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Abstract  
results globalization of world such as income 

disparities, environment problems, social unrest. And they also care about the behaviour of establishments 
about these problems. Researches show that hotels support sustainability, have guests who care about 
environment (Deloitte, 2008 in Millar and Baloglu, 2011). Establishments realizing this situation are started 
to carry out social responsibility activities and most of them use these activities as marketing tool. The 
purpose of this study is to determine social responsibility levels of accommodation establishments in 
Turkey by using Google. Google is the main search engine in Turkey 96% (sosyalmedya.co).  For this aim, 
keywords identified from researches done on CRS about hospitality sector.  After identifying keywords 
Google search was done and results recorded until tenth pages to find out number of hotels and their 
rankings in the result pages and it is concluded that dissemination of social responsibility activities via 
Google search engine can be said insufficient. 
Key words: social responsibility, social responsibility in hotels, tourism.  

1. Introduction  

activities that may occur at all levels and responsibilities related to the protection and 
n (1970), the aim of social 

responsibility of business is to maximize profits (Galbreath, 2009; Bosch, Montllor and 
Tarrazon, 2013). Corporate social responsibility (CRS) reporting on social and environmental 
issues has been increasing over the last decade. With the rise in social networking, companies 
are now exploring alternate means of reporting their CSR information and have begun to utilize 
their corporate websites to disseminate their CSR information to their stakeholders. 
Accommodation establishments in Turkey also have CSR facilities when inspected some of their 
web sites.  

According to a survey by Deloitte company, 34 percent of the surveyed travellers are now 
seeking for environmentally friendly hotels (Deloitte, 2008 in Millar and Baloglu, 2011). 

responsible business practices into their businesses (Millar and Baloglu, 2011). Google is the 
main search engine in Turkey 96% (sosyalmedya.co). Thus this study aims to evaluate 
dissemination of Turkish hotels CSR facilities via Google and their rankings on result pages.  

2. Literature Review  

status. Companies must take those social factors into consideration, because they may influence 
the consumer demand. Therefore, it is important for hoteliers to define targeted group of potential 
consumers, design a strategy that will influence the selection of these hotel product. In order to 



to be different. Researches show that hotels support sustainability, have guests who care about 
environment (Deloitte, 2008 in Millar and Baloglu, 2011).  

It is difficult to define or measure CSR facilities. It is seen as voluntary corporate actions that 
aim to develop social conditions (Mackey et al., 2007). The concept of CSR has evolved and has 
come to include references to the need for organizations to reinvest a portion of their profits in 
society in order to create shared value for stakeholders and, thus, to enhance corporate, 
environmental and social sustainability. Economic, social and environmental speciality is widely 
accepted in the sphere of CSR. Although originally understood as merely a collateral activity, 
CSR has today come to form part of the core corporate strategy (Bosch et all, 2013).  

account, and act on, their environmental and social gains and losses along with economic ones 
(Cole, Fenclova and Dinan, 2013).  

important role in the implementation of social responsibility policies, both through their 
contribution in terms of income and employment and as a result of their environmental 
(Bohdanowicz, 2005), economic, and social impact (Brunt and Courtney, 1999). Environment is 
the main core of the researches that has done in relation to CSR in the hospitality industry.  Green 
hotel is a key word that used around with little attempt to understand its true meaning. Outside 
of environmental issues, little research has been done in relation to CSR activities in the 
hospitality industry (Holcomb, Okumus and Bilgehan, 2010).  

According to Bohdanowicz (2005), to achieve greater implementation of CSR in the hospitality 
industry, two main conditions must be met:  

 Hotels must take out good environmental implementations in order to demonstrate the 
cost savings it entails.  

 
 

A research by Atesoglu and Turker (2010) that has a sample of Mugla to measure  hospitality 
industry relation with social responsibility activities, put forth that hotel companies uses these 
activities as a marketing tool. And they also stated that environmental activities are the main core 
among Mugla hotels. 

that hotels that have social responsibility activities aims to have marketing advantages although 
they seen it as an additional cost. They also stated that social responsibility activities affect 
consumers purchasing decision.  

Safranbolu states that hotels embrace social responsibility activities. The hotels in Safranbolu 
carry out social responsibility activities to gain advantages mainly economic and positive image. 

result of literature review it is understood that one of the reason is to take marketing advantage 
of CRS activities.  

3. Method  

For the last decade search engines are very important in terms of peoples purchasing decision. 
There are several researches about being top pages of search engines get more traffic to 

positioning value. According to the study sites listed on the first Google search result pages 
generate 91.5% of all traffic. When moving from page one to two it decreases to 4.8% and the 
third page only 1.1%. Another research by Petrescu (2014) (Table:1) about Google result 



positioning shows that results listed on first google result page generates 71.33% of all traffic. 
In second page of the results it is only 3.99% and the third page 1.60%.  

Table 1: Percentage of Google Traffic by Result Pages (formed from chitika (2013) and 
Petrescu (2014) researches) 

Pages Chitika 2013 Petrescu 2014 

1 91,5% 71,33% 

2 4,8% 3,99% 

3 1,1% 1,60% 

As seen from the table 1, being at the first result page is very important in terms of getting traffic 
from Google result pages.  

The question is what word a social responsible tourist writes on Google to search social 
responsible hotels? Keywords identified from researches done on CRS about hospitality sector. 
These are: Corporate social responsibility, social responsibility, social responsibility in hotels, 
corporate social responsibility in hotels, corporate sustainability, public relations. After 
identifying keywords Google search was done and results recorded until tenth pages to find out 
number of hotels and their rankings in the result pages.  

4. Findings and Discussion  

Table 2 shows Google search results of corporate social responsibility. No hotel establishment 
has been found as a result of the search within ten result pages.  

