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Abstract 

This research tries to demonstrate that social networks (mainly used through smartphones) influence 
the decision to buy tourism products, specifically in the rate for young users (up to 29 years old). In 
the methodology, after analyzing the use of the media and social networks as a way of promotion and 
recommendation of tourism products, it is performed quantitative method. It conducted a survey with 
users of tourist services. Data collection was performed for four months (May to August 2015) in 
order to determine the most widely used for hotel bookings devices, media and social networks used, 
the reasons for use, confidence in them and the strategy when searching for information. We observe 
the priority use of smartphone, laptop and tablet, as well as Facebook and Booking social network 
and social media, respectively, communication with contacts, friends and family as the main 
motivation, interaction with social networks especially during the trip and a high degree of 
confidence. 
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1. THEORETICAL FRAMEWORK 
 
This investigation intends to prove that Virtual 
Communities or Social Media influence on the 
decision to purchase tourist products in a full-
fledged Broadband Society (Fondevila, 2013). 
Especifically we have decided to prove that 
bookings made by using smartphones by 
business tourists in Barcelona are increasingly 
more usual. 
 
The Information and Communications 
Technology (ICTs) are having 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 
(Fondevila, Estella, Del Olmo, 2013). 
 
According to the report "The Information 
Society in Spain" (Instituto Nacional de 
Estadística, 2014), more than half of Spaniards 
(76.2%) between 16 and 74 years old use the 
Internet daily. 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%. The study of the “Orange 
Foundation” says that Spain is the fourth 
European country in number of smartphones. 
 
Smartphones often help the tourists in their 
travel (Kenteris et al., 2009; Wang and 
Fesenmaier, 2013) and have a significant 
impact on the activity of the trip (Wang et al., 
2010). According to Wang et al. (2010) today 
travelers 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. Travelers 
also use smartphones in order to communicate 
with others, using like emails, phone calls, text 
messages and social networks (Fondevila, Del 
Olmo & Bravo, 2012). 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 
(Kennedy & Gretzel-Eden, 2012; Wang & 
Xiang, 2012; Dickinson et al., 2012) for the 
proposal to deploy the complexity and 
diversity of this topic. Kennedy and Gretzel-
Eden (2012) have created two classifications, 
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 can not be customized in 
any way and do not offer any type of 
interaction. 

 

Besides studying conventional guidebooks for 
mobiles (Rasing et al., 2007; Kenteris et al., 
2011), there are investigation on basic location 
aware context (Hopkin et al., 2010; Barragán-
Martínez and Costa-Montenegro, 2013; 
Lamsfus et al., 2013), augmented reality 
(Yovcheva et al., 2012), the requests as well as 
mobile applications in the context of the 
business of various tourist service providers 
such as airlines (Liu & Law, 2013), theme 
parks (Brown et al., 2013), and hotels (Kim & 
Adler, 2011). 
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2. METHODOLOGY 
 
The methodology used was first a 
comprehensive literature review on the topic, 
i.e., Media and Social Networks as a way of 
tourist promotion and product 
recommendation. 
 
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 (Fondevila & Del Olmo, 2013). 
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. 
 
According to Merino Sanz et al. (2010) 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 (Fondevila & Del Olmo, 2013). 
 
Samples have some obvious advantages with 
respect to the study population, since with a 
restricted sample large populations can be 
surveyed and human, which otherwise would 
be very difficult. 
 
 
3. RESULTS 
 
Data was collected over a 4 mounts period 
(May-August 2015) and 1,512 valid results 
were obtained. A streming process was 
performed, using inclusive and exclusive 
criteria, and all those participants who were not 
on a business trip were discarded. The final 
sample included 494 partipants (Table 1 & 2). 
 

Table 1 
 

NAME AVERAGE SD CI (95%) N 
AGE 38.92 10.30 (38.12 a 40.13) 494 

Source: own 
 
 

Table 2 
 

NAME CATEGORIES PERCENTAGE 
SEX Women 44.53% 
STUDIES Secondary education 27% 
 University studies 72% 
   
ORIGIN Nationals 57.4% 
 Internationals 42.6% 
      UK             22.33% 
      Germany             14.16% 

 
     Others (France, Italy,   
     Belgium, Argentina,    
     Ecuador...) 

              6.11% 

Source: own 
 
 
In this study we saw that the most used device 
by business tourism is smartphone, next is the 
Laptop and the tablet in third position (Table 
3). 
 

