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Abstract

This study investigates the impact of digital marketing strategies on the brand
performance of hotels in Murang’a County, Kenya. With digital marketing gaining
importance in the hospitality sector, there is limited research on its effectiveness in rural
and emerging hotel markets such as Murang’a. This study focuses on three key strategies:
social media marketing, search engine optimization (SEO), and content marketing, using
the Resource-Based View and Integrated Marketing Communication theories to guide the
analysis of how these strategies impact hotel brand performance. A descriptive research
design was employed, and data were collected through structured questionnaires from
137 hotel managers across 18 hotels. The data were analyzed using descriptive statistics,
correlation analysis, and multiple regression to determine the relationship between digital
marketing strategies and brand performance indicators such as occupancy rates, sales
revenue, and profitability. The findings revealed that digital marketing strategies
collectively explained 49% of the variance in brand performance. Of the strategies
studied, SEO had the strongest positive influence on brand performance, followed by
content marketing and social media marketing. However, challenges to the adoption of
digital marketing were identified, including limited financial and human resources, lack
of digital marketing expertise, and poor infrastructure, such as unreliable internet
connectivity, which affected the engagement and effectiveness of digital marketing
initiatives. Despite these challenges, the study demonstrated that the strategic use of
digital marketing significantly enhanced brand visibility, customer engagement, and
overall hotel performance in the region. Based on these findings, the study recommends
that hotel managers integrate social media, SEO, and content marketing into a unified
digital marketing strategy. Additionally, policymakers should support the digital
transformation of the hospitality sector by improving internet infrastructure, offering
incentives for digital training, and creating clear regulations for ethical digital marketing.
This research contributes valuable insights into digital marketing’s role in enhancing
brand performance in rural hotel markets, addressing a gap in the existing literature
focused mainly on urban or star-rated hotels. The study suggests directions for future
research, such as the impact of emerging technologies like artificial intelligence and
virtual reality, and a comparison of digital marketing effectiveness in urban versus rural
hospitality markets.
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Chapter 1: Introduction

1.1 Background

The hospitality industry is a vital component of the global economy, significantly
contributing to employment, tourism revenue, and international trade. Within this sector,
the hotel industry plays a central role, offering accommodation, food and beverage
services, and curated guest experiences that support both domestic and international
travel. Over the past few decades, the performance of hotels has been shaped by factors
such as economic conditions, technological advancement, evolving guest expectations,

and global disruptions like the COVID-19 pandemic (Busulwa, 2020).

Among these factors, digital marketing has emerged as a key enabler of competitiveness.
It empowers hotels to expand their market reach, build brand recognition, improve
customer engagement, and streamline operations (Kotler et al., 2021). Digital marketing
encompasses the strategic use of social media platforms, search engines, email campaigns,
booking platforms, and analytics tools to deliver targeted and personalized
communication. It allows hotels to promote offers, manage reviews, showcase property

features, and interact with customers in real time (Hanlon, 2021; Wen et al., 2021).

The rise of social media has particularly transformed how hotels manage their brand
presence. Through platforms like Facebook, Instagram, and TripAdvisor, hotels can post
updates, collect guest feedback, and share immersive visual content, fostering both brand
affinity and trust. Similarly, Search Engine Optimization (SEO) and online booking
integrations help hotels appear more prominently in search results, increasing their
chances of capturing potential bookings directly from digital channels (Zamyatina &

Solntseva, 2020).

The COVID-19 pandemic further accelerated the digital shift in hospitality. Contactless
check-ins, mobile apps, virtual concierge services, and digital menus have become
standard in many properties, enhancing guest safety and convenience while reducing
operational strain (Musoga et al, 2021). Hotels that adopted these digital tools reported
increased efficiency, cost savings, and improved guest satisfaction, which in turn

strengthened their brand loyalty and market resilience (Ouma & Mutinda, 2022).



Today’s travelers increasingly prioritize not just service quality but personalized,
sustainable, and technology-enhanced experiences. This has led to the rise of boutique
and lifestyle hotels offering tailored services, eco-conscious amenities, and wellness
features. Digital marketing is central to communicating these differentiators, targeting
niche segments, and converting interest into loyalty through data-driven campaigns and

influencer partnerships (Collins, 2023; Dang & Nguyen, 2023).

The importance of effective marketing strategy is further underscored by strategic
frameworks such as the Ansoff Matrix, Market Orientation Theory, and the Dynamic
Capabilities Framework. These models emphasize innovation, customer alignment, and
responsiveness as key drivers of performance (Lukose & Lagat, 2022). International hotel
groups like Radisson Blu and Serena Hotels in Kenya have embraced digital-first
strategies from real-time social engagement to customized booking platforms allowing

them to strengthen brand equity in competitive environments (Musoga et al., 2021).

Online travel platforms like Booking.com, Jumia Travel, and Airbnb have also reshaped
the Kenyan hospitality distribution landscape. These platforms provide exposure to a
global audience, allowing even small, rural hotels to attract bookings with minimal
marketing budgets. However, this has also intensified competition, making digital

differentiation a necessity rather than an option (Ouma & Mutinda, 2022).

Moreover, digital innovations have enabled hotels to boost operational efficiency.
Automated check-ins, Al-driven chat support, and cloud-based property management
systems reduce overheads and errors while improving service speed (Arthur et al., 2020).
Data analytics tools allow hotels to understand guest behavior, segment audiences,
monitor performance indicators, and refine marketing spend thereby enhancing

profitability (Lee & Kotler, 2022; Goryushkina et al, 2019).

Equally important, digital branding creates emotional resonance with customers. Through
content marketing, storytelling, user-generated content, and loyalty platforms, hotels can
shape customer perceptions and influence purchase decisions. Positive guest experiences
shared online become powerful endorsements. For instance, hotels in East Africa like

Serena and Sarova use digital storytelling to merge local culture with global luxury



expectations, maintaining strong brand performance (Ouma & Mutinda, 2022; Dang &

Nguyen, 2023).

In Kenya, particularly in rural counties like Murang’a, the adoption of digital marketing
in hospitality remains limited despite its potential. Many hotels struggle with outdated
websites, minimal social media presence, and lack of skilled personnel. Understanding
the role of digital strategies in enhancing brand performance in such settings is therefore
critical not only for individual hotels but for uplifting the competitiveness of the broader

regional hospitality sector.
1.1.1 Hotel Industry in Kenya

Kenya’s hotel industry is a major pillar of its service economy, supporting employment,
domestic and international tourism, and national income generation. With its blend of
natural attractions, diverse cultures, and improving infrastructure, Kenya remains a key
destination for both leisure and business travelers (Akomo, 2019). The Tourism
Regulatory Authority (TRA), under the Tourism Act of 2011, is responsible for the
licensing and classification of hospitality facilities in Kenya, ensuring compliance with

operational standards and star ratings (TRA, 2011).

Hotels in Kenya are typically categorized into star ratings ranging from one to five, based
on amenities, service quality, and infrastructure (Akunja, 2020). The market includes a
mix of international chains, boutique hotels, eco-lodges, conference hotels, and budget
accommodations (Gioko et al., 2021). Prominent brands such as Radisson Blu, Sarova
Hotels, and Fairmont operate primarily in Nairobi, Mombasa, and tourism hotspots,
targeting international clientele and high-end business travelers (Lukose & Lagat, 2022).
Mid-tier hotels like the Boma Hotel and Sarova Panafric, and affordable three-star
establishments such as Sentrim Boulevard serve a broader domestic and regional market

segment (Lukose, 2023).

Kenya’s hospitality sector has benefited from infrastructure development such as the
upgrading of Jomo Kenyatta International Airport (JKIA), Moi International Airport, and
improved road connectivity to key tourism circuits. Initiatives like the Magical Kenya
campaign have also promoted hotel occupancy by driving destination awareness and

encouraging domestic travel (Musoga et al., 2021; Korir & Muchemi, 2020). These

3



factors have contributed to steady hotel growth in urban and coastal regions, although

rural areas remain underserved.

Digital platforms and online marketing have increasingly shaped hotel competitiveness in
Kenya, with platforms like Booking.com, TripAdvisor, Jumia Travel, and Airbnb playing
an integral role in shaping visibility and guest decision-making. Hotels that maintain
active digital profiles attract higher engagement and enjoy improved occupancy,
especially in regions with competitive accommodation options (Ouma & Mutinda, 2022).
However, many small and medium-sized hotels still rely on walk-ins or traditional

marketing, limiting their reach and performance.

In Murang’a County, the hospitality industry is emerging but remains relatively
underdeveloped compared to Nairobi or the coastal regions. The county has several small
to mid-sized hotels, guesthouses, and lodges catering to domestic travelers, business
guests, and cultural tourists. Key attractions include the Mukurwe wa Nyagathanga shrine,
scenic tea and coffee plantations, and proximity to the Aberdare ranges. However,

challenges persist in infrastructure, digital capacity, and professional staffing.

Lukose and Lagat (2022) observe that while proactive marketing efforts by local
authorities and some hotels in Murang’a have increased visibility, many hotels lack the
digital infrastructure, marketing expertise, and online booking integration necessary to
compete regionally. According to Lukose (2023), gaps in quality service delivery,
inadequate online presence, and limited investment in technology have resulted in low
occupancy rates and poor brand performance. These challenges emphasize the need for

tailored digital strategies to enhance competitiveness in Murang’a’s hotel sector.
1.1.2 Digital Marketing Strategies

Digital marketing refers to the strategic use of online platforms and digital technologies
to achieve marketing objectives such as attracting, engaging, and converting customers
into loyal patrons (Hanlon, 2021). In the hospitality industry, digital marketing
encompasses website optimization, search engine marketing (SEM), social media
engagement, email marketing, influencer partnerships, online reputation management,

and paid advertisements (Kotler et al., 2020; Chaffey & Smith, 2022).



As travelers increasingly rely on digital tools for researching and booking
accommodation, hotels must adopt comprehensive digital marketing strategies to remain
competitive. These strategies are designed not only to increase visibility but also to
enhance customer relationships and drive direct bookings (Kotler et al., 2023). For
instance, website optimization using Search Engine Optimization (SEO) ensures that
hotels appear prominently in search results, boosting organic traffic and reducing reliance

on third-party booking platforms (Lukose, 2023).

Social media platforms such as Facebook, Instagram, Twitter (now X), and LinkedIn
provide hotels with interactive spaces to showcase their properties, promote special offers,
and engage with guests in real-time. In Kenya, Facebook is the most commonly used
platform among hotels, particularly for sharing promotions and responding to customer
inquiries (Ngatia, 2023). However, limited uptake of platforms like Instagram and

LinkedIn is often due to staffing constraints and low digital literacy levels.

Content marketing plays a complementary role by generating blog posts, promotional
videos, and visual narratives that highlight amenities, local attractions, and guest
experiences (Marques, 2021). In Murang’a County, where hotels are located near scenic
tea plantations and cultural landmarks, content-based storytelling could be a powerful
differentiator. However, preliminary audits reveal that many hotels in the region have
minimal digital content and rarely update their websites or social media pages (Ngatia,

2023).

Email marketing continues to be a vital channel for direct communication. It enables
segmentation by customer preferences and booking history, allowing hotels to send
personalized promotions and seasonal offers (Yang et al., 2019). However, adoption

remains low in smaller establishments due to a lack of trained personnel and digital tools.

Another increasingly influential area is online reviews and reputation management.
Platforms such as TripAdvisor, Google Reviews, and Booking.com serve as key
decision-making tools for travelers. Hotels that actively monitor and respond to guest
reviews tend to gain customer trust and encourage repeat bookings (EI-Said, 2020). In
contrast, hotels that neglect online feedback may suffer from poor digital perception,

which directly affects brand credibility and performance.



Loyalty programs, though more common among international chains, are gaining traction
even in mid-sized Kenyan hotels. These programs reward repeat visits with discounts,
upgrades, or free services, thereby improving customer retention. Locally, customized
loyalty programs integrated with mobile platforms can be used to build long-term

relationships with guests, especially in regional markets like Murang’a.

