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Abstract 

The Internet has increasingly become a popular medium for marketing. Tlus paper 

attempted to assess and investigate the level of the use of Internet, the potentials of the 

Internet for marketing Etluopian hotels products/ services and ti,e constraints on ti,e full 

realization of such potential. The study used both primary and secondary data to gather 

information from key Informants in ti,e Hotel Industry. An observation of ti,e websites of 

the selected hotels on the study is also used as another means of data gathering. 

The study then analyzed ti,e data gatllered to provide a meaningful interpretation and to 

come up with practical applications of use of ti,e Internet for marketing Products/ services 

and also to help marketing managers in such organizations to devise their strategy in 

accordance with the £illdings. ( 

The paper also provides an insight on ti,e level of ti,e Internet usage in ti,e Etluopian hotel 

Industry and concludes by recommending sugges tions on how to efficiently and effectively 

utilize ti,e Internet under ti,e constrai.nts. 
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Chapter One 

Introduction 

1.1. Background of the study 

As one of the oldest nations in the \varid with beautiful scenic environn1ents, several 

national parks with interesting and unique wildlife, outstanding archeological and historic 

sites and such cultural diversity, Ethiopia has much potential for attracting tourists and other 

guests to the country, :However, the coun tlY has largely ren1ained unknown as a tourist 

destination. 

It was not until 1914 that the country's first hotel was opened. The name of d,e hotel d,at 

was opened fIrst in the country was the Hotel Taitu (www.travelintelligence.com). Since then 

d,ere are plenty of hotels opened all over d,e country. The Eduopian Hotel Indusu)" dlough 

has currendy enjoys 5-star rated hotels like Sheraton Addis and Hilton Addis Ababa, d,ere 

are plenty of hotels in the country that arc very srnall in nature and also confined to provide 

d,eir service to doe Local clients. 

Ethiopia having been among one of the countries in the world that has a potential to attract 

tourists, there is a need to organize all the organizations that cOll1prises dle Touris1l1 

Industry. £\nd, as the hotel Industry is among one of the stakeholders in the Industry, it can 

play its role in fulfilling the indusu),'s objective, which is primarily increasing d,e number of 

tourists and ensuring d,eir satisfaction. The hotel industry is not currently contributing to its 

full potential in achieving such an objective. Different reasons can be forwarded for that, but 

one is sure to be its low use of Information Technology, particularly d,e Internet, for doing 

its business operation. Most organizations in f::thiopia have a poor record in accepting 

Information Technology to their business usc. Tlus same trend has also been seen in the 

Hotels Indusuy The hotel indusu), is not fully utilizing the potentials tloat can be obtained 

from using Information technology to performing their business need . 

- 1 -
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The Internet dominance in the world of business is seen in different aspects. The Internet is 

currently providing plenty of advantages to business owners as well as individuals. The use 

of tl,e Internet, specifically for marketing products /seNices is currently increasing 

worldwide. Thus, using the Internet for marketing products is becoming a hot issue which 

no organization ignores. Organizations 111USt tiT to adopt Internet as a tnarkering tool in 

their marketing strategy in order to be competitive in the market. The unique characteristics 

of the hotel industry forces companies in the industry to be competitive in a big picture. If a 

hotel fails to promote itself for the world in order to attract more customers, it will become 

very difficult for one to be effective in doing its business. As a result, t.here is a need to make 

a research in tllls specific area in tl,e context of tl,e Hotel Industry of E tlllopia. 

This paper thus attempts to assess the level of the use of the Internet by the Hotel Industry 

and also identifies tl,e potentials and constraints witl1 regard to using tllls technology in . ' 1 
marketing tl,eir products/services. .: II :: ·f· e! g .. .. ~ -... III 

~ Q~: 1.2. Statement of the problem 
"!f.~ .. 
f//" :i 

Hotels in I-:thiopia have been there for a wIllie but most of them do not h"'e reached tll eir t! B 
full potencial in attracting new cust0111erS and retaining thetTI. HottIs have been stagnant in' - .. ~.-.L 
their use of the Info rmation Technology for performing their day to day operation. Since the 

Internet has become the largest and 1110St important marketing and distribution channel in 

hospitality, according to Starkov and Jason (2008), tl,e Etlliopian hotels use of tl,e Internet 

for marketing their products /services is considered to be an iss ue. 

T he use of the Internet in tl,e hotel industry all over the world is increasing. Hotel Internet 

marketing has leveled the playing field for hotels large and small, independent or franchised. 

Online, your hotel competes agains t all hotels witl1 an online presence. The Internet is 

producing huge numbers of rcscnrations for hotels, today, and continues to grow in 

astounding nU111bers. The T nternet re111ains the best marketing value, in terms of rerurn-on­

inVeStll1ent, e'-er created, to ca pnue new and repeat r00111 business. Your hotel's web site, 
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and how you market it, can make the difference between mediocre results and success. A 

hotel web sIte needs to perform two separate functions: Search and Sales 

(www.HotelIvIarketingCoach.com). 

Tills project, therefore, generally trIes to assess the level and effect of Information 

Technology particularly the Internet for marketing the hotel products/services in the 

Ethiopian context. Thus, the srudy proposes to address the following issues: 

... Assessing d,e level of use of Internet by d,e hotel Industry in d,e Edllopian 

Context and its usc in their marketing strategies. 

... \Vhat potential d,e Internet provides for marketing products/services in d,e 

Ethiopian hotel Industry? 

i. What constraints exist in utilizing the Internet for marketing d,e Eth.iopian 

hotel products/ services? 

1.3. Objective of the study 
The main objective of dlls project is to assess and inl'estigate d,e use of Internet as a 

marketing tool for marketing products /services of the Ethiopian hotel Industry. This paper 

also assesses and identifies potentials and consttaints of Internet 111arkecing with respect the 

hotel industry and recommend on how to realize the potentials under the constraints. The 

objectives, thus, are: 

i. To identify at what level the use of the Internet is in d,e ho tel industry of 

Edllopia . 

... To identify potentials III uSlllg the Internet for marketing 

products / selvices in the hotel industry of Edllopia. 

, 
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01- To identify constraints of marketing products/selvices using the Internet 

in the hotel industry of Ethiopia. 

1.4. Methodology 
Since the study is an explorative nature, qualitative methods were used for data collection 

and analysis. 

A) Information Sources and Data Collection Methods 

I) Sources of Data 

The dam needed for the smdy was collected from both the primary and secondary sources. 

Observation was also used as a source o f data. 

a) Primary Data- The primary data was collected from the selected hotels under smdy 

using the questionnaire prepared. There was also a primalY data collected from key 

In formants of some of the selected hotels in the smdy. The method used for collecting the 

data from the selected hotels for the study was an in-depth intelview. 

b) Secondary Data- The secondary data was obtained from different organizations 

relevant to the study like Nlillistry of Culmre and Tourism, Addis Ababa Chamber of 

Conunerce and also from reports retrieved from different books and journals, newspapers 

and magazines. The Internet was also used to gather information. 

c) Observation- Data was also gatllered by observing the wcbsitcs of the hotels that 

participate on the smdy. Such a data was collected in order to supplement the information 

gathered using a questionnaire. Such data is collected from the website to validate the 

responses provided by tlle respondents on the questi01Ulaires. 
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II) Data Source Selection 

Target Population 

Though there are a very large number of hotels in Addis Ababa, the study considers the star­

rated hotels that reside in Addis Ababa. j\nd, since there exist 36 star-rated hotels in Addis 

Ababa (refer to AppendL'i: III) , d,e total population is considered to be d,ose 36 star-rated 

hotels in Addis Ababa. 

Sample 

A sample of 18 hotels (50% of the total population) was considered to participate on the 

study. The sample units were selected using sinlple random sampling medlod. In addition to 

dus there was a sample of 2 hotels dlat were selected using a purposive sampling to consider 

fo r the interview. 

III) Analysis of Data 

The data collected from both the primary and the secondary sources were analyzed using d,e 

descriptions of findings and are also presented in a clear and appropriate manner widl d,e 

help of using statistical tools like MS-Excel. The data obtained from the web sites observed 

were also used to adnunister (or evaluate the validi ty a t) the questionnaire. 

1.5. Scope and Limitation of the Study 
The project particularly emphasizes on d,e use of d,e Internet for marketing hotel products/ 

services. Due to time and cos t limitations the project focuses only on the hotels in Addis 

Ababa. In addition, d,e project also considers only d,e star-rated hotels dlat reside in Addis 

Ababa. Tlus is due to the fact that the effect of the Internet ean basically be seen in those 

hotels and since they have been assumed to have access to the Internet. The focus of this 

project is also in the business to consumer (B2C) arena of marketing products/services via 

the Internet. It only considers the hotels marketing of their products/ services to their clients 

(excluding B2B arena where hotels can do business widl ad,er institutions) . 

Th e linutation of d,e project includes: 

.. Shortage of time for completing d,e study. 
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.. Accuracy of Jata by the Informants. 

* Lack of extensive researches on such issues in the Ethiopian case. 

1.6. Significance of the study 
Hotels can play their own vital role in increasing the number of visitors that came to the city. 

This is due to the fact that people can be interested to come here when they are sure to 

know tI,at tI,ere is a place where tlley can stay safe and comfortable. And, since hotels are 

one part of lie Etluopian Tourism Industry, they can also contribute to the efficient and 

effective utilization of ti,e potentials tI,at resides in ti,e tourism sector. Thus, identifying ti,e 

porential that the hotels can exploit ti,e Internet for marketing tI,eir products/services under 

the constraints will allow Hoteliers to efficiently and effectively use it for increasing their 

performance. As tillS paper examines ti,e role an Internet plays in ti,e hotel Industry of 

Ethiopia, it will aid in provicling directions on how to realize the potential tI,at may arise by 

using such a technology. Therefore, the final output of the project is expected to help the 

hotels in knowing ti,e potentials tI,at resides in using ti,e Internet (under the proposed 

constraints) and aid them in taking effective and efficient measures in their marketing 

strategies using ti,e Internet. It will also provide an insight for furtller researches tI,at relates 

to Internet marketing for tourism products/services or any kind of general studies regarding 

marketing over ti,e I nternet in ti,e country. 

1.7, Organization of the paper 
TIllS project is orgalllzed in four chapters. 

First chapter: Int.roduction 

Second Chapter: Literature Review 

Third Chapter: Data presentation, Analysis and Interpreta tion 

FOurtll Chapter: Summary of findings, Conclusions and Recollunendations. 
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ChapterTwQ 

Literature Review 

2.1. Overview 
T he hotel Industry can use the different potentials that arise with the Internet due to its 

unique characteristics. TIllS use of technology particularly the internet is helpful in marketing 

the hotel products or services. Marketing products using the Internet also aUows those 

C0111panics to be C0111pCtitiVC in the wodd l11arkct creating a competitive advantage over 

those who are not yet using the Internet. Internet marketing is defmed as the marketing of 

products or services over the Internet (www.wikipedia.org). 

An internet is an ideal way of marketing products. Millions of people worldwide can utilize 

the web's affordable and casy access to view proclucr, service and i11forn1ation offerings from 

an unknown number of potential entrepreneurs (Aldridge, Forcht and Pierson, 1997: p.161). 

Estimate say that the business side of the Internet is small today, but with untold billions in 

potential sales looming ahead. 

Some studies sugges t that it is vir tually impossible for tourism organizations to overlook the 

internet in their marketing mixes due to its advantages, which include global accessibility, 

convenience in updating, real-tUne 1.11[orn1ation service, interactive COll1111ulllcacions features 

and unique custotlllzation capabilities (Castaneda, Frias and Rodriguez, 2007:pA02). The 

\'{1orld Tourism Orgatlization declared that the key to internet success lies in the swift 

identification of Cllston1cr needs and the cstablishnlcl1r of direct contact with consumers, 

offering them comprehensive, personalized and up-to-date information. (Vich-i-marrosell, 

2003, cited in, Castaneda, Frias and Rodriguez, 2007:pA03). 

More and more tounsts are also utilizing the Internet and online resources for their 

information need, (GurSOY and .\ lcCleatT, 2004, cited in, Cas taneda, frias and Rodriguez, 
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2007:p.403). Such an idea provides an insight in the need of using the Internet for one's 

business success. According to (Buhalis, 1998, cited in, Castaneda, Frias and Rodriguez, 

2007:p.403), the rapid development of the internet provides unprecedented and affordable 

opportunities for the global representation and marketing of tourism. 

Even though studies are undertaken on the Business use of Internet; most studies are 

conducted form the developed countries perspective (Adam, /vlulye, R. Deans, and 

Palihawadana (2002:1'.243» . Some smdies also suggest that after some year's business and 

governments start using d,e internet, dley have struggled to accommodate dus new 

io[cractivc ll1CruUll1 in their integrated marketing conununjcations (Hofacker and Nlurphy, 

'j 998, cited in, Adam, 2002). Benefits of internet for business are grouped as productivity 

based and revenue - growth based, according to Hanson 2000, cited in, (Adam, /vlulye, R. 

Deans, and PaWlawadana (2002:p .244». It is also stated that Five of top six business 

functions performed via d,e Internet relate to conumuucation: namely, company 

information (50 percent), customer communication (49%), supplier communication (45%), 

marketing (42%), customer service (34%) and public relations/advertising (3 1 %) and few arc 

using the Internet for transactional services such as order taking, procuren1ent, product 

delivery and payment (KPMG Australia (1998, P.5». 

Some finns have thought dlat internet medium has presented commercial potential for their 

business (Hackney and Griffiths, 2002; Pandya and Arenyeka-Diamond -Diamond, 2002, 

cited in, Hatridge-lvIarch (2004:p.297.», while od,ers have believed dnt Its use was 

complimentalY to their company activities (Nicholson et aI, 2002, cited In, Harridge 

(2004:p.297.» . 

According to Robins 2000, cited in, H arridge (2004:p.298.), providers of service (e.g. 

fmaneial services, hotels, and travel and property sales) as well as providers of physical goods 

also found d,e internet to be invaluable to their success. Whatever d,e potential of the 

channel for completing transactions, it's clear that there are many marketing functions with 

wluch d,e internet can assist and perhaps, also help to establish competitive advantage. 

Whiteley (2000), cited in, H atridgc (2004:p.298), suggests that because the internet is 
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interactive, it can assist \vith all phases of be "trade- cycle" - pre -sale, execution, settlenlent 

and after sale. 

These days' companjes must use internet not to be left out of the market. According to Egan 

and Pollack (1995:p.81.) , there is not a business in the world that shouldn't feel threatened 

by the Internet, but comparues willing to become engagecl should find big opportunities . 

Other aspects that han been studied include internet used as an advertising media. 

According to Herbig and Hale (1997:p.95), Internet has been called the most effective 

promotional tool. The increased usc of personal computers and the decrease in prices, the 

online services will be attracting more people since they can be applied to just about any 

product or senrice. 