Table 2: s  
Google Result 
Pages 

Number of 
hotels 

Hotel page Broadcasting 

1 - -  
2 - -  
3 - -  
4 - -  
5 - -  
6 - -  
7 - -  
8 - -  
9 - -  
10 - -  

Table 3 shows Google search results of social responsibility. As seen in the table only one hotel 
establishment takes part in first page and one establishment in page 9.  

Table 3:  
Google Result 
Pages 

Number of 
hotels 

Hotel page Broadcasting 

1 1 1 - 
2 - - - 
3 - - - 
4 - - - 
5 - - - 
6 - - - 
7 - - - 
8 - - - 
9 1 1 - 
10 - - - 



Table 4 shows Google search results of social responsibility in hotels. As seen in the table when 
we search hotel with social responsibility results are a bit better. Five of the results out of ten are 
hotel establishment in first page and second and third pages 4 out of ten. First and second pages 
results linked to hotels web pages. Third, sixth, seventh and ninth pages have links to 
broadcasting sites.  But thinking hospitality industry in Turkey these results are not sufficient.  

Table 4  
Google Result 
Pages 

Number of 
hotels 

Hotel page Broadcasting 

1 5 5 - 
2 4 4  
3 4 4 3 
4 2 2  
5 4 4 - 
6 4 4 3 
7 4 1 3 
8 4 4  
9 4 2 2 
10 3 2 1 

Table 5 shows Google search results of corporate social responsibility in hotels. According to 
table first page has only three hotel results and second page has just one hotel result. Third page 
has four hotel results out of ten. When we compare results of table 4 and five; hotels in Turkey 
embraces social responsibility concepts rather than corporate social responsibility.  

Table 5:  
Google Result 

Pages 
Number of 

hotels 
Hotel page Broadcasting 

1 3 3 - 
2 1 1 - 
3 4 3 1 
4 3 3 - 
5 2 2 - 
6 3 3 - 
7 3 2 1 
8 2 2 - 
9 2 1 1 
10 1 1 - 

Table 6 shows Google search results of corporate sustainability. As seen in table, only one result 
exists at seventh page.  

Table 6:  
Google Result 
Pages 

Number of 
hotels 

Hotel page Broadcasting 

1 - - - 
2 - - - 
3 - - - 
4 - - - 
5 - - - 
6 - - - 
7 1 1 - 
8 - - - 
9   - 
10 - - - 



Table 7 shows Google search results of public relation. No hotel found in ten pages.  

Table 7: Public Relations  
Google Result 
Pages 

Number of 
hotels 

Hotel page Broadcasting 

1 - - - 
2 - - - 
3 - - - 
4 - - - 
5 - - - 
6 - - - 
7   - 
8 - - - 
9   - 
10 - - - 

5. Conclusion and Recommendation 

When Google search results of key words evaluated, it can be said that hospitality establishments 
cannot use Google to disseminate their social responsibility activities sufficiently. Corporate 
social responsibility concept is widespread according to literature search. But no hotel 
establishment were found in the 10 Google results pages (table2). Use of social responsibility 
concept is widespread in Turkey hotels and 2 hotels were found in Google result pages (table3). 
One of them is at first page ant the other one is at ninth.  Table 4 and 5 results show that hotel 
added key words have better results than key words without hotel. It can be understood that 
hotels in Turkey have social responsibility activities.  

For further researches a detailed study can be done with a content analysis on the web to find out 
social responsibility levels of hotels and how do they report themselves with a comparison of 
Google search results.  

References  

 The approach of accomodation businesses towards social responsibility 
Suleyman Demirel University, The journal of Faculty of 

Economics and Administrative Sciences, 15 (3), 207-266  
Bakirtas, h., Erdogan, B. Z., (2010), Corporate social responsibility: a research on hotels, Eskisehir 

Osmangazi University, Journal of faculty of Economics and administrative sciences, 5 (1), 97-110.  
Cornell Hotel 

and Restaurant Administration Quarterly, 46 (2), 188-204.  
Bosch, M. T., Montllor, J., Tarrazon, M. A. (2013). Corporate social responsibility from Friedman to Porter 

and Kramer, Theoretical Economics Letters, 3, 11-15.  
Brunt, P., Courtney, P. (1999). Host perceptions of sociocultural impacts, Annals of Tourism Research, 26 

(3), 493-515.  
Chitika Insights (2013), The value of google results positioning, retrieved from https://chitika.com/google-

positioning-value (20.03.2015)  
Coles, T., Fenclova, E., Dinan, C., (2013), Tourism and corporate social responsibility: Acritical review 

and research agenda, Tourism Management Perspectives, 6, 122-141 
Galbreath, J. (2009). Building corporate social responsibility into strategy, European Business Review, 21 

(2), 109-127.  

-
337 

Mackey, A., Mackey, T. B., Barney, J. B. (2007), Corporate social responsibility and firm performance: 
investor preferences and corporate strategies, Academy of Management Review, 32 (3), 817-835.  

 Cornell 
Hospitality Quarterly, 52(3), pp. 302-311.  



Petrescu, P. (2014), Google Organic Click-Through Rates in 2014 retrieved from 
http://moz.com/blog/google-organic-click-through-rates-in-2014 (21.03.2015)  

Journal of Business 
Research, 5(3), 155-183  

Tutuncu, O., (2008), Relation between SA 8000 social responsibility standard and quality of work life 
Dokuzeylul University Journal of Institute of Social Sciences, 10 (2), 169-199  

-ortadogu-
ulkesi-internet-kullanim-istatistikleri/ retrieved: 25.03.2015)  

Zilic, I., Dulcic, Z., (2012), : Zagreb: 
University of Zagreb, Faculty of Economics and Business. 1346-1355  

  