The application of data analytics further refines digital strategies by providing insights
into website traffic, conversion rates, social media engagement, customer demographics,
and return on marketing investment (Arthur et al., 2020; Goryushkina et al., 2019). Tools
like Google Analytics, Meta Ads Manager, and property management dashboards enable
hotels to assess campaign performance and tailor content to audience behavior (Lee &

Kotler, 2022; Collins, 2023).

These digital strategies are directly linked to core brand performance indicators such as
occupancy rates, sales revenue, customer retention, and profitability. Hotels with strong
digital engagement often report higher booking volumes, stronger brand loyalty, and
greater operational efficiency. Personalized messaging and customer profiling also enable
hotels to upsell services, increase average revenue per customer, and streamline

communication costs (Ouma & Mutinda, 2022).

In Murang’a County, however, most hotels are still in early stages of digital marketing
adoption, with basic Facebook pages and limited search engine visibility. Few hotels
utilize SEO techniques, email automation, or structured analytics. This study therefore
aims to examine how such digital marketing strategies, if effectively deployed, can

contribute to measurable improvements in brand performance among hotels in Murang’a.
1.1.3 Brand Performance

Brand performance refers to the extent to which a brand achieves its strategic business
objectives, including occupancy rates, sales revenue, customer loyalty, profitability, and
market competitiveness (Busulwa, 2020). In the hospitality sector, particularly in the
hotel industry, brand performance reflects how well a hotel delivers on its brand promise,
differentiates itself in the market, and consistently attracts and retains guests (Odawo et
al., 2022). A high-performing brand often commands stronger customer trust, premium

pricing, and repeat business, thereby contributing to long-term sustainability.
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One of the core indicators of brand performance in hospitality is the occupancy rate,
which represents the proportion of available rooms that are booked over a given period
(Munyoki et al., 2020). This metric is a direct signal of guest demand, market appeal, and
the effectiveness of marketing strategies. High occupancy often reflects strong brand
visibility and service satisfaction, while low occupancy may point to service gaps,
inadequate digital reach, or poor market positioning (Marques, 2021; Dang & Nguyen,
2023). In rural counties like Murang’a, where many hotels have limited marketing

infrastructure and staff capacity, maintaining consistent occupancy remains a challenge.

Sales revenue is another critical metric, representing the total income generated from
services such as accommodation, food and beverage, event hosting, and ancillary services
(Sharma & Aggarwal, 2021). Steady or rising revenue trends often indicate effective
demand generation and successful branding efforts. Revenue can also reveal customer
preferences; for instance, if a hotel’s food and beverage revenue is growing, it may
suggest brand strength in culinary services. In the context of digital marketing, increased
revenue is often tied to effective online promotions and targeted campaigns that drive

both bookings and upselling (Herath et al., 2023; Wollard, 2022).

Profitability, the ability to generate financial gains after covering operational costs, is a
comprehensive indicator of brand performance. Metrics such as net profit margin, gross
operating profit, and earnings before interest and taxes (EBIT) reflect a hotel’s capacity
to manage costs efficiently while sustaining strong revenue streams (Santos et al., 2022;
Mugambi et al., 2023). Profitability also enables reinvestment into brand-enhancing areas
such as service quality, staff training, facility upgrades, and technology adoption. For
Murang’a-based hotels with narrow margins, cost efficiency and strategic marketing are

essential to achieving and sustaining profitability.

Beyond these core indicators, the hospitality industry relies on additional metrics to
assess financial and operational performance. Revenue per Available Room (RevPAR)
evaluates both pricing and occupancy efficiency, while Average Daily Rate (ADR)
reflects pricing power by measuring income per occupied room. Gross Operating Profit
per Available Room (GOPPAR) provides insights into operational performance relative

to revenue generation (Ouma & Mutinda, 2022). These financial indicators, while



technical in nature, are critical in guiding managerial decisions and benchmarking brand

SUCCCESS.

Digital marketing plays a central role in influencing these aspects of brand performance.
Through tools such as search engine optimization (SEO), social media advertising,
content marketing, influencer partnerships, email automation, and online reputation
management, hotels can significantly increase visibility, drive traffic to booking
platforms, and build long-term customer relationships (Dang & Nguyen, 2023; Arthur et
al., 2020). Personalized messaging and automated remarketing also help hotels target the
right segments with customized offers, enhancing conversion rates and guest satisfaction

(Lee & Kotler, 2022).

Furthermore, digital platforms provide real-time performance tracking and analytics,
allowing hotel managers to monitor user behavior, evaluate campaign effectiveness, and
adjust strategies accordingly. This is particularly important for small and mid-sized hotels
in Murang’a County, where financial constraints necessitate efficient marketing and
resource allocation. The use of such digital tools can enhance strategic decision-making,

identify underperforming channels, and highlight customer engagement opportunities.
1.2 Statement of the Problem

Effective digital marketing plays a crucial role in brand performance within the hotel
industry in Kenya. Previous research has established that branding is a critical
determinant of hotel performance, influencing occupancy rates, customer loyalty, market
share, and profitability (Busulwa, 2020; Marques, 2021; Odawo et al., 2022). Strong
hotel brands are associated with better customer experiences, repeat business, and a
competitive edge. However, most of this research has focused on large cities and tourism
hubs such as Nairobi and Mombasa, with limited contextual studies on smaller counties

like Murang’a.

Despite growing recognition of digital marketing’s value, the hospitality industry in
Murang’a County continues to experience poor brand performance (Lukose & Lagat,
2022). Evidence of this challenge can be seen in negative customer reviews from hotels
such as Norkas Hotel, where guests have complained of delayed food service, poor setup

quality, unprofessional staff, and broken infrastructure (Musoga et al., 2021). Other
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hotels like Ranges View Lodge and Goshen Farm Hotel struggle to attract guests due to
inadequate marketing strategies, substandard service quality, and limited investment in
modern amenities. These issues result in an unappealing destination image and low

occupancy rates (Ngatia, 2023).

Morang’a (2023) further noted that although many of these hotels are situated in scenic
locations near attractions such as the Aberdare Forest and Mt. Kenya, they fail to promote
these assets effectively due to lack of targeted digital advertising and underdeveloped
content strategies. This results in lost opportunities to improve sales revenue and tourism
visibility. Additionally, many hotel employees lack the necessary technological skills and
experience to manage digital platforms or create quality content for online marketing

campaigns.

The failure to utilize digital tools such as social media, online booking platforms, and
search engine optimization has also reduced hotel visibility, customer reach, and online
engagement (Stringam, 2020). Robaina et al. (2020) highlighted that poorly optimized
websites and low-quality digital content lower search engine rankings, which in turn
reduce web traffic and direct bookings. This diminished online presence negatively
affects brand performance, especially when competing against better-resourced hotels in

counties like Nairobi and Mombasa.

While existing studies have highlighted the relationship between digital marketing and
brand performance, there remains a gap in understanding how this relationship plays out
in underperforming regions such as Murang’a County. Furthermore, few studies have
explored how customer profiling the process of segmenting and targeting customers
based on demographics, preferences, and behaviors can enhance the effectiveness of

digital marketing strategies and strengthen brand performance outcomes.

Therefore, this study seeks to examine the digital marketing strategies employed by
hotels in Murang’a County and their influence on brand performance. It also aims to fill
the identified knowledge gap by investigating the mediating role of customer profiling in
this relationship. The findings are expected to contribute to the body of knowledge in
hospitality and tourism marketing while offering practical strategies for improving

competitiveness and visibility of hotels in Murang’a County as a tourist destination



1.3 General Objective

The general objective of this study is to determine the influence of digital marketing

strategies on brand performance of hotels in Murang’a County, Kenya.
1.3.1 Specific Objectives

i.  To examine the influence of social media marketing on brand performance among
hotels in Murang’a county, Kenya.
ii. To assess the influence of search engine optimization marketing on brand
performance among hotels in Murang’a county, Kenya.
iii.  To determine the influence of content marketing on brand performance among

hotels in Murang’a county, Kenya.
1.4 Research Questions

i.  What is the influence of social media marketing on brand performance of hotels
in Murang’a county, Kenya?
ii.  How does search engine optimization marketing influence brand performance of
hotels in Murang’a county, Kenya?
iii. ~ What is the influence of content marketing on brand performance of hotels in

Murang’a county, Kenya?
1.5 Significance of the Study
The thesis will be significant to various groups as listed below.
1.5.1 Management of hotels in Murang’a County

The research has been highly significant to the tourism and hospitality sector, providing
empirical evidence on how digital marketing strategies influence brand performance in a
rural setting like Murang’a County. As the hospitality industry becomes increasingly
competitive, particularly in regions with limited infrastructure, understanding the
strategic application of digital tools has helped hotel managers optimize their marketing

efforts, attract more guests, and increase market share.

The study has offered actionable insights into the most effective digital marketing

practices, enabling hotel management to allocate resources efficiently, enhance customer
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satisfaction, improve booking rates, and achieve better returns on investment.
Specifically, it highlighted high-impact areas such as targeted online advertising, social
media campaigns, and search engine optimization. These insights are valuable not only
for hotels in Murang’a County but also for small and mid-sized hotels in other counties or

rural areas facing similar challenges across Kenya and other developing regions..
1.5.2 Local Tourism Authorities, Policymakers, and Industry Practitioners

Local tourism authorities and policymakers have benefited from this research by gaining
deeper insights into the digital landscape of the hospitality industry, particularly in
underdeveloped regions like Murang’a County. The findings have informed policy
formulation and the development of support programs aimed at boosting digital literacy
and digital marketing capabilities among hotel operators, especially in rural and peri-
urban counties. This has enhanced the visibility and competitiveness of lesser-known
destinations, thereby contributing to the diversification and resilience of Kenya’s national

tourism industry.

Furthermore, digital marketing professionals, consultants, and agencies working within
the hospitality sector have gained a better understanding of the contextual challenges and
strategic needs of hotels operating outside of major urban centers. This knowledge has
enabled them to design and deliver more tailored and effective marketing solutions that

align with the specific operating environments of such hotels..
1.5.3 Academic Researchers and Scholars

Academic researchers and scholars have found this study useful as it expands the body of
knowledge on digital marketing and its effect on brand performance within the hospitality
industry. The research has contributed empirical evidence from a rural Kenyan context,
where relatively few studies have been conducted. It serves as a reference point for future
research and supports the development of more comprehensive theories and models in

digital marketing, brand strategy, and hospitality management.

By systematically analyzing the current digital marketing practices and their effectiveness,
the study provides a robust basis for further inquiry. It also reveals potential gaps in

knowledge and points to emerging themes such as the role of customer profiling, the
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impact of local content strategies, and the digital readiness of hotel staff. The study’s
framework and findings may be adapted to other counties in Kenya or similar tourism
economies globally, offering a valuable comparative dimension to future research and

curriculum development in tourism and hospitality studies.
1.6 Scope of the Study

This study’s contextual scope was confined to examining the impact of specific digital
marketing strategies namely social media marketing, search engine optimization (SEO),
and content marketing on the brand performance of hotels. Employing an explanatory
research design, the study primarily utilized quantitative data collection methods to
investigate the cause-and-effect relationship between these digital marketing strategies
and brand performance outcomes within the hospitality sector. Geographically, the
research was limited to Murang’a County, Kenya, enabling the findings to be tailored to
the county’s unique economic, cultural, and infrastructural characteristics. The target
population included all hotels in Murang’a County with an annual guest turnover of

10,000 or more, ensuring a comprehensive representation of the region’s hotel industry.
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Chapter 2: Literature Review
2.1 Introduction

This chapter offers a thorough review of the literature related to the study. It begins by
exploring the theoretical foundation that underpins the research, focusing on the key
theories that guide the investigation. A review of relevant studies follows, specifically in
the areas of digital marketing strategies, brand performance, and their application in the
hospitality industry. The chapter concludes by presenting a conceptual framework that

outlines the relationships among the study variables.
2.2 Theoretical Framework

This section outlines the key theories guiding the study, including the Resource-Based
View Theory, which highlights the strategic use of resources, and the Integrated
Marketing Communications Theory, which focuses on coordinated marketing efforts.
These frameworks provide the foundation for understanding digital marketing strategies

and brand performance.
2.2.1 Resource-based View Theory

This theory was proposed by Jay Barney in 1991 as a strategic management framework
that emphasizes the importance of internal resources as the basis for achieving
sustainable competitive advantage and better performance (Barney et al., 2021). It
assumes that firms possess unique resources that are valuable, rare, inimitable, and non-
substitutable, distinguishing them from their competitors. A valuable resource enables a
firm to capitalize on opportunities or neutralize threats, directly contributing to its
efficiency and effectiveness (Freeman et al., 2021). A rare resource is one that few, if any,
competitors possess, reducing the likelihood of others replicating the firm's success.
Resources that are inimitable are difficult to copy due to unique historical development,
complex interconnections, or proprietary knowledge (Davis & DeWitt, 2021).
Additionally, a non-substitutable resource cannot be replaced by an alternative that
delivers the same strategic benefit, providing the basis for competitive advantage. Nayak

et al. (2022) indicated that many of these resources are embedded within the firm's
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culture, processes, or systems, making them inherently challenging to transfer or replicate

across organizations.

