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Abstract: Online marketing communication covers a wide area and thus promotes an extensive reach
of advertising to a broad audience. Hotels can achieve certain goals through online communication,
mainly an increase of hotel awareness; an improvement of their image; and an increase in the level of
customer satisfaction and trust, or brand loyalty. Measurement of the effectiveness of communication
tools in the online environment is still a challenge, whether in the academic world or in the business
world, mainly due to the complexity of this process. The main objective of this paper is to propose
a methodology for implementing an indicator suitable for the evaluation of the effectiveness of online
communication activities in the Slovak hotel industry. It uses analysis of the current usage of online
marketing communication activities from the perspective of hotel service providers. The methodology
should be applicable to support decision-making and actively support the sustainable development
of hotels. In order to achieve the objective of the paper, the authors conducted a marketing survey
focused on online marketing communication by Slovakian hotels to determine their use and to map the
current state or methods of evaluating their effectiveness. Results of the research suggest that hotels
in Slovakia perceive evaluating marketing communications online as being important, regardless of
the size, length of operation, budget, and class of the hotel. They prefer financial metrics because they
are a de facto manifestation of the traditional approach towards investment evaluation. The results
also showed that return on investment is the most common metric for evaluating the investments of
online communication activities, and that respondents expressed the highest level of confidence in
this metric as well. In line with the results, we have proposed return on investment (ROI) as the most
appropriate metric applicable in evaluation of the effectiveness of online communication tools.

Keywords: online marketing; effectiveness; return on investments; hotel industry; Slovakia

1. Introduction

Competitive pressures on hotels and additional problems caused by the slow pace of economic
growth are triggering a push for greater efficiency and effectiveness. As a result, marketing activities
have become an integral part of business operations, as they have an impact on the current and
future success of hotels. Their use is a continuous process in which the key task is to follow new
trends and respond flexibly to surrounding changes [1]. This also applies to marketing communication,
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in which using an adequately selected combination of communication tools leads to long-term customer
relationships and the sustainable development of hotels.

The unprecedented growth of online marketing has not only changed the way people interact,
it has also changed the way in which businesses attract and retain their consumers. The Internet has
become an innovative marketing tool by providing travel information and a place to conduct online
transactions [2]. The informational nature of tourism products means that the Internet, which offers
a global reach and multimedia capabilities, is an increasingly important tool for promoting and
distributing tourism services [3]. The increasing number of new communication channels has increased
the need for hotels to pay attention to the effectiveness of these activities. Therefore, they must
determine whether they wish to use communication tools efficiently or to merely take advantage of
their benefits [4].

Classic forms of marketing media are becoming a thing of the past [5]. Online marketing
communication and its new forms provide a wider coverage area that promotes a better reach of
advertising to a wider audience. The forms of marketing communication available online are much
faster to use than offline communication tools, as the advertiser has more space online to provide more
information to a potential customer at a relatively low cost. The effectiveness of new forms of online
marketing communication is enhanced by the continuous development of ads in the online environment,
which can be created using the many analytic tools available [6]. Therefore, measuring the effectiveness
of these communication tools in an online environment is a very complex process, especially in
a constantly changing environment where new marketing resources are being developed every day.
However, determining the effectiveness of different forms of online marketing communication is
still a major challenge for the academic and business worlds. Since online marketing is completely
different from traditional marketing approaches, traditional marketing theories and practices may not
be applicable to these types of communication tools.

Based on the aforementioned discussion, we have analysed the current usage of online marketing
communication activities by hotel service providers. Based on the results, the main objective was to
identify or propose a suitable methodology for evaluating the effectiveness of online communication
activities that would be specific to the Slovak hotel industry and would be useful to support
decision-making relating to the sustainable development of hotels.

2. The Current State of the Slovak Hotel Industry

Despite minor oscillations, European and global tourism have been experiencing significant
growth overall. European tourists currently have high purchasing power, as well as a tendency to
travel frequently, which is why Europe continues to be the leader in global tourism flows [7]. The hotel
industry in Central and Eastern Europe has been registering growth in all key indicators. The number
of tourists as well as the occupancy rates have returned to pre-global financial crisis conditions or have
even surpassed them [8].

Slovakia has all of the necessary prerequisites for the development of tourism—natural
environments, a convenient geographical location, historical monuments, a strong cultural heritage, etc.
However, it currently does not make sufficient use of these assets. The trend towards the development
of active tourism and the need for a hotel industry catering for it has been a challenge for Slovakia.
Slovakia in recent years has been receiving a lower share of tourists from Western European countries
and an increasing share of visitors from former socialist countries. Most tourists come to Slovakia
from the Czech Republic, Hungary, Poland, Germany, Austria, the Netherlands, and Ukraine. In terms
of visitor composition, tourists visiting Slovakia are most commonly 35–45 years of age and have
a lower middle class income. The most common reasons to visit Slovakia are transit, business or study
trips, visits to family, shopping tourism, vacation stays, cultural/sightseeing trips, skiing and spa trips.
The average number of overnight stays is three nights [9]. The share of tourism in the Slovak GDP
is approx. 2.5% and does not reach the EU countries average (more than 5%). The low percentage is
the result of several factors such as incomplete and unrelated services, unsatisfactory infrastructure
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(mainly transport), lack of qualified staff in services (insufficient level of foreign language skills), a low
level of services that is inconsistent with price levels, and low awareness and promotion [10].

