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ABSTRACT

Themainideabehindthisstudyisbasedontheanalysisofthestructureandcontentoftheweb
pagesofthemostpopularandpowerfulhotelsintheworld.Thetargetistoofferapotentialtoolfor
currentandfutureknowledgeofthemostrelevantsuccessfactorsofthesefirms.Thepresentstudy
hasthreemainscopes.Thefirstisananalysisofthemostimportanthotels´websitesintermsof
availableinformationandcontent.Thesecondoneisthecomparisonbetweenthewebsitesofthe
mostpopularhotelsworldwidepercountry.Athirdscopeisasurveywithend-userstosupportthe
findings.Itcouldbeconcludedthatthekeyitemsofthewebpagesofthemostvisitedhotelscanbe
usedasapowerfultoolfortheformulationandimplementationofdifferentcorporatestrategies,and
alsobeasourceofbenchmarkingformakingdecisions.
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1. LITERATURE REVIEW

Tourismhasbecomeamoreandmoreimportantindustryintheglobaleconomy.Itisalsolinkedto
otherindustriesanditsimportancehasincreasedsignificantlyinthelastdecades.

Inthe90sonlyalimitednumberofhotelindustrieswereusingtheInternetasacommunication
tool,butin2002itwasestimatedthatover90percentofthetop50hotelchainshadcompanyweb
siteswithnearly95percentprovidingreservationfacilitiestoconsumers(O’Connor&Frew,2002).
Theimportanceofowningawebsitewhenprovidingserviceshasbeenincreasingrapidlyinthelast
decades.Thussaid,theInternetisanimportantcommunicationtoolandisveryimportantforhotelsto
useitasaneffectivemarketingtool(Cevdetetal.,2011).AccordingtoTierney(2000),theevaluation
ofwebsiteeffectivenessiscrucialwhenowingtothesignificantsetupandmaintenancecosts.
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Nowadays,theinformationiseasilyaccessible,transparentandatlowcost.Inresponsetothe
increasingdemandforonlineservices,manyhotelshaveestablishedwebsitestopromotetheirservices
andproducts,strengthentheircustomerrelationships,andconverte-lookersintoe-buyers(Lawet
al.,2010;Morrisonetal.,1999;O’Connor&Frew,2002).Thecurrenttechnologyhasmadeitless
expensivetoprovideawiderangeofcustomerinformation;soupscalehotelscanmaintaincustomer
profilesontheircomputers(Harrison,2003).

TheinfluenceoftheInternetbecameoneofthemostimportanttopicsworldwide.Anenormous
numberofresearchersandacademicsbasedtheirfindingsontheimportanceofthedigitalinformation.
Moreover,Yuanetal.,2003states that the internet technologyisexpected torevolutionizemost
aspectsofthetourismindustry.

AccordingtoBuchanan&Lukaszewki(1997),therearesixjustificationstrategiesforestablishing
awebpresence:costreduction,revenuegrowth,nichemarketing,improvedcustomersatisfaction,
qualityimprovement,andaddressingothercriticalbusinessorcustomerneeds.Developingthesesix
strategiesmightbeapowerfultoolforhoteliers,whocangainacompetitiveadvantagebyusingtheir
webpresence.Awellstructuredwebsitewhichincludesdiverseinformationcanbeanenormous
assetforowners.Thecontentofthewebsiteisdefinedastheinformationfeaturesorservicesthat
areofferedinthewebsite(Zafiropoulos&Vrana,2006).

It should be recognized that customers search for diverse information while booking their
accommodation.Moreover,awelldesignedwebsitethatincludessufficientinformationcouldincrease
thecustomer’sperceptionregardingthehotel.Inthetourismandhospitalitycontext,websitequality
directlyandpositivelyimpactsoncustomersatisfactionandpurchaseintentions(Baietal.,2008).

Agrowingnumberofcustomerbooktheirtravelservicessuchastrips,hotelsandcarrentals
online(Yangetal.,2014).Furthermore,Tohetal.(2011)performedasurveyof249leisuretravelers
andtheresultsshowthat80percentofthecustomerssearchedforhotelinformationusingwebsites,
withmorethanhalf,makingtheirbookingsthroughhotels”websiteoronlinetravelagencies.

Hoteliersshouldassurethattheinformationqualitywhichrepresentstheminthesearchengines
databasesmeetstheclientsneedandexpectation(Leung&Law,2012).Theyshouldadoptaweb
sitestrategywhichwillhelpthemtoimprovetheirbranding,customerperceptionandtransparency.

AccordingtoStatista2017thenumberofinternationaltourists’arrivalsworldwidehasincreased
significantlybetweentheperiod2005-2016(fromnearly750millionstomorethan1110millions)
withEuropeasatopdestination(453.2in2005and616.2in2016)followedbyAsiaPacific(154.1
in2005and308.4in2016),NorthAmerica(89.9in2005and130.5in2016)andMiddleEast(33.7
in2005and53.6in2016).

Asaconsequenceoftheglobalcrisis,theonlysignificantdecreasewasshownin2009inall
fourregionsincomparisontothepreviousyear.InEuropeadecreaseof25.9millionsinternational
arrivals,followedbyNorthAmericawith4.7millions,MiddleEastwith3.2millionsandAsiaPacific
with2.9millionsincomparisonto2008.

HavinginmindthedirectcontributionoftravelandtourismtoGDPworldwidein2016,the
EuropeanUniontakesthefirstplacewith611.3billionU.S.dollarsfollowingbyNorthAmerica
with608.2billionU.S.dollarsandNorthEastAsiawith448.4billionUSdollars(WTTCinStatista
2017).ThelastthreeplacesaretakenbyNorthAfricawith26.3billionUSdollars,Caribbeanwith
17.9billionUSdollarsandCentralAsiawith3.4billionU.S.dollars.

Theannualgrowthinaverageglobalhotelratesfrom2010to2017haschangedsignificantly
between2011and2013where7.4%annualgrowthwasrepresentedin2011;-1.5%in2012dueto
theeconomiccrisisand0%in2013.Asfrom2014onwards,thepercentagehasincreasedupto2.5%
in2017.(Statista2017).

Sincethe1980s,therapiddevelopmentofinformationandcommunicationstechnology(ICT)
haslargelychangedhospitalityandtourism(Ho&Lee,2007;Ipetal.,2011;Murphyetal.,2016).
ActivitiesinthissectorhavebeensignificantlyinfluencedbythegrowthoftheInternet.
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