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Learning Objectives 

After reading this module, the reader will be able to: 

• understand major terms relating to websites and internet presence of firms; 

• distinguish benefits and downside of having a website for a business; 

• remember the strategic issues and decisions involved in constructing a website; 

• have an idea about the main dimensions of a high-quality website for tourism and 

hospitality businesses; 

• knows legal framework and security standard for the privacy, data protection and 

security of the online platforms;  

• tell ways and means of driving traffic to a website. 

3.0 Introduction 

The digitalization process and internet gave remarkable opportunities for small and 

medium sized tourism enterprises (SMTEs) in the tourism industries. On January 1, 1983 

a new communications protocol was established called Transfer Control 

Protocol/Internetwork Protocol (TCP/IP). But online shopping only became possible when 

the internet was opened to the public in 1991. Amazon was one of the first ecommerce 

sites in the US to start selling products online and thousands of businesses have followed 

since. The first online travel agency was launched in 1996 with the creation of Travelocity 

(now owned by Expedia Group). Travelocity became the first website to allow consumers 

to reserve and purchase tickets through its website. The same year bookings.nl was also 

founded, which merged in 2000 with Bookings Online becoming Booking.com. Other sites 
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followed of course. Reviews followed and were at first limited to the travel agency websites 

and a few travel blogs. The rise of the internet and the shift towards ecommerce in the 

travel industry also meant that a presence of SMTEs on the worldwide web became an 

absolute must in order to grab a part of the ecommerce cake. Interaction with customers 

happened as well as reviews appeared online. 

Then came the rise of social media in the late 1900s in the form of blogging 

platforms, Blogger for instance launched in 1999 and people started to share their own 

reviews outside the Travel Agency run websites. But it was only with the launch of 

Myspace (2003), Facebook (2004), YouTube (2005) and Twitter (2006) that social media 

really exploded in terms of usage. The first social media site to reach a million monthly 

active users for instance was MySpace around 2004. Note that MySpace, once a 

dominant platform, has since lost lots of its appeal with a steady decline in usage. The 

second wave of social media platforms started with Pinterest and Instagram (both in 2010) 

and Snapchat (2011) who focussed mostly on images and videos. The third wave started 

just a few years ago with the launch of TikTok in September 2017. By mid-2018 it had 

already reached half a billion users gaining on average about 20 million new users per 

month over this period of time. Social media offered consumers the possibility to engage 

with social networking sites to research trips, make informed decisions about their travels 

and share their personal experiences of a particular hotel, restaurant or airline. 

For SMTEs, a presence on these social platforms became key as well, however, it 

also included a big risk, and that is losing control of their online presence. Many SMTEs 

have since neglected having an own website staying active only on social media 

platforms. Changing algorithms, declining non-paid reach (referred to as organic reach), 

and increasing costs to pay for promotion on the platforms results in an online presence 

that comes and goes with the new rules imposed by the platform. Add to this that several 

platforms which were once hugely successful disappeared or declined in usage 

(MySpace, Friendster, LiveJournal etc.). Focusing solely only on a social media presence 

therefore is and will remain a very bad decision. 
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The internet has over the years changed how European travellers research and 

book their holidays. Nowadays, you find and can reach your customers online via your 

website, via online platforms, via online advertising, rather than at a trade fair or via paper 

brochures. The internet has become the main traffic source for the tourism industry. The 

majority of the tourism business have access to online platforms and those who are not 

using it will do so pretty soon. According to research in 2015, 99 % of businesses in the 

EU tourist accommodation sector had access to the internet, 95 % had a website or a 

homepage, and 74 % provided online reservation or booking options (Niestadt, 2018).  On 

the other hand, in the EU, only 68% of internet users ordered goods or services online. 

And only 49% of internet users booked their holiday accommodation or travel via the 

internet (Eurostat, 2018).  Nevertheless, it provides direct contact between the service 

provider (tourism industry) and the customer. Furthermore, social media inspire your 

clients and allow them to share their experiences. The share of individuals participating in 

social networks in Europe, 2018, is 56%. By February 2020, 70% of social media users 

used Facebook while, 10% used Twitter, 9% Pinterest, 8% Instagram, YouTube 2% 

(Statcounter, Global Stats, 2020). Note that Instagram is quickly gaining speed. 

