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Abstract 

Competitive advantage occurs when an organization acquires an attribute or combination of 

attributes that allows it to outperform its competitors. These attributes can access through 

tangible, non-tangible assess and new technologies such as information technology as a 

competitive strategy in the business process can provide competitive advantage. Preble, Reichel, 

and Hoffman (2000) and Pine and Philips (2005) focused on the role of strategic alliances in the 

hospitality industry competitions. In this cross-sectional analytical study, aim was to test if there 

is an association between the variables of utilization of social media and competitive advantage 

in Sri Lankan hotel industry. Study subjects consisted of executive levels officers in thirty-four 

Sri Lankan hotel industries. Variables in utilization of social media and competitive advantage of 

the study were positively correlated (r = 0.6) and very high means. Also, Working capabilities of 

social media high significantly and positively correlated with competitive advantage (r = 0.70, 

p<.05), while it was (r = 0.50, p< .05) in personal experience of social media. 

Keywords: Utilization of social media, competitive advantages, Sri Lankan hotel industry. 

INTRODUCTION 

In today business environment with characteristics such as globalization, competition and high 

rate of changing technology in which must set intangible assets as a base for sustainable 

competitive advantage because tangible assets such as capital, land and raw martial only do not 

create competitive advantage for organizations (Shafiezadeh, 2007). Investment in processes is 

important, as it influences customer satisfaction and service quality in the end (Roth and Jackson, 

1995); if processes perform badly, it will affect the efficiency, and certainly competitiveness of 

firms. Invest more in marketing activities to attract and retain guests and distinguish themselves 
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from their rivals in order to stay in the industry (Keh, Chu, and Xu, 2006; Brown and Ragsdale, 

2002). Further, Kim and Kim, 2005; Prasad and Dev, 2000 emphasized that the hospitality 

industry to obtain the competitive advantage, which in turn fosters the role of strategic alliances. 

On the other hand, Barros and Alves (2004) also argued that technology investments may lead to 

improved total productivity. Hence, Social media as a marketing strategy and as a technology 

investment in today’s knowledge based economy it may help to increase competitive advantage. 

Social media include that influence how information is created and shared allows for new 

definitions of community and user-friendly publishing tools that increase engagement in online 

conversations for various purposes (Siemens and Conole, 2011). The term competitive advantage 

is the ability gained through attributes and resources to perform at a higher level than others in 

the same industry or market (Burden and Proctor 2000; Cousins 2005). Competitive advantage as 

the ability to stay ahead of present or potential competition, thus superior performance reached 

through competitive advantage will ensure market leadership. Leonidou et al (2013) define 

competitive advantage as resources and capabilities, actuators in the hotel industry. 

OBJECTIVE OF THE STUDY 

The aim of this study was to test if there is an association between the variables of utilization of 

social media and competitive advantage in Sri Lankan hotel industry. 

RESEARCH METHODOLOGY 

A cross-sectional analytical design was used in carrying out the study. Adoption of social media 

for competitive advantages questionnaire format was developed after reviewing the relevant 

literature. It was self-administered questionnaire, each items was measured in term of five points 

lekart scale from 1 (strongly disagree) to 5 (strongly agree). The study was conducted randomly 

selecting 34 staff members from 34 hotels in Sri Lanka. The reliability of data collected 

instrument was measured using Cronbach's alpha coefficient; the reliability test was conducted to 

check for inter-item correlation in each of the variables in the questionnaire. The closer 

Cronbach's alpha is to one, the higher the internal consistency reliability (Sekaran, 2003). The 

test results are as follows: Cronbach alpha for Independent Variable = 0.84, Cronbach alpha for 

dependent Variable = 0.90, Cronbach alpha for over all instruments = 0.90 which approached to 

the acceptable limit. The Cronbach Alpha coefficient of the instrument was above 0.70 for the 

study sample. Pearson correlation analysis was used for assessment of the inter-relationships 

among quantitative variables. 

RESULTS 

Utilization of social media descriptive statistics indicates the highest mean was scored 4.3 and 

0.88 with standard deviation at the five point liket scale. Its mean, Sri Lankan hotel industries are 

wildly considered the best in services for customer satisfaction and customer attraction through 

utilization of social media in which overalls mean (0.4) with (0.7) Standard deviation (Std). In 
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order to the social media variables it’s describe the level of utilization of social media for 

competitive advantages of hotel industry. According to the descriptive statistics, social media 

provide the greater opportunity to improve the competitive advantages in Sri Lankan hotel 

industry. Analysis of correlation describes association among levels of utilization of social media 

and competitive advantage in Sri Lankan hotel industry. As evident, it was found that there is a 

significantly and positively correlated utilization of social media with competitive advantage. 