Having realized tile astonishing growtil and inlportance of ti,e internet, marketers are 

challenged \Vitll its effective interaction into their marketing cOlnnlurucar.ion mix. Even 

though there arc plenty of advantages to be obtained by using tile Internet as suggested by 

tile studies above, there are also some problems in using tile Internet for electronic 

COlnnlerce in a bro~der view. The problenls include CllsrOll1ers Inay selectively look at 

advertisements (Boroughs, 1995, cited in, Matimr, 1998:p,335), lack of perfect security in tile 

Internet (Verity and Hof, 1995, cited in, Matimr, 1998:p,335) and few procedures availability 

for evaluating eitiler Internet usage or the effectiveness of marketing activities on it (Cleland, 

1995a, cited in, Mathur, 1998, p.335). 

Because of the newness of the internet, only a few empirical studies thus far have examined 

its use for marketing purposes. The effect of the internet on marketing strategies has been 

seen on a study by Murray (1991). He states dlat the information search may influence the 

purchase decision process for service at on early stage. The internet may provide customers 

with the ability to reduce tile risk in tile consumption of services by adding value to the 

infonnauon search. 

Studies also suggest tilat as the internet is becoming a distribution channel, tile tasks of the 

traditional intCrnlcd.iaries, travel agents and tour operators, are changing (Vrana and 
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Zafirpoulous, 20D6:p.601.).Tomism~ related services have emerged as a leading product 

category to be promoted and distributed to consumer markets through the internet (Conndly 

et.at, 1998, citied in, palmer and MC Cole, 2000:p.34.). 

2.2. The Internet 

2.1.1. Definition of the Internet 

The Internet, defilled by Hamill (1997:p.302), is a network of interli.nked computers throughout 

the world operarjng on a standard protocol which allows data to be transferred between otherwise 

incompatible machines. The word itself simply 111cans a "network of networks". Participants on 

the N et include individuals, comparues, governments, uruversirjes, research establishments and 

ll1any others. 

For Heinen (1996:p.7),The Internet (the Net) will be more than simply a marketplace for 

conducting transactions; it is evolving into a new medium for communicarjng and interacting with 

customers and thus will affect the roles that marketialg professionals play in d,eir businesses. 

According to Coupey (2001 :1'.46), d,e Internet is simply a means of conul1Ulllcarjon between 

consumers, marketers, and millions of od,er orgaruzarjons. The internet enables people to tailor 

d,e way dley cOlmnurucate whedler widl just one person or widl on entire target market, quickly 

and easily. The ready accessibility of one~to~many conununication and once only available through 

television, radio, or print 111edia, creates tnarketing opportunities that did not exist ,virh traditional 

media for all types and sizes of business. 

2.1.2. The internet history 

The internet is a network of computer networks. Internet is a contradiction of the words 

international and network; networks of computers around d,e world are connected to each 

odler, enabling rapid transmission of data from point to point. The computers in a single 

network arc each linked to a server, which is a large COll1puter that 111anages the 

COllUl1ulllcations for a network. The internet is prlll1arily a network of these servers , in which 
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conU11Unication is accomplished by fiber optic cables, satellite transmissions, phone lines, 

microwave, and Ethernet lines (Coupey, 2001 :1'.234). 

Developed under the sponsorship of the Defense Department's Advanced Research Project 

Agency (A RPA), the Internet was envisioned as a decentralized network of computers, with 

some duplication, or redundancy, between computers. The logic was straightforward. In the 

aftermath o f the World War n, including the development of the atomic bomb and the 

increasing tensions of the cold war, the govemment becomes concerned about the 

vulnerability of a single, centralized computer system. 

In '1969, the netwDrk, then called ARPAnet, becomes a reality when two nodes were linked. 

A node is a computer connected to a network. The nodes can communicate by exchanging 

packets of information, in which chunks o f information are forwarded across computers to 

the network address on the packets. These packets, which ma)' take different network paths 

to reach address, arc assembled at the destination computer. 

By 1989, the national Science Foundation has replaced the Defense Department as the chief 

source of support for the network of networks) renan1cd NSFnet. This new network, 

designed to link togedler five server computers, served as dle backbone of what is now 

known as dle Internet. Originally intended to facilitate research and conullU1ucation widun 

the scientific conununity, the internet has grown to include networks and users across a wide 

variety of backgrounds and interests. Tlus growdl can be attributed in large part to dle rapid 

increase in astounding increase in the population of personal computers. 

According to Aldridge, ['orch t and Pierson ('1997:p.'161), tlus explosive grOWtll of dle 

Internet, including conu11crcial networks and services, has to be accotnpanicd by an 

astounding increase in dle population of Internet users. The huge potential of customers and 

consumers has businesses scrambling to get onto d,e web, wid, its low cost and broad reach. 

Millions of people world wide can utilize the web's affordable and easy access to view 

product, services and information offerings from an unknown l1muber of potential 

entrepreneurs. 
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2.1.3. Application uses of the Internet 

The internet has many services at its bay. TillS service has given it the potential to be a useful tool 

to do businesses . E llsworth and Ellsworth (1995; 1996), cited in, HanUll (1997:1'.303), list ten main 

business uses of dle Internet, nan1ely; COl11lTIUlllcations (internal and external) using e-luail; 

corporate logistics where tools such as i\'1UDS (Multi-User Dialog) and MOOS (MUD Object 

Oriented), IRe (Internet Relay Chat) etc. arc lIsed to achieve "rcal cinlc" communications across 

distances; globalization and a leveling of the corporate playing field with SMEs (small and medium 

sized enterprises) using the Internet to achieve more rapid internationalization; the use of the 

Internet to achieve competitive advantage, for example, by creating new product opportunities, 

erecting barriers to entry etc.; cost savings, from the use of online COllU11l11llcations; onli.ne support 

of inter-firm collaboration, especially in R&D; the usc of the Internet as an information search and 

retrieval tool; the. establislU11ent of company \'(Ieb sites for marketing and sales promotion; and the 

tran~nussion of any type of data incluc.ling manuscripts, fmancial information. 

serVIces are: 

.. E-mai l 4! 
r 

I t is an electronic mailbox where one can send and receive messages; can reduce mailing costs, 

increase delivering speed, improve customer relations, and do much more. E-mail is also 

considered as the latest paradigm in COnU11l11llcation that facilitates message transfer with each 

other computers independent of the Internet (Herbig and Hale, 1997:1'.97). 

*" Mailing list 

Mailing lists are a great tool for communicating to members or potential customers bye-mail. A 

maili.ng list is a group of people witll a common i.nterest such as membership in a credit UtllOn, 

who receive e-mail messages by subscribing to tl,e list. The goal here is to provide members witll 

the ability to receive new information directly and automatically. 
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"" Newsgroup 

Usenet newsgroups arc an application on the Internet where inruviduals post messages for public 

view and which can be used to do market research or to promote a business. Usenet, which started 

in the 1980s, is a huge conferencing or bulletin board messaging system with over 13,000 different 

newsgroups today, organized by topic. One must be careful about how to use newsgroups because 

illere are some h.ighly sensitive and sophisticated users on ille Internet who can bring an on-line 

business to a crashing halt if one provokes them with unwanted e-mail (i.e. SPAi.v!) . Newsgroups 

are similar to mailing lists in content and pUlpose, but unlike mailing lists ille in formation is not 

delivered directly to your mail box. When a message is sent to the group, rather than generating a 

mail message to everyone who subscribes to the group, the message are sent to your network or 

service providers selver and are read by users via news reader software (Herbig and 

HaIe,1997:p.97). 

"" World Wide Web (WWW/Web page) 

The World Wide Web is a hypertext based intormation service. It provides access to multimedia 

complex documents and databases (Herbig and H ale, 1997:p.96).One of the hottest concepts for 

on-line marketing is ille \Y!\Y!\V It offers companies an easy, inexpensive, fast, and technologically 

sophisticated tool for advertising goods and services, taking and placing orders, promoting their 

philosophy and policy, and conununicating wiill illeir customers all over ille world. In ille Web 

CnVlr0I1111cllt, a compan y can deliver a full presentation with sound, pictures and video to millions 

of potential consumers. 

~ Cybermall 

Even shopping malls have gone on-line. These "virtual" marketplaces consist of individual Web 

sites linked under a general site - ille" eybermall," which is run much like the mall in a 

neighborhood. 
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2.1.4. Nature of business on the Net 

The Internet has a different na ture to 0 business. The nature of the marketing environment 

enabled by the internet means tha t the scope and nature of marketing activities are more flexible 

for example with the internet as the tool for COnU1lLlIUcation physical boundaries become less 

important in the execution o f a transition than they are for other more traditional forms of 

marketing exchange (Coupey, 2001 :p.123) . 

The ne t has its own characteristics on which a business is undertaken. According to Liu (2000), 

Internet services fall into t\vo broad categories: cOlnnlulllcatioll services and info11.nation services. 

C0111111tllllcation services such as c-111ail, and c-nnil-bascd discussion lists and ner news, allow the 

clirect exchange of information between Internet users. Informa tion services, including Tclnet, 

Gopher and anonymous FTP (the File Transfer Protocol), allow users to access data that has been 

made available by other users. Since 1993, the Internet has been transformed completely by its 

newest component the World Wide Web (\VW\Y/ or the Web). 

The WWW not only integrates other file tran,fcr protocols like Gopher and FTP, but also allows 

the user to access hosts through Telnet, read newsgroups and use e-mail. Through an Internet 

browser, a user can link to any web sites and may explore the Internet resource in an 

unprecedented way for both leisure and commercial purposes. Moreover, the Web's capability to 

blend text, pictures, sounds and video clips into multimedia documents played the key role in 

popularizing the Internet beyond its traditionally acadenuc boundaries and become an effective 

COlnIlllllucation means in business and everyday life. Indeed, the \y/wW has been so successful 

that it changed the appearance of the Internet and for many it even become synonymous widl d,e 

In ternet itself (Kehoe, 1996 and Poon and Jevons, 1997, cited in, Eid and Trueman: 1'.57). 

Although the commercial market of the Internet nught be small today, it is likely to grow 

tremendously in dIe future . Millions of people all over d,e world can view d,e contents of d,e 

world-wide Internet. It has become affordable and easy to get access to the Internet and most 

potential cust0111crs like to see c0111panics represent thCI11Sclves there. Custorncrs can search th e 

products of a company and can ask questions directly witl,Out having d,e inconveluence of leaving 
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hOll1e. However, a business's traditional strategies are not likely to be appropriate, and thus ilirectly 

transferable, to electronic commerce. As businesses scramble to jump on the train before it leaves 

the station, they may ignore the new mles that apply and make costly m.istakes: Businesses need to 

live Witll tl,e Internet or risk being overwhelmed by it ... Some companies are laying tl,e 

groundwork for entirely new ways of doing business. Accorrling to, Hof and Verity (1994:p.81.), 

the Internet is undeniably the new comperition. The new breed of Internet commerce is 

fragmenting rime-honored business methods. Successful Internet marketers will need to recognize 

the Ne t's peculiarities and embrace them with strategies custom-made for this new medium. 

The nature of Internet commerce is likely to take shape around several key factors, inclurling: 

• The consutner ll1arket is different. 

• Net users want control. 

• Marketer accessibility is key. 

• Conununica tion is direct. 

• Authenticity is a 111USt. 

• Competition is open. 

• Security is a concern. 

Becom.ing engaged with d,e Internet, for marketers, means an understanding of tl,e unique nature 

of tl,e Interne t market and using tl,at understanding to execute dynamic strategies. 

\Vitl, the growing size of tl,e Internet, it has become increasingly interesting for companies 

to offer information on the \l(/eb and to attract old and, more importantly, new customers to 

the company (Forcht and Wex, 1996:1'.4.). 

The internet has also plays a big role in the Hospitality envu:onmellt. Accorrling to Starkov, 

Max and Price, Jason (2008), in 2007 over 35 % of hotel bookings were generated via tl, e 

Internet. Approximately 62% of tllOse (21.7% from total bookings) were done via hotel 

branded web sites (i.e. Direct Online Channel) . For the ftrst tUne in 2007 the major hotel 

brand website bookUlgS surpassed tl,e brand GDS (Global rlistribution system) bookUlgS 

(33.7% vs. 33.5%), 
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One thing that must be known is that it is not necessary to understand how the internet 

works in order to make use of it as a marketing tool. 

2.2. The Internet and Hotel Marketing 

The "promise" of the Internet is now within sight. Its popularity continues to grow exponentially. 

If there is any remaining skepticism about the viability of electronic marketing, it lies among those 

few with their heads still in the sand (Salerno, April-200S). 

The internet has become the largest and most important marketing and distribution channel in 

hospitality. Starkov and Price (2008), states that the hoteliers are currently realizing that there are 

many missed opportunities and that d,e direct Online Channel Website is their most cost-effective 

revenue generating channel. The internet marketing in hospitality requires a very well defined and 

focused skill set, according to Starkov and Price (2006). Business is rapidly adopting the Internet 

as d,e means d1rough which it can efficiendy and economically conduct marketing, research and 

support. This process is being facilitated by the proliferation of software that is more user-friendly 

and makes information easily accessible to the users (paul, 19%:p.28). 

The internet network is a marketing channel that is presendy being used as an avenue for 

advertisers, marketers, and society by and large to find d,e right combination of marketing mix 

utilities dlat best suit d,e customer's needs (Herbig and Hale, 1997: p.97.). They also state dlat 

access to the web is a key to the future success of many companies. Without this access, 

competitors gain a competitive edge against those who are hesitant of getting on d,e internet. 

Some also identifies that there is no other segment in yoU[ marketing plan has morc potential 

business rl1an rl,e Internet (Neil Salerno, 2007) . 

The internet has grown into one of the most important tool for marketers due to its increasing 

potential for marketing products/services. Though d,ere are plenty of advantages one might 

acquire by using d,e internet for marketing products/services, everydllng is not as easy as it seems. 

There exist challenges/constraints in fully utilizing rl,e potential. The potentials and the constraints 

are briefly described below. 
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2.2.1. Potentials of the Internet for marketing 
products 

According to Paul (1996:p.30), there are several pros and cons associated wid1 using d,e Internet 

for marketing purposes. Some primary advantages to businesses using the N et include: 

!. Globa l opportuni ties 

The Net access delivers a company with an opportunity to implement highly cost-effective t ~ 
. c· . d db 1 C ... 1., I velucles not o nly l o r dlCil own l11.arkcnng an Cll s tOluer support nee S, ut a so lor POSltlOllUl • 

d1emselves glob·all)'. It is especially beneficial to smaller companies wbo want to expand d1e··I: ;, 
businesses globally, but do not have the capital and resources to do so. • r .. : I' 

~ ;: . ~~'" 
!. Access ibi lity ~ i'! I 

Cornpanies who usc the Internet, not only for advertising, but for c-tnail and CUs(onlCr ordcrlng~ . ' : 

increase their homs of business on a global spectrum. Instead of a typical eight-bour day, 

businesses have increased d,eir opportunities by providing 24-hour access for branch offices, 

business contacts, and shoppers - access tbat is important in conducting business across different 

time zones or internationally. Expanding access indeed increases d,e number and coverage of 

potential customers. Utility providing appropriate form, place and time utility (i,e, giving 

custOll1crs th e opportunity to decide what they want, where and when) ll1ay result in a C0111pCritiVC 

advantage for d,e marketers. E specially, d,e N et furnishes product and service information to 

current and potential customers when th ey want it (instead of bombarding and annoying tbem 

with luass marketing, direct 111arketing o r telenla rke ting), and hence increasing the chances of 

trial! purchase/ repmchase, 

.. Advertisement effectiveness 

Traditionally, advertising has been one of d1e 111ajor for111s of C0l11111L11llcation between a fir111 and 

its clients. Wells et al. (1995), cited in, Aldridge, 1\. , Forcht, K. and Pierson, J (1997), reported 
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eight basic types of advertising (brand, retail, political, directory, direct-response, business-to­

business, institutional, and public service) designed to reach a diverse audience with varied 

objectives. In order to sen 'e the desired role and function most effectively, advertisements may use 

many different types of media and vehicle for different target groups. \'\Iith the advent of 

technology, the Internet posits itself as one of the very few media alternatives that can be used for 

almost all advertising purposes across all possible market segments. 

