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Abstract 

The main objective of this study is to recognize the E-

marketing and its impact on enhancing the competitive advantage 

in five star resorts in Sharm El Sheikh City. Hence the 

importance of this research stems from the resorts need of a 

competitive advantage to strengthen its competitive status. So, 

the resorts management must give the competitive advantage a 

distinctive attention particularly in terms of resort services. This 

research will help resorts to access to the means that able them to 

create competitive advantages and determine strength and 

weakness points, and then broaden its market share and lead to 

the internationalization of these Resort. A questionnaire form 

was developed to collect the required data for this study. A total 

of 480 forms were randomly distributed to a sample of resort 

guests; only 421 forms (87.7%) were valid for analysis. The 

majority of the surveyed guests showed interest in designs 

guestrooms and various means of comfort provided by resorts; they 

prefer resorts that offer fair prices and ensure quality standard of 

service. In general, they use travel agents and the internet for 

searching and booking the Resort. Therefore, the marketing 

managers of the five-star resorts should be interested in 

improving and developing E-marketing methods to achieve the 

aspirations of customers and achieve their satisfaction and help 

the resorts to increase their market share and enhance their 

competitiveness locally and globally. 
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E-Marketing as a Competitive Advantage in Touristic Resorts

 تسويق الإلكتروني كميزة تنافسية في المنتجعات السياحيةال

 ملخص

الهدف السًٓطٌ مً ٍره الدزاضُ ٍى التعسف علِ التطىيل الإلهتروىٌ وأثسه في 

تعصيص المًصَ التيافطًُ في ميتجعات الخنطُ نجىو بمدييُ شسو الشًخ. ومً ٍيا تيبع 

لتعصيص مسنصٍا التيافطٌ.  أٍنًُ ٍرا البخث مً حاجُ الميتجعات إلى مًصَ تيافطًُ

لرا ، يجب علِ إدازَ الميتجعات إعطاْ المًصَ التيافطًُ إٍتناما ممًصا خاصُ فًنا 

يتعلل بخدمات الميتجعات. ضًطاعد ٍرا البخث الميتجعات علِ الىصىل إلى الىضآل 

التي تمهيَا مً خلل مصايا تيافطًُ وتحديد ىكاط الكىَ والضعف ، ومً ثه تىضًع 

 الطىم وتددٍ إلى تدويل ٍره الميتجعات. م  تطىيس اضتنازَ اضتبًاٌ جمنع حصتَا في

نمىذج بشهل عشىآٌ علِ عًيُ مً  081البًاىات المطلىبُ لهره الدزاضُ. م  تىشيع 

( ناىت صالحُ للتخلًل. أظَس مععه ٪88.8اضتنازَ ) 090ضًىف الميتجع. فكط 

ه الغسف ووضآل الساحُ المختلفُ الضًىف الريً شملَه الاضتطلاع اٍتنامَه بتصامً

التي تكدمَا الميتجعات ؛ أىَه يفضلىٌ الميتجعات التي تكدو أضعازًا عادلُ وتضنً 

مطتىّ جىدَ الخدمُ. بشهل عاو ، يطتخدمىٌ ونلاْ الطفس والإىترىت للبخث عً 

الخنظ نجىو الميتجعات ولرا فلابد مً إٍتناو مديسٍ التطىيل ب .وحجص الميتجع

ومساعاَ التطىزات التهيىلىجًُ طسم وأضالًب التطىيل الإلهتروىٌ تطىيس بتخطين و

 ومىانبُ العصس في حملاتَه الدعآًُ لتخكًل تطلعات العنلاْ وتحكًل زضاٍه

 .وعالمًاً تعصيصقدزاتَا التيافطًُ لذلًاًو  الطىقًُ تَافي شيادَ حصومطاعدَ الميتجعات 

 الميتجعات الطًاحًُلمًصَ التيافطًُ ،التطىيل الإلهتروىٌ ، ا: الكلمات الدالة
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Introduction  

     Marketing is all around you.  For many years you have been a 

consumer and you have made decisions about products and 

services you liked and disliked. Marketing is the process of 

planning, pricing, promoting, selling, and distributing goods, 

ideas or services to make exchanges that satisfy guests (Simon 

Hudson, 2008). The Internet facilitates marketing processes by 

communicating with anybody at any time and in any place. It 

provides customers an access round the clock, cutting down all 

geographic borders, and enabling direct communication with 

customers (Corley et al., 2013). The major idea of marketing is 

to match the resort’s capabilities with the needs of guests to 

realize the objectives of both sides. Then the resort has to 

improve strengths, either from the nature of the services it offers 

or from the way it uses these services, in order to provide guest 

satisfaction. 