This theory was relevant in this research as it highlighted the role of technology as a
unique and strategic resource that significantly contributes to competitive advantage and
performance (Sukaatmadja et al., 2021). Digital marketing tools such as social media
platforms, search engine optimization (SEO), and content marketing represented valuable
resources that facilitated better customer outreach, personalized marketing, and data-
driven decision-making. It was also observed that not all hotels in Kenya had fully
adopted or optimized digital marketing strategies, making such capabilities a competitive
differentiator. In addition, building effective digital marketing systems required
investment in expertise, infrastructure, and time, which competitors may struggle to
replicate quickly. Thus, hotels with dedicated teams managing digital marketing could
fully leverage the benefits of such technology. Furthermore, a hotel brand with a distinct
reputation for personalized guest experiences, well-trained staff, and high profits
supported by advanced customer data analytics created an inimitable value proposition
that competitors struggled to replicate. By focusing on leveraging such unique internal
resources, firms could differentiate themselves in the marketplace, achieve superior
performance, and establish long-term success. This principle highlighted that the strategic
development and protection of internal resources were critical to sustaining a firm's

competitive advantage and performance (Lubis, 2022).
2.2.2 Integrated Marketing Communication Theory

This theory was developed by Don Schultz in 1977. Integrated marketing communication
is a strategic approach that emphasizes the importance of integrated marketing efforts and
ensures consistency and coherence in messaging across various communication channels
(Alameda Garcia et al., 2019). The theory assumes that messages across all
communication channels, such as advertising, public relations, and direct marketing,
should be consistent and aligned with the brand's positioning and values. All marketing
communications should also be logically connected and mutually reinforced, creating a
unified brand message (Laurie & Mortimer, 2019). It also assumes that different

communication channels should complement each other to amplify the overall impact of
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marketing efforts. In addition, these marketing efforts should be continuous over time to

build brand recognition and maintain customer relationships (Kushwaha et al., 2020).

Despite the popularity of this theory, some scholars, such as Metcalfe (2019), criticized it
by highlighting that achieving true integration across all channels can be difficult due to
organizational silos and disparate functional responsibilities. Zhao (2020) also argued
that measuring the impact of integrated campaigns comprehensively across multiple
channels can be complex. Nonetheless, this theory has continued to be used in recent
studies that yielded key findings on the importance of using multiple marketing channels
for marketing effectiveness and brand recognition. The study by Varadarajan (2020)
explored the impact of marketing mix strategies on the performance of developing
economies. The research found that firms that effectively managed their marketing mix
strategies achieved higher sales growth and profitability. It also highlighted the
importance of adapting marketing strategies to local market conditions and consumer

preferences.

In addition, the study by Adams et al. (2019) analyzed how strategic marketing
management practices influenced firm performance in the IT industry. The study
concluded that well-defined marketing strategies achieved superior financial performance
and sustainable competitive advantage. Similarly, this theory was applicable in this study
as its assumptions and principles supported the use of multiple channels, particularly in
assessing different digital marketing strategies, such as social media marketing and
content marketing, employed in hotels in Murang’a. This theory also demonstrated that
digital marketing efforts have a direct impact on brand visibility and engagement.
Furthermore, it emphasized that understanding how different digital marketing strategies
complement each other plays a crucial role in creating a cohesive brand image. The
theory focused on aligning and harmonizing various promotional tools and channels to
create a seamless and unified brand experience for the customer, which was crucial for

enhancing brand performance.
2.3 Empirical Framework

This section presented a review of studies related to social media marketing, content

marketing, and brand performance in the hospitality industry across different countries. It
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examined their research methods, key findings, and the underlying research gaps that
were identified. The review provided insights into how these digital marketing strategies
had been studied globally and highlighted areas where further research was necessary to
enhance understanding, particularly within the context of the hospitality sector in

Murang’a County, Kenya.
2.3.1 Social Media Marketing and Brand Performance

Social media marketing involves utilizing platforms such as Facebook, Instagram,
Twitter, and LinkedIn to promote hotel services, engage customers, and enhance brand
awareness. Its influence on brand performance is well documented, with studies showing
that effective social media marketing increases brand visibility, fosters customer loyalty,
and drives direct engagement with target audiences (Korir & Muchemi, 2020). By
enabling real-time communication and feedback, social media helps maintain a positive
brand image and builds long-term relationships with customers, critical factors in a

competitive hospitality industry (Lukose & Lagat, 2022).

A comprehensive study by Tajvidi and Karami (2021) explored social media use in the
UK hotel sector, using the Theory of Planned Behavior, Technology Acceptance Model,
and Resource-Based View Theory to understand how hotels’ attitudes, perceived ease of
use, and resources influence social media adoption and overall performance (Parvez et al.,
2022). Their findings revealed a strong positive correlation between social media use and
hotel performance, mediated by marketing capabilities and enhanced by branding and
innovation capacities. However, these studies largely measured general hotel
performance, with limited focus on the direct impact of social media on brand
performance a gap this study seeks to address, particularly within the context of

independent and mid-tier hotels.

Haudi et al. (2022) examined social media marketing’s effect on brand trust, equity, and
loyalty among SMEs in Indonesia, finding that consistent and strategic use of social
media significantly increased customer engagement and reinforced brand loyalty.
Similarly, Ebrahim (2020) identified key social media attributes such as trendiness and
customization that positively affect brand loyalty through the mediating role of brand

trust. While these insights underscore the power of social media in building strong brands,
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their focus on SMEs and telecom companies limits their direct application to the

hospitality sector, indicating a clear contextual research gap.

Further, Arasli et al. (2021) investigated social media’s role primarily via Facebook in
enhancing tourist festival satisfaction and revisiting intentions in Nigeria, emphasizing
the mediating role of cultural motivation. Ibrahim (2021) also found that in Northern
Cyprus, hotel ratings moderated the effect of Facebook marketing on brand loyalty, with
higher-rated hotels experiencing stronger positive relationships between social media
marketing and customer loyalty. These studies reinforce the importance of platform-

specific strategies and customer perceptions in social media’s effectiveness.

In Kenya, Korir and Muchemi (2020) documented widespread adoption of social media
marketing among rated hotels in Nakuru County, reporting positive effects on hotel
performance through enhanced online visibility and customer engagement. Lukose (2023)
corroborated these findings in star-rated Kenyan hotels, highlighting social media’s
positive influence on customer satisfaction, market share, and profitability. Arusho (2023)
stressed the use of diverse platforms like Instagram and YouTube to broaden customer
reach and strengthen brand identity, while Morang’a (2023) demonstrated that increasing
platform usage and social marketing capacity significantly improved hotel performance

in Kenya’s Central Region.

However, a critical limitation across these studies is their focus on rated hotels situated in
well-established tourist destinations. They largely overlook independent and mid-tier
hotels in emerging regions such as Murang’a County. These hotels, typically locally
owned and offering moderate amenities to regional and domestic customers, face unique
challenges including limited digital marketing expertise, constrained budgets, and lower
brand recognition compared to international chains. This creates a pressing need for
research tailored to the localized dynamics of Murang’a’s hospitality sector. The current
study addresses this gap by focusing on these independent and mid-tier hotels, aiming to
identify effective social media marketing practices that can enhance their brand

performance and competitive positioning within the local market.
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2.3.2 Search Engine Optimization Marketing and Brand Performance

Search Engine Optimization (SEO) marketing is a crucial strategy for enhancing the
online presence and performance of hospitality businesses, including hotels, restaurants,
and travel services. By optimizing websites to rank higher on search engine results pages
(SERPs), these businesses attract more organic, targeted traffic. This increased visibility
is essential as travelers heavily rely on search engines to find, compare, and book
accommodation options (Chaffey & Smith, 2022). Unlike paid advertising, SEO offers a
cost-effective solution that generates sustained traffic over time. In the competitive
hospitality landscape, a robust SEO strategy enables businesses to differentiate
themselves, build credibility, and foster trust among potential customers. Additionally,
the results of SEO efforts are measurable, allowing continuous refinement of marketing

strategies based on performance metrics (Setiawan et al., 2020).

Angeloni and Rossi (2021) examined the influence of online search engines and online
travel agencies on the profitability of tours and travel organizations in Italy. Their
findings indicated that the use of these online platforms improved customer acquisition
rates by simplifying travel service search and booking processes. Moreover, these
platforms reduced marketing and distribution costs compared to traditional channels,
leading to greater cost efficiency and higher profit margins. Similarly, Nusairat et al.
(2022) identified search engine marketing and privacy as key factors affecting mobile
customer relationship management and marketing performance in Jordan’s hotel industry.
Anguera-Torrell and Langer (2022) further emphasized that a straightforward, functional
design of metasearch platforms helps consumers make informed decisions by effectively
distinguishing options. They also noted the necessity of continuous employee training to
maximize the effective use of online tools, underscoring the importance of investment in
digital skills development. While these studies provide a broad understanding of search
engine usage in hospitality, tours, and travel organizations, they fall short in addressing

how local hotels specifically leverage SEO to enhance brand performance.

Setiawan et al. (2020) conducted a case study on the impact of Google search on website
visibility and accessibility at the Palembang Polytechnic of Tourism in Indonesia. Their

results showed that effective use of search engines improved website rankings on SERPs,
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enhanced usability, and optimized navigation, which collectively improved user
experience and reduced bounce rates. Roumeliotis et al. (2022) found that successful
SEO practices significantly enhanced online reputation and credibility among Greek
hotels. By achieving high search rankings, these hotels increased visibility to potential
guests, which bolstered their perceived trustworthiness and appeal, leading to more
positive reviews and higher booking rates. Dimitrios et al. (2023) also revealed that
strong SEO rankings were particularly advantageous for luxury hotels by attracting
affluent travelers seeking premium accommodations. This elevated online presence not
only increased brand prestige but also drove targeted traffic, resulting in higher booking
rates and revenue. Despite these insights, these studies mainly focus on the digital and
educational aspects of tourism rather than on the operational or branding dynamics

specific to hotels.

In South Africa, Estialbo (2021) examined digital marketing and branding among micro,
small, and medium-sized enterprises (MSMEs), utilizing the Technology Acceptance
Model and Dynamic Capabilities Theory to explain how firms adapt and optimize
strategies to enhance brand performance in competitive markets. The study showed that
digital marketing strategies substantially increased brand awareness and market
recognition. Manishimwe et al. (2022) found that hotels leveraging digital platforms like
social media and search engines gained competitive advantages, attracting more
customers and achieving higher occupancy rates. However, resource limitations and lack
of digital skills among staff hindered many hotels’ ability to optimize these efforts. These
findings were gathered during the COVID-19 pandemic, which may affect their
applicability post-pandemic.