Table 3: When I connect to Internet, I do with ... 
(indicate % of time) 

 
Name % SD CI (95%) n 

Desktop 46.52 37.51 (43.73; 51.26) 494 
Laptop 58.07 34.32 (53.97; 60.72) 494 
Smartphone 62.84 31.27 (59.82; 65.99) 494 
Tablet 41.80 39.15 (38.16; 45.87) 494 
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Others devices 1.60 10.91 (0.62; 2.78) 494 
Source: Own 

 
Table 4 shows the least know Social Media are 
Instagram and Foursquare, which are below 
the average (2.5) 
 

Table 4. Level of Knowledge of Social Media 
(0=nothing, 5=mastery) 

 
Name Means SD CI (95%) n 

Facebook 3.88 1.51 (3.74; 4.05) 489 
Twitter 3.13 1.88 (2.97; 3.34) 487 
Google+ 3.04 1.85 (2.94; 3.30) 487 
LinkedIn 2.86 1.86 (2.63; 3.01) 485 
Instagram 2.25 1.80 (2.09; 2.45) 491 
Foursquare 0.93 1.44 (0.75; 1.03) 490 
TripAdvisor 3.03 1.54 (2.85; 3.15) 489 
Booking 3.67 1.37 (3.52; 3.80) 491 

Source: Own 

 
Social Media more used are Booking and 
TripAdvisor (Table 5), the only ítems over the 
average (2.5). 
 
 

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

 
Name Means SD CI (95%) n 

Facebook 2.21 2.08 (2.05; 2.45) 491 
Twitter 1.67 2.05 (1.49; 1.90) 485 
Google+ 2.01 2.20 (1.84; 2.28) 486 
LinkedIn 1.16 1.75 (1.02; 1.37) 486 
Instagram 0.91 1.49 (0.75; 1.03) 490 
Foursquare 0.48 1.11 (0.35; 0.55) 487 
TripAdvisor 2.86 1.61 (2.64; 2.96) 491 
Booking 3.59 1.44 (3.44; 3.73) 492 

Source: Own 

 
Table 6 shows that the main motivation for 
using Social Media is the immediate 
communication with contacts, family and/or 
friends of the participants. 
 
 

Table 6. Motivations that lead to use Social 
Media (1= strongly disagree, 5=totally agree) 

 
Item Means SD CI 

(95%) 
n 

Online social networks 
are nice, fun and I am 
proud to share my 
opinions and 
assessments 

3.62 1.21 (3.53; 
3.77) 

492 

Online social networks 
allow me to stay in touch 
with my friends/family 
and contacts 

4.03 1.20 (3.99; 
4.21) 

492 

Online social networks 
make me feel a sense of 
belonging to a group 

3.05 1.53 (2.89; 
3.19) 

492 

Most people around me 
belong to a social net-
work online 

4.09 1.14 (4.04; 
4.25) 

492 

I use them because they 
are necessary for my job 

3.18 1.62 (3.05; 
3.37) 

492 

Online social networks 
make my life easier by 
allowing me to solve 
problems quickly 

3.43 1.41 (3.32; 
3.60) 

492 

Online social networks 
allow me to follow the 
path of my favorite 
companies 

3.41 1.42 (3.27; 
3.55) 

492 

I use them because 
others do so 

2.89 1.49 (2.73; 
3.03) 

492 

Source: Own 

 
The degree of trust and privacy opinion on 
Social Media below 3 (<3) is associated with 
the item "Information and comments offered by 
social networking companies inspire 
confidence." The reliability and confidence 
increase when information is offered to 
companies that choose to follow the 
participants (Table 7). 
 