A positive phenomenon in the context of tourism and hotel industry promotion in Slovakia is
the adoption of the official logo “Good Idea Slovakia” in 2016, which is focused not only on represent
Slovakia but also on supporting domestic tourism, accommodation facilities, restaurants, organizations,
and providers of tourism services. The Act No. 415/2013 Coll. on Promotion of Tourism as amendment
is also considered a challenge to support Slovak tourism, as well as new forms of online marketing
strategies [11]. It aims to motivate tourism entities to ensure the coordination of activities, i.e., destination
management in regions and areas of tourism, in other words, a system element that is significantly
absent in Slovakia.

In Slovakia, 38 tourism organizations have been established since 1 January 2011. The aim of
these organizations is to create and implement the concept of tourism development; to create and
implement marketing and promotion of tourism for the members at home and abroad; to promote
the common interests of the members; to promote cultural, social, and sporting life; and to preserve
natural and cultural heritage [10]. A major challenge in the field of marketing communication for the
development of domestic tourism and hotel industry is the financial contribution to the recreation of
employees. Employers have provided contributions to employees since 01/2019, in accordance with
the Article 152a of the Act No. 311/2001 Coll. on Labour Code as amendment [12].

As the primary role of marketing communication is to influence the consumer to purchase
a product or service, this marketing mix tool is under considerable pressure to achieve demonstrable
business results in forms such as influencing sales of products and services, increasing brand awareness,
or getting customer information. In order to reduce this pressure, hotels are looking for new solutions.
Marketing communication is a tool of marketing mix, which is characterized by constantly emerging new
trends. The enormous boom of the online environment gives hotels multiple options to communicate
with existing or potential customers [13]. Because of a large number of communication tools available
in the online environment, hotel managers need to find the most effective ones.

3. Literature Review

Businesses in all sectors pay close attention to the concept of effectiveness. The evaluation of
effectiveness in the field of Slovak and foreign literature is being scientifically researched from several
points of view depending on the scientific focus of authors. The advancement and importance of
communication technologies in recent decades have led to the growth and development of the business
environment and intensified competition [14–16]. Businesses have been forced to seek new ways to
meet customer demands. As a result, there is a growing awareness among businesses about the need for
effectiveness of heterogeneous business activities [17]. To explain this, a marketing perspective is taken
to explain the fact that companies achieve their objectives by satisfying their customers with greater
effectiveness than their competitors [4]. Consequently, measures designed to assess the effectiveness of
business activities should reflect the specific activities and types of products and services offered [18].
It is also important to determine theoretical knowledge of effectiveness and its evaluation, which
would be most suitable for its implementation in marketing communication.

In economic theory, it is possible to determine two basic terms in connection with any investment
appraisal—effectiveness and efficiency. These terms have a semantic base, mainly in English scientific
sources. Efficiency is defined as the ratio between input and output, or between the achieved results and
the incurred costs [19]. It follows that the efficiency refers to the economic aspect of heterogeneous means
invested in business activities, i.e., is interpreted as economy. Economy for marketing communication
is defined as the minimization of costs incurred in order to achieve the stated communication goal,
i.e., efficiency is the degree of achievement of the relevant goal of marketing communication activity [20].
In terms of the number of input and output variables, efficiency is expressed as the ratio of inputs
and outputs that are achieved in a conversion per production unit with a result equal to or greater
than one [21].
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The definitions of effectiveness are determined differently. The concept of effectiveness is based
on the word effect, that is, the effect of providing outputs in the form of products and services resulting
from the consumption of production factors (inputs) to the target audience [22]. It can be stated that it
is the ability to produce the desired outputs with a rational usage of available inputs. The importance
of effectiveness in terms of the number of input and output variables lies in a production system based
on either maximizing outputs (output-oriented effectiveness) or minimizing inputs (input-oriented
effectiveness) [21]. In the marketing and communication field, the interpretations of this meaning could
include the relationship between the given communication goals and real impacts on business results,
i.e., the ratio of desired and achieved.

In connection with the issue of marketing communication, it is also necessary to define its
modern forms—creative, emotional, innovative, and integrated communication [23]. This means that
effectiveness is an intellectual effort, as well as an attitude based on that effort, which must be constantly
measured to ensure commercial success [24]. However, it is important to note that effectiveness is
not only a measure of market success, but also a measure of operational excellence or productivity.
This involves minimizing costs and improving operating margins. On the other hand, effectiveness
is linked to the ability of a company to design a unique model of accepting business opportunities
through the exchange of relationships. Focusing on efficiency and neglecting effectiveness can lead
to a temporary profitability. Otherwise, focusing on effectiveness and lack of efficiency can lead to
unprofitable growth [25–27]. The company should therefore maintain an optimal level of efficiency
and effectiveness (the indicators that will lead to sustainable profitability and business growth [28,29]).