Siaw et al. (2023) reported that inadequate knowledge and expertise in SEO among hotel
staff in Ghana negatively impacted their online visibility and brand performance.
Additionally, intense competition for popular search terms made it challenging for
individual hotels to attain high search rankings. In Kenya, Macharia and Khamah (2022)
investigated e-marketing tools’ influence on sales performance of beach hotels in
Mombasa County. Their research demonstrated that SEO had the strongest positive and
significant effect on sales performance, surpassing social media marketing, internet

advertising, and email marketing. However, these studies tend to treat e-marketing tools
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as a broad category, whereas SEO specifically focuses on website optimization for search

engines.

Ndung’u (2022) highlighted that search engine marketing targets audiences at the optimal
time, ensuring that content and advertisements reach highly engaged users actively
seeking related offers. This targeting occurs at minimal cost and without being intrusive.
Furthermore, viral marketing facilitates rapid message dissemination from person to
person, amplifying brand or product interest and ultimately increasing sales. Despite
these promising findings, many studies do not center on the hospitality sector or address
the specific needs and challenges faced by local hotel brands, especially in emerging
markets like Murang’a County. This gap underscores the necessity for targeted research
examining how SEO strategies influence brand performance among Murang’a’s

independent and mid-tier hotels.
2.3.3 Content Marketing and Brand Performance

Content marketing refers to the strategic creation and distribution of valuable, relevant,
and consistent digital content aimed at attracting and engaging a defined audience with
the goal of driving profitable customer actions. In the hospitality sector, content
marketing plays a crucial role in enhancing brand performance by showcasing unique
experiences, destinations, and hotel services (Wen et al., 2021). Well-crafted content such
as blog posts, videos, social media stories, and newsletters allows hospitality brands to
narrate their stories, demonstrate their unique value propositions, and build emotional
connections with potential guests. This engagement fosters brand loyalty, trust, and
preference as modern travelers increasingly rely on authentic and informative content
when making travel decisions (Marques, 2021). Additionally, high-quality digital content
can be distributed across multiple platforms, expanding reach, amplifying brand visibility,
and improving search engine rankings, which are essential for attracting a wider audience

and generating more direct bookings.

Research by Khalayleh and Al-Hawary (2022) examined the impact of digital content
marketing within the marketing mix on the performance of five-star hotels in Jordan.
Their study found that digital advertisements containing images and videos related to

service quality significantly influenced customer awareness and booking decisions.
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Similarly, Siripipatthanakul et al. (2022) investigated the effect of content marketing on
electronic word-of-mouth (eWOM) and booking intentions among hotel consumers in
Thailand. Their findings emphasized that hotels that actively engage in content marketing,
e-promotion, and managing eWOM achieve higher customer intention to book rooms,

reinforcing the role of well-curated content in driving brand preference.

Further insights come from Bu et al. (2021), who studied content marketing's role in food
tourism in China and found that content entertainment had a positive effect on
informational social impact, while self-expression was linked to normative social impact.
Both types of social influence were found to enhance eWOM, demonstrating how content
marketing encourages customer interaction and trust, which in turn contributes to brand
reputation. Mathew and Soliman (2021) compared digital content marketing’s influence
on consumer behavior in Egypt and Oman, concluding that perceived enjoyment and
convenience were critical precursors shaping customer attitudes and purchase intentions
related to tourism products. Makanyeza et al. (2021) expanded on these findings by
showing that motivations for consuming digital content strongly affect both relational
(customer engagement) and monetary outcomes, as well as driving active social media

engagement.

In Nigeria, Alamai et al. (2020) investigated content marketing’s effect on service
delivery in the hospitality and tourism sector. Their study revealed that well-designed
online content not only educated customers about services and local attractions but also
enhanced satisfaction by setting accurate expectations and improving the overall
customer experience. These findings underscore the pivotal role content marketing plays
in building a brand’s service promise and meeting guest expectations, which are critical

for fostering repeat business and positive brand equity.

Despite these contributions, many of these studies primarily focus on how digital content
influences consumer behavior and social engagement but do not directly assess the
impact of content marketing on brand performance metrics such as occupancy rates, sales
revenue, profitability, and brand loyalty. This reveals a conceptual gap that the present
study aims to address by linking content marketing efforts to measurable brand

performance outcomes within the hospitality industry.
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In the Kenyan context, Gakii et al. (2022) explored online video marketing’s influence on
market performance among registered tour and travel agencies in Nairobi County. They
found a strong positive correlation, demonstrating the power of visual content in
attracting customers and enhancing market reach. Similarly, Macharia and Khamah (2022)
examined e-marketing tools in beach hotels in Mombasa County and found that content
marketing significantly contributed to sales performance by engaging potential guests
with compelling and informative narratives about unique hotel experiences and
attractions. These strategies helped hotels build stronger brand loyalty, increase online

visibility, and drive more bookings and revenue.

However, both studies predominantly focus on well-established tourist destinations with
relatively mature hospitality sectors and significant marketing resources. In contrast,
Murang’a County’s hospitality sector is characterized by smaller, often independently
owned hotels and lodges, many of which operate without star ratings and primarily serve
local and regional markets. This sector faces challenges such as limited marketing
budgets, lower digital literacy, and fewer branding resources, highlighting the importance
of localized research to understand how content marketing can be effectively deployed to

improve brand performance in such settings.

Additionally, Kitetu (2022) found that digital marketing tools positively influenced
student enrollment in hospitality colleges in Nairobi County, with 37.7% of students
reporting the use of college content marketing pages to inform their application choices.
While this metric does not measure brand performance directly, it indicates growing
digital engagement in hospitality-related sectors and highlights the broader potential of

content marketing in influencing decision-making.

By examining content marketing’s role specifically within Murang’a County hotels, this
study aims to fill the gap in localized evidence, offering insights into how smaller and
emerging hotels can leverage digital content to build brand identity, increase customer
engagement, and ultimately enhance key brand performance indicators. This localized
focus is essential given the unique socio-economic, infrastructural, and cultural factors

influencing hospitality marketing in the region.
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2.4 Gaps in Literature

The reviewed studies clearly demonstrated that digital marketing strategies were among
the most highly considered company strategies in the hospitality and tourism industry
over the past years, primarily due to rapid technological advancements and evolving
consumer needs. These studies, which were mainly conducted in the hospitality, tourism,
and SME business sectors, were quite diverse in terms of digital marketing tools and

performance measures, thus presenting contextual and conceptual gaps.

Additionally, some studies, including those by Korir and Muchemi (2020), Tajvidi and
Karami (2021), Lukose (2023), and Angeloni & Rossi (2021), failed to clearly establish
the relationship between digital marketing strategies and brand performance. This implies
that research assessing brand performance as a key performance indicator in the hotel
industry remains inadequate. Furthermore, Haudi et al. (2022) and Estialbo (2021)
generalized their findings to SMEs, without focusing on a specific sector such as the

hospitality industry, which was the primary area of focus in the present study.
2.5 Conceptual Framework

This conceptual framework articulates the scope and direction of the study by illustrating
the relationships between the key independent variables social media marketing, search
engine optimization (SEO) marketing, and content marketing and the dependent variable,
which is the brand performance of hotels in Murang’a County, Kenya. Each independent
variable is operationalized through measurable components such as budget allocation,

marketing activities, and monitoring practices.

Social media marketing is measured by the budget allocated for social media campaigns,
the frequency and nature of social media activities undertaken by the hotel, and the extent
of monitoring and engagement analytics applied. Search engine optimization marketing
includes the budget dedicated to SEO efforts, the execution of SEO-specific activities
such as keyword optimization and website updates, and the monitoring of SEO
performance metrics. Content marketing covers the budget allocated to content creation
and dissemination, the actual content marketing activities carried out including blogs,

videos, and newsletters, as well as the monitoring of content reach and engagement.
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The dependent variable, brand performance, is evaluated through key business outcomes
including occupancy rates, sales revenue, and profitability. These indicators provide
quantitative measures of the effectiveness of the digital marketing strategies in enhancing

the competitive position and financial success of the hotels.

By establishing this framework, the study aims to systematically assess how investments
and activities in distinct digital marketing areas translate into measurable improvements
in brand performance, thereby providing actionable insights for hotel management and

stakeholders within Murang’a County.

Independent Variables
Social media marketing
e Budget allocated for social
media E Dependent Variable
e Social media activities
e Social media monitoring
Search engine optimization
e Budget allocated for SOE Brand Performance
e Search engine optimization e Occupancy
activities rates
¢ SOE monitoring e Sales Revenue
e Profitability

Content marketing
e Budget allocated for content

e Actual content marketing

A 4

activities

e Content marketing monitoring
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Figure 2.1: A Conceptual Framework

2.6 Operationalization of Study Variables

Table 2.1 below provides a detailed breakdown of the study variables, their indicators
and the measurement for each study variable, where a 5-point Likert scale will be in this

research.

Table 2.1: Operationalization of the Study Variables

Variable Variable Indicators Measure Source
Name

Social media i.  Budget 5 point- Likert Korir & Muchemi
marketing allocated for Scale (2020); Lukose &
social media Lagat (2022)
ii.  Social media
activities
iii. -~ Social media
monitoring
Search i.  Budget 5 point- Likert Chaffey & Smith
engine allocated for Scale (2022); Angeloni &
optimization SOE Rossi (2021)
marketing ii.  Search engine
optimization
activities
iii.  SOE monitoring
Content i.  Budget 5 point- Likert Khalayleh & Al-
marketing allocated for Scale Hawary (2022);
content Gakii et al. (2022)
ii.  Actual content
marketing
activities
iii.  Content
marketing
monitoring
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Brand 1. Occupancy rates 5 point- Likert Korir & Muchemi
performance ii.  Sales Revenue  Scale (2020); Macharia &
iii.  Profitability Khamah (2022)

Chapter 3: Research Methodology

3.1 Introduction

This chapter provides the methodology used in the study to achieve its research
objectives. This includes the research philosophy, research design, target population,
sampling design and sample size, data collection instruments, data collection procedure,

research quality, data analysis and presentation and ethical considerations.
3.2 Research Philosophy

This study adopted the positivism research philosophy, which is rooted in the belief that
the social world can be studied with the same scientific rigor as the natural sciences. It
asserts that objective reality exists independently of human perception and that
knowledge can be derived from observable and measurable phenomena. Positivists
emphasize the use of structured methodologies and quantitative data to test hypotheses
and develop laws or theories that explain social phenomena. This philosophy underscores
the importance of replicability, reliability, and generalizability in research findings
(Kirongo & Odoyo, 2020). Thus, by adhering to the principles of this philosophy, this
study employed quantitative data collection methods and statistical analysis to determine
the relationship between digital marketing strategies, customer profiling, and brand
performance of hotels in Murang’a County, Kenya. These structured methodologies
ensured that the research produced objective and value-free knowledge, leading to

relevant conclusions and recommendations for the hospitality industry.
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3.3 Research Design

This research utilized a descriptive design, a method employed to describe the
characteristics of a population or phenomenon under study. It focused on answering the
“what” question, providing a detailed account of the subject without delving into the
“why” or “how” aspects (Odawo et al., 2022). This design enabled the study to describe
the demographic information of participants, the digital marketing strategies employed,
customers’ age profiles, and the brand performance of hotels in Murang’a County.
Additionally, it facilitated the identification of patterns and relationships between the
variables, offering valuable insights into how digital marketing strategies influence brand

performance in the hospitality industry.
3.4 Target Population

The target population for this study comprised all managers from the 18 hotels operating
in Murang’a County, Kenya, as listed in the Murang’a County Integrated Development
Plan (2018-2022). The unit of observation was the 18 hotels themselves, while the unit of
analysis was the hotel managers selected from each establishment. This approach enabled
a comprehensive understanding of the digital marketing strategies employed and their

impact on brand performance across the local hospitality sector.

Given the relatively small number of hotels and their managerial staff, the study adopted
a census approach, targeting all relevant managers involved in marketing, operations, IT,
finance, and customer engagement functions. This ensured broad coverage and enriched
data quality by capturing diverse managerial perspectives on digital marketing practices
and brand outcomes. The detailed breakdown of the target population by managerial role

is presented in Table 3.1.

