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(6) ʤرق ʖʲǺ 
  
  

ʙʯونى فى تʗعʤʻ القʗرة الʯʹافʻʴة للفʹادق ǺالȖʻʮʠʯ على الفʹادق الʰلاث نʦʱم ʗʸǺیʹة القاهʙة : دور الȖȂʦʴʯ الإلؒ
  دراسة إسʵؒʯافʻة

  
ʝʳلʸال:  

  
ǽعʙ الȘȄʨʶʱ الإلʛʱȞʽونى الʨʽم أحʙ أدوات الʜʽʺʱ للʺʕسʶات الʙʵمʽة مʧ أجل تقʦǽʙ خʙماتها على أحʙث ما 

لʨجʽا الʺعلʨمات والإتʸالات وذلʥ مʧ خلال الʺʨاقع الإلʛʱؔونʽة لهʚه الʺʕسʶات على شȞʰة ʨʻ تʨصلʗ الʽة تؔ
ورغʦ إخʱلاف هʚه الʺʕسʶات فى مȐʨʱʶ تقʦǽʙ , ، لʱلʽʰة رغʰات وȂحʽʱاجات عʺلائها)الانʛʱنʗ(الʺعلʨمات الʙولʽة 

وشʛاء مʳʱʻاتها وخʙماتها مʧ خلال الʙʵمة والʶعʛ الʺقʙم إلا أن جʺʽع تلʥ الʺʕسʶات تʛʱʷك فى إتʺام عʺلʽة بʽع 
هʙفʗ الʙراسة ȞʷǼل عام إلى تقʦʽʽ الʨضع الʴالى لʙʴʱیʙ العلاقة بʧʽ الȘȄʨʶʱ الإلʛʱȞʽونى . الȞʰʷة الإلʛʱȞʽونʽة

كʺا تهʙف الʙراسة إلى الʱعʛف على أهʦ الǽʙʴʱات والعقʰات الʱى تʨʴل دون تȘʽʰʢ الȘȄʨʶʱ , والʺʜاǽا الʻʱافʽʶة
ʻالفǼ ونىʛʱȞʽةالإلʛة القاهʻیʙʺǼ مʨʳلاث نʲادق ال , ʦدهʙلغ عʰی Ȑʚ45(وال ( ʛʸʴب الʨأسل Șʽʰʢت ʦت ʥلʚقا لʙʻف

لʳʺع كʺا إسʙʵʱمʗ إسʱʺارة الإسʽʰʱان ؗأداة . الʷامل على مʱʳʺع الʙراسة ؗعʻʽة نʳʽʱة لʸغʛ حʦʳ مʱʳʺع الʙراسة
وقʙ تʨصلʗ الʙراسة , 16الإصʙار ) SPSS(بʛنامج الʴʱلʽل الاحʸائى  موقʙ تʦ تʴلʽل الʽʰانات Ǽإسʙʵʱا, الʽʰانات

الى العʙیʙ مʧ الʱʻائج ذات القʽʺة حʘʽ أʣهʛت وجʨد علاقة ارتʰاȋ وتأثʛʽ معȐʨʻ بʧʽ الȘȄʨʶʱ الإلʛʱؔونى والʺʜاǽا 
الʻʱافʽʶة بʙلالة مʨارد وأǼعاد ؗل مʻهʺا، وȃالʱالى نʱʻʱʶج أن الʺʜاǽا الʻʱافʽʶة تʙʺʱʶ مقʨمات تʴقʽقها مʧ مʨارد 

  .  لإلʛʱؔونى، وخلʟ الʘʴʰ إلى تقǼ ʦǽʙعʠ الʨʱصʽات والʺقʛʱحاتالȘȄʨʶʱ ا
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The role of E-marketing in strengthening the hotels Competitiveness At three-star 

Hotels in Cairo: Exploratory Study 
 
 
 

Abstract 
 
Today, e-marketing is one of the excellence tools for service institutions to provide 
their services and products on the latest information technology and communication 
through their websites on the international information network (internet) to meet the 
needs, wants and desires of their customers, despite the diversity of these institutions in 
service and price level  offered,  but all those institutions involved in completing their 
purchasing and selling process of services and products through the internet. So, the 
importance of this study refers to the role of e-marketing in the hotels sector to achieve 
its objectives through the use of the internet in dealing with their customers, in addition 
to using the various methods to increase their customers’ satisfaction. So, the main aim 
of the study focuses on assessing the relationship between e-marketing & competitive 
advantages at three-star hotels in Cairo. And identify the challenges and obstacles that 
prevent e-marketing adoption at hotels field of the study. 
 
The researchers used descriptive analytical Approach, to achieve the study goals. Study 
data is abstracted from different sources like journals, periodicals, internet and data 
from questionnaire with hotel managers. Data collected was analyzed by SPSS 
"statistical package for social science" version 16. The researchers determined three star 
hotels in Cairo which counted up to 45 hotels according to Egyptian Hotel Guide 
(2012) to be study population. 
 
The results show significant correlation & effect relationship between e-marketing & 
competitive advantages due to their resources & dimensions. So it leads us to conclude 
that competitive advantages get their achieving principles from e-marketing resources. 
Finally, the research provided some recommendations & suggestions.  
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