3.1. Marketing Effectiveness and Importance of Its Evaluation

The essence of marketing effectiveness is particularly useful in any business, as it assumes better
business stability, long-term profit growth, increased customer satisfaction, competitive advantage,
and business sustainability [21,30–35]. A study on the evaluation of marketing effectiveness has
shown that businesses with higher marketing effectiveness also achieve higher overall business
effectiveness compared to competitors in the market where marketing effectiveness is not a priority [36].
The assessment of marketing effectiveness is an integral part of a comprehensive business performance
evaluation that helps companies to implement a marketing strategy by providing a general view
of business performance [37,38]. The aim of evaluating marketing effectiveness is to analyse the
interrelationships between marketing activities and overall business performance [39]. It is very
important that the concept of marketing and its effectiveness contribute to the overall functioning of
the business and are not an isolated function. This means that the objectives of evaluating marketing
effectiveness and business objectives should be mutually supportive, especially in the areas of meeting
customer needs; stimulating, developing, and increasing sales; and assessing the impact on overall
business effectiveness.

There are several conceptual measures defining marketing effectiveness that are based on academic
research. Drucker, as the first author dealing with the issue of marketing effectiveness, states that
the basis for the success of marketing activities and processes is to do the right things, which means,
to do things in an effective way [40]. Marketing effectiveness, as reported by Walker and Ruekert,
refers to the results of business programs in relation to the resources used to implement them [41].
More specifically, Clark states this. According to him, effectiveness refers to the relationship between
marketing results (marketing outcomes) and efforts or means introduced into marketing (marketing
inputs) [42]. Measuring effectiveness is a matter of increasing importance in developing strategic plans,
evaluating the achievement of marketing goals, and rewarding managers [43–45].

Other authors also discussed the issue of marketing effectiveness. According to them,
the effectiveness in terms of marketing represents a comparison of marketing outputs and marketing
inputs, i.e., efforts in relation to the outcomes of business programs and the resources used,
i.e., the suitability of marketing communication programs with existing business structures. This means
that they have investigated the extent to which marketing activities can meet the business goals [46].
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This scientific study was extended by Mavondo, who examined marketing effectiveness only in the
short term. He presented the positive impact of marketing effectiveness on the financial performance
of a company, which resulted in increased market share, sales, gross margin, and even successful
launch of new products on the market [34].

Other authors have built on previous studies and even expanded them and presented marketing
effectiveness as a measure of how a company can gain a higher market share over competition
in advertising and promotion field. They dilated their research to optimize marketing spending
through marketing effectiveness to achieve even better results for both short- and long-term goals [31].
Gao’s study was based on the basic formulation of effectiveness, doing the right thing by comparing
marketing effectiveness with the goals formulated in the market strategy of the business [47]. Another
study also examined marketing efficiency, but the outcome was to define marketing effectiveness as
a long-term process that was aiming to create value based on business resources for marketing activities
and competitive advantage [32]. In Slovakia, the authors, who addressed the issue of marketing
effectiveness, defined in their studies the concept of marketing effectiveness as the quality with which
managers optimize expenditures in order to achieve better results for companies in the short- and
long-term, i.e., optimize the quality of marketing spending so that businesses achieve their goals in
any time period analysed [33].

There are various reasons to carry out regular measurements of the effectiveness of a business.
These reasons may include, especially in the marketing environment, as follows:

• If something cannot be changed, it cannot be understood;
• If something cannot be understood, it cannot be checked;
• If something cannot be checked, it cannot be improved;
• If results cannot be measured, success cannot be distinguished from failure;
• If success cannot be seen, it cannot be evaluated;
• If success cannot be evaluated, failure is likely to be evaluated;
• If failures are not recognized, old errors will be repeated and resources wasted [48].

3.2. Effectiveness and Evaluation of Marketing Communication in the Online Environment

The use of Internet technologies in marketing communication is gaining in importance [49].
It is also a fact that the most revenues are generated through online marketing communications by
using personalization, multimedia integration, and real-time interactions [50–52].

The importance of effectiveness of marketing communication in the online environment is also
multiplied by the number of scientific publications dealing with this issue in the renowned databases,
namely, Web of Science (1990) and Scopus (2059), for the period from 2004 to 2018 (Figure 1). However,
it should be noted that the number of scientific articles and studies includes all synonyms of online
marketing, i.e., digital marketing, internet marketing, and e-marketing.

The effectiveness of the evaluation of any marketing tools is also assumed by the fact that only
a comprehensive evaluation can move companies into further development of marketing activities [53].
Thus, the effectiveness of marketing tools becomes the basic dimension of a company’s performance
and the basic pillar for its sustainable development [30].
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Figure 1. Number of scientific articles and studies from the Web of Science and Scopus databases on
the effectiveness of online marketing communication.

4. Materials and Methods

Demonstrating effectiveness in marketing has never been so difficult. There are many factors to
consider: pressure on marketing budgets, transforming media environments and channels, the impact
of technology, changing consumer behavior, and so on. Such a dynamic environment is both a challenge
and an opportunity. Demonstrating the tangible effectiveness of communication campaigns is becoming
increasingly important for marketers. Measuring of effectiveness has become a key issue in the marketing
departments of many companies over the last decade [54]. In his study, IBM identified the measurability
of marketing activities as one of the three key areas for future development. The findings of the study
show that the ability to evaluate marketing investments could be one of the main ways to restore
credibility to the marketing department [55].