Data collected from these managers provided valuable insights into budget allocations for
digital marketing activities, monitoring efforts, and key brand performance indicators
such as occupancy rates, sales revenue, and profitability. Focusing on this population
allowed the study to assess the effectiveness of digital marketing strategies within the

unique economic, cultural, and infrastructural context of Murang’a County hotels.
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Table 3.1: Target Population

Type of Hotel Manager Target Population
General Managers 18
Operations Managers 18
Finance Managers 18
Human Resource Managers 18
IT/System Managers 18
Front office Managers 18
Food and beverage Managers 18
Credit Managers 18
Sales and Marketing Managers 18
Banquet Managers 18
Facilities and maintenance Managers 18
Spa and wellness Managers 18
Reservations Managers 18
Room Division Managers 18
Security Managers 18
Executive Housekeepers 18
Total 288

3.5 Sampling Design and Sample Size

The target population for hotel managers was 288 (Ngatia, 2023). To determine the

appropriate sample size, this study employed Yamane’s (1967) formula which states that;
n= N
1+ N(e)?
Where;
n= Sample size
N= Population size
e= Margin of error
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Therefore, the sample size for the respondents was:

n=288/1+ 288 (0.05)?

n= 167 hotel managers

Applying this formula, the calculated sample size was 167 hotel managers.

Given the heterogeneity of managerial roles, a stratified random sampling technique was
used. The population was divided into strata based on managerial categories such as
General Managers, Operations Managers, Finance Managers, and others, ensuring each
subgroup was adequately represented. The proportionate sample size for each stratum

was then calculated, as shown in Table 3.2.

Within each stratum, simple random sampling was conducted to select respondents,
ensuring that each manager had an equal chance of being chosen. This approach
improved the representativeness of the sample and minimized selection bias, enabling the
collection of diverse perspectives on digital marketing strategies and brand performance

from different managerial functions.

Table 3.2: Distribution of Sample Size of Hotel Managers from 18 Hotels in
Murang’a County

Type of Hotel Manager Target Population Sample Size
General Managers 18 13
Operations Managers 18 10
Finance Managers 18 10
Human Resource Managers 18 10
IT/System Managers 18 10
Front office Managers 18 10
Food and beverage Managers 18 10
Credit Managers 18 10
Sales and Marketing Managers 18 14
Banquet Managers 18 10
Facilities and maintenance Managers 18 10
Spa and wellness Managers 18 10
Reservations Managers 18 10
Room Division Managers 18 10
Security Managers 18 10
Executive Housekeepers 18 10
Total 288 167
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3.6 Data Collection Instruments

This study utilized structured questionnaires to gather primary data from 167 hotel
managers. The structured questionnaires consisted of both open-ended and closed-ended
questions, allowing the collection of both quantitative and qualitative data. To ensure
consistency and comparability of responses, the structured questionnaire employed a
Likert interval scale for the closed-ended questions. This approach enabled the study to
systematically capture the perspectives of hotel managers regarding digital marketing
strategies and their influence on brand performance while ensuring data reliability and

ease of analysis.
3.7 Data Collection Procedure

The study commenced by obtaining an introduction letter from Strathmore University
and a research permit from the National Council for Science, Technology and Innovation
(NACOSTI). These documents were presented to the management of the 18 hotels in
Murang’a County, Kenya, accompanied by a clear explanation of the study’s purpose.
Upon securing permission, the researcher approached the selected managers, securing

voluntary informed consent and ensuring participation was free of coercion.

A trained research assistant was engaged to assist with questionnaire distribution and
provided respondents with guidance on how to complete the instrument. Questionnaires
completed on the same day were collected immediately, while follow-up visits were
made within a week to retrieve the remaining responses. The researcher monitored the
process through periodic follow-ups to maximize the response rate and ensure data

completeness. Data collection took place April, 2025.
3.8 Research Quality

Prior to the main data collection, a pilot test was conducted to enhance the overall
research quality by identifying potential errors, constraints, or deficiencies within the
questionnaire. This preliminary testing facilitated the refinement and streamlining of the
data collection process, thereby ensuring smooth and efficient execution during the main

study.
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The pilot test involved evaluating both the validity and reliability of the research
instrument. A small representative sample of five hotel managers was randomly selected
from a four-star hotel within Murang’a County, Kenya. The insights gained from this
pilot phase improved the clarity, structure, and relevance of the questionnaire, ensuring

that the final instrument was effectively designed to capture the necessary data.
3.8.1 Validity of Research Instrument

To guarantee that the research instrument accurately measured the intended theoretical
constructs, the study assessed both construct and content validity. Construct validity
refers to the degree to which the instrument truly measures the theoretical concept it
purports to assess. This was evaluated using statistical methods such as factor analysis,
which analyzed the relationships between observed variables and their underlying
constructs (Aithal & Aithal, 2020). Content validity, meanwhile, ensured that the
questionnaire comprehensively covered all relevant aspects of the study variables.
Experts in the field, including research supervisors, reviewed the instrument to confirm
its thoroughness and appropriateness (Siiriicii & Maslakci, 2020). Feedback from these
experts was incorporated to enhance the clarity, relevance, and effectiveness of the final

questionnaire.
3.8.2 Reliability of Research Instrument

The reliability of the questionnaire was assessed through the Cronbach’s Alpha method,
which measures internal consistency. Data collected during the pilot test from the five
hotel managers was used to calculate this metric. The instrument was deemed reliable
with a Cronbach’s Alpha value set at a minimum threshold of 0.7, which is widely

accepted as an indicator of adequate internal consistency for research instruments.
3.9 Data Analysis and Presentation

This study employed both descriptive and inferential analysis to examine the influence of
digital marketing strategies on brand performance in hotels. Descriptive analysis included
the use of frequency distribution, measures of central tendency, and graphical
representations such as histograms. Frequency distribution was used to determine how

often each digital marketing strategy was implemented by the hotels and to analyze the
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demographic characteristics of hotel managers. Histograms provided a visual
representation of the data, making it easier to identify patterns and trends in digital

marketing adoption.

To assess relationships between variables, correlation analysis was conducted to examine
the association between social media marketing and brand performance, search engine
optimization (SEO) marketing and brand performance, as well as content marketing and
brand performance. Linear regression analysis was used to evaluate the individual
influence of each digital marketing strategy on brand performance. Additionally, multiple
regression analysis was performed to analyze the combined effect of digital marketing
strategies on brand performance while controlling for other factors such as hotel size and
star rating (Rodriguez et al., 2023). The multiple linear regression model was structured

as follows:

Y = Bot i Xa+ B2 X2 + B3X3+ €

Where;

Y= brand performance

Bo= Y-intercept

Bi- B3 = Beta coefficients of the independent variables (X, X», X3)
X1 = social media marketing

X, = search engine optimization marketing
X3 = content marketing

€ = Error term

3.10 Ethical Considerations

This research adhered to the ethical standards established for the data collection process.
Ethical clearance was obtained from Strathmore University Institutional Scientific and
Ethical Review Committee (SUISERC) under clearance number SU-ISERC2600/25.
Additionally, a research permit was granted by the National Commission for Science,
Technology, and Innovation (NACOSTI), with permit number NACOSTI/P/25/417566.

These measures ensured that the data gathered was used solely for academic purposes.
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Confidentiality was maintained throughout the research, and the identities of the
respondents were not disclosed at any point. Furthermore, the study observed principles
of voluntary participation. Participants were informed that they had the right to withdraw

from the study at any time without facing any consequences.

Chapter 4: Presentation of Research Findings
4.1 Introduction

This chapter presents the findings of the study on the influence of digital marketing
strategies on the brand performance of hotels in Murang’a County, Kenya. The findings
are based on the data collected from hotel managers and analyzed to determine the impact
of social media marketing, search engine optimization (SEO) marketing, and content
marketing on brand performance. The chapter is structured into key sections, including
response rate, descriptive statistics, reliability analysis, correlation analysis, and
regression analysis, providing insights into how digital marketing strategies influence

hotel brand performance.
4.2 Response Rate

The response rate analysis shows that 137 out of 167 targeted respondents successfully
participated in the study, yielding an 82% response rate, while 30 respondents (18%) did

not complete the survey as evidenced in Table 4.1 below.

Table 4.1: Response Rate

Type of Hotel Manager Planned Sample Actual % Planned % Actual
Size Respondents Sample Respondents
General Managers 13 9 7.78% 6.57%
Operations Managers 10 8 5.99% 5.84%
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Finance Managers 10 9 5.99% 6.57%
Human Resource Managers 10 8 5.99% 5.84%
IT/System Managers 10 9 5.99% 6.57%
Front Office Managers 10 7 5.99% 5.11%
Food and Beverage 10 7 5.99% 5.11%
Managers

Credit Managers 10 8 5.99% 5.84%
Sales and Marketing 14 13 8.38% 9.49%
Managers

Banquet Managers 10 8 5.99% 5.84%
Facilities & Maintenance 10 8 5.99% 5.84%
Spa and Wellness 10 9 5.99% 6.57%
Managers

Reservations Managers 10 8 5.99% 5.84%
Room Division Managers 10 8 5.99% 5.84%
Security Managers 10 10 5.99% 7.30%
Executive Housekeepers 10 8 5.99% 5.84%
Total 167 137 100% 100%

4.3 Demographic Findings

The study recorded responses from various hotel manager categories in Murang’a County,
totaling 137 respondents out of a sample size of 167. Sales and Marketing Managers had
the highest response rate at 9.49%, followed by Security Managers at 7.30%. General
Managers, Finance Managers, and IT/System Managers each accounted for 6.57% of the
responses. Operations Managers, Human Resource Managers, Credit Managers, Banquet
Managers, Facilities and Maintenance Managers, Spa and Wellness Managers,
Reservations Managers, Room Division Managers, and Executive Housekeepers reported
response rates ranging between 5.84% and 6.57%. The lowest participation was from
Front Office Managers and Food and Beverage Managers, each at 5.11%, as shown in

Table 4.3.

Table 4.2 Demographic Findings

Type of Hotel Manager Sample Size Response rate Percentage
General Managers 13 9 6.57
Operations Managers 10 8 5.84
Finance Managers 10 9 6.57
Human Resource Managers 10 8 5.84
IT/System Managers 10 9 6.57
Front office Managers 10 7 5.11
Food and beverage Managers 10 7 5.11
Credit Managers 10 8 5.84
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Sales and Marketing Managers 14 13 9.49

Banquet Managers 10 8 5.84
Facilities and maintenance Managers 10 8 5.84
Spa and wellness Managers 10 9 6.57
Reservations Managers 10 8 5.84
Room Division Managers 10 8 5.84
Security Managers 10 10 7.30
Executive Housekeepers 10 8 5.84
Total 167 137 100.00

4.4 Descriptive Statistics
The section below present descriptive statistics on social media marketing statistics.

4.4.1 Descriptive Statistics for Social Media Marketing on Brand Performance of

Hotels in Murang’a County

The study examined the extent of social media marketing practices among hotels. The
allocation of an adequate financial budget for social media marketing recorded a mean
score of 3.34 and a standard deviation of 1.232, with nearly 44% of respondents
indicating agreement or strong agreement, showing a fair level of financial commitment.
In terms of human resource allocation, the mean stood at 3.04 with a standard deviation
of 1.395, reflecting a more divided opinion; approximately 41% of respondents agreed or
strongly agreed, while close to 37% expressed disagreement. Regarding the creation and
sharing of engaging content, the hotels demonstrated moderate activity, with a mean of
3.24 and a standard deviation of 1.342. Almost 47% of the respondents agreed or strongly

agreed that their hotels actively create engaging posts on social media platforms.

The adoption of paid advertisements to enhance visibility showed a mean score of 3.28
and a standard deviation of 1.218, with about 46% of respondents acknowledging their
use of this strategy. In monitoring customer feedback and reviews, the results indicated a

mean of 3.23 and a standard deviation of 1.352, with close to 48% of respondents
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agreeing or strongly agreeing that their hotels consistently track customer feedback to

improve services.