The E-marketing has a lot of benefits  as, segmenting markets, 

building relationship markets, and offering several functions that 

traditional promotional media cannot such as reaching consumers  

around the world interactively at a lower cost. E-marketing 

practices for the hospitality industry include the use of a hotel’s 

or resort's website together with online promotional techniques, 

like search engine marketing, interactive advertising, e-mail 

marketing and  copartner ship conventions with other websites 

(Chaffey et al., 2006).  

     The E- marketing offers various online advertising tools 

contain e-mail advertising, Electronic Word of Mouth (E-WOM) 

advertising, affiliate advertising, banner advertising and search 

engine advertising. (Duffy and Dennis, 2005) mentioned that E-

mail advertising is used to increase sales, attract new customers, 

inform existing customers on promotions and sales, and to 

develop a stable dialogue and relationship with guests. E-
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marketing enables resorts to improve their flexibility, 

interactivity, efficiency and competitiveness. 

Review of Literature 

      There is no single definition of the concept of e-marketing. 

Some marketers confirm the function of the internet in the 

implementation of e-marketing, while others realize that term 

broadly. “E-Marketing is the use of electronic data and 

applications for planning and executing the conception, 

distribution and pricing of ideas, goods and services to create 

exchanges that satisfy individual and organizational goals and 

objectives” (Strauss and Frost, 2001). 

     According to The World Tourism Institution (2008) “The 

purpose of e-marketing is to exploit the Internet and other forms 

of electronic communication to communicate with target markets 

in the most cost-effective ways, and to enable joint working with 

partner organizations with which there is a common interest.” 

     E-Marketing is the fastest, cheapest, most efficient and 

interactive marketing tool, (Abu El Naga, 2012*) has defined e-

marketing as the process of optimizing the use and effective 

development of digital marketing resources represented by the 

databases and the available experiences, knowledge and available 

information, individuals and public relations, as well as all 

facilities available on the Internet in order to support and achieve 

a competitive advantage in the e-business market. 

(Sabra, 2009*), (Abdel Azim, 2008*) and (Bakri, 2007*) 

agreed that that the value that E-marketing achieves for both 

institutions and customers in the changing business environment 

is as follows : 

 •Access to global markets. 

 •Providing goods and services according to the needs and desires   

of customers. 

 •Get feedback for product development. 

 •Reduce costs and use flexible pricing. 
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 •Development of several new distribution channels. 

 •Use an interactive promotional method with customers. 

 •Support and activate customer relationship management. 

• Achieve competitive advantage at the regional and global level.    

     To gain competitive advantage, it is important nowadays for a 

resort to have its own website, promote its own products and 

services through social networks and mobile applications, use e-

mail as a channel of communication with its guests, and apply all 

available Information-Communication Technology (ICT). 

Marketers should provide all information for potential guests in 

one place at any time of day, from anywhere in the world. (Dina 

Lončarić1 and Nensi Radetić, 2015). It is highly difficult to 

persist a competitive advantage in the hospitality industry. So to 

build a permanent competitive advantage, the successful resorts 

must pay precise attention to improve and apply their resources 

and abilities (Enz, 2008), because the effective management of 

resources and abilities allows a resort to outperform its 

competitors. In resort procedures, the implementation of 

innovative product or service concepts creates many unparalleled 

characteristics (Frehse, 2015). So achieving a competitive 

advantage is considered as the most important goal of a resort 

vision, because without achieving a competitive advantage, resort 

will have a few economic causes for existing (Kim&Oh, 2004). 

       So to be competitive in the hospitality industry, attract more 

guests and achieve a high level of customer satisfaction, resorts 

need to apply the methods and techniques of e-marketing . 

       The following study is E-Marketing as a Competitive 

Advantage in the Touristic Resorts. It had covered the most E-

Marketing activities which take place in five-star Resorts in 

Sharm El Sheikh City. The researcher took 15 five-star Resorts in 

Sharm El Sheikh as a sample of the study.  

Problem of the study 
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The revolution of information and communication technology 

and economic liberalization, which organized the world, led to 

strengthen competition and created a reality that is imperative to 

society study of the use of E-marketing techniques and 

competition literature to provide innovative and convenient 

services to the guests and achieve a sustainable competitive 

advantage for the resorts. 

     Vollmer and Precourt (2008) mentioned that the increasing 

of online communication channels results in both opportunities 

and challenges for marketers to measure the effectiveness of 

marketing and advertising.                                       

Research Questions 

1. To what extent are the five star resorts interested to apply E-

marketing through its marketing plan? 