Another report showed that the evaluation of the effectiveness of communication activities is
perceived as significant by the contracting authorities. However, it was surprising to find that 43% of
marketers do not measure the return on investment in their communication activities. Rather, the results
of the study confirmed the use of standard evaluation methods. More than 90% of respondents evaluate
the effectiveness of communication campaigns, and 53% of respondents usually use the return on
investment (ROI) indicator for evaluation. So, most marketing professionals track campaign results,
but only half of them in financial terms. The 47% of marketers do not monitor the financial impact
of their campaigns. The study showed that typically large companies with long-term existence and
higher budgets for communication activity of the company implement the evaluation of effectiveness.
Only 41% of respondents are evaluating all campaigns, more than half of the respondents focus on
criteria of effectiveness for selected campaigns only, and 7% of respondents report that they evaluate
their campaigns only exceptionally [56].

IBM study also identified increasing pressure on marketing departments based on qualitative
research. IBM considers the ability to quantify and analyse the financial results of marketing investments
and, above all, to present the conclusions of marketing department activities throughout the organization
as a key task [55]. The measuring of effectiveness is also expected to be a challenge in studies of
Reglix [57,58].

Another survey also revealed a significant need for improving data use, measuring online
marketing, and evaluating marketing return on investment. In addition, the survey also focused on
the degree of business satisfaction regarding ability to measure return on marketing investments.
Up to 41% of businesses in the US are satisfied with their ability to measure marketing ROI through
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proper leadership and perseverance. Their knowledge of their marketing return on investment allows
them to manage marketing spending decisions. Only 43% of organizations make their marketing
budgets based on an analysis of marketing return on investment. In contrast, 68% of businesses base
their marketing budgets partly on historical spending and 28% on their own instincts. When making
decisions about specific marketing expenses, up to 21% of businesses make all or most of those spending
decisions without metrics. Instead of marketing return on investment, executives continue to use many
traditional metrics, such as brand preference, shopping intent, and willingness to recommend [59].

These facts together with the theoretical background form the basis of our research. We assumed
that hotel management feels pressure in the form of the ability to quantify the return on investment
spent on the online form of communication even in the conditions of the Slovak Republic. That is
why we asked in the realized research whether hotels evaluate the effectiveness of all forms of online
marketing communication used. Additionally, we asked whether there is a certain type of hotel
(based on size, life time, budget size, and hotel class) that would perform that assessment to a greater
extent. Another focus of the research was on the benefits and metrics of evaluating the effectiveness of
online marketing communications. In the end, we asked whether hotels were generating an interest in
new methodology to assess the effectiveness of online marketing activities, the creation of which is the
main objective of this paper.

Based on the theoretical research and analysis of secondary data and with a view to achieving the
objective of the paper, following research questions and hypotheses were formulated:

• Research question 1: Do hotels assess the effectiveness of all forms of online marketing communication
that they apply?

Hypothesis 1a. The effectiveness of the applied forms of online marketing communication is insufficiently
monitored by lower-class hotels.

Hypothesis 1b. The effectiveness of the applied forms of online marketing communication is insufficiently
monitored by hotels with a lower budget in this field.

Hypothesis 1c. The effectiveness of the applied forms of online marketing communication is insufficiently
monitored by hotels with a shorter existing (lifetime).

Hypothesis 1d. The effectiveness of the applied forms of online marketing communication is insufficiently
monitored by hotels of a smaller size.

• Research question 2: Do hotels perceive the benefits of evaluating the effectiveness of online
marketing communication?

Hypothesis 2. There is no statistical dependence between the perception of the benefits of evaluating the
effectiveness of online marketing communication and the evaluation itself.

• Research question 3: What metrics do hotels use to evaluate the effectiveness of online
marketing activities?

• Research question 4: Is the level of metrics used to assess the effectiveness of online hotel marketing
activities sufficient?

Hypothesis 3. There is no statistical dependence between the types of metrics for assessing the effectiveness of
online hotel marketing activities and their sufficient level.

• Research question 5: Are hotels interested in implementing a new methodology to assess the
effectiveness of online marketing activities?
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In order to meet the main objective of the paper, the conceptual scheme of research elaboration
shown in Figure 2 was used. The scheme is based on theoretical knowledge from secondary research
and data obtained from primary research, and illustrates the connection of the research questions and
hypotheses to individual factors.
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In order to meet the objective of the paper, the authors conducted a marketing survey focused on
online hotel marketing communication in the conditions of Slovakia to determine the level of its use
in the practice and to map the current state or methods of evaluating of its effectiveness. According
the results, the authors proposed ROI as the most appropriate metric applicable in the evaluation of
effectiveness of online communication tools.

In the survey, the size of the population was determined based on data obtained from the
organizational statistics of the Statistical Office of the Slovak Republic. The population consists of
economic units classified according to their primary economic activity—based on the SK NACE, group
“55.10.0 Hotels and Similar Accommodation”. For the purposes of the paper, we dealt with accommodation
facilities of a hotel type, as these facilities are divided into classes according to the quality of services
and technical equipment. Pursuant to Decree of the Ministry of Economy of the Slovak Republic no.
277/2008, a class is determined as meeting the minimum requirements for accommodation facilities,
quality, and scope of services adequate to the class, which is marked with stars from the lowest class
(*) to the highest class (*****). The size of the base population is 803 economic units, respectively,
hotels (December 2017). As 313 hotels participated in the marketing survey, the minimum sample size
(260 hotels) was met. The answers of respondents to the questions based on the determined confidence
level (95%) and confidence interval (5%) can be considered as relevant. In the case of a marketing
survey, the questionnaire method was chosen; the questionnaires were distributed by e-mail.