 

Table 7. Opinion on the Trust and Privacy of 
Social Media (1=strongly disagree, 5=totally 

agree) 

 
Item Means SD CI 

(95%) 
n 

I believe that my 
personal data are 
properly treated in social 
networks online 

2.94 1.23 (2.85; 
3.09) 

492 

Privacy measures of 
online social networks 
inspire sufficient 
confidence to continue 
using them 

3.13 1.13 (3.05; 
3.27) 

492 

The information I 
provide is trented safely 

3.08 1.18 (3.04; 
3.26) 

492 

The information 
provided by the 
companies I follow are 
reliable 

3.37 1.12 (3.32; 
3.54) 

492 

I stopped publishing my 
opinions because I'm not 
really want to be seen by 
others 

3.24 1.14 (3.19; 
3.42) 

492 

The information and 
comments provided by 
businesses on social 
networks inspire 
confidence 

2.63 1.09 (2.50; 
2.77) 

492 

Information on online 
social networks has 
helped me in my 
purchase decisions 

3.31 1.17 (3.24; 
3.47) 

492 
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Item Means SD CI 
(95%) 

n 

The information found 
on online social 
networks seems reliable  

3.18 1.09 (3.11; 
3.32) 

492 

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

 
Item Means SD CI 

(95%) 
n 

I look for information on 
the Social Networking 

3.53 1.48 (3.47; 
3.76) 

492 

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

3.97 1.23 (3.89; 
4.13) 

492 

I look for information 
from traditional travel 
agencies 

3.15 1.52 (3.05; 
3.35) 

492 

I book my trip on the 
Media/Social Network 

3.04 1.56 (2.96; 
3.27) 

492 

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

3.91 1.22 (3.81; 
4.05) 

492 

I book my trip at 
traditional travel 
agencies 

3.09 1.53 (2.97; 
3.27) 

492 

Source: Own 

 
Table 9 shows that participants interact with 
Media / Social Network especially while 
traveling. 
 
 

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 Means SD CI 

(95%) 
n 

Before departing, I let 
my aquaintances know 
Media/Social Networks 

2.58 1.41 (2.47; 
2.75) 

492 

Before departing I look 
at the opinions of other 
travel agenc users  

3.13 1.36 (3.07; 
3.34) 

492 

Before departing I look 
at other hotel guests’ 
opinionsl 

3.62 1.31 (3.57 
3.83) 

492 

During the trip, I look 
for reviews of 
Restaurants 

3.69 1.25 (3.64; 
3.88) 

492 

During the trip, I look 
for reviews of places to 
visit 

3.80 1.20 (3.76; 
3.99) 

492 

After the trip I 
communicate my 
impressions 

3 1.47 (2.89; 
3.17) 

492 

After the trip I value 
travel agencies, Hotels, 
Restaurants 

3.03 1.36 (2.94; 
3.21) 

492 

Source: 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 Means SD CI (95%) n 
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 

Source: Own 

 
The data in Table 11 show that the most used 
means for contacting the accommodation is the 
phone and email, which far exceed the average 
(3) and the website, which also has a higher 
value than the average. 
 
 

Table 11. When you want to contact the 
accommodation, which means do you use more 

often? (1=rarely or never, 5=ever) 

 
Item Means SD CI 

(95%) 
n 

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, Booking, 
etc.) 

2.99 1.62 (3.06; 
3.36) 

485 

Others (indicate which) 1.14 0.67 (1.06; 
1.19) 

459 

Source: 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). 
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Table 12. Evaluate the degree of usefulness of 
mobile apps (0=don’t use, 1=nothing usefull and 

5=very helpful) 

 
Item Means ED CI (95%) n 

App Hotels 2,64 1,80 (2,41; 
2,77) 

492 

App Travel Agencies 2,12 1,80 (1,96; 
2,32) 

492 

Source: Own 

 
 
4. CONCLUSIONS AND DISCUSSION 
 
The advantages of social media are beyond 
simple positioning. In fact, they have to do 
with increased competitiveness and the chance 
to build a development strategy and continuous 
improvement to have the continous 
opportunity to build a development strategy 
and improvement. 
 
Considering Gretzel and Yoo (2008), three 
quarters of travelers attend comments from 
other online consumers as a reference to plan 
their trips. Therefore, and given our results, 
social media are a reference when traveling or 
consuming "tourism" by other Internet users. 
 
The consumer’s opinion websites (Khammash 
and Burton, 2010) allow travelers to review 
any aspects of a vacation, including lodging, 
restaurants, destinations and other tourism-
related products, such as tour operators. As 
soon as you publish comments on the 
networks, they are available to other potential 
travelers to read and make use to make 
decisions later (Sigala, Christou & Gretzel, 
2012). 
 
According to Henning-Thurau et al. (2004), 
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. 
 
The results of our investigation show that most 
travelers believe, as Kotler et al. say (2010), 
the information provided by the social media 
users is less biased, credible and reliable 

information when compared with traditional 
organizations. 
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