2. What are the competitive advantages of resorts from the e-

marketing application? 

3. What are the obstacles facing the application of E-marketing in 

the resorts? 

4. What are the views and trends of the guests in the Resorts 

towards E-marketing mechanisms as a new trend in the 

hospitality industry? 

Aim and objectives of the Study 

      The main aim of this research is to study e-marketing and its 

impact in reinforcing the competitive advantage in the resorts. 

The main aim may be achieved through the following objectives:  

1. Highlight the E-marketing techniques, tools and channels used 

by Resorts in Sharm El Sheikh. 

2. Recognize the advantages and disadvantages of applying the 

E-marketing techniques to the Resorts. 

3. Identify which booking type that guests use and trust in 

searching for Resorts. 

4. Identify the concept of a competitive advantage to reach the 

global market. 



 

 

 
 

69 

 9102يىىًى   –5عدد  –لدلُ نلًُ الطًاحُ والفيادم 

 
5. Providing the proposed plan on how to use E-marketing in 

hospitality industry.  

Important of the study 

      The importance of this research comes from the resorts need 

of a competitive advantage to strengthen its competitive status 

and realize its impact in achieving customer loyalty, granting 

competitive advantages and increasing the market share. So, the 

resorts management must give the competitive advantage a 

special interest especially in terms of resort services. This 

research will help resorts to identify to the means that able them 

to create competitive advantages and define strength and 

weakness points, and therefore broaden its market share and lead 

to the internationalization of the Resort. 

Research Limitations 

The research limitations were as follow: 

(1) Place limitations:  

The survey was limited to the working five star Resorts in 

Sharm El Sheikh City. 

(2) Time limitations:  

The survey was conducted over a period of six months, which 

permitted foreign and Egyptian guests who were in the Resorts 

between October 2017 and March 2018 to be surveyed.  

Research Methodology  

  In order to identify the factors that have E-Marketing as a 

Competitive Advantage in Resorts from fifteen five star resorts in 

Sharm El Sheikh City were surveyed. The data collection process 

was conducted over a six months period during the moderately 

high summer season from October 2017 to March 2018. A total 

of 480 questionnaire forms were randomly distributed to guests; 

only 421 forms (87.7%) were valid for analysis.  The guests’ 

questionnaire consisted of four sections. The first part collects 

the demographic data of the respondents. The second part 

intended to clarify the resort selection. The third part illustrates 
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the internet and E-marketing from the guest perspective. The 

fourth part clarifies the Social Media Networks. 
The respondents were asked to determine their levels of 

agreement with each statement using a five-point Likert- scale 

(Strongly agree = 5, agree = 4, neutral = 3, disagree = 2 and 

strongly disagree = 1). The Statistical Package for the Social 

Sciences (SPSS) version 22 was used to analyze and compute the 

collected data. 

Results and Discussion 
Validity and Reliability of the Managers Questionnaire Form 

Answers Distributed 

Forms 

Lost 

Forms 

Returned 

Forms 

Excluded 

Forms 

Valid 

Forms 

Freq. 60 11 49 7 42 

% 100% 18.3% 81.7% 11.7% 70% 

Guests’ Questionnaire Analysis 

Table No. (1)Demographic Data for the Guests 

Demographic Data Attribute Statistics 
Freq % 

Age 

From 20-30 years 68 16.2 

More than30-40 years 158 37.5 
More than 40-50 years 140 33.3 

More than 50 years 55 13.1 
Total 421 100% 

Gender Male 227 53.9 
Female 194 46.1 

Total 421 100% 

Nationality 

Egyptian 124 29.5 
Foreign 297 70.5 

Total 421 100% 

Education Level 
University Degree 329 78.1 

Average Education 1 0.2 
Post Graduate Degree 89 21.1 
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Others 2 0.5 

Total 421 100% 
Table (1) shows the demographic profile of the 

respondents. As it can be observed from table (1), the average 

ages of the guests that their ages range from 20 - 30 years 

represents 16.2%, the ages from 30 - 40 years represent 37.5%, 

the ages from 40-50 years represent 33.3% and the ages above 50 

years represent 13.1%.The majority of the sample is "male" 

represent 53.9%, while the numbers of female guests represent 

46.1% .The numbers of Egyptian guests represent 29.5%, while 

the numbers of foreign guests represent 70.5%.Their educational 

level was university Degree 78.1%, 0.7% had average education 

and 21.1% had Post Graduate Degree.   

Table 2: Mean and Standard Deviations of Guests’ Opinions. 