The questionnaire consists of three parts. The first part is focused on the importance, benefits,
and use of online marketing communication. The second part deals with the investments into online
marketing communication and perception of the effectiveness of online marketing communication.
The objective was to find out whether hotels were evaluating the effectiveness of online marketing
communication tools, and whether they would be interested in the proposed methodology of
effectiveness evaluation. The last part concerns the general profile of the respondent, i.e., class of the
hotel, its size, lifetime, annual turnover, etc.

The method of statistical hypothesis testing was chosen for the research. It is one of the most
important statistical inference procedures. The role of statistical inference is to decide on the basis
of information on the available choices whether to accept or reject certain hypotheses with respect
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to the basic sample set. In order to do so, we proceeded in accordance with the methodology of
statistical hypothesis testing [60]. Because the primary data in this research is of a nominal nature, the
test statistic is the Chi-square test of independence. To calculate the test statistic for the hypothesis,
IBM SPSS Statistics software was used. This software also calculates the correlation coefficient. In this
case, because the nominal variables are being examined in the number of 3+ × 2+, it was appropriate
to investigate the strength of the dependence between the variables using the Cramer’s V measure of
association [51,60,61].

The correspondence analysis is a multivariate graphical technique designed to explore relationships
among categorical variables. When the study variables of interest are categorical, correspondence
analysis is an appropriate technique to explore the relationships amongst variable response categories
and can play a complementary role in data analysis [62]. The use of correspondence analysis must
therefore be preceded by the testing of hypotheses on the independence of observed characters [63].
Correspondence analysis is conducted using the IBM SPSS Statistics software, too. The essence of this
analysis is the transformation of points of the multidimensional space, which represent the examined
categories, into a space of lower dimension, most often in the plane (2 dimensions). This transformation
is unambiguous and allows us to focus on revealing a certain type of relationship between categories
(variables). We evaluate the transformation quality based on the rates derived from the total inertia.

5. Results

Mostly small businesses (74.4%) were involved in the survey to determine the level of use of
online marketing communication activities and to map the level of the evaluation of the effectiveness
of these activities. In addition, 21.1% of medium-sized enterprises, 4.2% of micro-enterprises, and
0.3% of large enterprises participated in the survey. In terms of classifying the hotel, four-star hotels
formed the largest group (44.1%), followed by three-star hotels and motels (39%), two-star hotels and
motels (10.9%), and five-star hotels (4.4%). Hotels and motels with one star (1.6%) had the smallest
representation (1.6%). In terms of the period of existence of hotels, most hotels and motels exist from
11–15 years (46%) and 16–20 years (39%).

To answer the first research question, we asked the respondents whether they evaluated the
effectiveness of all forms of online marketing communication, which they used in the practice.
The effectiveness of all online forms is regularly evaluated by 17.3% of hotels, often in 27.1%, sometimes
20.8%, and rarely 4.1%. Up to 30.7% of hotels do not evaluate the effectiveness at all.

The subject of research was also the reason for not monitoring performance and evaluating the
effectiveness. Respondents stated reasons as high evaluation costs, current situation is sufficient,
lack of resources (employees, funds, and process data), and evaluation of effectiveness only in some
forms of online marketing communication. Subsequently, we used the primary data from this question
to test the statistical hypotheses H1a to H1d. The results are shown in Table 1.

Table 1. Chi-square test of independence of hypotheses 1a–1d.

Hypothesis p-Value Significance Level Reliability Interval Acceptance/Rejection of the Hypothesis

H1a 0.3456
0.01 99% Rejection
0.05 95% Rejection
0.10 90% Rejection

H1b 0.1172
0.01 99% Rejection
0.05 95% Rejection
0.10 90% Rejection

H1c 0.1766
0.01 99% Rejection
0.05 95% Rejection
0.10 90% Rejection

H1d 0.0793
0.01 99% Rejection
0.05 95% Rejection
0.10 90% Acceptance
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The test proved there is no significant variable that would reveal the descriptive factor of the
hotel, which more often performs an evaluation of the effectiveness of all forms of online marketing
communication used. Only in the case of the size factor was the existence of the dependence of the
examined variables confirmed, but only at a low level of reliability interval, which indicates a very
low dependence.

Another explored aspect of the survey was to point out the benefits of evaluating the effectiveness
of online marketing communication. Respondets perceive monitoring of effectiveness positively,
as 59.1% of respondents perceive the significance of this activity, 24.3% are in favour of the fact that
monitoring of the performance and effectiveness is rather meaningless, and only 16.6% do not see it
as meaningful.

The resulting further aspect of the research was to find out the existence/absence of statistical
dependence between the perception of the benefits of evaluating the effectiveness of online marketing
communication and the evaluation itself. The test statistics are presented in Tables 2 and 3.

Table 2. Chi-Square Tests—Hypothesis 2.