The application of social media analytics tools to measure campaign performance
produced a mean score of 3.23 and a standard deviation of 1.328, with approximately
46% of respondents reporting the use of these tools for tracking audience engagement

and effectiveness. These key highlights correspond to the data presented in Table 4.3.

It is notable that many of these mean scores hover near the neutral midpoint, indicating a
moderate or tentative engagement with social media marketing strategies across the
sampled hotels. This neutrality suggests variability in practices and possibly reflects
differing levels of resource allocation, digital marketing expertise, or organizational

priorities, which will be explored further in the discussion section.

Table 4.3: Social Media Marketing on Brand Performance of Hotels in Murang’a

County

Statement Strongly Disagree Neutral Agree Strongly Mean  Std
Disagree Agree Dev

The hotel has 7.3 19 29.9 20.4 23.4 334 1.232

allocated adequate

financial budget for

social media

marketing

The hotel has 19.7 16.8 22.6 21.9 19 3.04 1.395

allocated adequate

human resource

budget for social

media marketing

The hotel regularly 16.1 11.7 24.8 27 20.4 324 1.342
creates and shares

engaging content on

social media

platforms to attract

potential customers

The hotel utilizes paid 10.9 13.1 29.9 28.5 17.5 328 1.218
advertisements on

social media to

increase visibility and

attract a broader

audience

The hotel consistently 17.5 9.5 24.8 28.5 19.7 323 1352
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monitor customer

feedback and reviews

on social media to

improve its services

The hotel uses social 13.9 16.1 24.8 24.1 21.2 323 1.328
media analytics tools

to track the

performance of

campaigns and

audience engagement.

4.4.2 Descriptive Statistics for Search Engine Optimization Marketing on Brand

Performance of Hotels in Murang’a County

The study assessed the use of Search Engine Optimization (SEO) strategies among hotels
in Murang’a County. Allocation of an adequate financial budget for SEO marketing
recorded a mean score of 3.44 with a standard deviation of 1.322. Approximately 55% of
respondents agreed or strongly agreed that their hotels had dedicated sufficient funds
towards SEO initiatives. For human resource allocation in SEO efforts, the mean stood at
3.47, with a standard deviation of 1.356. Around 55% of the respondents indicated

agreement, suggesting reasonable dedication of personnel to SEO activities.

On the aspect of content optimization, the hotels reported a mean score of 3.44 and a
standard deviation of 1.271. Nearly 53% of respondents agreed or strongly agreed that
their hotels regularly updated website content with relevant keywords to improve search
engine rankings. Investment in backlink strategies recorded a mean of 3.42 and a
standard deviation of 1.407, with about 53% of respondents affirming that their hotels
engaged in link-building practices to enhance online visibility. The use of SEO tools to
monitor keyword rankings and identify areas for improvement yielded a mean score of
3.32 with a standard deviation of 1.317. Approximately 49% of respondents agreed or
strongly agreed that their hotels utilized such tools.

Finally, tracking of website performance metrics, such as organic traffic and click-
through rates, reported a mean of 3.27 with a standard deviation of 1.331. Close to 44%
of the respondents confirmed that their hotels tracked these performance indicators to
evaluate SEO effectiveness. These key highlights correspond to the data presented in
Table 4.4.
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Table 4.4: Search Engine Optimization Marketing on Brand Performance of Hotels

in Murang’a County

Statement Strongly
Disagree

Disagree

Neutral

Agree

Strongly Mean

Agree

Std.
Dev

The hotel has set aside 12.4
adequate financial

budget for search

engine optimization

marketing

The hotel has assigned 11.7
a sufficient human

resource budget for

search engine

optimization

marketing

The hotel regularly 11.7
updates its website

content with relevant

keywords to improve

search engine

rankings

The hotel invests in 13.9
backlink strategies to

enhance its website's

visibility on search

engines

The hotel uses SEO 13.1
tools to monitor

keyword rankings and

identify areas for

improvement

The hotel tracks 14.6

11.7

13.9

9.5

13.9

13.1

10.9

21.2

19.7

25.5

19.7

24.8

30.7

29.2

248

299

219

26.3

20.4

25.5

29.9

234

30.7

22.6

23.4

3.44

3.47

3.44

342

3.32

3.27

1.322

1.356

1.271

1.407

1.317

1.331
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website performance
metrics, such as
organic traffic and
click-through rates, to
evaluate SEO
effectiveness

4.4.3 Descriptive Statistics for Content Marketing on Brand Performance of Hotels

in Murang’a County

The study explored the application of content marketing strategies by hotels in Murang’a
County. The allocation of an adequate financial budget for content marketing recorded a
mean score of 3.50 with a standard deviation of 1.231. Approximately 49% of
respondents agreed or strongly agreed that sufficient funds had been dedicated to content
marketing initiatives. For human resource allocation, the mean score stood at 3.61,
accompanied by a standard deviation of 1.341. About 60% of respondents affirmed that
their hotels had assigned sufficient personnel for content marketing efforts, indicating

strong staffing support.

Regarding the publication of high-quality and engaging content, such as blog posts,
articles, or videos, the hotels recorded a mean of 3.55 with a standard deviation of 1.266.
Close to 57% of the respondents agreed or strongly agreed that their hotels actively
produced engaging content to attract and retain customers. The use of storytelling
techniques to promote brand and services yielded a mean score of 3.55 and a standard
deviation of 1.188, with roughly 56% of respondents indicating their hotels effectively

leveraged storytelling in their content strategies.

Evaluation of customer engagement metrics, including likes, shares, and comments,
reflected a mean of 3.41 and a standard deviation of 1.263, with around 49% of
respondents agreeing or strongly agreeing that such metrics were regularly assessed to
gauge content performance. Finally, the use of analytics tools to monitor the reach and
effectiveness of content recorded a mean score of 3.52 and a standard deviation of 1.176,
with approximately 49% of respondents confirming the use of these tools to track content
outcomes across various digital platforms. These key highlights correspond to the data

presented in Table 4.5.
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These findings, summarized in Table 4.5, suggest that while Murang’a hotels are making
moderate to strong efforts in content marketing, there remains room to enhance budget

allocation and the systematic use of performance metrics to maximize brand performance.

Table 4.5: Content Marketing on Brand Performance of Hotels in Murang’a County

Statement Strongly Disagree Neutral Agree Strongly Mean  Std.
Disagree Agree Dev
The hotel has 8.8 8.8 33.6 21.2 27.7 350 1.231

allocated adequate

financial budget for

content marketing.

The hotel has 10.9 10.9 18.2 26.3 33.6 3.61 1.341
assigned a

sufficient human

resource budget for

content marketing

The hotel regularly 10.9 7.3 24.8 29.9 27 3.55  1.266
publishes high-

quality and

engaging blog

posts, articles, or

videos to attract

and retain

customers

The hotel leverages 8 9.5 26.3 32.1 24.1 3.55  1.188
storytelling in its

content to promote

its brand and

services effectively

The hotel evaluates 12.4 6.6 32.1 25.5 23.4 341  1.263
customer

engagement

metrics, such as

likes, shares, and

comments, to

assess the

performance of its

content marketing
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efforts

The hotel uses 8 6.6 36.5 234 25.5 3.52 1.176
analytics tools to

track the reach and

effectiveness of its

content across

different digital

platforms.

4.4.4 Descriptive Statistics for Brand Performance of Hotels in Murang’a County

The study evaluated key indicators of brand performance among hotels in Murang’a
County over the past five years. Attainment of high occupancy rates was the most
prominent result, with a mean score of 4.11 and a standard deviation of 0.968. A
significant 80% of respondents agreed or strongly agreed that their hotels consistently

experienced high occupancy during this period.

Regarding the influence of digital marketing strategies on occupancy, the mean score was
3.93 with a standard deviation of 1.026, supported by approximately 72% of respondents
who acknowledged that digital marketing efforts had positively impacted occupancy rates.

Achievement of sales revenue targets was also assessed, yielding a mean of 3.82 and a
standard deviation of 1.208. About 62% of respondents agreed or strongly agreed that
their hotels met or exceeded sales targets over the last five years. In terms of revenue
generated specifically from digital marketing, the mean score stood at 3.69 with a
standard deviation of 1.223, with nearly 63% of respondents affirming that income from

digital marketing contributed significantly to overall sales performance.

Perceptions of profitability were positive, with respondents reporting a mean score of
3.61 and a standard deviation of 1.291 for achieving higher profit margins compared to
competitors in the same market segment. Approximately 63% of respondents concurred

with this assessment.

Finally, the role of customer retention and repeat business in profitability was examined,
producing a mean score of 3.58 and a higher standard deviation of 1.370. About 60% of
respondents confirmed that attracting and retaining repeat customers had substantially

supported improved profitability.
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These results, detailed in Table 4.6, highlight the critical role of occupancy, sales,

profitability, and customer loyalty as core indicators of brand performance in Murang’a

County hotels, with digital marketing recognized as a key contributing factor.

Table 4.6: Brand Performance of Hotels in Murang’a County

Statement

Strongly
Disagree

Disagree

Neutral

Agree

Strongly Mean

Agree

Std.
Dev

The hotel has attained high
occupancy rates in the last
five years

Digital marketing
strategies have contributed
to the highest percentage
occupancy rates recorded
by the hotel

The hotel’s sales revenue
has met and exceeded the
set targets in the last five
years

Revenue generated from
digital marketing strategies
has contributed to the
hotel's overall sales
performance

The hotel achieves higher
profit margins compared to
competitors in the same
market segment

The hotel's ability to attract
and retain repeat customers
has contributed to
increased profitability

2.9

22

5.8

5.1

10.9

12.4

3.6

8.8

8.0

16.1

8.8

10.2

13.1

16.8

24.1

16.1

17.5

17.5

40.1

38.7

22.6

30.7

33.6

26.3

40.1

33.6

394

32.1

29.2

33.6

4.11

3.93

3.82

3.69

3.61

3.58

0.968

1.026

1.208

1.223

1.291

1.37
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4.5 Reliability Analysis

A reliability test was conducted to evaluate the internal consistency of the measurement
items used to assess the constructs related to digital marketing strategies and brand
performance of hotels in Murang’a County, Kenya. The test aimed to determine the
reliability of the scales used to measure key variables, including social media marketing,
search engine optimization (SEO) marketing, content marketing, and overall brand
performance. The reliability analysis results, as presented in Tables 4.7, 4.8, 4.9 and 4.10,
provide insights into the consistency of the constructs used in the study, ensuring the

validity and reliability of the findings.
4.5.1 Reliability Analysis of Social Media Marketing

Reliability analysis was conducted on the social media marketing scale using Cronbach’s
Alpha to determine the internal consistency of the measurement items. The overall
Cronbach’s Alpha value was 0.707, indicating that the scale met the minimum acceptable
threshold for reliability. Each item was analyzed using the “Cronbach’s Alpha if Item
Deleted” metric to assess its individual contribution to the scale. The results showed that
none of the items, if removed, would have substantially improved the overall reliability
of the scale. The Cronbach’s Alpha values if deleted ranged from 0.636 to 0.696,
suggesting that all items contributed adequately to the construct. The item “The hotel
consistently monitored customer feedback and reviews on social media” had the lowest
value at 0.636, while “The hotel utilized paid advertisements on social media” had the
highest value at 0.696. The item “The hotel regularly created and shared engaging
content on social media platforms” aligned with the final Cronbach’s Alpha score of
0.707. These results showed that the items used to measure social media marketing

formed a reliable and internally consistent scale, as presented in Table 4.7.

Table 4.7: Reliability Analysis of Social Media Marketing

Cronbach's Overall Conclusion
Alpha if Item  Cronbach’s
Deleted Alpha
The hotel has allocated adequate financial .668
budget for social media marketing
The hotel has allocated adequate human .679

resource budget for social media marketing

43



The hotel regularly creates and shares engaging .660 0.707 Reliable
content on social media platforms to attract

potential customers

The hotel utilizes paid advertisements on social .696
media to increase visibility and attract a

broader audience

The hotel consistently monitor customer .636
feedback and reviews on social media to

improve its services

The hotel uses social media analytics tools to .661
track the performance of campaigns and

audience engagement.