Businesses/government/individuals can create and transmit advertisements on the Internet that 

can be accessed by anybody with a computer eguipped with appropriate software. Such a 

convenience and marketing efficiency, both for the advertiser and the target audience, is maIling 

the N et popular for marketing practices all over the world. The Internet opens up avenues, 

particularly for smaller firms, to reach their potential clients more cost-effectively (with a lower 

cost per million). 

'" Market research and analysiS 

Although marketing on the N et can benefit companies of all sizes, smaller organizations may have 

the maximum gain. Small- to medium-sized enterprises across Europe, the uSA, and the Far East 

have rushed to connect to the Net and should be able to communicate within the "global village" 

as effectiv ely as lnajur uansnational corporations, The Internet furnishes direct custolner contact, 

combined with the appropriate market and technicalrefcrence material, which gives organizations 

greater ability to identify earlier shifts in product and customer trends and to test new value 

propositions in response. Tlirs enables managers to recognize product and market opportunities 

sooner and to adopt more effective product, price, distribution and further promotion strategies 

relative to the customers' needs. Ultimately, dirs ensures increased company revenue duough 

elinirnation of uncompetitive product offerings and launching of new products better suited for 

the marketplace. Heinen (1996:p.12), states that there is a wealth of market research information 

available on the Internet. According to d,e Laudon and Traver (2004:p.356), the internet can be 

used to augment traditional research techniques and even to replace them. Benefits that may be 

derived from using d,e internet for research are also listed d,ere. The Internet is an efficient means 

of conducting market research world-wide (Anderson and Kingsley, 1998:p.304). Liu, 2000, also 

COlllOlents o n the interners use in marketing research particularly for tourism organizations. 

According to Paul (1996:p.31), d,e N et has d,e capability to compile statistics regarding how many 

people viewed each advertisement on an houri)" dail)" and 1110nthl ), basis (reach), and for how long 

- 18 -



each viewer actually looked at an advertisement (exposure time). This helps companies track down 

the effectiveness of their advertisements in terms of the number of direct purchases - a much 

1110re effective ll1echanislll than the existing ones for ll1agazine advertisel11ents or television 

cOllunercials. 

Sterne (1995) also lists the following potential advantages of effective Internet marketing: 

improved corporate image; improved customer and investor relations; finding new prospects 

(customers); increased visibility; cost reduction; market expansion; and improved internal 

COll11uullications .f-Ie also states that while on the web, the conSUlner can provide instantaneous 

fcedback to thc marketer which in tw:n helps t.he marketer to use the information when targeting 

its customers. The internet is considered as a tool that offers substantial advantages over 

traditional means of communication, according to Liu, 2000. He states that the internet has the 

following advantages: reduced costs of information exchange; increased speed of information 

transfer and retrieval; increased cllstOll1er involvenlcnt .in and control of transactions; and grea ter 

flexibility of using the marketing mix. He also tries to show the advantages of the Internet wid1 

cot11parison to the conventional tllcclia in relevance to ll1arkcting using the internet features of 

addressability, interactivity, flexibility, accessibility, service improvements and cost savings. 

Coupey (2001:1'.28), also states d,e internet has an advantage in tllat the internet is a more interactive 

ll1Cdiu111 than 1unny traditiona11narkecing venues. This interactivity ll1eans you can COnUl1l11llcate in 

real time with your customer duough your website to provide specific, desired information. Such 

reciprocal, tailored conununication mal' result in more efficient and satisfying transactions 

characteristics that are important for developing long-term relationships with customers . 

It has also been identified tllat tl,e Internet plays a vital role i.n customer relationship management 

in the hospitality. t\ccording to Starkov and Jason (2007), the Internet has transformed Customer 

Relationship Management (CRM) in hospitality. A large majority of d,e hotel customers arc 

planning and boolting d,eir hotel stay online. In fact more d1an two-dlirds of them will do tllat this 

year (2008). How do you nurture, grow and retain your customer base when the competition is 

just a click away:> How do you prepare for d,e future i.n dus velY dynanuc and transparent online 

envllOlll11ent? How do you beat the cOl11petition for the 1110st lucrative custOll1er segtl1ents? By 

building a comprehensive eCRM (electronic customer relationship management) strategy and 
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creating interactive mutually beneficial relationships with your customer, any hotel company can 

ensure its survival in this new environment. 

2.2.2. Constraints / challenges of the Internet for 
marketing products. 

Although the internet can be marketer's drcan1 COOle true, as it has all the potentials stated above, it 

can also be a nightmare for firms that are not aware of the challenges that the internet creates, 

according to Palumbo and herbig, 1998:1'.253 . He stated that the challenges that emphasis must be 

given include: Increase of competition, Means of Payment, Cultural differences, privacy, Security, 

Censorship, International law, Intellectual property, Telecommunication infrastructure, PC 

availability, credit cards usc world wide. 

The drawbacks Paul (1996:1'.32.), mentioned include: 

.. Security 

The Net has very little securi ty and any company using tl,e Net risks disclosure of proprietary 

inforn1ation. The Internet was originl111y de!:iigned for a free flow of COll1l11unicauom; - regulation 

and security were not considered when it was conceived and developed. However, with its 

increasing use for marketing and advertising, there is ample concern for security in terms of 

copyrights and other proprietary information. Because millions o f users access the Internet 

everyday, it is a hot spot for computer hackers, pranksters and viruses. Anyone can go into the 

Net and change, manipulate or discard information, including advertisements . 

• ., In fring ement protect ion 

Companies are also warned to protect themselves and their products/services against infringement 

by others. A carefully worded copyright notice should appear on every screen and any logos and 

slogans should have Federal Trademark registration. Companies should also view e-mail, messages 

and documents as a pos tcard rather tl,an a sealed envelope. 

-. Access ibil ity 
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Most modems, to date, are slow and deter users from using d,e Web efficiendy. Also, multimedia 

features such as audio and video displays that make the Web so exciting, conSllln e a tremendous 

amount of memory dlat most PCs do not have. Therefore it is sometimes, if not always, 

impossible for many users to download information to see it in its full color, graph.ics and sound. 

• Control 
Advertisement over d,e N et reduces managers' control considerably. Users of d,e Internet are 

difficult to target. Although 50 percent of the uscrs arc 25 years or younger, there is still anod,er 

50 percent of users from ages 25 and up, according to Paul (1996, p.34.). It is possible to reach all 

age groups, yet targeting certain age groups mal' be difficult. First of all, it cannot be measured 

applying the conventional methods used for television or magazine advertisements. For example, 

television has d,e Nielsen ratings and magazines focus on specific interests of different segm ents. 

To date, me Net is so broad and unknown, a company cannot possibly determine easily who or 

where to advertise on the Net. Funhcnnore, there arc so tuany resources on the Internet; it is 

probable d,at users will not see a company's advertisement at all unless they are prompted to 

search for certain products/services offered by tha t company. This may reqwre a company to 

prOlTIote a product using the conventional tools tha t are mo re proactive (television, print, radio, 

direct rnail etc.) e ven while using the Internet. 

Even though online 111arketing offers great pronuse for the business envu:onmcnt, I(ocier and 

Armstrong (2001 :p.640.), states dla t d,ere are some challenges an online marketers face which 

include: Limited consumer exposure, Skewed user demographics and psychographics, chaos and 

clutter, security and ethical concerns. He also states d,at despite d,ese challenges, companies large 

and small arc quickly integrating online marketing into their marketing mixes. An online marke ting 

will prove to be powerful tOol for building custOmer relationship, improving sales, communicating 

company and product information, and delivering products and services more efficiendy and 

effectively. 

Vrana and Zafitpoulous (2006:p.606.), states d,at d,e main barriers to marketing over d,e internet 

are security difficulties and d,e need for social interaction. But according to Liu (2000), many of 

d,e current constraints and problems of conducting web-based businesses are caused by d,e Web 

technology itself (technological factors). But he also tried to raise other problems and constraints 
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like the demand factors, organizational factors and government factors. The Internet is also 

reducing barriers to entry and making easy for organizations to enter into a new market. But, this 

has its own disadvantage since d1ere will be international competition (Wymbs, 2000:p.463.). 

Gilbert, Powell- Pany and Wiclijoso (1999:p.23.), mentioned about the potential problems and 

limitations that the hotel industry must address willie developing a website for its use. The Buder 

Group suggests that effective Web applications are those that demonstrate an understanding of 

network limitations, demographics and culture (Butler Group, 1996, cited in, Gilbert, PoweU­

Parry and Widijoso (1 999:p.23.)) . The potential problems and limitations tl1e hotel indusrry must 

consider arc stated below: 

.j. Network limitations 

The visual impact of the \'<Ieb site is importan t, but raises conflicts. Graphics and multimedia 

attributes reclwe that the customer (client) end has access to a high specification personal 

computer (PC). Also, the inevitable slowing down of the data transfer can result in customer 

frustration and even the premature termination of the session . 

.j. Demog raph ics 

Successful \'<Ieb applications should demonstrate relevance to the customer base. Web sites can be 

structured so that pages are targeted to specific online customer groups. These pages must be 

dynamic enough to keep pace wid1 d1e ever-changing interests of such groups. The challenge here 

is to monitor d1e interests and to be flexible in responding to d1em. 

*' Cu lture 

It is in1portant d10t the customer is comfortable with electronic shopping if people are going to 

book hotcl r00111S via the Internet. The commercial success of the Internet technology depends 

upon not only connectivity but also the fundamental question of social acceptance. 
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2.3. 
Mix 

The Internet and the Marketing 

The evolvement of the Internet for marketing products/services in the business environment 

makes marketing managers of organization to consider using it in defining their marketing mixes. 

The different changes the internet poses in the marketing mixes of an organization arc briefly 

discussed below: 

Organizations may use the Imernet as Web-only Company, which offers goods and services 

exclusively and ol1ly through the virtual distribution channel by the Internet, or as Bricks and 

Clicks, offering both a physical retail outlet and the opponunity to buy from an online facility, and 

or at last those that usc it for supporting their acu\"itics, i.c. don't do business over the Internet 

(No Web presence) (I-Iarridge-March, 2004:p.305.). 

As a 111arketer, you can provide infonnation about your product lTIOre efficiendy to your custon1er 

than ),ou could if you had to create a hard cop)' brochure or catalog. It means that you can react to 

competitive forces, adapting flexible ck1l1cfns of your 111arketing m.L-,:: [0 stay ahead of the 

competitions, according to, Coupey (2001 :p.320). 

Heinen, 1998:p.8, states that one key to integrated marketing communications is developing and 

building tlle database of customer infonnation and transactions. There is growing recognition that 

the lifctU11C value of a cust0111Cr can be particularly large in business-to-business sales, so it 15 

importam that every potential customer receive proper care and feeding from the fIrst contact 

onwards. He also mentioned tllat tllere is growing recognition tllat tlle lifetime value of a customer 

can be particularly large in business-to-business sales, so it is important that every potenti, t I 

customer receive proper care and feeding from tlle first contact. An added benefit of trackin C ,i I 

iIii 4 " 
visitors is that often many can be persuaded (0 register in a guest book for 1110rc informacion .: = ! 

8<' Ii 
for special offers. Recently organizations arc giving emphasis to the Internet marketing strategic .: • i .. 

.oC Ii 
And, tllere must also be some consideration given to tlle amount of budget needed while u,';ng ~!!I 

I •• ' • 

-.'" ."'. have an internet marketing strategies. I\ccording to Starkov and price (2008), tl,e Intern _ 

.~ ;: ... 
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marketing budgets of the hoteliers have increased since 2006. The effects of the Internet on the 

marketing mixes are briefly discussed below. 

2.3.1. Promotion 
Proll1otion refers to all the various ways an organi zation undertakes to COll1111UrllCate its products' 

merits and to persuade target customers to buy fwm them (Kotler and Armstrong, 

2001 :p.422).The internet use for pwmoting organizations pwducts is always increasing and 

apparently becoming successful. 

Liu (2000), states tI,at promotion is ti,e component of ti,e marketing nli" tllHt most quickly 

transformed as a result of Internet usage. He also suggested tllHt tI,ere are tlltee main issues in ti,e 

apphcation of the Internet [0 [OUriS1l1 promotion. They arc: present the promotional infoJ:macion 

on the company's web site, promote the web site itself to increase its exposure and visitation since 

a company's web site has to compete in the clutter of thousands of other web sites selling similar 

products and sen'ices, and use the company's web site as a platform for advertising sites or 

products of otl,er businesses. 

Through "banners" and banner linked web pages, a company's web site can also generate revenues 

by becoming an advertising meclium for other organizations. The internet offers marketers several 

benefits that are not available with traditional vehicles for marketing. The internet enables 

marketers to create flexible info11nation c1isplays, to provide a greater range and depth of 

information with interactive technology and to combine thc modalities of television, print, and 

raclio into a single presentation of video, text and sound (Coupey, 2001 :10.230). 

It has been suggested that the internet has increased effectiveness and efficiency in communicating 

Witll customers. The other change seen as a result of the internet is tllHt it is currently changing tl,e 

old face of promoting ones company unage and products/services. foreht and \Y/ex (1996:10.4.), 

states that in contrast to other 111cdia, which arc used to push infonnation on the customer, the 

Net is more of a "pull" medium. A company cannot propel messages to masses Ul tl,e hope tllat 

somebody will catch a glimpse while spending time on the Internet. The Web offers information 

to people who might be willing to reach in and pull information out. The internet allow sales 
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deparm1ent to have an interactive COll1111unication Witl1 tl1e custoll1ers (Eid and Truell1an, 

2002:p.57.). 

Heinen (1998:p.9), states that advertisi.ng in traditional media - including pri.nt, radio, television 

and direct mail -inherently is a one-way 111Cdiu111 whcre the best strategy is to encode message 

content in a way that complements the chosen media and then position it so that the target 

audience will receive the message with as much comprehension as possible. For any single 

advertising choice, the same message is broadcast to every audience member in the same way. Two 

problems encountered i.n traditional advertising approaches are- costly wasted exposures to 

inappropriate audiences; and noise, where a message is lost amid both distractions and conflicting 

attractions. The Internet addresses tl,ese two problems wh.ich makes it a very valuable tool for 

tuarketers . 

According to Adam (2002), marketing eonullunication in tl,e present era is more likely to involve 

expenditure direct response marketing than involve the l11a ss communication paradigm of old. The 

internet is one of a number of promo tional tools; however, it tnay also be used for inforn1auonal 

purposes. The internet is a global medium, and its graph.ical face- tl,e World Wide Web-is an 

interactive medium. Arnott and Bridgewater (2002: 1'.87), argues that the internet creates the 

potential to interact witll customers on a global scale. This interaction m.y, i.n turn, allow 

111arketers to target tl1Cir custo111ers in a o ne-to-one basis. 