Value df Asymptotic Significance

Pearson Chi-Square 177.391a 12 0.000

Likelihood Ratio 201.996 12 0.000

N of Valid Cases 313

Table 3. Symmetric Measures—Hypothesis 2.

Value Approximate Significance

Nominal by Nominal Phi 0.753 0.000
Cramer’s V 0.435 0.000

N of Valid Cases 313

A significance level was determined at 0.05 and corresponded to a 95% confidence interval.
Based on the comparison of the significance level with the p-value (Asymptotic Significance), the null
hypothesis was rejected and the alternative hypothesis confirmed, i.e., there is a statistically significant
relationship between the variables examined. The intensity of the dependence of the variables according
to Cramer’s V (0.435) indicates a moderate dependency. Therefore, we can say that hotels that evaluate
the effectiveness of online marketing communication have proven to be more aware of the benefits
of doing so.

To answer other research questions, respondents were asked for information on their own
evaluation method. Only those who stated that they were using a metric responded to the level of
adequacy of its results. The most commonly used metric is ROI 26.2%. Other metrics are Google
Analytics (20.1%), customer satisfaction survey (8.9%), monitoring statistics (8.6%), and an analysis of
demand for tourism products (6.7%). Up to 23.3% of hotels reported missing the form (procedure) to
assess the effectiveness of online marketing communications, and 6.2% did not monitor the effectiveness
of any online communication form. Subsequently, we used the primary data from these questions to
test statistical hypothesis 3. The calculated test statistics are presented in Tables 4 and 5.

Table 4. Chi-Square Tests—Hypothesis 3.

Value Df Asymptotic Significance

Pearson Chi-Square 44.014a 12 0.000

Likelihood Ratio 42.837 12 0.000

N of Valid Cases 217
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Table 5. Symmetric Measures—Hypothesis 3.

Value Approximate Significance

Nominal by Nominal Phi 0.450 0.000
Cramer’s V 0.260 0.000

N of Valid Cases 217

A significance level was determined at 0.05 and corresponded to a 95% confidence interval.
Based on the comparison of the significance level with the P-value (Asymptotic Significance), the null
hypothesis was rejected and we can confirm an alternative hypothesis, so there is a statistical
dependence between the variables examined (types of metrics to assess the effectiveness of online
marketing activities of hotels and their sufficient level). The intensity of the interdependence of variables
by the Cramer’s V measure of association (0.260) indicates low dependence. Based on the existence of
dependence between the variables, it makes sense to examine the internal structure of the contingency
table by the correspondence analysis. The results are shown in Figure 3.Sustainability 2020, 12, x FOR PEER REVIEW 2 of 19 
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Figure 3. Correspondence map.

To visualize the correspondence map, it is necessary to reduce the extracted dimensions to only
two, so that the map can be displayed in a two-dimensional view. Interpretation of the correspondence
map that we have obtained in this way is relatively simple. The position of the line and column
categories indicates which categories are related (corresponding) to each other. The metrics, namely,
the Questionnaire Survey of Customer Satisfaction, Monitoring of Statistical Data, and Analysis
of Demand for Tourism Products are very similar in terms of satisfaction assessment. The metrics
ROI and Google analytics are specific in this case. They are sufficiently distant from other metrics,
so they do not show common characteristics in terms of satisfaction. As for the individual levels of
satisfaction, only two of them are similar (Yes and Rather Yes), as they are in a common quadrant of the
map. Google analytics is captured on the map closest to the satisfaction category Rather No Strongly
Disagree. The ROI is assigned to the category of satisfaction assessment at the level Yes. The vertical
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axis shows the distinction between the ROI and Google analytics from other metrics. This axis
captures the distinction of expressing total dissatisfaction with metrics from other levels of satisfaction.
The most important result of the correspondence map is that the ROI metric clearly shows the highest
satisfaction rate.

In another question, respondents were asked whether they could imagine applying a particular
procedure or form to assess the effectiveness of online marketing communication in their activities if it
existed. Up to 89.8% expressed interest.

6. Discussion

In evaluating the effectiveness of online marketing communication, hotels identify and then
examine results and explore opportunities for improving and modifying this effectiveness.

6.1. Benefits of Evaluating the Effectiveness of Online Marketing Communication

Observing and evaluating the effectiveness of online communication tools leads to identification
of how well hotels are implementing communication tools, and if something is wrong, it determines
the barriers and possibilities to overcome this deficiency in the future [64].

Such information helps any hotel to understand whether online marketing communication is
achieving its goals and whether the implementation of online communication strategy is moving in the
right direction. The goals that a hotel can achieve through its online communication, e.g., are increasing
hotel awareness; improving its image, awareness, and trust; increasing the level of customer
satisfaction and loyalty; and differentiating itself from the competition or increasing the number
of hotel guests [65–67].

Many hotels consider forms of online marketing communication only as a pro-forma promotion
without a return on funds. The survey conducted in conditions of Slovakia has showed that up to
30.7% of hotels do not evaluate the effectiveness of all used forms of online communication at all.
This is contrary to studies and surveys that have showed that a thoroughly refined marketing strategy
and an interest in innovations in marketing communications can bring hotels and other businesses
a favourable financial outcome, long-term growth, and a stable position in the hotel product market.