Terms Mean SD 

The Main Reasons for Resort Selection 

1 This Resort offers its facilities and 

services with fair price. 

3.68 0.92 

2 
This Resort has a good reputation and 

brand name. 

3.91 
1.00 

3 
Security and safety are elements that affect 

your selection for this Resort. 

4.19 0.77 

4 

Designs guestrooms and various means of 

comfort have a great importance to you 

(such as the general atmosphere of the 

room, relaxation, tranquillity and easy 

access to the room). 

4.35 0.65 

5 
The diversity of entertainment services in 

this resort. 

4.13 1.01 

6 
Quality standard of services attracts you for 

this Resort. 
4.24 0.79 

The Internet and E-marketing 
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7 
The Resort's website is easy to navigate, 

simple and easy to understand. 
3.99 1.12 

8 Awareness of internet advertisements. 4.10 0.90 

9 
It is important for me to know about the 

reviews before reserving a resort. 
3.66 1.01 

10 

Negative comments about resorts 

affected me more than positive 

comments. 

4.12 0.78 

11 

Resort promotion through e-mail 

impacts my purchase decision and my 

satisfaction. 

3.51 1.07 

12 

I am more convinced to purchase 

services from experiences through 

WOM. 

4.20 0.72 

13 

I have actually reserved a resort after 

getting more information about it from 

the internet. 

4.32 0.85 

14 
Online advertisement is very informative 

and influences my decision.   

 

4.24 

 

0.78 

Social Media Networks 

15 
Using social media sites is a fast and 

efficient way to get more information. 
4.30 0.71 

16 

I like to stay in touch with my friends on 

social network sites like Facebook, 

twitter etc. 

4.30 0.71

17 
I am aware of advertising messages on 

the social media sites. 
3.94 0.87 

18 

I usually pay attention to the paid 

advertisements which appear on the 

social media websites. 

3.37 0.98 

19 
I use social media before a trip to get 

information about destination, Resorts 
4.16 

 

0.88 



 

 

 
 

73 

 9102يىىًى   –5عدد  –لدلُ نلًُ الطًاحُ والفيادم 

 
and other people’s opinion. 

20 

I use social media networks during or 

after the trip to share information, 

pictures or opinion about the trip with 

friends. 

4.32 0.74 

Table (2) shows the results obtained from the questionnaire 

distributed to guests in five star Resorts in Sharm El Sheikh, the 

analysis shows the statements along with the mean and standard 

divisions. 

(1) The Main Reasons for Resort Selection 

The results showed that most respondents are searching for 

resorts that have fair prices.  We deduce from that the fair price 

helps to increase sales in a competitive market and so, increase 

profits. The results show that the majority of customers are 

looking for a brand name because previous experience in these 

resorts or the experiences of their friends and relatives. Excellent 

branding gives a resort several advantages including establishing 

a positive reputation and building a unique image attractive to 

guests. The reputation of the resort is very important in attracting 

guests. The results showed that the security and safety factor is 

very important in influencing the purchasing decisions of guests. 

Most resorts contract with private security companies or have an 

independent security department because security and safety are 

important elements that guests take into account before booking a 

resort. The results indicated that the designs of guestrooms and 

various means of comfort have a great importance to the guests 

(such as the general atmosphere of the room, relaxation, 

tranquility and easy access to the room).These findings agreed 

with (Baruca P., 2012) who stated that, guests’ resort choice is 

influenced by several factors like resort product, received 

information, and personal preferences. Important elements which 

create the competitive advantage of the resort are: product, 

location, product offers and services, quality, price and 
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reputation. The perception of the investigated respondents agreed 

that “Quality standard of services attracts you for this Resort" 

with mean 4.24. Many benefits can be achieved by service 

quality such as establishing guest satisfaction, establishing guest 

loyalty, and providing a competitive advantage to a resort. The 

survey results showed that most respondents are searching for 

resorts that have fair prices.  We deduce from that the fair price 

helps to increase sales in a competitive market and so, increase 

profits. The results show that the majority of customers are 

looking for a brand name because previous experience in these 

resorts or the experiences of their friends and relatives. Excellent 

branding gives a resort several advantages including establishing 

a positive reputation and building a unique image attractive to 

guests. The reputation of the resort is very important in attracting 

guests. The results showed that the security and safety factor is 

very important in influencing the purchasing decisions of guests. 

Most resorts contract with private security companies or have an 

independent security department because security and safety are 

important elements that guests take into account before booking a 

resort.  