The tourism sector has been and still is an early adopter of digital technologies. As 

consumer purchase behaviour is changing, quick and easy online booking is becoming a 

main sales channel for tourism products (https://www.cbi.eu/node/2603/pdf/). The only 

online presence you can control for the full 100% is your own website. Combined with 

social media efforts through channels such as Instagram, Facebook you are able to get 

the best of both worlds while controlling as much as possible your online presence and 

collecting your own data for marketing purposes.  

This module underlines the importance, benefits and construction of websites for 

tourism and hospitality businesses. It starts with introducing the basic terms and concepts 

related to website development and internet presence. After that it addresses the strategic 

and critical issues to consider in the construction of a website and to establish online 

presence. Then, the module focuses on the element of website quality and fundamentals 

of designing a website for tourism purposes, and how to promote it, while taking into 

account the legislations that influence online presence. It comprises the essential phases 

https://www.cbi.eu/node/2603/pdf/


 

5 

 

of the website design process as well as tips for beginners: website installation process 

with technical and practical footage; business specific tips and recommendations; and 

examples. 

3.1 Websites and Relevant Terms 

A web page (or webpage or website) is a specific collection of information provided 

by a website and displayed to a user in a web browser. A website typically consists of 

many web pages linked together in a coherent fashion. In order to understand fully what 

a web page or website is, we first explain a few terms relating to internet and websites. 

• World Wide Web: The World Wide Web (WWW), commonly known as the Web, 

is an information system where documents and other web resources are identified 

by Uniform Resource Locators (URLs, such as https://example.com/), which may 

be interlinked by hypertext, and are accessible over the Internet. The resources of 

the Web are transferred via the Hypertext Transfer Protocol (HTTP) and may be 

accessed by users of a software application called a web browser. The World Wide 

Web is not synonymous with the Internet, which pre-existed the Web in some form 

by over two decades and upon which technologies the Web is built. 

• Interactive Terminal Protocol (ITP): An early Packet Assembler/Disassembler 

protocol for use on X.25 networks 

• The File Transfer Protocol (FTP): It is a standard network protocol used for the 

transfer of computer files between a client and server on a computer network. 

• The Domain Name System (DNS): is a hierarchical and decentralized naming 

system for computers, services, or other resources connected to the Internet or a 

private network. It associates various information with domain names assigned to 

each of the participating entities, more specifically to the numerical IP addresses 

needed for locating and identifying computer services and devices with the 

underlying network protocols. 

• Web Browser: A web browser (or browser) is a software application for accessing 

information on the World Wide Web. When a user requests a web page from a 

particular website, the web browser retrieves the necessary content from a web 
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server and then displays the page on the user's device. Users can access websites 

on a range of devices, including desktops, laptops, tablets, and smartphones. 

• Hypertext Markup Language (HTML): It is the standard markup language for 

documents designed to be displayed in a web browser. It can be assisted by 

technologies such as Cascading Style Sheets (CSS) and scripting languages such 

as JavaScript. 

• Cascading Style Sheets (CSS): It is a style sheet language used for describing 

the presentation of a document written in a markup language such as HTML. 

• Content management system (CMS): It is a computer software used to manage 

the creation and modification of digital content and thus create dynamic websites. 

• Domain Name: A domain name identifies a network domain, or it represents an 

Internet Protocol (IP) resource, such as a personal computer used to access the 

Internet, a server computer hosting a website, or the web site itself or any other 

service communicated via the Internet. 

• The Internet Protocol (IP): It is the principal communications protocol in the 

internet protocol suite for relaying datagrams across network boundaries. Its 

routing function enables internetworking, and essentially establishes the Internet. 

• Web Server: A web server is server software, or a system of one or more 

computers dedicated to running this software, that can satisfy client HTTP requests 

on the public World Wide Web or also on private Local Area Network (LANs) and 

Wide Area Network (WANs).  

• Web Hosting Service or Provider: A web hosting service or provider is a type of 

Internet hosting service that allows individuals and organizations to make their 

website accessible via the World Wide Web. 

The content of a website can be shown in two ways: 

• As a static website that has web pages primarily coded in Hypertext Markup 

Language (HTML). Cascading Style Sheets (CSS) are used to control the 

appearance beyond basic HTML. 