Most (59.1%) of the hotels surveyed are aware of the benefits of evaluating the effectiveness of
online marketing communication, namely,

• It contributes to a more exhaustive redesign of the marketing communication strategy and leads
to increased trust among marketing staff;

• It leads to the integration of communication between a hotel and its customers (since elaborated
effectiveness assessment procedures lead to easier communication and create a clearer picture of
a business strategy), more effective communication with customers, and better targeting of online
communication tools;

• It increases alignment with not only marketing goals but also business goals, marketing strategy,
and employee loyalty;

• It increases the share of successfully implemented changes—revised feedback will not only increase
the likelihood of success, but will also speed up the process of making the necessary changes;

• It leads to better problem prediction and optimization of online communication portfolios;
• It makes it easier for marketing staff to continuously perceive the impact of introduced changes

on individual marketing processes, increasing the effectiveness of processes and working time.

Based on the results of the survey, it can even be argued that hotels that evaluate the effectiveness
of online marketing communication are demonstrably more aware of the benefits of doing so.
The objective of the contribution was justified by the demonstration of these benefits. The hotels also
showed an enormous interest (89.8%) in implementing this kind of methodology in their activities.
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6.2. Identifying the Most Appropriate Metric for the Effectiveness Evaluation

Return on investment can be used as the most appropriate metric to measure the effectiveness
of marketing activities, because it simply refers to the idea that something of value has resulted
from an investment of time, energy, or money [68]. In the financial approach, ROI is usually reduced
to a formula, which is calculated simply by subtracting the cost of an investment from the income
received from the investment, divided by the same investment cost. ROI as a return on funds
invested in marketing activities can be considered as one of the most important methods of measuring
marketing effectiveness. It can be assumed that businesses still prefer financial appreciation of return
to non-financial appreciation [53,69]. Justifying the value of the intervention of companies in online
environment and knowing what the usefulness or benefits are of marketing in this area have been
priorities over the years [70]. As this trend has increased, sellers have had to make the right decisions
about key aspects of new forms of online marketing communication and determine how to measure
their effectiveness through return on investment [71,72]. Due to the particularities of the tourism sector,
ROI is constituted as suitable for the measurement of the effectiveness of online marketing actions, since
the subjectivity that runs through the entire tourism process encourages the inclusion of measurement
tools that take this fact into account [73].

We have identified ROI as the most appropriate metric for developing a methodology based on the
attitude of several authors dealing with this issue [49,52,56,59,74,75], as this method is the most suitable
for measuring the success of communication activities. ROI should also be used as an optimization
method [52]. Based on the survey, we have found that the most frequent response of respondents
regarding the choice of method by which they assess the success and subsequent optimization of forms
of online marketing communication is ROI (26.2%). Moreover, the assumption that the use of ROI
clearly shows the highest hotel satisfaction is also confirmed.

6.3. Methodology of Implementing ROI for the Effectiveness Evaluation

The proposed methodology uses the basic functions of Microsoft Excel to eliminate barriers to
performance monitoring and evaluation of the effectiveness of online marketing activities reported
by hotels in the Slovak Republic, namely, high evaluation costs, lack of resources (employees,
funds, and process data), and evaluation of effectiveness only in some forms of online marketing
communication. Based on the non-confirmed hypotheses 1a–1d, this methodology is generally
applicable in all hotels in Slovakia. The methodology is able to track all hotel-determined online
marketing communication metrics and other data points in one visual, central location—dashboard.
In this way, it provides a high-level view of working in the online environment, helping the hotel
management to make quick decisions and keep up-to-date information on all online forms of
communication used.

The visual nature of the dashboard simplifies work and complicated data. It provides an immediate
view of current status or performance in real time, as it is made up of tables, metrics, and numbers.
Using a dashboard, hotel management can understand what works and what does not work, and
proactively seeks to optimize every form of online marketing communications. The calculation model
has a relatively simple structure (see Figure 4), as it consists of only one sheet. This sheet titled
“ROI Calculation” includes not only a partial return on investment of each online form of marketing
communication, but also an overall return on investment for a hotel online marketing campaign.
In addition, this sheet is the only sheet in which hotel management can make changes and adjustments
to the inputs and calculation items used in each form of online marketing communication. Dashboard
is divided into three parts: basic information; data about forms of online marketing communication;
and input and output characteristics, including numeric data.
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communication that are identified by a hotel ś management (line 9, columns C to L). In line 10, 

management will indicate the specific goal of each form of online marketing communication used. 

Inserting the input and output characteristics of selected forms of online marketing communication, 

including their numerical data, relates to the calculation of ROI for individual selected forms of online 

marketing communication overall. Column A (ROI calculation) lists the names of input and output 

characteristics, which were selected on the basis of several professional foreign studies dealing with 

the issue of online marketing communication effectiveness [30,43,46,47,50,56,59,76]. In addition, in 

the column B, the user can identify the specific input and output characteristics of the forms of online 

marketing communication. The columns C to L (quantity depends on the number of the forms of 

online marketing communication used) contain numerical values of each input and output 

characteristic, including the relationships needed to quantify the ROI of these communication tools 

and overall. 