4.5.2 Reliability Analysis for Search Engine Optimization Marketing

Reliability analysis was carried out to assess the internal consistency of the items
measuring Search Engine Optimization (SEO) marketing. The overall Cronbach’s Alpha
value was 0.841, indicating a high level of reliability across the items included in the
scale. Individual item reliability was evaluated using the “Cronbach’s Alpha if Item

Deleted” metric, with values ranging from 0.80756 to 0.82231.

The item “The hotel uses SEO tools to monitor keyword rankings and identify areas for
improvement” recorded the lowest alpha value if deleted, at 0.80756, while “The hotel
has set aside adequate financial budget for search engine optimization marketing”
showed the highest value at 0.82231. The item “The hotel regularly updates its website
content with relevant keywords” yielded an alpha of 0.81054 if deleted, aligning closely
with the overall reliability coefficient. Other items such as backlink investment (0.81853),
tracking website performance metrics (0.81649), and human resource allocation for SEO
(0.81594) also demonstrated consistent reliability scores. These results were presented in

Table 4.8.

Table 4.8: Reliability Analysis for Search Engine Optimization Marketing

Cronbach's Overall Conclusion
Alpha if Item Cronbach’s
Deleted Alpha
The hotel has set aside adequate financial 0.82231
budget for search engine optimization
marketing
The hotel has assigned a sufficient human 0.81594

resource budget for search engine
optimization marketing

44



The hotel regularly updates its website 0.81054 0.841 Reliable
content with relevant keywords to improve
search engine rankings

The hotel invests in backlink strategies to 0.81853
enhance its website's visibility on search

engines

The hotel uses SEO tools to monitor keyword 0.80756
rankings and identify areas for improvement

The hotel tracks website performance metrics, 0.81649

such as organic traffic and click-through
rates, to evaluate SEO effectiveness

4.5.3 Reliability Analysis for Content Marketing

Reliability analysis was conducted to assess the internal consistency of items related to
content marketing. The overall Cronbach’s Alpha value was 0.795, indicating a good
level of reliability for the scale. Each item's contribution to the scale was further
evaluated using the “Cronbach’s Alpha if Item Deleted” metric, which ranged from 0.746
to 0.772.

The item “The hotel has assigned a sufficient human resource budget for content
marketing” recorded the lowest alpha if deleted, at 0.746, while “The hotel uses analytics
tools to track the reach and effectiveness of its content” showed the highest value at 0.772.
The item “The hotel regularly publishes high-quality and engaging content” aligned
closely with the overall alpha score and yielded an alpha of 0.764 if deleted. Other items,
including storytelling (0.762), financial budget allocation (0.767), and evaluation of
customer engagement metrics (0.771), also demonstrated consistent reliability
contributions. The results indicated that all six items contributed positively to the internal

consistency of the content marketing construct, as shown in Table 4.9.

Table 4.9: Reliability Analysis for Content Marketing

Cronbach's Overall Conclusion
Alpha if Item Cronbach’s
Deleted Alpha
The hotel has allocated adequate financial 767
budget for content marketing.
The hotel has assigned a sufficient human 746
resource budget for content marketing
The hotel regularly publishes high-quality 764 0.795 Reliable

and engaging blog posts, articles, or videos
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to attract and retain customers

The hotel leverages storytelling in its 762
content to promote its brand and services

effectively

The hotel evaluates customer engagement 771

metrics, such as likes, shares, and

comments, to assess the performance of its

content marketing efforts

The hotel uses analytics tools to track the 772
reach and effectiveness of its content

across different digital platforms.

4.5.4 Reliability Analysis for Brand Performance

A reliability analysis was conducted to assess the internal consistency of the items used to
measure brand performance among hotels in Murang’a County. The overall Cronbach’s
Alpha value was 0.933, indicating an excellent level of reliability. The “Cronbach’s
Alpha if Item Deleted” values were reviewed to evaluate each item's contribution to the

overall reliability of the construct, with results ranging from 0.91209 to 0.9349.

The item “The hotel’s sales revenue has met and exceeded the set targets in the last five
years” recorded the lowest alpha if deleted, at 0.91209, followed closely by “Revenue
generated from digital marketing strategies has contributed to the hotel's overall sales
performance” at 0.9124. Other items, including the achievement of higher profit margins
compared to competitors (0.91507), attracting and retaining repeat customers (0.92176),
and the impact of digital marketing on occupancy rates (0.92318) also showed strong
internal consistency. The item “The hotel has attained high occupancy rates in the last
five years” had the highest alpha if deleted value at 0.9349. These findings indicated that
all six items contributed effectively to the internal consistency of the brand performance

scale, as shown in Table 4.10.

Table 4.10: Reliability Analysis for Brand Performance

Cronbach's Overall Conclusion
Alpha if Cronbach’s
Item Alpha
Deleted
The hotel has attained high occupancy rates in .9349
the last five years
Digital marketing strategies have contributed to 92318

the highest percentage occupancy rates recorded
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by the hotel

The hotel’s sales revenue has met and exceeded 91209 933 Reliable
the set targets in the last five years
Revenue generated from digital marketing 9124

strategies has contributed to the hotel's overall

sales performance

The hotel achieves higher profit margins 91507
compared to competitors in the same market

segment

The hotel's ability to attract and retain repeat 92176
customers has contributed to increased

profitability

4.6 Correlation Analysis

Correlation analysis was conducted to examine the relationship between digital marketing
strategies and hotel brand performance. The results indicated that social media marketing
was positively correlated with brand performance, with a Pearson correlation coefficient
of 0.356 and a significance level of p = 0.000, showing a statistically significant
relationship at the 0.01 level. SEO marketing had the strongest correlation with brand
performance at 0.389 (p = 0.000), while content marketing also showed a positive and

significant correlation of 0.286 (p = 0.001).

The correlation between social media marketing and SEO marketing was weak and
negative (r = -0.109, p = 0.206), and not statistically significant. A very weak positive
correlation was found between social media marketing and content marketing (r = 0.022,
p = 0.794), also not significant. In contrast, SEO marketing and content marketing were
significantly and negatively correlated (r = -0.292, p = 0.001). All statistically significant

results were observed at the 0.01 level (2-tailed). This is summarized in Table 4.11

Table 4.11: Correlation Analysis

MeanSocialMedi MeanSEO  MeanContent MeanBrandPe

aMarketing Marketing Marketing rformance
MeanSocialMed Pearson 1 -.109 022 356"
iaMarketing Correlation
Sig. (2-tailed) 206 794 .000

N 137 137 137 137
MeanSEOMark ~ Pearson -.109 1 -292™ 389"
eting Correlation

Sig. (2- 206 .001 .000

tailed)
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N 137 137 137 137

MeanContentM  Pearson .022 =292 1 286
arketing Correlation

Sig. (2- 794 .001 .001

tailed)

N 137 137 137 137
MeanBrandPerf Pearson 356" 389" 286" 1
ormance Correlation

Sig. (2- .000 .000 .001

tailed)

N 137 137 137 137

**_ Correlation is significant at the 0.01 level (2-tailed).

4.7 Regression Analysis

The regression analysis was conducted to examine the predictive relationship between
digital marketing strategies (social media marketing, SEO marketing, and content
marketing) and brand performance of hotels in Murang’a County. The analysis involved
generating and interpreting two key statistical outputs: the Model Summary and

Regression Coefficients tables.

4.7.4 Regression Analysis for Social Media Marketing, Search Engine Optimization

Marketing and Content Marketing on Brand Performance

The multiple regression analysis revealed that social media marketing, SEO marketing,
and content marketing collectively had a strong positive relationship with brand
performance. The R value was 0.700, indicating a strong correlation between the
combined predictors and brand performance. The R Square value was 0.490, showing
that the three digital marketing strategies together explained 49.0% of the variance in
brand performance. The Adjusted R Square was 0.478, indicating minimal reduction in
explanatory power when accounting for the number of predictors in the model. The
Standard Error of the Estimate was 0.74330, reflecting a reasonable level of accuracy in

predicting brand performance from the three variables as shown in Table 4.21.

Table 4.12: Model Summary of Bivariate Regression Analysis for Social Media
Marketing, Search Engine Optimization Marketing and Content Marketing on

Brand Performance

Model R R Square Adjusted R Std. Error of the Estimate
Square
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1 .700? 490 478 74330

a. Predictors: (Constant), MeanContentMarketing, MeanSocialMediaMarketing,
MeanSEOMarketing

The regression analysis revealed that all three predictors; social media marketing, SEO
marketing, and content marketing had statistically significant effects on brand
performance. The unstandardized coefficient (B) for social media marketing was 0.502
(SE = 0.077), with a standardized Beta of 0.408, a t-value of 6.540, and a p-value of
0.000. For SEO marketing, the B value was 0.580 (SE = 0.067), with a Beta of 0.562, a t-
value of 8.624, and a p-value of 0.000. Content marketing had a B value of 0.517 (SE =
0.076), with a Beta of 0.440, a t-value of 6.797, and a p-value of 0.000. The constant for
the model was -1.619, with a standard error of 0.488, and a t-value of -3.317 (p = 0.001).
These results,as shown in Table 4.23, indicate that each of the three digital marketing
strategies made a significant contribution to predicting brand performance. Its model is as

shown below

Y =Bot BiXit BoXo+ B3X3F € covniiiieiii e (Equation iv)
Where;

Y= brand performance

Bo= Y-intercept (-1.619)

Bi- B3 = Beta coefficients of the independent variables (X, X, X3)

Xi = social media marketing (0.502)

X, = search engine optimization marketing (0.580)

X3 = content marketing (0.517)

€ = Error term

Y = -1.619 + 0.502 (social media marketing) + 0.580 (search engine optimization

marketing) + 0.517 (content marketing) + ¢

Table 4.13: Regression of Coefficients for Social Media Marketing, Search Engine

Optimization Marketing and Content Marketing on Brand Performance

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
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Std.

B Error Beta
1 (Constant) -1.619 488 - .001
3.317
MeanSocialMediaMarketing 502 077 408 6.540 .000
MeanSEOMarketing .580 .067 562 8.624 .000
MeanContentMarketing S17 .076 440 6.797 .000

a. Dependent Variable: MeanBrandPerformance

Chapter 5: Discussions, Conclusions and Recommendations

5.1 Introduction

This chapter presents a discussion, conclusion and recommendations of the key findings
from Chapter four in relation to the study objectives and existing literature on the

influence of digital marketing strategies on brand performance of hotels in Murang’a

County.

5.2 Discussions

The study’s results demonstrate that digital marketing strategies significantly influence
the brand performance of hotels in Murang’a County. The integrated effect of social
media marketing, search engine optimization (SEO), and content marketing accounted for
nearly half of the variance in brand performance, underscoring the critical role of a

coordinated digital marketing approach within this regional hospitality sector.
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SEO emerged as the most influential digital marketing strategy. This aligns with global
and regional research emphasizing SEO’s power to increase online visibility and organic
traffic (Macharia & Khamah, 2022; Nusairat et al., 2022). For Murang’a hotels, which
largely operate as mid-tier or emerging brands rather than luxury or star-rated
establishments, SEO provides a cost-effective way to compete by ensuring their offerings
appear prominently in relevant online searches. This visibility is especially important
given the competitive pressure from hotels in Nairobi and Mombasa with greater

marketing budgets.

Content marketing, ranking second in influence, was found to enhance emotional
engagement and foster trust with potential guests, resonating with findings by Wen et al.
(2021) and Marques (2021). Murang’a hotels’ storytelling around cultural heritage,
scenic landscapes, and authentic experiences can differentiate them in the digital space,
but this requires deliberate investment in high-quality, relevant content to engage both

domestic and international travelers.