Thereby, social media activities, working capabilities of social media, Social media capacities of 

hotels will achieve more competitive advantage (customer satisfaction and attraction and market 

share) in Sri Lankan hotel industry. Also working capabilities of social media with competitive 

advantage was highly significant and positively correlated (r = 0.70, p< .05). Personal experience 

of social media with competitive advantage was moderately significant and positively correlated 

(r = 0.5, p< .05). Thereby, employee's interaction and exchange knowledge and information's 

will increase hotels competitive advantage. 

DISCUSSION 

Managing the adoption of technologies in an organization has become one of the most important 

concerns of the organizations. Since internet base applications such as social media have 

considerable effects on competitive advantages in hotel industry, it needs more attention, co-

resources, and more emphasis from the management boards of the organizations. Managing 

utilization of social media enables organizations to develop and expand organizational merits. 

Human skill is one of the most important facts in an organization. Measuring the social media 

utilization through personal experience of social media, it has recorded with 4.3 means for the 

statements are “I acknowledge about the hotel with customers through social media, learning 

about the lives and hobbies of customers from their social media postings facilitate working 

relationship, even if I were to spend a little too much time with social media, the contact and 

relationship gained or improve are worth it and social media help me enjoy work more”. These 

findings were inconsistent with (Collins and Smith, 2006) who emphasized that HR practices 

were indirectly related to firm performance through their effects on organizational social media 

and knowledge exchange and combination. These findings were supported by (Castells, 2000; 

Heckscher and Adler, 2006) who found in their study that businesses have become more global 

and less hierarchical, less lifetime employers, increasingly knowledge-centered and more project 

oriented. Nowadays, hotel industry faces many challenges in this changeable world through the 

knowledge-based economy through globalization. This hyper competition creates a need for new 

tools that help hotel industry have competitive advantage for the services they provide in the 

market. The competitive advantage within new economies has shifted from material and 

financial assets to intangible and non-financial assets such as customer satisfaction, customer 

attraction and improving to market shares. In the hotel industry, customers tend to stay loyal to a 

brand when they are satisfied with the quality of the service that has been provided. As such, 

service quality has an important effect on the performance and competitiveness of the hotel 

(Akbaba, 2006.). Sri Lankan hotel industry achieved a competitive advantage due to its cost 
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leadership strategy which was mean 4.1 in this study. The present study revealed that 

competitive advantage variables are high and very high means. “Competitors engaging in e-

commerce” came the highest mean (4.24) improving market share for competitive advantage. 

These results were with (Wong and Kwan, 2001; Law and Jogaratnam, 2005) Information 

Technology (IT), such as the internet, intranets, and central reservation systems that are often 

made by hotels to improve performance. Furthermore, Siguaw et al. (2000) stated that IT 

decisions will improve performance and can create a competitive advantage. And also “social 

media is a strategy for advertising the hotel to attract more customers” also scored the highest 

mean (4.24) in (Min Lu et al. (2009) customer satisfaction and attraction for competitive 

advantage. There is also convincing evidence was supported by Matilla and O’Neil (2003) who 

discuss the role of pricing on customer satisfaction. According to Mowat (2010) the adoption of 

social media form of marketing strategy has opened up a variety of avenues and opportunities to 

the hotels. The importance of Social Media is still growing and could well become an essential 

mode of communication towards interacting with the customer and hotels can take advantage 

(Lim, 2010). This study was also an endeavor to investigate the relationship between utilization 

of social media and competitive advantages in Sri Lankan hotel industry. The overall results of 

the present study strongly confirmed that utilization of social media highly significant and 

positively correlated with competitive advantage (r = 0.6). 

CONCLUDING REMARKS 

According to the study findings, it is concluded that there was strong positive and high 

significantly (r = 0.70), (r = 0.60) and (r = 0.50) correlation between working capabilities of 

social media, personal experiences of social media and social media capabilities in hotel industry 

respectively with competitive advantage. The main factor in utilization of social media is 

working capabilities of social media for competitive advantages; in this regard, if managers 

should focus on empowerment and development of employees’ capabilities. Also, top managers 

and policy makers should decide on the mechanisms to encourage intangible-based 

entrepreneurial behaviors. Based on the study findings, recommendations were suggested as 

managers who are caring to develop core competencies of utilization of social media in their 

hotels should: facilitate and train teams on knowledge creation and innovations regarding 

utilization of social media on internet based applications, conduct team focused workshops to 

apply IT skills to specific work challenges providing quality of services and revenue generation, 

etc. and develop innovative approaches to technology networking, organizational structure, 

performance appraisals, rewards, etc., to encourage greater intelligence, innovation and high-

integrity relationships. 
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