With tl,e growtll in its user base and its ability to be constrained eitl,er by time or location, tl,e 

internet has the potential for mass communication and advertising with negligible variable cost per 

customer (Deighton, 1997:p.335). An orgamzatlon perceIves the Internet as a major 

conullunication tool in promoting corporations, tl,eir products and services as well as a means of 

building brand awareness (Melewar and Smitll, 2003:p.364.). They also stated that tl,e nature of tl,e 

internet promotes a globally standardized approach to advertising and promotion, which enable 

flnns to realize cost economies and establishes cohesive product positioning worldwide. Herbig 

and Hale (1997:p.98), also comments that advertising on the internet is a much 1110re cost-effective 

way to do business tllan normal advertising tlltough newspapers and magazi.nes. Bennet (1997) , 

cited in, bd anel Trueman (2002:p.57.), stateel that advertising on Web pages o ther than the fum 's 
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own is possible (and increasingly common), but might not be well received. Customers merely 

wish to be presented with the hard facts about the subject matter of the pages they read. 

Online advertising set a new record of 54.9 billion for the ftrst quarter of 2007, an increase above 

the record breaking 54.8 billion for the fma l quarter of 2006, according to the Interactive 

Advertising Bureau (lAB) and PricewaterhouseCoopers LLP (pwC), cited in, Starkov and Price 

(2006) . Advertising on the internet is star ted to be recognized as a branding medium, according to 

Meadows-klue, 2002, cited in, Harridge-March, 2004:p.299. 

Though the Internet is widely used for the purpose of advertising, it can also be used as a tOol in 

the other promotion tools, inclucli.ng Sales Promotion, publicity, etc. For instance, to see the effect 

of the Internet on sales promotion, d,e possibility of downloading and printing coupons is now 

common and is a measurable demonstration o f a website's effectiveness (Harridge-March, 

2004:p.299.). She also tries to point out d,at some organizations offer price incentives to promote 

web purchases instead of bricks and 1110rtar visits in an attC111pr to convert CUS[0111 c rs to Internet 

shopping. Others may consider the usc of integrated communications (e.g. telemarketing) to 

encourage take-up of promotional incentives offered via web pages or e-mail. Since the Internet is 

an excellent channel for C0t11t11Unicacing with CUS(Ol11 e r s o n an l11uiviuual basis because of its 

immediate and direct interaction capabili ty, according to Harridge-March, 2004: p.300., it ma ke 

direct marketing possible and d,e Internet is also considered as a tool that can have a positive or 

negative publicity on ones organization. 

Though the Internet can be used to replace some of the activities o ffered by the sales person, 

there are some activities undertaken by the sales representative that the technology can't replace 

and d,e lack of personal interface also have an effect on making transactions (Harridge-March, 

2004:p.301.). 

2.3 .2. Product 
Product is deftned as anything that can be offered to a market for attention, acquisition, use or 

consumption and that might satisfy a want or need (Kotler and I\rmstrong, 200! :p.340). A 

produc t goes beyond tangible ones. They also defined Services as a form of product that consists 
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of activities benefits or satisfactions offered for sale that are essentially intangible and do not result 

in the ownership of anything. 

The internet has affected a product aspect of d,e marketing mL" in many ways. According to Liu 

(2000), the travel and touriSI11 products arc ideal for marketing on the Internet. This is as a result 

of tourism being an information intensive industry and the Internet is the most effective and 

efficient means in information exchange worldwide. He also states that l nternet technologies can 

also contribute to the improvement of current products on offer or development of new products 

and services that redefine the company's strategic position. The Internet leads to faster discovery 

of cus tomer needs, greater customization of the products to the customer needs, faster product 

testing, and shorter product life cycles (Avlonitis and Karayanni, 2000:1'.445). 

Hatridge-March, 2004: 1'.301, states that one might argue that there are no products which are not 

suitable for Internet transactions. But, she also states d1at for high-involvement purchases, it may 

be that consumers arc less willing to take the risk of buying an unseen product (e.g. a car) . 

Similarly, it is impossible to undertake transactions for services where the physical proximity of the 

custolner is necessary (e.g. dentistry or hairdressing). N everclleless, a custotner can COll1l1Ut 

illleract.ivdy to consuming such services, for example by booking and paying for an appointment 

in advance. 

The internet is also used to provide product information and to build brand identity (Adam, 

Mulye, Deans and PaW,awadana, 2002:p.247.).The interactive naUlre of the internet also helps 

marketers to target their customers on a one to one basis and to build brand loyal relationships 

(Arnott and Bridgewater, 2002:p.87.).\'(/hen using the internet to sell products/services to 

consumers, the marketer's responsibility is to reduce the uncertainty. According to the Laudon and 

Traver (2004:p.362), consumers prefer to make online purchases from companies with a familiar 

offli.ne, or bricks-and-mortar, presence. Retailers with only an online presence were perceived to 

be less dependable and trustworthy. Companies with a combined online and offline presence are 

often described as clicks-and-mortar companies. This idea is supported by Morley (1998), which 

states that reputation brand names are seen to be very in1portant online. According to Avilnitis 

and Karayanni, 2000, cited in, Eid and Trucman (2002:p.55.), the internct leads to faster discovery 
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of the customer needs, greater customization of the products to the customer needs, faster 

product testing, and shorter product life cycles. 

Accordi.ng to Eid and TLUeman (2002:p.57.), the new challenge facing companies is the 

management of a global brand and corporate logo. Consumers may become confused if a 

company and its subsidi.aries have different Web sites each communicating a different format, 

unage, message, and content. Therefore, a company should define clearly irs policies abour 

branding on the Internet. 

2.3.3. Price 
The internet has many ulfluences on company's price strategy. , \ccording to Liu (2000) , the role 0 ·t 
the Internet in pricing is based on its ability in processing and exchanging large amount of dat. 1.1, 
instantaneously with a great number of people. TillS information processulg capacity enables a III ~ ~ 

4S" 
company to analyze relevant pricing data effectively and quickly. The ulfonnation exchang : r ~ : 
capacity enables flfms to set and change prices in real time and also facilitates online bidding an -< .. cd II i 

41 oS <II .. 
flexible pricing. Both of these qualities of the er are extremely useful in tourism marketing. :, • .... 
Poon and Jevons (1997), cited in, Eid and Trueman (2002:p .56.) and Liu (2000), comment that the . . 

internet will lead to increasing standardization of prices across borders, or at least to narrowing the 

price differentials as customers become more aware of prices in different countries. Eid and 

Trueman (2002:p.56.), also states rhere is an issue of currency rare which is that currency 

conversion rates must be added as a ltilk to the organizations website. Because the customer has 

bec0111e more empowered by being able to check, compare and negotiate prices in the shorter time 

scales enabled by the Internet, the issue of pl:icing in electronic 111arkcts has become a pressure 

point for e-marketers (Ancarani, 2002, cited in, Harridge-March, 2004:p.301.). 

Marketers should not use price to construct market position for their product. As price can 

Sometlll1eS be perceived as the value tilat tile customer pms on tile product beulg made available, 

it is therefore essential that the customer perceives that they are getting value for t110ney in what is 

being offered, which may include convelllence, efficiency and excellence (Bevan and Murphy, 

2001, cited in, Hatridge-March, 2004:p.301). 
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2.3.4. Place (or physical distribution) 
A Distribution Channel is a set of Interdependent organizations involved in cile process of malung 

a product or service available for use Or consumption by the consumer or business user (Kotler 

and Armstrong, 2001 :p.405).The Internet also affects cile way company's products are distributed 

to dIe end users. 

According to Liu (2000), cile unitlueness of ci,e Internet as a means of distribution is based on ci,e 

fact that it exists in "cyberspace" thus physical phenomena such as location and distance are less 

significant or even irrelevant. For the producer, the Web enables it to have direct links with 

consmners at a low cost therefore provides it with the opportunity of "disinternleruauon", for the 

retailer, the Web thrcnrens its livelihood and changes its critical success factor from location, 

location, location to access, access, and aCcess. For the wholesaler, web-based business 111eanS it 

can b)lJass retailers wIllie at the same tUl1e risk being bypassed by cile producers. He also sates ciut 

the big.g;est change to tourism distribution brought by the Web could, in the next 5 to 10 yea rs, be 

ri,e noticeable shrinking of cile travel agent sector. But, for tour operators, cile potential 

disintermediation has a dual effecr. On the one hand, ciley can be bypassed by the producer as 

airlines and hotels citat direcciy sell their products to cile travel agencies and consumers; on cile 

ociler, tOur operators could benefit from its own direct sell operation by eliminating cile travel 
! 

retailers. 

w\Vw.HoteThlorketUlgCoach. com The use of ri,e web site as a direct distribution channel is 

discussed by some authors . According to Starkov, Max and Price, Jason (1998), the hotel industry 

is embracing direct online distribution and rIlls trend is also expected to become rI,e norm over rI,e 

years as hoteliers continue to increase their knowledge of Internet marketing and the benefits of 

making their customers their own from the first point of contact. 

1\ notable implication for marketers is the potential to shift from a non-virtual marketplace to a 

market-space instead, incorporating virtual transaction/distribution spaces (Lockett andl3lackman, 

2001 :p.52). The ability of a website to establish contact wirIl and subsequently serve customers has 

been hailed by many as a cost-reducing way of distributing goods /services direct from the 

provider to tl,e consumer (Harridge-ivrarch, 2004). 
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Edwards and Waelde (1997), cited in, Melewar and Smith (2003:p.364), comment that the 

Internet's relatively low entry barriers including the irrelevance of company size, enhance its 

attractiveness as a distribution channel. Eid and Tmeman (2002: p.57.), suggest that the Internet, 

by connecting end-users and producers directly, will reduce the importance of traditional 

intermediaries in international marketing (i.e. agents and distributors).To survive such 

intermediaries need to begin offering a different range of services. Their value-added will no 

longer be principally in the physical distribution of goods but rather in the collection, collation, 

interpretation and dissemination of a vast amount of inf011nation (poon and Jevons, 1997, cited 

in, Eid and Trueman, 2002:p.58.). This is to say tl1at if intermediaries can perform a different mix 

of services, made possible by ti,e internet, tlley will continue to play critical roles and extract value. 

l'ndoubtedly, the Internet has reduced many distribution issues. According to Wilson and Abel 

(2002), cited in, Thd and Trueman (2002:p.58.), "ti,e Internet is borderless and the opportunity to 

sell over the net in a standardized way elitlunatcs 111any natural barriers to entry". 

Though ti,e Internet has many benefits, Marketers are challenged witll its effective integration into 

their marketing communication mix (Hoey, 1998:p.31). 

2.4. Contents of the Hotel Website 
For an organization to effectively and efficiently promote itself and its products, a well designed 

and developed website is essential. The hotel website has become ti,e first, often the only and in 

many cases - the last point of contact with hotel customers, Starkov and Price (2007). According 

to Starkov and Price (2008), ti,e hotel industry reported tI,at online business is coming from their 

own website more tI,an third parties. Tlms, dus section will try to raise some issues regarding 

contents of a website and other related concepts. 

According to a Salerno (October-2007), the a hotel web site must perform two functions; it must 

be designed to satisfy search engines so people can find the site and, once found, it must have the 

necessary content to den10nstrate value and sell resenrations; no slnall task. He also states that it is 

these two separate and distinct functions that make web site design different and more complex 
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than simply designing a brochure-type web site and well-managed web sites consistently undergo 

adjustments to stay current and relevant to changes in the markeq)lace. Take some time evelY 

week to explore your online marketplace. 

According to Herbig and Hale (1997:p.97), the constxuction of homc pagcs is vital for tl,C success 

of any business in tlus day and age. They also comment tl,at one of tl,e important aspects of tl,e 

homepage is that it must be short and simple in order to reduce the customer's time in making 

decisions . The company's homepage must also be kept up-to-date to make available the most 

recent information about tl,e company. The web page must be clear and arranged in a logical order 

so that infor1l1ation can be casily attained and understood. 

Having a web site, and not promoting it, is like buying a flashy new car and leaving it in your 

garage; great web site, but few people will ever see it. Some people still think that simply having a 

web site is enough to drive new business; wrong. The biggest problem witll tlus tlunking is tllat a 

web site needs to be "found" in order to bc used by irs visitors; and it needs to be stJ:ucrurcd to 

"sell" your hotel to get reservations (Salerno, march-2007) .He also suggests that a hotel web site's 

visibility is largely dependent upon its generic search capabilities; its ability to be found by search 

engines. Bl.'T FIRST, a web site needs to be compatible wilh search engine guidelines. Senseless 

flash elements, poor navigation schemes, lack of properly researched search tags, and poorly 

constructed text all contribute to poor search results. 

As marketing on tl,e internet is a very different process from traditional marketing, how to 

construct and utilize the internet as a marketing tool is becol1ung a cLUcial issue. Building a site and 

advertising it does not guanlntee an audience, neither an effective revenue streatu, nor a 

competitive advantage. i'vIany web sites do not incolporate features tl,at exploit promotional media 

and arc rarely integrated witll online marketing strategies (Vrana and Zafupoulous 2006:p.602.). In 

order to have a great website, tl,e organization tl,at manages your website must understand hotel 

marketing (Salerno, October- 2007) . And it must also be understand tllat a website is absolutely 

useless unless search engines can find it (Salerno, January-2007). 

Several unjvcrsal legal issues associated with o perating wcbsircs have begun to Cl11crgc and will 

no w be 1110rc specifically addressed, including iss lies o f conSU111cr protection, intellectual property 
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violations, and jurisdiction over web marketer practices (Zugelder, Flaherty and Johnson 

(2000:p.255.)) . 

Forcht and Wex (1996:p.4.), states that while creating a Web page, the company should not forget 

that the mark et segment of the people surfing the Net, and who might have an interest in the 

company's products, differs from the orib'1nal market segment. Only exciting Web pages will be 

visited again, since the consumers have become experts in the Web and know from other sources 

what they can expect. It is not enough simply to offer information about a special product. A 

company should try to add value to its marketing efforts. The customer expects value and for tllis 

reason ti, e company could, for example, develop discussion areas, a searchab le index or could 

include links to other areas. 

Companies nlight have different reasons for investing in superior Web sites. They may want to 

improve tllelr cOlporate image and customer selvice, find new prospects, increase visibility, 

perform transactions, expand tllelr market, meet customer expectations, reduce costs and get up to 

speed before it is too late and competitors have taken over. The fierce competition forces 

companies to develop outstanding Web pages, since a company must be first in ti,e industry, first 

with new technologies, or fLr st w ith a unlgue sC::fv i<.:c. Those cOll1panies which catne up rust 

unique services are sure to win the 11lllnediate skirl11.ish as well as the war, 

Since the CUSt0111cr service dcparU11cnt within an organiza tion takes care of customers and helps to 

keep them, it is important tl1at tllis department is involved in ti,e development of a company's 

Web page. According to Forcht and Wex (1996:1'.4.), A Web page should contain a "frequently 

asked questions" section. It is also very important to pay close attention to the in formation that is 

stored on ti,e Web pages and is tllerefore available to ti,e customers. 