Social media marketing, while significant, showed a more modest effect. This may reflect
the observed variations in human resource allocation and expertise among hotel managers
in Murang’a, as well as potentially limited financial budgets dedicated to paid promotions.
This insight corresponds with Lukose & Lagat’s (2022) observation that effective social
media marketing demands not just presence but sustained, strategic content creation and

audience interaction, which may be challenging for smaller or less resourced hotels.

Furthermore, the research revealed information asymmetry among managerial staff
regarding digital marketing knowledge and its strategic importance, consistent with
findings by Siaw et al. (2023) in similar contexts. This suggests that to maximize the
impact of digital marketing on brand performance, hotels in Murang’a must foster cross-
departmental collaboration and invest in capacity building and training initiatives to

bridge knowledge gaps.

Contextually, the unique economic and infrastructural environment of Murang’a with
many hotels serving regional and local clientele shapes digital marketing priorities and

outcomes. The limited star-rated hotels and the predominance of mid-tier establishments
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require tailored digital marketing strategies that leverage the county’s cultural assets and

address infrastructural challenges such as internet connectivity and digital literacy.

This study thus enriches the literature by providing localized insights into the digital
marketing dynamics of a rural Kenyan hospitality sector, highlighting the necessity of
integrated digital strategies grounded in local realities. These findings support and extend
earlier work focusing on urban and star-rated hotels by emphasizing that digital
marketing effectiveness depends heavily on context-specific factors including managerial

expertise, resource availability, and local market characteristics
5.3 Conclusions and Recommendations
5.3.1 Conclusions

Digital marketing has become an indispensable component in the strategic growth of
hotels, particularly within emerging markets such as Murang’a County. The evidence
from this study underscores that the effective integration of digital marketing strategies
encompassing social media engagement, search engine optimization, and content creation
plays a pivotal role in enhancing brand performance. However, success in this domain
requires more than just isolated efforts; it demands a cohesive and data-driven approach

that aligns digital initiatives with customer expectations and evolving market dynamics.

Hotels in Murang’a face distinct challenges, including limited resource allocation and
uneven expertise in digital marketing, which can hinder the full realization of potential
benefits. This highlights the importance of targeted capacity building and investment in
technology to foster more sophisticated digital marketing practices. Moreover,
understanding the nuanced preferences of the local and regional clientele is crucial for

tailoring content and engagement strategies that resonate authentically with the audience.

While this study contributes significantly to understanding the digital marketing—brand
performance relationship in a localized context, it also opens avenues for further
exploration. Future research might investigate the long-term impact of emerging digital
technologies such as artificial intelligence, chatbots, and virtual reality on customer

engagement and brand loyalty in the hospitality sector. Additionally, exploring the role of
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digital marketing within sustainability and ethical tourism initiatives could provide

valuable insights for hotels seeking to differentiate themselves in a competitive landscape.

Ultimately, this study affirms that digital marketing is not a one-size-fits-all solution but a
dynamic set of tools that, when strategically harnessed, can drive brand strength,
operational efficiency, and profitability. For hotels in Murang’a County, embracing a
comprehensive and adaptive digital marketing strategy is essential to sustain growth and

competitive advantage in an increasingly digital global marketplace.
5.3.2 Recommendations

Based on the findings and conclusions of this study, several recommendations are
proposed to assist hotel managers, digital marketing practitioners, policymakers, and
researchers in enhancing the effectiveness of digital marketing strategies to improve

brand performance among hotels in Murang’a County, Kenya.

Hotel managers and owners are encouraged to integrate social media marketing, search
engine optimization (SEO), and content marketing into a cohesive digital marketing
strategy. This unified approach will maximize customer engagement, increase online
visibility, and strengthen brand loyalty. Given that SEO marketing demonstrated the
strongest influence on brand performance, it is essential for hotel owners to allocate
sufficient financial and human resources to activities such as website optimization,
keyword targeting, backlinking strategies, and the use of analytics tools to track and
improve performance. Investing in Al-driven and automated marketing technologies can
further enhance decision-making by enabling hotels to analyze customer behavior,
optimize campaigns, and improve conversion rates. Additionally, hotels should prioritize
the production of engaging, high-quality content including blogs, videos, and customer
testimonials that resonate with target audiences while ensuring content is optimized for
search engines to expand reach and interaction. Improving social media engagement
through real-time customer interaction, addressing inquiries and complaints promptly,

and leveraging user-generated content will help build trust and reinforce online presence.

Digital marketing practitioners should focus on developing customized marketing
solutions tailored to the unique needs of local hotels in Murang’a County, especially

smaller and mid-tier establishments that often lack digital marketing expertise.
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Organizing workshops and training sessions in SEO, content creation, social media
management, and data analytics will empower hotel staff and build digital marketing
capacity. Moreover, practitioners should encourage the strategic use of influencer
marketing by collaborating with travel bloggers and social media influencers to amplify
brand exposure and attract authentic customer engagement. Guiding hotels on the
effective use of paid advertisements across platforms such as Facebook, Instagram, and
Google Ads will help optimize visibility and target the right customer segments more

efficiently.

Policymakers and industry regulators have a vital role in facilitating the digital
transformation of the hospitality sector. Collaboration between government bodies such
as the Kenya Tourism Board and Murang’a County authorities is crucial to promote
digital adoption through grants, subsidies, or other incentives that support investment in
digital marketing tools. It is also important to invest in training programs aimed at
improving digital marketing skills within the hospitality workforce, with emphasis on
SEO, social media engagement, and content marketing. Since digital marketing
effectiveness is partly dependent on reliable internet access, efforts to expand and
improve connectivity, particularly in rural areas of Murang’a County, are essential.
Furthermore, clear regulatory frameworks and ethical guidelines should be established to
govern online advertising practices, data privacy, and social media marketing to protect

consumer rights and maintain industry standards.

These recommendations collectively emphasize the need for a collaborative, multi-
stakeholder approach that combines managerial commitment, expert guidance, and
supportive policy interventions to unlock the full potential of digital marketing in

enhancing brand performance within Murang’a County’s hotel industry.

5.4 Suggestions for Further Research

Future research should examine the role of emerging technologies in digital marketing for
hotels by exploring how Al-driven chatbots, virtual reality (VR) tours, and blockchain-
based loyalty programs impact hotel brand performance. Additionally, since influencer

marketing is gaining popularity, a study should investigate how influencer partnerships
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affect customer perceptions and bookings in hotels. A comparative study on digital
marketing strategies in urban versus rural hotels would provide insights into how hotels
in rural areas like Murang’a County differ from those in urban areas like Nairobi in their
adoption and effectiveness of digital marketing strategies. Further research could also
focus on understanding customer perspectives on digital marketing in the hospitality
sector to help hotels tailor their campaigns more effectively. Finally, an exploration of the
challenges and barriers to digital marketing adoption among small and medium-sized
hotels would be valuable in identifying the financial, technological, and skill-related

challenges that prevent full implementation of digital marketing strategies.
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Appendix D: Research Questionnaire

I appreciate your willingness to participate in this research and for taking the time to
complete the questionnaire. The purpose of this questionnaire is to examine the influence
of digital marketing strategies on brand performance of hotels in Murang’a county,
Kenya. Please respond truthfully and accurately to all the items listed and kindly mark

the item that matches your opinion with a tick ().
Section A: Demographic Information

1. Kindly indicate your job

Section B: Social Media Marketing

This section consists of statements examining the influence of social media marketing on
brand performance of hotels in Murang’a county, Kenya. Use the scale of 1-5. Where

1=Strongly Disagree, 2= Disagree, 3= Moderately agree, 4= Agree and 5= Strongly

Agree.

Statements 112]3(4]5
2 | The hotel has allocated adequate financial budget for social media

marketing.

3 | The hotel has allocated adequate human resource budget for social
media marketing.

4 | The hotel regularly creates and shares engaging content on social
media platforms to attract potential customers

5 | The hotel utilizes paid advertisements on social media to increase
visibility and attract a broader audience.

6 | The hotel consistently monitor customer feedback and reviews on
social media to improve its services

7 | The hotel uses social media analytics tools to track the performance
of campaigns and audience engagement.

8. Are there other social media marketing strategies employed by your hotel that

contribute to its brand performance? Explain
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Section C: Search Engine Optimization Marketing

This section consists of statements regarding influence of search engine optimization
marketing on brand performance of hotels in Murang’a county, Kenya. Use the scale of
1-5. Where 1=Strongly Disagree, 2= Disagree, 3= Moderately agree, 4= Agree and 5=
Strongly Agree.

Statements

9 | The hotel has set aside adequate financial budget for search engine
optimization marketing.

10 | The hotel has assigned a sufficient human resource budget for search
engine optimization marketing.

11 | The hotel regularly updates its website content with relevant
keywords to improve search engine rankings.

12 | The hotel invests in backlink strategies to enhance its website's
visibility on search engines.

13 | The hotel uses SEO tools to monitor keyword rankings and identify
areas for improvement.

14 | The hotel tracks website performance metrics, such as organic traffic
and click-through rates, to evaluate SEO effectiveness.

15. Are there other SEO marketing strategies utilized by your hotel that contribute to its

brand performance? Explain

Section D: Content Marketing

This section consists of statements assessing the relationship between content marketing
and brand performance of hotels in Murang’a county, Kenya. Use the scale of 1-5.
Where 1=Strongly Disagree, 2= Disagree, 3= Moderately agree, 4= Agree and 5=
Strongly Agree.

Statements 112131415

16 | The hotel has allocated adequate financial budget for content
marketing.
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17 | The hotel has assigned a sufficient human resource budget for
content marketing.

18 | The hotel regularly publishes high-quality and engaging blog posts,
articles, or videos to attract and retain customers.

19 | The hotel leverages storytelling in its content to promote its brand
and services effectively.

20 | The hotel evaluates customer engagement metrics, such as likes,
shares, and comments, to assess the performance of its content
marketing efforts.

21 | The hotel uses analytics tools to track the reach and effectiveness of
its content across different digital platforms.

22. Are there other content marketing strategies used by your hotel that contribute to its

brand performance? Explain

Section E: Brand Performance of Hotels in Murang’a County

This section consists of statements regarding brand performance of hotels in Murang’a
county, Kenya. Use the scale of 1-5. Where 1=Strongly Disagree, 2= Disagree, 3=
Moderately agree, 4= Agree and 5= Strongly Agree.

Statements 112131415

23 | The hotel has attained high occupancy rates in the last five years.

24 | Digital marketing strategies have contributed to the highest
percentage occupancy rates recorded by the hotel.

25 | The hotel’s sales revenue has met and exceeded the set targets in the
last five years.

26 | Revenue generated from digital marketing strategies has contributed
to the hotel's overall sales performance.

27 | The hotel achieves higher profit margins compared to competitors in
the same market segment.

28 | The hotel's ability to attract and retain repeat customers has
contributed to increased profitability.
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Appendix E: Sampling Frame of Hotels in Murang’a County, Kenya

—

Aberdare Cottage Hotel
Bekam Hotel

County Inn Hotel

Edge Wood Hotel

Fortune Green Hotel
Golden Palm Breeze Hotel
Goshen Farm Hotel

Great North Hotel

Ideal Hotel

A S I AR o B

—_
=)

. Jambo Village Hotel
. Nokras Hotel
. Nokras River Line Hotel

—_— =
W N =

. Omega Gardens Hotel

—_
B

. Green Coral Hotel

—
9]

. Roswam Hotel

—_
o)

. Stanley Havens Hotel

—
3

. Starwood Hotel
18. Trotters Hotel

Source: Murang’a County Integrated Development Plan (2018-2022)
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Appendix F: Work Plan

Month/Activity | December | January | February | March April May Tune-
September

Proposal

Writing

Data

Collection

Analysis  and

Project Writing

Publication

Defence
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Appendix G: Budget

Item Cost (Kshs)
Travelling costs including for research | 15,000
assistants

Printing and photocopying of proposal 15,000
Binding of proposal 10,000
Data collection analysis 100,000
Printing and photocopying of project 10,000
Publication 50,000
SPSS software 30,000
Contigencies 10,000
Total 240,000
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