twitter, Instagram, and YouTube. This 

relationship was significant χ2=10.858, df =3, p<0.05 for use of Twitter, χ2=18.816, df =3, p<0.05 use of Instagram, 

and χ2=17.867, df =3, p<0.05 use of YouTube Table 4. 

The study, therefore, rejected the null hypothesis and concluded that the age of respondents significantly 

influenced the social media (Twitter, Instagram, and YouTube) preference of the respondents. Although 

respondents also use Facebook, WhatsApp, emails, and LinkedIn the relationship was not significant at P<0.05. 
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Table-4. Relationship between the respondent’s age and social media Preference. 

Relationship between the respondent’s age and usages of 
Twitter 

Conclusions 

Respondents age 
Yes No 

Chi-Square cross-
tabulations 

Less than 20 years 16% 16% 

 

(χ2=10.858, df =3, 
p<0.05) 

Respondents aged between 20 
to 35 yrs. used Twitter as their 
preferred social media 

20 to 35 years 73% 59% 

35 to 45years 10% 19% 
45 to 60 years 1% 6% 

Relationship between the respondent’s age and usages of 
Instagram 

 

Less than 20 years 19% 14% 

 

(χ2=10.858, df =3, 
p<0.05) 

Respondents aged between 20 
to 35 yrs. used Instagram as 
their preferred social media 

20 to 35 years 72% 59% 

35 to 45years 9% 20% 

45 to 60 years 1% 7% 

Relationship between the respondent’s age and usages of 
YouTube 

Respondents aged between 20 
to 35 yrs. used YouTube as 
their preferred social media Less than 20 years 17% 13% 

 

(χ2=10.858, df =3, 
p<0.05) 

20 to 35 years 67% 53% 

35 to 45years 14% 22% 

45 to 60 years 3% 11% 
 

 

4.3. Official Duties Performed by Employees with The Help of The Smartphones 

The respondents were queried about how the usage of Smartphones enhanced their service quality. The study 

noted that the most frequent use of the smartphone was to access internet services (77%) and mobile paying and 

banking were ranked second at 64%. The least rated use of the smartphone was for Guest Relation Management 

and use of the smartphone to do most official duties. Another usage of the smartphone was booking accommodation 

and transport (31%), data capturing and storage (39%), sales and marketing (32%), customer relations (23%), and 

display product features and services Figure 2. These activities translate into cost-effective and improved business 

performance. 

 

 
Figure-2. Duties Performed by Employees with The Help of The Smartphones. 

 

4.4. Preferred Features in Smartphone 

The employees were asked to state the features of the Smartphone they use to improve the quality of service. 

Nearly all (97%) of the respondents stated that they used their Smartphone’s to access the internet, 86% used their 

Smartphones in taking digital photography, 85% used their smartphones to download job-related applications and 
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84% used their Smartphone to send official text messages. About 74% of the respondents also stated that they work 

comfortably using their Smartphones more than the desk and laptops. 

 

4.5. Preferred Operating Systems 

All Smartphones possess operating system software that is designed to run programs and applications of the 

device. The study was interested in only three types of operating systems namely BlackBerry, Windows Mobile, 

and Android. About 89% of the respondents used the Android operating system with only 5% using the BlackBerry 

Operating System. This shows that the majority of smartphone users in the industry prefer the Android operating 

system which is attributed to the low costs of Smartphones which run on it in Kenya. 

 

5. CONCLUSION 

This study concludes that the preferred social network was WhatsApp followed by Emil communication. There 

was a minimal noted relationship between employees’ age and position in employment and social media network of 

preference other than the use of Instagram. Most of the respondents stated that they work comfortably using their 

Smartphones more than the desk and laptops as they work from home when not in their offices. The majority (81 %) 

of the respondents perform up to 50% of their duties with the help of their smartphones. It was also noted that the 

age of respondents had minimal influence on social media preference other than Twitter, Instagram, and youtube 

whose usage was significantly influenced by age (20 t0 35 yrs.). The majority of the smartphone users in the 

industry prefer the Android operating system. 

From the study, there is no doubt that the penetration of smart technology has greatly improved the tourism 

and hospitality industry. The use of a smartphone is a fast and convenient way to better people’s well-being and has 

become a necessity in people’s daily life.  

The competitiveness of the hotel industry and tourism destinations has grown especially due to modern 

technologies and internet connectivity. To satisfy the expectations of tourists in the future, there is a need to equip 

employees in the industry with modern digital technologies that come with Smartphones.  

Smartphones are no longer luxury tools but are part of the technology that every employee in the industry 

must adapt to.  This has come with its challenge to an employer in managing the correct usage since if not well 

managed may be abused by spending more time on unofficial social media networks. Likewise, an employer can 

engage employees to be working for them outside the normal working hours without any reward for overtime. 
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