Since the Net is a ll1ultidil:ccrional conul1Ulllcation Inediu111, the cOlupany has to concentrate on 

tluee different aspects. Navigation, interaction and feedback are extremely important for a 

success ful \'\Ieb page. If \X/eb surfers experience difficulties in surfing your page, or do not get 

enough audience participation, tlley will not come back to your page and tile compan), does not 

get tile feedback, which it would like to have. The longer a Web page is, the longer it takes to 

transmit. Since lligh speed telephone lines are not readily obtainable for every person, Web si tes 

- 32 -



must not be extremely large. High resolution pictures may also add to the discomfort of the users, 

as it takes too long to transmit them. If people have to wait too long, they are likely to leave and 

t1)' their luck with another pagel company. To make a page more user-friendly a company should 

consider putting decorative pictures and interesting videos on the site along with navigational 

clements and informative components. It is an extremely good idea to keep the page as simple as 

possible, as complex pages tend to confuse the user. Companies should develop forms on the 

Web page, where people can l)'pe in their information and comments. 

Online travelers like to read and discuss what other said about the place dley want to visit. This 

leads to an increase in Consumer Generated iVfcdia (CGiVI).Aceording to Starkov and Price (2007), 

Consumer Generated Mewa (CGi\'l) continues to grow in importance and popularity. Discussion 

boards and forums, blogs, social networks like MySpace and LinkedIn, customer review sites ill,e 

TripAdvisor, and hotel-specific blogs like HotelChatrer.com dominate the Internet today and have 

become an integral part of d,e travel planning process. In 2006, 28% of travel planners researched 

CGM sites vs. 4% in 2005. 

In order to be a success story in marketing products/services over the Internet, there are S0111e 

Internet related issues that an organization can utilize by adding to their websites; SD111e of rhenl, 

according to Heinen (1996: p.11), include: 

,j. Customer support 
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.-\ hallmark of smart marketing organization is that they make evet), department a marketing· -. 

department responsive to customer needs. TIllS is clearly a cultural issue rad,er dlan a technology 

issue, but the open network of the Internet can at least facilitate the C0111111unications channels 

between d1e ftrm and its customcrs. Sometimes d,e result is happily surprising. 

,j. Get enm ail addresses fo r your staff 

One of d,e resources dlar should be .,'aihble on a company's Web site should be a list of 

elecu'onic contact points . 

• Load up the FAQs 

One of d,e primc business uscs of thc Internct is customer support. \Vhcrever there arc customer 

enquiri es, there arc frequentl y asked questions or FAQs. L'nderstanding d1e content and any 

00 
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changes in the F AQs over time helps marketing professionals to understand how products might 

be modified or extended to meet customer needs better. 

'" Give your customers access to useful data from your systems 

The Internal information system can be made available to more customers without imposing 

requirements for specific hardware or software . 

.... Develop A Slog in your hotel website 

I\ccording to Starkov and Price (2007), Blogs are playing a vital role in hospitality. Having a 

blog on the hotels website will let customers share the important aspect of the industry, 

share d,eir experiences. This will let as an advertisement tool if properly addressed. 
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Chapter Three 

Data Presentation, Analysis and 

Interpretation 

This section of the study is used for presenting the data gathered using the guestionnaire 

(refer to Appendix I), the interview of the selected hotels (refer to Appendix II) and also the 

observation made on the hotels websites that participate on the study. It is also used to 

analyze and interprets the different data gathered and presented. 

The data presentation, analysis and Interpretation arc done by grouping the data collected 

into the following categories: 

'" General characteristics of the Respondents 

'" Hotels Access to d,e Internet and Level of its use 

"" Internet and the Marketing mix in the Hotels 

• Hotel Web sites and iVfarketing Aspects 

'" L'se of the Internet features to increase the Hotels business performance 

'" Internet and its future use by d,e Hotels 

.. Internets potential and constraints for marketing Hotel products/services 
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3.1. General Characteristics of the Respondents 

Hotels in Addis Ababa arc very large in number but they arc organized in Associations like 

Ethiopian Hotels and Restaurants Association. The hotels were also rated in accordance with 

their facili ty and performance level from the stars 1 to 5. Only 36 hotels are star-rated in 

Addis Ababa. 

The study is conducted on the selected 18 sample units (50 % of the total population) of 

star-rated hotels in 1\drlis 1\baba. Of the samples identified, 2 of the hotels were inaccessible 

for responrling the questionnaire while 1 of the questionnaire responded is incomplete thus 

can't be used for the study. Therefore, the data presentation and analysis will be undertaken 

considering the 15 hotels that completely fill the questionnaire. 

T bl 1 H a e : ote s orgamze d h . uSIng t err star-rate 

# Of HOTELS % Of HOTELS 

5-sta r 2 13% 

4-star 4 27% 

3-star 4 27% 

2-star 2 13% 

I-star 3 20% 

Total 15 100% 

As can be seen from the figure above, 13 % of the hotels covered by e1,e study are 5-star, 

27% hotels selected were 4-star which are as equal as that of the 3-stars. The 2- star hotels 

are e1,e least number of hotels (covers only 13% of the total) . The rest of e1,e hotels are I-star 

(20%) which was selec ted while the simple random sampling takes place. 

The data gaellered about e1,e position of the inrlividuals in e1,e hotels that filled e1,e 

questionnaire is organized in the following table below: 
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Table 2: Position of the individuals that filled the questionnaire 
# OF HOTELS % OF HOTELS 

ivlarketing Manager 7 46% 

Marketing and Sales Manager 3 20% 

Sales Promotion and Marketing Head 1 7% 

Sales Manager 3 20% 

Hotel Manager 1 7% 

Total 15 100% 

Marketing managers are identified to cover the large portion of the individuals in the hotels 

that respond to the questionnaire (46% of the total), while only 1 hotel Manager (7% of the 

total) fIlled the questionnaire. 

Since most of the questionnaire is filled by the Marketing personnel's, the validity of the data 

can be considered as reliable which in turn can resul t in a good and meaningful research 

outputs. The Hotel Manger that responds to one of the questionnaire is also responsible to 

undertake the hotels marketing activities. Thus, the questionnaire can be said to be filled by 

the appropriate Informants. 

3.2 . Hotels Access to the Internet and Level of its use 

Tlus is a section where the hotels responses regarc1ing their organization connection to the 

Internet, the level tlley use tlle Internet, tlle application tlley use, etc. in tlleir day to day 

activities. The data gathered through the questionnaires is presented and analyzed below. 

3.2.1. Hotels connection to the Internet 

All of tlle hotels selected for the study are connected to the Internet. Tlus indicates tllat the 

hoteliers have understood rhe need to connect to the J nternet in order to grasp the different 

opportunities that arise as a result of using such a technology. 
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3.2.2. Leve l of Use of the Internet 

T ab le 3: R esp onses to level of use of the Internet 

# OF HOTELS %OF HOTELS 

Very High 3 20% 

High 1 7% 

ivlodera te 3 20% 

Very Low " 33% 

Low 3 20% 

T otal 15 100% 

T he figure above shows that 20% of the total hotels' level of usc of the Internet is 

considered to be moderate willie 33 % and 20% of d,e totals' level of use of the Internet is 

Low and Very Low, respectively. Only 3 (20% of the population) of d,e Hotels respond d,at 

their level of use of the Internet is Very High. The responses given by the respondents were 

under d,e consideration of the hotels level of use of d,e Internet in d,eir respective hotels 

"[ost of the hotels ha\'c inuoduced the usc of the Internet to their organization in recent 

years and most don't yet use it for its full potential. Such Low level of use of the Internet is 

tied with the hotelier's lack of knowledge on the potentials that resides in using the Internet, 

accorcling to the Marketing Manger of one of d,e hotels d,at par ticipate 011 d,e stud),. He 

,Iso mentioned d,at d,e Internet is highl), used for conullU!ucation purposes using e-mail to 

contact cust0111crs and he also states that only a 5111a11 number of employees in the hotel have 

access to d,e Internet in d,eir personal computers (usually those in lugher positions). Tlus 

indicates that though all of the hotels are connected to the Internet, Most of them apply it 

only for elementary purposes. 
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3.2.3. Main purpose of using the Internet 

Table 4: Responses to hotels main purpose of usmg t h I e nternet 

# OF HOTELS % OFHOTELS 

A] Communication - -

B J Retrieve Information - -

C] Supplement organizational acti"ities - -

A and B 10 67% 

A, Band C 5 33% 

Other - -

Total 15 '100% 

As can be seen from the above table the hotels (67%) pnmary use of the Internet is for 

conununication purpose (which includes the use of E-mail, promoting in tile form of the 

website COllU1lunicating witil customers) and to retrieve information (using different search 

engines), the rest use it for supplementing organizational activities besides for using it for tile 

stated piliposes. 

Though the main purpose of the Internet is commu11lcation and Information retrieval, 

hoteliers can utilize its potential by applying it to ti,eir day to day operation specifically 

speaking; it can be efficiently utili7.ed to help tl,e hotels in their activities of marketing tl,eir 

products/ services. 

3.2.4. Applications of the Internet 

T b I a Ie 5: nternet applications mostly used by the Hotels 

# OF HOTELS % OF HOTELS 

E-mail - -

World Wide Web - -

Newsgroup - -

Chat - -

Mailing Lis t - -

E-mail and World Wide Web 10 67% 

E-mail, World wide web and Chat 5 33% 

Total 15 100% 
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As can be seen form the above figme, the main Internet applications the hotels use are E­

mail and World Wide Web (67% of the hotel) while 33% use it for the E-mail, W/\Y/\Y/ and 

chat. TillS da ta supports the above figme in table 5 where the hotels main pmpose in having 

an 1 ntcrnct connection is conul1lmication and Information RetrievaL 

A large portion of d,e hotels do not use applications like mailing list and newsgroup willch 

has an advantage of facilitating work activities. The Hotel manager can send information's or 

documents to all of IllS colleagues or any of d,e people he wants by just including d,em in 

d,e mailing list. As newsgroups are an applications on d,e Internet where individuals post 

messages f01: public view and which can be used to do market research or to promote a 

business, having such application will be on the benefi t of d,e hotels. 

T he hotels response to the guestion whether the Internet has affected the way they do their 

business is arranged in d,e following manner. 

Table 6: Responses to whether the Internet highly affects the way they do their 
business 

# OF HOTELS % OF HOTELS 

Yes 6 40% 

No 9 60% 

Total 15 100% 

The data summarized above shows that the evolvement of the Internet and adopting it 

affects 40% of d,e hotels in d,e way they do d,eir business . But, the rest of d,em (60%) 

respond that dley do not highly change the way they do business. 

The Hoteb dlat respond Yes mentioned they made d,e following changes which include: the 

need to have IT specialists in the organization, depending most of there reservation in the 

Online booking selv ices dley provide, communicating widl d,eir customers using E-mail 

rad,er dlan telephone and ad,er traditional medias. TillS can mean dlat d,ere are associated 

costs in using the Interne t. 

- 40-



This implies that as hotels increase the level of use of the Internet in doing their day-to-day 

operation, they will tend to make significant changes in the way they operate their business. 

Most of the changes they make, according to the Marketing Manager interviewed, is to the 

benefit of the Hotel. He states that the some of the work activities in the hotels have been 

facilitated by the use of the Internet. 
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3.3. Internet and the Marketing Mix in the Hotels 

Tlus section of the dara presentation and analysis will focus on presenting and analyzing the 

data gathered from respondents to questions that are related to the hotels use of the Internet 

for defuling the hotels marketing mixes. The Hotels use of the Internet to apply for any kind 

of marketing activity regarding the four elements of the marketing mix will be presented and 

analyzed here. 

According to the Responses given to the use of the Internet for defining marketing mix, all 

of the 15 hotels (100%) that undertake the study use the Internet one way or another for 

defining their marketing nuxes. This indicates that there is the use of the Internet as part of 

defining the hotels marketing nux. The marketing manager interviewed replies that using the 

Internet for defuling the hotels marketing mi, is a new concept but it is a potential any 

hotelier can exploit. 

The hotels also responded in the following manner to the <luestion which kind of the 

elements of the marketing mi:,es you apply the Internet mostly. The result is shown below in 

ti,e table. 

Table 7: Responses to which element of the marketing mix the Internet is mostly 
U db h I I se Jy t e lote s 

# O F HOTELS %OF HOTELS 

Product 0 0% 

Price 0 0% 

Promotion 12 80% 

Place 0 0% 

Product, promotion and place 3 20% 

Total 15 100% 
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The above figure in the table shows that most of the hotels (80% of the total) in the study 

use the Internet for promoting their hotel and its products/services. The remaining 20% 

uses the Internet in defining their product strategy, promotion strategy as well as in the way 

they distribute their services (placement strategy) . 

The above figure indicates that though all of the organizations use the Internet to define 

their marketing mixes, they mostly incorporate it in only defining their promotion mix which 

is to use it for the purpose of promoting their products/services. 

They incorporate it by developing ti,e website to provide information about ti,e hotels 

services and prices to ti,e entire world. According to ti,e responses obtained from ti,e 

Marketing managers of ti,e hotels interviewed, Hoteliers don't usually use the Internet for 

defining their marketing mix elements except that of the promotion. 

The figure, thus, implies that the horels usc of the Internet in defining their marketing mix is 

very low. This is primarily attributed to, according to the Marketing Managers interviewed, 

lack of knowledge regarding such a potential by ti,e hoteliers and ti,e marketing managers of 

the hotels. Lack of organizational setup that can assist hoteliers in using the Internet's 

potential to define tI,eir marketing no.L,es can also be anotl,er factor. The third and most 

important one is tllat ti,e whole concept of Internet marketing strategies is new to ti,e 

country. The marketing Managers interviewed also indicates tllat there know-how regarding 

Internet marketing strategies and tI,eir use is very limited. 

Of the 15 hotels that participate on the study, only 3 of them respond that they have used 

ti,e In ternet to develop new service packages in response to customers need willie the rest 

never did .The data collected is organized as below: 

T bl 8 R a e : esponses to use 0 fI f ntemer or n ew produet/ service development 

# OF HOTELS % O F HOTELS 

Yes .3 20% 

N o 12 80% 

Total 15 100% 
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The above figure indicates that the use of the Internet to develop new services on the hotels 

is low. Only a few have used the Internets potential to receive inquires of visitors through 

their website to develop services packages that customers particularly ask for. Such a 

potential will allow the hotels to attract new prospects while retaining the Cl.lSron1crs as it 

gives a flexible option to the visitor on creating any kind of services s/he wishes. 

The hotels that participate on the study also responded to the question, for which kind of 

the promotion mix does your hotel use the Internet mostly and tlle data gatllered is 

organized as follows. 

Table 9: Responses to kind of promotion the Internet is mostly used by the 
Hotels 

# OF HOTELS %OF HOTELS 

Advertisement 13 87% 

Sales Promotion 0 0% 

Publicity 0 0% 

Advertisemen t and publicity 2 13% 

Total 15 100% 

As can be seen from tlle table above, the Internet in the hotels is used for only 

advertisement and publicity kinds of the promooon nux. 13 hotels (87% of tlle total 

population) use tlle Internet solely for advertisement pUlposes while tlle rest (13% of tlle 

population) use it for both advertisement and publicity purposes. 