 (2) The Internet and E-marketing 

The results showed that the Resort's website is in general 

easy to navigate, simple and easy to understand. This result is 

consistent with (Yannopoulos P., 2011) who designed websites 

that concentrate on keeping customers informed and providing 

simple ways for customers to express their opinions, thoughts, 

and give questions to customer service and sales team. The 

results also show that the guests are aware of the internet 

advertisement. This is consistent with (Kotler et al., 2005) who 

indicated that, Advertising persuades people to buy a certain 

product or service. It fetches goods or services to the attention of 

consumers. The results showed that it is important for the guests 

to know about the experiences of the others before reserving a 
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resort. (Lim, 2010) mentioned that 57% of guests will search for 

online reviews before making a purchase of a product or service. 

The results show that negative comments about resorts affected 

the guests more than positive comments. This is consistent with 

(Goldsmith et al. 2008) who mentioned that, E-WOM, affects 

several cases such as awareness, anticipations and perceptions of 

the online users. In the hospitality industry, positive online 

reviews have an enormous role, which can increase the number 

of bookings in a hotel or a resort. The results showed that resort 

promotion through e-mail impacts guests' purchase decision and 

their satisfaction. The result comply with (Chaffey et al., 

2008)who saw that, by using e-mail addresses, social network 

sites the hotel or the resort can establish a two-way 

communication method with guests and facilitate accessibility. 

The answers indicated that guests were more persuaded to 

purchase services when the messages were passed by people they 

know. This result is consistent with (Goyetteet al., 2010; Chaves 

et al., 2012) who mentioned that, E-WOM offers extremely 

major range of potential receptors, can influence the buying 

decisions and the consumers perceptions of quality, when a user 

performs a review of a product or service. The results also show 

that some guests have actually reserved a resort after getting 

more information about it from the internet. This result came into 

agreement with (Kotler, P. and Keller, K., 2009) who 

mentioned that E-marketing makes the consumers able to 

purchase service or products at any time only by simple click 

from their homes. Through the internet, customer can find help 

all the day, search for particular interactions over the internet.  

The results also show that online advertisement is very 

informative and influences the purchasing decision for the guests 

and this comes into agreement with (Hoy and Milne, 2010) who 

mentioned that, online advertising consider a form of online 

marketing based on the internet to attract guests by delivering 
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messages through websites or advertising banners on other 

popular websites which leads online guests to the resort site. 

(3) Social Media Networks 

The results showed that most respondents are using social 

media sites because it is a fast and efficient way to get more 

information. The results consistent with (Ryan et al., 2012) who 

mentioned that, Online social networks are used to filter, discuss, 

disseminate, and confirm news, booking a hotel or a resort, and 

buying products. The results show that most respondents like to 

stay in touch with their friends on social network sites like 

Facebook, twitter etc. The internet world stats (2015) usage and 

population statistics mention that , the number of European 

Facebook users as of November 2015, are 309,576,660 users 

representing 51 % from the European internet users and 37.6 % 

from the Europa Population. The results showed that most guests 

are aware of advertising messages on the social media sites.  The 

results indicated that many guests usually pay attention to the 

paid advertisements which appear on the social media websites. 

This finding agrees with (Wright, 2010; Bernoff, 2009) who 

pointed that social media became one of the cheapest tools of 

marketing and advertising as it can promote products and 

services to targeted markets at a low cost. Also, it is suitable for 

small operations that do not have enough money for promote 

their products/services (Tariq and Wahid, 2011). The social 

media advs are delivered not only from business to consumer 

B2C, but also from consumer to consumer C2C.  

Recommendations  
Based upon both the literature reviewed and the field study 

findings, the following recommendations could be suggested to 

the marketing managers in Resorts:  

1. Necessity to focus on the registration of the website addresses 

to the resorts on international and Arab search engines, 
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leading to further spread of these sites on the internet and 

easily accessible by guests all over the world. 

2. The resort management must provide all the information and 

news that benefit the customers, as well as all the information 

related to the policies of booking on their websites as well as 

social networking pages of these resorts and updated them 

permanently and continuously to attract more customers. 

3. The interest in publishing important information about the 

Arab Republic of Egypt on the websites and social 

networking pages of resorts such as (geographical location - 

weather - currency used ... and so on). 

4. Providing offers for guests on websites include discounts in 

the prices of services and recreational activities offered by the 

resorts, especially at times when demand for these services is 

reduced and advertised using attractive advertisements. 

5. The need to provide security and privacy elements to 

encourage guests to book through the site quickly and easily.  

6. The diversity of different foreign languages within the 

websites of the resorts so that not only the use of English as in 

most websites, but the content of these sites must be presented 

in several other languages such as (French-German-Russian-

Italian-Spanish).  
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