7. Conclusions 

During the 21st century, the issue of measuring and evaluating the effectiveness of online 

marketing communication has become very topical and significant. Indeed, the harsh competitive 

environment of the hotel industry tends to influence hotels to use redundant marketing 

communication tools. It is increasingly necessary to reassess their effectiveness. The evaluation of 

marketing communication tools, especially their online forms, is no longer an option but a necessity. 

Since the phenomenon of the effectiveness of marketing communication tools is undoubtedly 
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The first part of the ROI calculation of the online marketing campaign contains information about
the name of the online marketing campaign, respectively, about the goal that the evaluated forms of
online marketing communication should achieve. In addition, the hotel management needs to fill in the
data about the total budget for the online marketing campaign (cell C2), the average order value (AOV)
(average amount of value generated by each online activity by an average customer (cell C3)), and
the profit margin expressed as a percentage of a hotel´s profit from sales of its products and services
(cell C4). Among other things, hotels can insert their own logo in this calculation, which will be placed
to the left of the wording “Travel in Slovakia Good Idea” (a project funded by the European Union for
the promotion of tourism in the Slovak Republic and the brand Slovakia). The second part of the ROI
calculation concerns the determination of the various forms of online marketing communication that
are identified by a hotel´s management (line 9, columns C to L). In line 10, management will indicate
the specific goal of each form of online marketing communication used. Inserting the input and output
characteristics of selected forms of online marketing communication, including their numerical data,
relates to the calculation of ROI for individual selected forms of online marketing communication
overall. Column A (ROI calculation) lists the names of input and output characteristics, which were
selected on the basis of several professional foreign studies dealing with the issue of online marketing
communication effectiveness [30,43,46,47,50,56,59,76]. In addition, in the column B, the user can identify
the specific input and output characteristics of the forms of online marketing communication. The
columns C to L (quantity depends on the number of the forms of online marketing communication
used) contain numerical values of each input and output characteristic, including the relationships
needed to quantify the ROI of these communication tools and overall.

7. Conclusions

During the 21st century, the issue of measuring and evaluating the effectiveness of online marketing
communication has become very topical and significant. Indeed, the harsh competitive environment
of the hotel industry tends to influence hotels to use redundant marketing communication tools.
It is increasingly necessary to reassess their effectiveness. The evaluation of marketing communication
tools, especially their online forms, is no longer an option but a necessity. Since the phenomenon of
the effectiveness of marketing communication tools is undoubtedly considered as a ratio of return on
marketing revenues to marketing costs, the guidelines for their measurement are insufficient and fall
short of the requirements of the modern hotel industry.
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In the light of the above, the main objective of the contribution was to propose a methodology
suitable for evaluating the effectiveness of online communication activities in the Slovak hotel industry
that would be a sufficient element supporting the decision-making process in the context of the
sustainable development of hotels. In order to meet the objective of the paper, a marketing survey
was conducted in which hotels in the Slovak Republic were the object of research, and its purpose
was to determine the level of use of online marketing communication activities and to map the status
of evaluating their effectiveness. Results of the research suggest that hotels in Slovakia perceive the
importance of evaluating marketing communications in the online environment, regardless of hotel
size, lifetime, budget, and class. They prefer financial metrics de facto, as they are a manifestation of the
traditional approach to investment evaluation. The results also showed that ROI is the most common
metric for evaluating investments of online communication activities, and respondents expressed
the greatest confidence in this metric as well. The results thus confirm that theories that emphasize
financial appreciation and rank ROI as the most appropriate metric to measure the effectiveness of
marketing activities are also applicable in the Slovak Republic. Additionally, from the perspective of
the particularities of the tourism sector, ROI is constituted as suitable for measuring the effectiveness of
online marketing actions, since the subjectivity that runs through the entire tourism process encourages
the inclusion of measurement tools that take this fact into account.

According to the above, the suggested methodology takes a form of the proposed Excel dashboard,
and as the most appropriate metric, ROI was identified. The performance of ROI calculation in the field
of online marketing communications is beneficial not only for hotels but also for other business entities
for two primary reasons. Firstly, ROI is very well known among the management staff of various
companies; secondly, the assessment of ROI in online marketing communication helps to determine
not only partial returns but also overall marketing returns. ROI ensures the measurement of the results
of online communication activities in a participatory way, thus extending the goals of hotel marketing
communication. It is calculated in a way that includes heterogeneous types of data, depending on the
specific form of online marketing communication. It helps to increase the relevance and effectiveness of
the work of any hotel management, as it allows one to consider how particular online communication
activities contribute to achieving communication goals of hotels.

Time and geographical constraints can be considered as the main limits of the suggested
methodology. These restrictions were especially reflected in the selection of respondents—only
enterprises operating in Slovakia were chosen in the statistical sample. This limitation can be removed
if the results of the research are considered as a relevant solution and the results achieved are subject to
subsequent verification in the international environment. If these barriers were removed, results that
are more accurate could be achieved. Another limitation of the research is the established scale in some
issues. There may be some distortions in the responses to whether they are using defined financial and
non-financial metrics. Therefore, it could be appropriate to apply the Likert scale. Other research in
the field of measuring the effectiveness of marketing activities would be interesting to compare the
relevance of solutions and the verification of the results achieved in the international environment.
In addition to the international comparison, further research could be focused on another sector
industry and thus find out information on evaluating the effectiveness of marketing communication in
other industries in Slovakia as well.
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