The above figure indicates that tll ough tlle Internet is mainly used for the promotion 

pUlpose of tlle hotels, it is for advertisement need tllat most of tlle Hotels use it. The 

implication behind such a figure is tllat tlle Internet's potential for promoting products is 

only bound to Advertisement. Hotelier's use o f the Internet for other type of the 

promotional mi.., is low. The odler kinds of tlle promotion mi.., can also be utilized using dle 

ltucrIlcts potential. Such a low in\"o)vcI11cnt in using the In rernet for promotional purposes 
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except for that of the Advertisement is basically tied to the lack of awareness in using such a 

potential by the hoteliers. 

There are also responses received from the participant hotels regarding whether they use the 

[Ilternet as the only media to advertise their hotels sen,ices. According to Respondent's 

responses to the Internet as the only medium used to advertise, all of the hotels that 

participa te in the smd), respond tha t the Internet is not the only medium they used to 

advertise their products. Even though all of the Hotels use the Internet for the 

,\dvertisemem type of promotion (refer Table: 9), they don't entirely rely on usi.ng it. 

This implies that though the Internet can be used to advertise the hotels services, it is not a 

wise option to use the Internet solely. Finding the right mix of Medias to use for advertising 

the hotels products/services will be a challenge the marketing manager of the hotels face. 

The Marketing ·Managers interviewed said tha t they use ad,er types of Medias hl:e 

Newspapers and TeleviSIon so as to attract cust0l11crs that reside here in the city. 

The data gathered from the respondents regarding whether the hotels use other websites to 

advertise their products/services is sumlnarizc::u as ruuows: 

T able 10 R : h esponses to uS1l1g ot er we sit b es to promote their products/services 

# Or- H OTELS % Or-HOTELS 

Yes 5 33% 

N o 10 67% 

Total 15 100% 

As can be seen from the figure above, large proportion (67% of the total) of the hotels ha,·e 

answered that they have never used other sites to advertise their products/services while the 

rest (33%) responeled that they have used ad,er web sites for such a puq)ose. 

The above figure implies d'a[ d,e use of other websites by the hotels to adveruse their 

products/services is low. Those that use other site suggested that it has an advantage using 

o ther si tes to advertise d1C products / services. The aclYantagcs include increasing the number 
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of visitors in their website and the W(e. But, the most important issue here is not only to 

advertise on other sites rather how popular is the website you choose to advertise your 

services. If the website you choose to advertise your services is not popular, the responses 

you get might not be as you expected. The reason is that the number of people that visit the 

site is s111all, i.c. the nUll1bcr of people that sec your advert will be s111al1. This, in turn, results 

in lo\v return to the advertisen1cnt you l11ade. 

The other aspect that data was gathered is to identify whether the adopting the Internet 

eradicates the need for having agents. The following response is obtained. 

T bl 11 R a e : h I I esponses to w et let nternet e radicates the need fot agents 
# Of HOTELS % OF HOTELS 

Yes 3 20% 

No 12 80% 

Total 15 100% 

The figure in table 6 show that 80% of the population (12 hotels) thinks that there is a need 

to have the agents (Intermediaries) despite d,e existence of d,e Internet. The rest (3 hotels) 

think that the Internet might eradicate the need fat agents. 

TillS indicates d,at agents still have a role to play in d,e hotel industry despite d,e Internet 

rnaking easy (0 hoteliers directly cOlnn1U111carc with their cust0111crs fro1l1 the initial point of 

contact. Those hotels that use the Internet to receive cust0111er'S reservation and other 

l11qulIes will reduce their need of agents which in other words mean cost reduction. The 

need for agents still exist for attracting customers since there are still plenty of customers 

d,at use agents to plan d,eir stay, according to one of d,e Marketing manager of the hotels. 
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3.4. Hotel Websites and Marketing Aspects 

,\ Hotel website is an important tool that an)' hotel marketers use to effectivel), and 

efficiently use ti,e Internet. Tlus section of ti,e data presentation and analysis is to identify 

ti,e hotels use of ti, e web sites for marketing tI,eir products/services and also issues tI,at 

relates to the design, development and use of the ho tels Website. 

3.4 .1. Access of Having a Website 

According to ti,e hotels responses to whetller having a \,'{/ebsite, all of ti,e hotels replied that 

the)' have a website. All of the hotels that undertake the smd)" have their own websites. Such 

a figure indicates that hotels have identified the need to have their own websites . Since 

hoteliers ha,'e clients tllat reside outside Etluopia, ti,e fastest and less costly way of making 

ones existence known is to create their own website where everyone can access fron1 

anywhere in an easy and less costly way. Havi.ng a Website, tlms, can be a valuable tool for 

hoteliers. 

3.4.2. Main Purpose of Having the Website 

Table 12: Responses to m ain purpose of h aving a website 

# OF % OF 

HOTELS HOTELS 

A) Improve your corporate inlugc and custorncr service 1 7% 

B) find new prospects and Expand your market - -

C) Increase visib ili ty 2 IYYo 

0 ) Perform transactions -

E) i\.1cct. customer expec ta rions - -

A and B 2 13% 

A, Band C 6 40% 

A and C 4 27% 

Total 15 100% 
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The above figure in the table shows that 40 % of the hotels use the Internet for the plUpose 

of improving corporate image and customer service in addition to finding new prospects and 

expand their market while none of them use it for performing transaction. 

Tills implies that the focus of the hotels in developing the hotel website is primarily in 

increasing d,eir hotels image and fincling new prospects world wide. It is because they use 

their website mainly for promotion plUposes rather than to use it as tool that can generate 

sales! revenue. The reason fOlwarded, by the marketing managers, for not using the Internet 

to perform transaction is that there is no system and infrastructure available in the country 

3.4.3. Website design and development Issues 

Table 13: Responses to who develops the hotels website 

# OF HOTELS % OF HOTELS 

Orgalllzations IT department 2 '13% 

External Organization 13 87% 

Individual Employees - 0% 

Others - 0% 

Total 15 100% 

As can be seen from d,e above figure, a large proportion of d,e hotels outsourced their need 

for desiglUng and developing a website to external organizations. Only 2 hotels (13% of the 

total population), develops their websites using d,eir own IT department. 

Of the above figure of 100% of the hotels that outsource their website development to 

external organizations, none has outsourced it to Orgalllzations that has knowledge in hotel 

marketing. This figure is shown below: 
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Table 14: Responses regarding whether organizations or Departments that develops 
h b' h h I k' k I dge t ewe site as a ote mar etlng now e 

# OF HOTELS % OF HOTELS 

Yes 2 13% 

No 13 87% 

Total 15 100% 

The above figure shows responses rega rding whether the external organization that develops 

the hotels website have a hotel marketing knowledge. 87% of the hotels (13 hotels) respond 

that the organizations that develop there website do not particularly have a hotel marketing 

knowledge except the two of the 15 hotels that paJ:ticipate in the study. 

This indicates that hoteliers only outsource their need to have a website without considering 

emphasis to look f01 organizations that develops web sites particularly for hotel indLlstry. 

Si.nce hotel marketing has its own characteristics, developi.ng a hotel website must receive a 

huge consideration. Features that specifically needed for hotel marketing will be included in 

the website only if the organization that develops the hotels website possesses hotel 

marketing knowledge. 

Hotels response to the question whether dley have considered dle important issues d1at a 

ho tel website must incorporate is organized in dle table below. 

Table 15: Responses to whether hoteliers consider important issues in developing 
hotel websites 

# OF HOTELS % OF HOTELS 

A] Ne twork limitations 8 33% 

B] Demographics - -

C] Culmre - -

A and B - -

Band C - -

A,B and C :2 13% 

None 5 54% 

Total 15 100% 
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As one can see from the above table, Most of the hotels (8 of the total) that participate on 

the study considered the issues of network limitation in their customers end while 5 of the 

hotels never consider the above issues wIllie developing their website. 

T he above figure implies tilat only a few hotels give consideration to tile important issues in 

developing a hotel website. Considering these issues in website development process is 

inlportant because if you don't consider the network lllnitation for instance your Cllst0l11erS 

might face and just develop your site by including a lot images, graphics and videos, [which 

needs a very fast Internet connection to download or view] your customer might lose 

llis/her patience wIllie downloading ti,e page and tllis in turn nlight cost you losing a 

potential customer. Great consideration to tl,e usage of words, pictures and videos tl,at does 

not contrast [0 your target cust01l1er's culture is also irnportant. 

All of the hotels receive feedbacks from tl,eir website audiences and customers using their 

websites but only 2 of the hotels from the total have a customer support features (features 

W(e FAQ). 

T bl 16 R a e : t db k using their websites espouses to recelvlllg ee ac 

# OF I-IOTELS % OF I-lOTELS 

Yes 2 13% 

N o 13 87% 

Total 15 100% 

The above figure implies tl,at tl,e hotels website do not give much emphasis for questions 

tl1at customers nlight ask and do not also incorporates features that gives support to tl,e 

customers if tl,ere is anytlling they need. A need to have a customer support feature in a 

website is important because clients can sllift to anotl,er site if tlley don't get a response to 

their questions easily which in other words means that you nlight lose a potential client just 

because you fail to incorporate such a feature. 
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The following responses have been received regarding how often the hotels update their 

websites. 60% of the hotels responded that they never updated their website, while 13% of 

the total population sta tes thar they always update their website usually at the time interval of 

1-2 months. 

T bl 17 R a e : d · esponses regar m g we b · d site Upt ates 

# OF HOTI~LS %O!- HOTELS 

N ever been updated 9 GO% 

1-2 months 2 13% 

2-5 months I 7% 

>6 months 3 20% 

Total 15 100% 

The figure above indicates that the hoteliers do not give d,e necessary emphasis regarding 

the need to update the website. J\ web site is an easily accessible tool by the customers and 

customers want to see all d,e dUngs that happened in their favorite hotels. Such a need from 

the customers pushes the hoteliers to update their website every time through posting the 

necessary informaoon and events happened in the hotels. The figure also indica tes the 

hoteliers do not LU1derstand the fast changing behavior of the web and do not try to 

incorporate the new features the technology change provides. The), develop a website and let 

it be rhere for a long tUlle which also might create a negative Ullage 011 Ctlstolllers cll:lt visit 

the hotels website for their need. All this negative results d1at might happen raises the need 

to develop a website and update it as frequent and needed as possible. 

The following responses have been gathered to the questions regarding having a database in 

the hotels website and creating a blog on their websites. T he table below shows that 87% of 

d,e hotels taken for the study do not have a database in their web sites willie 13 % of the 

hotels respond that they have a database as part of the website application. 
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Table 18: Responses regarding having a database as part of the website 
Application 

# OF HOTELS % OFHOTELS 

Yes 2 2 

No 13 13 

Total 15 100% 

The indicatio n behind such a figure is that there is no means of tracking customer's 

information and use for different purposes. This might also indicate that the hotelier's lack 

of interacting with the customers to send them infornlation's when necessary. Having 

cusro111cr's infor111::1.cion in the database allows the marketer to contact cust0111ers directly 

when needed, which provide him/ her a chance to convince a client. This can also mean that 

those that have a database can have an advantage over those that do not have one . 

T bl 19 R a e : esponses to I lavmg a bl art of their website Application og as P' 
# OF HOTELS % OF HOTELS 

Yes 2 13% 

No 13 87% 

Total 15 100% 

The above table shows that only 2 of the hotels (13 % of the total population) have a blog in 

[heir website while the rest do not. 

Such a figure indicates that hotels use of blogs as a Ineans to advertise the organization is yet 

to be used. Since the customers like to hear about others view and experience about the 

hotel they spend sometime (as experience is one of a major output of describing ones stay in 

the hotel), creating blogs will play a vital role in attracting new prospects. But, there is a 

negative issue regarcling the usc of such a tool, i.e. Negative publicity by other competitors 

might damage the hotels image. Thus, there is a need to have a professional's advice before 

creating a blog and also in maintaining one in the hotels website. 

The data gathered to the question regarrung whe ther their web sites is well ranked in generic 

search engines is provided in the table below: 
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Table 20: Responses gathered to whether websites can be found on generic search 
engmes 

# OF HOTELS % OF HOTELS 

Yes 2 13% 

No 13 87% 

Total 15 100% 

87% of the hotels respond that their web sites can not be found in the fust three pages of the 

generic search engines while the remaining 13% can be found easily thmugh the generic 

search engines like Yahoo and Googlc. It has been observed that Most of the hotel websites 

didn't appear easily in the generic search engines stated above. The figllre implies that most 

of the hotels can not be found by the generic web sites like Yahoo and Google .And, since 

most of the clients or new prospects/ visitors that want to come to Ethiopia to find a place 

to stay usually use such a generic search engines, unavailability of the hotels web sites in dle 

search engines might cost dle hotels potential customers. The odler hotels dlat can easily be 

found in the generic search engines will have an advantage of being visited by new prospects 

and may be having new customers (if chosen by dle new prospect) in dle larger extent. 

For the general question asked about how the hotels rate their own website standard, 47% of 

dle hotels dlat participate in dle study responded dlat dleir own website is poor wIllie only 

13% said that they have a very good website. (Sec pic-chart below) 

Table 21: Responses to the general question regarding how the hotels rate their own 
website standard 

# OF HOTELS % OFHOTELS 

Very Good 9 13% 

Good 2 13% 

Moderate 1 20% 

Poor 3 47% 

Very Poor 7% 

Total 15 100% 
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This indicates that there is a need to upgrade most of the Hotels web sites in order to create a 

website that is more attractive. Customer's and prospects likely revisit of unattractive site is 

very low. And, since a website is used as one of the promotional tools that most of the 

hotels use to apply their promotion mix plans in the Internet, much emphasis must be given 

in designing and developing a website that can get a place in customers mind. 
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3.5. Use of the Internet features to mcrease business 

performance 

The data gadlered about the di fferent features (or potentials) dle Internet provides and dleir 

business importance to dle hotels dlat participate on dle study will be presented and 

analyzed in this secuon . 

3.5.1. Using the Internet for Customer Relationship Management 

T bl 22 R I for CRM a e : esponses to uSll1g tIe nternet 

# OF HOTELS % OF HOTELS 

Yes 3 20% 

No 12 80% 

Total 15 100% 

As can be seen from dle above pie-chart a large proportion (80% of dle total population) of 

the hotels that undertakes the srudy do not usc the Interne t as a tool that aids in customer 

relationship management (CRJ\l).The rest 20% has use it one way or another to interact widl 

their customers. Of the 3 hotels that replied yes , 2 of them replied very good for the 

outcome they achieved by using it while 1 of them responded that the outcome found is 

1110derate. 

