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 للفنادق المصرية

Abstract 
This study aims to determine the extent of the integration of 

marketing communication activities (advertising, public 

relations, sales promotion, direct selling, advertising and 

publishing, e-marketing) and their role in improving the 

marketing performance of Egyptian hotels represented in 

increasing their market share, profitability, and customer 

satisfaction. In order to achieve the goal of the study, a 

questionnaire was designed and distributed to a random 

sample of those responsible for marketing communications 

in hotels, the study sample (working in the departments of 

marketing, sales, public relations and the front office 

department). 022 questionnaires were distributed, of which 

781 were valid answers for statistical analysis at a rate of 

(%5.39) using the Statistical Packages for Social Sciences 

program (SPSS) version 02. The results indicated that there 

is a significant impact of integrated marketing 

communications activities on the effectiveness of the 

marketing performance of the study sample hotels, and 

there is a partial integration between Marketing 

communication activities in increasing the hotel's market 

share, profitability, and customer satisfaction. Based on the 

results, an action plan was proposed to implement 

integrated marketing communications in Egyptian hotels. 
 

Key Words: Integrated marketing communications, 

marketing performance, Egyptian hotels. 
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ٌوضخ نتائج الاختبارات السابقة على نموذج الدراسة  3الجدول 

 المقترح:
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الأداة والتوزيع الطبيعي والارتباطيت ثباث وصدق  3جدول 
 المشتركت للنموذج

متغيراث 
 النموذج المقترح

معامل 
ألفا 

 كرونباخ

عدد 
 العباراث

K – S 
Test 

VIF 
Test 

أبعاد الاتصالات 
 التسوٌقٍة

018.0 22 0100 21.2. 

أبعاد الأداء 
 التسوٌقً

01780 .4 0100 .193. 

النتٍجة 
 الإدصائٍة

 مقبول مقبول مقبول

 أو أقل 0105*معنوي عند 
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