The figure indicates that d,ere is a very low use of the Internet as a tool dlat facilitates dle 

hotels interaction with dleir customers. Since the Internet provides dle hoteliers a capability 

to direc tly contact with their customers, it makes it easy to create a strong relationship with 

dle customers. Cre, ting a strong relationship widl dle customers will make tllem be loyal to 

your hotel which is what any hotelier wants its customers to be. There are different tools 

that hoteliers might usc to adopt eCRM but they need to receive an advice from 

professionals to efficiendy use such a feature. The implication behind one of dle hotels 

responding the ourcome of using the Internet for CRM as l'vlodera te is that there is a need to 

have d,e Know-how in how to effectively and efficiendy use it for such purposes. There is 

lack of organizations dut expertise in dle Internet marketing strategies , according to the 

marketing manager's inrerviewed . 
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3.5.2. Online-booking service by the Hotels 

T bl 23 R a e : esponses to I Ii booking service lavlllg an on ne-

#OF HOTELS % OFHOTELS 

Yes 3 20% 

No 12 80% 

Total 15 100% 

As can be seen from dIe table above, only 20% of dIe total population (3 hotels) applies 

online booking services to aUow dleir customers to book from anyw here dley are. But, the 

large proportion of dIe study (80% of the hotels) responds that they do not have an online 

booking services available to their customers. 

The implication behind such a figure is that there is a very low level of use regarding online­

booking service in the hotels. Since most hotels around the globe has connected to the 

Internet and provides an online-booking services and most people nowadays have access to 

the Internet, hotels must tty to adopt such a service to their hotels so as to compete widl the 

res t of the hotels. 

Those that responded yes forwarded advantages like, ma:illlUz111g the market share, 

increasing customer's satisfaction, having a competitive advantages over those hotels in the 

country, etc. Such an advantage obtained by having an online-booking service might lead 

others to start to use it. 

3.5.3. Hotels to transact business over the Internet 

T bi 24 R a e : h I f he Internet to transact business esponses to t e lOte s usc 0 t 

3 OF HOTELS % 010 HOTELS 

Yes 2 13% 

No 13 87% 

Total 15 100% 
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The above table shows that only a small proportion (13% of the total) of the hotels that 

participates on srudy uses the Internet to transact business while the rest (87% of the total) 

do not use it for such a purpose. 

Those that respond no to whether they usc the Internet to u'ansact business forwarded their 

reason for not using such a feature . They state that there is lack of Infrasu'ucture in the 

country to use the Internet for transacting businesses online. The reason the 2 hotels in the 

study responded yes is that they have parent hotels outside E thiopia where they can exploit 

such a feature. 

The indication here is most hotels can't currently use card payments like visa to transact 

online but tlley can allow tl,eir customers to book online in advance and make tl,em pay 

when they arrive in the city. 

3.5.4. Internet use in the hotels for market research 

T bl 25 R a e : esponses to usc 0 f h I t e nternet to market research purposes 

# OF HOTELS % OF HOTELS 

Yes 2 13% 

N o 13 87% 

Total 15 100% 

The figure above shows that only a small proportion of the srudy (13% of the total 

population) uses the Il1ternet for marketing research purposes. The rest (13 hotels) of the 

hotels has never used it for research purposes. Of tl1e hotels tl,at use tl,e Internet for a 

research purpose, botl1 of them replied tl,at the outcome is very good. 

This indicates tllat tl,ere is low level of awareness regarding tl,e use of tl,e Internet for tl,e 

purpose of marketing research or any kind of research for that matter and it also inrplies that 

there is an advantage tl,at can be acquired by tl,e hoteliers using of the Internet for Research 

purposes. Since th e internet particularly the web provides a wide variety o f Info rmation that 

can be used fo r research purposes and there arc also different tool s that you can usc to 

collect information's regarding differel1t aspects of your customers, lack of utilizing such a 
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potential will affect dle hotels in a negative way. They will lose dle potential advantage a 

valuable research output provides them. The marketing manager mentioned that there is a 

need to have professionals dlat will provide help to hoteliers in exploiting dle Internet's 

potential for research purposes. 
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3.6. The Internet and its future use in the hotels 

T he data gathered about the hotels with respect to their plan in using the Internet for their 

business in the future is presented, analyzed and interpreted here. 

According to the respondent's responses to the hotels plan of the Internet use in the future, 

all (15 hotels) replied that they will increase dleir use of dle Internet in facilitating dleir 

business operations. 

This indicates that though the use of the Internet by most of the hotels currently is low, 

hoteliers are planning to increase their use of the Internet for their business in the future . 

Tlus implies dlet hoteliers are ready to exploit dle Internets potential in dle future by bearing 

the cos ts rhat are reguired to apply and use it. The costs nught include training marketing 

managers of tlle Internet marketing strategy, employing IT professionals; selecting 

outstanding companies in dus particular field (may be fr0111 outside dle country), etc [As 

stated by one of the marketing manager interviewed]. 
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3.7. Internet potentials and Constraints for marketing 

Products. 

Tlus section of the study is used to present, analyze and interpret the data gathered through 

the open ended-questions responded by the hotels about the different potentials they 

obtained by applying the usc of the Internet in their businesses and the consuaints they face 

while uying to use the Internet. 

3.7.1. Potentials of the Internet Identified by the Hoteliers 

The Internet involvement has affected the hotels in one way or another. As hoteliers ti)' to 

adopt the Internet in dleir business, dley will get the different advantages d,at it provides . 

The advanrages (potentials) forwarded by the respondents include: 

* Ease of cotnmunication- The Intcrtlcr. 111akes It very easy and less costly in 

cOtll111Ulllcacing with ow: CUS(0111crs. 

... Visibility to the world- Since anyone in the world call know our hotels presence and 

find its location from anywhere at the least possible cost using the Internet 

particularly d,e World Wide Web. 

,j. Using d,e Internet for deftning d,e hotels marketing mix elements is considered as an 

advantage by the hotels. Since the Internet allows them to promote their hotels in 

the world at the smallest cost and also reduces the dependency on the uaditional 

agents (wluch has reduced costs associated widl d,e agents), it provides a vast 

advanragc over the uaditional ways of promoting to customers and ge tting new 

prospects. The Internet provides hoteliers an advantage d,at none of d,e uaditional 

advertisement medias provide. Though this has been stated, the hotels use of d,e 

Internet for marketing purposes is not yet utilized. According to the marketing 

manager, the Internets potential for marketing purposes is mosdy focused in 

pr01110aOn aspect of the lnarkc ting mix clC111cnts and there is a consideration on 

starting to usc it for defming all d,e marketing mix elements. 

- 60-



.. The Internet provides access to a wide variety of information regarding different 

issues includi.ng competitors information's about the services they provide, what 

prices they set for dle ser"ices, what special dlings dley own and offer, etc. Tllis 

provides d,e marketing department important information widl respect to d, e 

competitor's weaknesses and strengdls . 

... Some of the hotels state that they have used the Internet to create a strong 

relationsllip widl dleir customers. Tllis is possible due to d,e fact dlat you can 

personally email to your clients and interact widl them to satisfy their needs. 

.. The Internet is also used by some of d,e hoteliers to make market research and ad,er 

related issues like knowing the number of visitors of their site which helps in rating 

dleir website standard. Such a feamre will tell you how many people visited your site 

in a particular period of time and this can aid you in decisions regarcung d,e need to 

update or change your website design. 

3.7.2. Constraints Hoteliers faced while using the Internet 

There are associated constraints the hoteliers faced willie dley try to use d,e Internet 

potential in d,eir advantage. Such constraints have limited the use of dle Internet by the 

hoteliers. Some of [he constraints forwarded by the hoteliers include: 

.. The most conU1l0n constraint identified by dle hoteliers relates to d,e 

setup and Infrastructure of d,e technology available in the country. The 

first is that the Internet connection is very poor so it sometimes takes a 

while to download customer's reguests and send them back the reguired 

information. This lag in responding back to the customer may lead them 

to look for somewhere else since switch.ing cost associated widl it very 

low or ahllOSt none. Secondly, there is lack of online- payment where 

users can easily pay for dleir reservation. These constraints are at dle 
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country level and can only be resolved by the high involvement of the 

governtnent in this arena. Some improvements has been seen with respect 

to making the connection faster than it was before (adopting the 

broadband technology) but there is still a lot of room for improvement. 

i There are no organizations (in their knowledge) in the country that have 

the knowledge of using the Internet specifically for marketing purposes. 

Since the use of the Internet for marketing purposes in the countly is very 

low, it is difficult to get support from other organizations with the 

adequate skill required. The marketing managers interviewed on the study, 

responded that the low level of use of the Internet for marketing 

puq)oses is atu-ibuted to lack of awareness on such issues. In addition, 

marketing manager's lack of know-how on how to apply an Internet 

marketing strategy is identified as another constraint. 

,. Lack of the top management comnUU1lcnt in exploiting the por.entials of 

the Internet was considered as one of the reasons for not utilizing the 

Internet's potentiaL According to the marketing managers interviewed, 

there is no budget allocated for specifically adopting Internet marketing 

strategies in the hotels marketing plan. \Vithout top management's 

acceptance and understanding the advantage of the issue, the hotels can 

not possibly utilize the Internet's potential. 

-.. The Internet provides ease of entry to the hotels in the international 

market erea ting competitors all over tile world. Since tilere are a large 

number of hotels competing for same customers and most of them access 

them using tile Internet, it is wise to appropriately set their Internet 

marketing strategies. 
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Chapter Four 

Summary of Findings, Conclusion 

and Recommendation 
This section of the paper will present the summaty of findings and conclusions of the study 

undertaken in the hotels. There are also recol1Ullendations forwarded by the researcher so as 

to give some insights on what must be done so as to utilize the Internet potentials for 

marketing products/ services. 

Summary of Findings: 

,. 1\11 of the hotels arc connected to the Internet. But, 53% of the respondents 

have said that their level of use of the Internet is low and very low. Hotelier's 

lack of knowledge is the reason forwarded for such a low level use of the 

Internet. 67% of the respondents use the Internet for C011U11Ulueation and 

Information Retrieval purposes . 

... The Internet applications mostly used by the hoteliers are the combination of 

E-mail and World Wide Web (67% of the total) while 5 hotels use a chat 

application in addition to the mentioned applications. 

i 40% of the hotels have been lughl), affected by their usc of ti,e Internet in 

doing their operation wIllie ti,e rest has not been affected by adopting and 

using the Internet. The changes made have benefited ti,e hotels tllough tI,ere 

happens to be costs. 
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l$ All (100% of the hotels that undertakes the study) have used the Internet one 

way or another for defining their marketing mixes. 80% of them, though, 

respond that their use is only confined to promotion element of the 

marketing mix, tl1e rest have used it for defining tl1e combined marketing mi" 

clements of promotion, produc t and place. Lack of knowledge in using the 

Internet for such purposes and also tl,e concept being new to Etluopia has 

been identified as factors that contribute to the low involvement of the hotels 

in using the Internet for defining their marketing mix. Only 3 of the hotels 

have used tl1e Internet potential for tl1e following purposes: Developing new 

service packages, eradicating the need for Intermediaries (agents). 

... Most of tl1e hotels (87% of tl,e total) have used the Internet in performing 

their Advertisement kind of the promotion nux. In addition, 67% of the 

hotels have never used od,er web sites for d,eir advertisement needs . 

... All of tl,e hotels have a website. 40% of tl,e hotels have developed a website 

in order to ll11prove their corporate u11age and custo111er service, fmd new 

prospects and expand their market and increase visibility while 7% (1 hotel) 

respond tl,at it is for improving tl,eir corporate image and customer seivice. 

.. Though 87% of the hotels have outsourced their website development need, 

none of tl,em have outsourced it to an organization witl1 a hotel marketing 

knowledge. Only 13% of the total has developed their website by people who 

has a hotel marketing knowledge. 54% of the hotels from the total consider 

tl1e important issues of network limitation, culture and demograplucs. 

.... 13% of tl1e total has never received feedback from tl,eir customers.60% of 

tl1e hotels have never updated tl,eir websites. 

'" Only 2 hotels have a database and a blog as a part of their website application 

and have made tl,eir website easily accessible through the generic search 

engines, like Yahoo and G oogle. T hese same ho tels and 1 another ho tel have 
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also replied that they have used the Internet for the following purposes: CRM 

(Customer Relationship Management), to book online. Only 2 of the hotels 

used the Internet to transact business over the Internet as well as to do a 

market research. Most of the Internet potentials have been utilized by two of 

the 5-star hotels in Addis Ababa (Sheraton Addis and Hilton Addis Ababa) . 

.. All of the hotels have planned to increase their use of the Internet in the 

future. 

• I t was also identified that the Internet provides potentials like case of 

conullunication, visibility to the world, a tool that can assist marketing 

personnel in defining the hotel marketing mix, easily accessibility of wide 

variety of information, creating strong relationship with customers and 

market research. 

4. Constraints like the Infrastructure of tile technology available in the country 

which includes lack of online-payment, Lack of organizations tilat expertise in 

hotel Internet 111arkecing strategies or just Internet tnarketing strategies, Lack 

of the Know-how by the Marketing managers of the Hotels, Lack of top level 

management in tile issue which is seen by the very small or no allocation of 

budget for Internet marketing strategy and higher competition were also 

identified by tile hotels. 
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Conclusions: 

-. The hotels have done well in connecting to the Internet so as to use the advantages; 

but, their use of the Internet is mostly tied to performing elementary operations 

using applications like e-mail. 

.. The Ethiopian H otel industry's use of the Internet for marketing products/ services 

can generally be considered as at its infant stage . 

• There is also a trend which shows that the hotelier's usc of the Internet for general 

purposes IS ll1Creaslng. 

"* Hoteliers are focusing tlle use of tlle Internet mainly for tlle promotion activities of 

the hotels. Though most of tlle hotels focus in using the internet when defining their 

promotion element of tlle marketing mix, it is not even efficiently and effectively 

used by the hoteliers. The otller elements of tlle marketing mixes aren't utilized by 

the Internet potentials. 

... All of tlle Hotels have tlleir own website whose PUma1Y purpose is to promote tlle 

company's tinage and its products/services. The hoteliers have known and 

understood tlle use of having a website. 

"* Less consideration is given to the hotels website accessibility in the generic websites. 

Most of tlle hotels website can't be easily accessible tlllough tlle generic search 

engines like Yahoo and Google. If a website can't be found, it is useless . 

• H otels use of other web sites to promote their products/services is low. And tllOse 

that use other web sites don't properly selec t popular websites they just advertise. 

"* Hotels tend to outsource tlleir need of website design and development to external 

organization. These organizations don't have tlle knowledge of hotel marketing. 

- 66 -



These results in lack of incorporating sales feanlres in the Website ano other related 

issues that are needed to make a website a source of customer acquisition. The hotel 

websites lack Applications like database and blog which can be used for marketing 

research or cus tomer i.nteraction. There is also lack of applications of eeRNI in the 

hotel wcbsitcs which is lack of customer intcraction using F/\Q's (Frcclucntly Askcd 

Questions). 

• There is Lack of use of the tools and applications provided by the technology in 

most of the hotel web sites that could facilitate and increase the hotels interaction 

with their cust0l11crs . 

... Hotels 00 not use ti,e Internet as the only mewa to advertise tI,eir products rather 

they integrate it with other media to undertake their advertisement plan. The Internet 

is used as one of ti,e advertisement tools by d,e hoteliers rad,er d,an bei.ng used as a 

sole medium. 

• The Hotels use of d,e Internet for research purposes particularly research related to 

111arketing is very low, And, there is a positive QUrC0l11e seen by the hULd.iers that use 

lie internet for research purpose. Tlus is attributed to lack of awareness in how to 

use such a potential. 

• The hotels level of usc of ti,e Internet features like online book.ing is low though it is 

possible to make it easily available on d,eir Websites . But, no technological 

infrastructure is available in using the internet to transact business . Having such 

features have provided potentials for d,e hoteliers. 

,j. Hotelier's knowledge and comm.itment in using the full potential of the lntcrnet for 

marketing products/selv ices is ,-ery low. Budgets allocated for applying IT to most 

hotels is very low let alone a budget for Internet marketing stra tegy . 
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~ Use of the Internet has an ability to eradicate the need for intermediaries, though 

mos t of the hotels have not yet reached to the level where they can entirely depend 

on the Internet for customer attraction. 

.. Adapting and increasing the usc of the Internet can have an impact on the way the 

hoteliers do their business operation which leads them to make some appropriate 

changes. 

'" Though the hotels level of use of the Internet for general purposes as well as for 

marketing products /services is low, Hotelicrs havc planned to increase the usc of the 

Internet in the future. 
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Recommendations: 

.. The general level of use of the Internet in the hotels can be mcreased by creating 

awareness in the potential of the Internet for performing various purposes. This can 

be done by concerned parties like Ethiopian Hotds and Restaurants r\ ssociation, 

Ministry of Culture and Tourism, etc . 

.. The design and development of a website must start to receive huge consideration so 

as to make the hotels Website a tool that generates sales or revenues. The hotels 

mUSt start to outsource their website development need to those organizations that 

knows hotel marketing. All the essential issues W(e network limitation, demograph.ic 

and culmre must be incorporated while the hotels develop website for their need. 

.. Websites must be able to be found in generic search engines so as to be easily 

accessib le to the clients. This can be done by consulting IT professionals that can do 

a Website optimization to your Website (increase the rank of your site in the generic 

search engines) . 

.. Internet applications that include blogs, eCRM (electronic customer relationsh.ip 

management), and databases must be incorpora ted in the Website development in 

order to increase hotels interaction with their custOluers and also to provide SOllle 

other way of attracting new prospects to their hotels. H oteliers must also give 

consideration on updating their web sites at the necessary time to make customers get 

acquainted with new events and issues in the hotels . It is also recommendable to 

have a FAQ section that will allow customers to know about elle hotels basic issues. 

.. In order to increase elle use of elle Internet for marketing products! services, elle lack 

of awareness regarding the issue must be resolved. This can be done by providing 

train.ings to elle marketing managers or marketing personnel's of elle hotels (if 

necessar), going abroad to receive the training). But, ellis can onl), be acllieved if the 

tOP managenlents involvement and commitment towards the issue is high. Creating 
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such an attitude will be a challenge to the marketing managers of the hotels since 

they are the one department that can be highly advantageous. 

~ The hotels must also start allocating a budget or increase the amount of budget they 

allo cate to implcll1cnt Internet I\1arkcting strategies so as to receive a hug e increase in 

their cus tOll1cr attraction. 

.. Integrated !vlarketing programs should combine elements of various media in order 

to maxinuze their effectiveness, and dlerefore despite d,e hype d,e Internet should 

not be used alone as a marketing tool. 

... Hotels must increase d,eir use of the Internet widl respect to applying it in marketing 

or any other research needs . 

• Since the Internet leads to higher c0111peuuon, hoteliers must start to think 

differently and increase tI,eir involvement and level o f usc of the Internet for their 

day- to-day activities as well as any otller potential. 

'" Hoteliers must incorporate tools tI,at can make CLlstomers book online in tI,eir 

websites (which is what most people like to do dus clays) from anywhere dley are so 

as not to lose potential customers. Developing a feature mat enables to make ti,e 

client's book online on the Hotels Website can be clone by Website designers 

without a need to have a lot of effort and cost. 

'" The government (Since d,e Eduopia telecommwucatioll, d,e only company tI,at 

controls d,e network in Etluopia, is government owned) and od,er concerned parties 

are also responsible in applying d,e technology that allows hotels and for d,at matter 

other sectors that want to transact businesses online. 
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• Since no organizations exist that specializes in the provision or consulta tion of 

organizations to adapt to Internet Marketing strategies, the evolvement of such 

organizations will be a positive step in creating and increasing the awareness of the 

use of having Internet marketing strategies. 
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Appendix -I 

Questionnaire prepared for the Selected Hotels 

This questionnaire is designed to collect relevant data for senior paper in 

partial fulfillment of the requirements for the MBA program at Addis Ababa 

University. The research topic is Internet for marketing products/services: 

Case of Star-rated Hotels in Addis Ababa. Please take a few minutes of your 

time to complete this questionnaire. Your frank and honest response will have 

a positive contribution to the success of the research. I kindly request you to 

fill and return it as soon as possible. I thank you in advance for your 

cooperation. 

Note: There is no need of writing a name 

Your response will be kept strictly confidential 

Do not hesitate to write any relevant information. 
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Items 
General questions about the Hotels in their use of the Internet 

I. Position of the person who fill ed this questionnaire? 

2. What star is yom organization rated as? 

[===:J 5-star 

[===:J 2-star 

[===:J 4-star 

[===:J I-star 

3. Is your organization connected to the Internet? 

Yes 

No 

[===:J 3 -star 

4. If your answer is yes for Item # 3, when does your organization start to use the 

Internet? 

5. How do you rate the level of use of the Internet in your organization? 

[===:J Very High 

[===:J High 

[===:J Moderate 

[===:J Low 

[===:J Very Low 

6. What application does your organization use the Internet for? [More than one 

answer is possible.] 

[===:J E-mail [===:J Chat 

[===:J World-Wide Web [===:J Mailing List 

[===:J Newsgroup [===:J Other 
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7. What is the main purpose of using the Internet in yo ur organization? 

c=:J CommlUlication 

c=:J Retrieve Information 

c=:J Supplement organizational activities 

c=:J Other _______________ _ 

8. Does the Internet highly affect the way you do business? 

c=:J Yes c=:J No 

9. [f the answer for item # 8 is yes, what changes did you do? 

Hotel Websites and Marketing Aspects 

10. Does your organization have a website? 

c=:J Yes 

c=:J No 

11. If the answer for item # lOis yes, what is your organization main purpose of 

designing and developing a Website (what factors pushes you to develop a 

Website)? [More than one answer is Possible .] 

c=:J Improve your corporate image and customer service 

c=:J Find new prospects 

c=:J Increase visibility 

c=:J Perform transactions 

c=:J Expand your market 

c=:J Meet customer expectations 

c=:J Other __________ _ 
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12. Who is responsible to develop your hote l Website? 

C=::J Organization's IT department 

C=::J Individual Employees 

C=::J Extemal organizations 

C=::J Others 

13. Does the website developer have lmowledge of Hotel Marketing? 

C=::J Yes 

C=::J No 

14. Do you receive feedbacks from customers using your Website? 

C=::J Yes 

C=::J No 

15. Who is responsible for updating the Organization's Website? 

D 
D 
D 

The Organizations IT department 

Outside Organizations 

Other _________ _ 

16. How often is your website updated? 

D 
D 
D 
D 

Never been updated 

1-2 Months 

2-5 Months 

> 6 Months 

17. Which one of the following issues have you considered while developing a 

website for your hotel (if you outsource it to external organization have they 

tackle such issues)? [More than one answer is possible.] 

Network limitati ons 

Culture 

C=::J Demographics 

C=::J None is considered 

18. How do you rate your Websites standard? 

C=::J Very Good C=::J Good C=::J Moderate 
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c::J Poor c::J Very Poor 

19. Do you have a Database to store yo ur customer information in the webs i te~ 

c::J Yes c::J No 

23. Do yo u have a Blog in your hote ls website? 

c::J Yes c::J No 

24. Can you fi nd you own website easily through the generic search engines availab le 

(Yahoo and GooL:::J Yes c::J No 

Internet and the Marketing Mix in hotels 

25. Do you use the Intemet for defi ning your organizations marketing mix? 

c::J Yes c::J No 

26. If yo ur answer fo r item # 25 is yes. how do yo u use it with respect to the 

to llowing issues? 

Services _______ ___ ________ ___ _ 

Proll1otion _ _____ ___ ___ ___ _____ _ 

Price _ ___ __________________ _ _ 

Place ________ _______ _ _ _ _ ___ _ __ 
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27. If your answer is yes to item # 25, for which one of the marketing mixes does 

your hotel most ly apply it?[More than one answer is Possible] 

c:::::J Prod uct 

c:::::J Promotion 

c:::::J Price 

c:::::J Place 

28 . Have you used the in ternet for developing new products (e.g. changing service 

packages using the Intemet after receiving customer requests)? 

DYes DNo 

29. Do yo u use other websites to adve11ise YOLU' organizations products/services? 

Yes 

No 

30. If your answer is yes to item # 29, what is your suggestion regarding the use of 

other webs ites for adverti sing ones products/services? 

3 1. Have you used the Internet for promoting yo ur products? 

c:::::J Yes c:::::J No 

32. If the answer for item # 31 is yes, for what purpose is it mostly used? 

c:::::J Advertisement 

c:::::J Sales Promotion 

c:::::J Publicity 

c:::::J Direct Marketing 

c:::::J Other 

33. Is the Internet the only medium used to promote your products/services? 

- 81 -



c::=J Yes c::=J No 

34. If yo ur answer for item # 33 is yes, how do yo u rate the result? 

c::=J Very Good c::=J Good moderate 

c::=J Poor c::=J Very Poor 

35 . Do you interact with your customers using the Internet? 

c::=J Yes c::=J No 

36. Do you think the Internet eradicates the need for having intemlediari es (agents)? 

c::=J Yes 

c::=J No 

Internet features and their business use 

37. Have you used the internet for the purpose of market research? 

c::=J Yes c::=J No 

38. If your answer is yes to item # 37. how do you tind the outcome? 

c::=J Very good c::=J Good c::=J Moderate 

Poor Very Poor 

39. Do you use the Internet for the purpose of customer-relationship management? 

c::=J Yes c::=J No 

40. Do you use the In ternet to transact businesses (e.g. to be paid online)? 

c::=J Yes c::=J No 

41. If yo ur answer tor item # 40 is no, what is the reason for that? 
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42. Do you provide an online booking service? 

c=::::J Yes No 

43. Tf your answer for item# 42 is yes, can you state the advantages you obtained by 

using such a technology? 

Internet and its future use by the Hotels 

44. How does your organ ization plan to use the Internet in the futu re? 

c=::::J Increase its use 

c=::::J Same as current 

c=::::J Reduce its use 

Potentials and constraints of using the Internet 

45. What potential s do yo ur organization obtained by using the In ternet~ 
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46. What constraints do your organization faced while trying to utilize the potentials 

of the intemet? 

47. Please state anything you might think would be relevant for the study in the space 

provide below: 
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Appendix -II 

Interview Questions 

Gene ral que stions that are related to the Organization 

1. Organizational Profil e 

:r What is the Star of your organization0 

;, What kind of services does it provides? 

2. Technology Setup 

» What is your organi zation's policy with regard to adopting new 

technologies? 

» Do yo u have an IT department (or does your organi zation have its own 

Informa ti on System?) 

» Does the depm1ment rece ive enough Budgets for its p lans? Are there a 

budget allocated to Internet Marketing strategies? 

Questions specific to the subject matter 

1. Do yo ur orga.nization uses any ki nd of Internet Applicati on? What are the 

applications used by your organ ization? 

2. Is the Internet used in the organization as a supplementary medium to your 

business? Or is it used to implement market ing strategies? 
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3. How does yo ur organization use the Intell1et in applying its marketing mix? Do 

you use the Internet for marketing products/services? What are the strategies used 

in accordance with the 4P's of the marketing mix? 

.. Do yo u use it for promoting your products/services? Do you stili use 

traditiona l adverti semcnt Medias? Which one do you prefer? Why? 

.. Do you use other websites for advertising yoW" products/services? 

How do you rate yo ur websites standard? 

.. How do your organization uses the Internet with respect to the 

promotion mixes (Advel1is ing. Sales promotion, etc.) 

.......... 

.,j. Do you use the Internet for pri ce setting purposes? Do use the Internet .c:!! 

fo r finding price information about compet itors? Does your 

organization be affected by the standardi zation trend of prices across 

the intell1et for similar products/ services? 

.. How does it atIect your organization in terms of distribution 

chatll1els? Does it completely eradicate the need for agents? 

.. How does it affect your organization in developing new products/ 

services? Do you use it to develop brand awareness? 

4. Does your organization ha ve a Web site? For what purpose do did you deve lop 

your websi te (for infoll11 ation purposes. business transaction purposes. 

communication purposes or what)? Do you promote yo ur organization on other 

Web Sites? 

5. Can you state the potenti al s obtained by using the Internet (competit ive advantage 

over competitors, ROI, etc)? 
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6. What kind of constraints have you faced while trying to fully realize the potential 

of the Internet? 

7. Does the Constraints Internal or external to your organization? 

8. Does your organization suffer as a result of these constraints? 

9. Does your organization have seen a visible change after starting to use the 

Internet? 

10. Is there any relationship management ability you are using out of the Internet? Do 

you use the Internet for customer-relationship management? If yes, how do you 

do that? 

II. Do your organization uses a "push" or "pull" marketing strategies? 

12. Do you use the Internet for marketing research or any other research purposes? 

13. Do you have any plan in trying to utilize the full potential of the Internet in the 

future? 
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Appendix -III 

Star-rated Hotels in Addis Ababa 

S.N Name of Hotels Remarks 
I Ararat Hotel 3-Star 
2 Atl as Hote l 2-Star 
0 Awraris Hotel 2-Star J 

4 Axum Hotel 3-Star 
5 2A3B Bete Abrham Hotel I-Star 
6 Bole International -
7 Central Shewa Hotel 3-Star 
8 King 's Hotel 4-Star 
9 Crown Hotel 3-Star 
10 DE Lcopol Hotel 4-S tar 
11 Desalegne Hotel No.2 3-Star 
12 Ethiopia Hotel 3-Star 
13 Extreme Hotel 2-Star 
14 Filwoha Adminstration 2-Star 
15 GG. Royal Hotel I-S tar 
16 Global Hotel 4-Star 
17 Ghion Hote l 4-Star 
18 Hilton Addis Ababa 5-Star 
19 Holiday Hotel 2-S tar 
20 Ibex Hotel 3-Star 
21 Imperial Hote l 4-star 
22 Jerusa lem Hotel 2-Star 
23 .I ovanni Hotel -
24 La li bella Hotel 3-Star 
y _J Motera Hotel -
26 Plaza Hotel 2-Star 
27 Queen of Sheba Hotel -
28 Ras Amba Hotel 3-Star 
29 Ras Hotel 2-Star 
30 Semien Hotel 3-Star 
31 Sheraton Addis Hote l 5-Star 
32 Wabi Shebelle Hotel 3-Star 
33 Y ordanos Hotel 3-Star 
34 Mariot Hotel -
35 Debre Damo Hotel -
36 Yonas Hote l I-Star 

S Olfree: jl1ll1l.it~y of CIf/tlll? alia T Olmslll 
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