• As a dynamic website using a CMS that changes or customizes itself frequently 

and automatically using CGI, Java Servlets and Java Server Pages (JSP), Active 



 

7 

 

Server Pages and ColdFusion (CFML). Various web application frameworks and 

web template systems are available for general-use programming languages like 

Perl, PHP, Python and Ruby to make it faster and easier to create complex dynamic 

websites. 

3.2 Advantages and Disadvantages of a Website for a Tourism Business 

Having a website offer a lot of advantages for tourism businesses and they are 

briefly reviewed below.  

• Own your brand or name: This is by far the most important advantage of having 

a website. By creating a site and hosting it on your own domain name 

(www.businessexample.com) you will own your brand or name on the World Wide 

Web. You can easily improve your brand identity when needed. 

• Own your communication: Having an own domain name also ensures you of 

having a unique business email that will add to that sense of branding as well 

(yourname@businessexample.com). As a business you must at all cost avoid 

using a generic email account such as Gmail, Hotmail, etc. 

• Professional presence on the World Wide Web: When well-built, it adds towards 

the credibility and professional presence of your company.  

• Being an authority in your domain: Especially for businesses working in a niche 

industry, having a website is an excellent opportunity to build your reputation as an 

authority in your field. This can be done by starting a blog. The increased quality 

content will also increase the number of people finding you in search engines such 

as Google. This does require an SEO friendly writing. 

• SEO available: You can use SEO (Search Engine Optimization) tactics to improve 

your rankings in search engines like Google.  

• Search engine marketing possible: When you own your own website you can 

use advertising on search engines (search engine advertising) to attract customers 

searching for what you offer.  

• More qualified lead generation: You can determine what data you need from your 

clients when they complete a lead and own the whole process with follow-up etc. 
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Other platforms will have seriously limitations as to what data you can obtain and 

use. Most importantly, people visiting your site have been looking for your product 

and will often convert more than when you try to get leads on other internet 

platforms. This translates in lower acquisition costs. 

• Building a mailing list: You can add a form to your web page so that visitors can 

subscribe to your newsletter. E-mail marketing still remains more (cost & quality) 

effective in acquiring new customers than social media (paid or organically). In the 

long run it avoids that you have to pay to reach your contacts, which is increasingly 

the case on social media. 

• Save money on printing: Whereas paper catalogues and brochures can still be 

helpful, it is much easier to have all relevant info on your website.  

• Effective online ads: Online ads are more cost effective than ads in newspapers 

and magazines (unless you get free articles in the form of news regarding your 

company), can be targeted better and can be better budgeted (if an online ad 

doesn't convert, you stop or change it).  

• Avoid commissions: If you use your own web page to get bookings or sales you 

will not need to pay a commission to 3rd parties such as Booking.com or Airbnb 

which often is in the range of 15% (up to 20% as they started using variable rates 

depending on their own guest value rating also known as Genius 1 up to 3). 

• Get extra data: If someone visits your website you can see what pages they visit 

the most, how long they stay on your website, what pages don't convert and so on. 

This is all data which you will never get when you use a social media platform for 

instance.  

• Convert website users along the way: You can pitch new products and services 

to your website visitors while they are looking through your website using non-

intrusive popups for instance. Visitors leaving your page can also be triggered to 

stay on your page or to contact you so you can hopefully convert them after all. 

• Promote your brick-and-mortar locations: You can direct your online visitors to 

your offline brick and mortar locations for special actions. Mobile users can also 

find your address better this way, see when you are open and visit your location. 
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There are also some disadvantages that may arise as a result of having a 

website and they are summarised below. 

• Technical knowledge needed: If you maintain your own website, you will need 

technical knowledge in order to make sure that the website remains online. It also 

means extra work to maintain servers, keep the CMS software and the plugins up 

to date, and purchase licenses for software use. 

• Crashes and uptime: You need to keep your website online, preferably 24/24. But 

websites can crash and need maintenance. If your website is often having uptime 

problems then this will reflect badly on your image. If your website is often down 

your search engine ranking will be affected. 

• Increased security efforts: As the World Wide Web grows, so do also the number 

of attacks grow on websites. This means that you will need to invest in securing 

your web page even more. It also means that you need to plan more backups in 

order to be able to restart your business in the event of a hack and at the same 

time invest in IT knowledge or consultants in order to stop the web page from being 

hacked. 

• Difficultly reaching your target audience: Despite search engine optimisation 

(SEO) efforts you might encounter problems finding your audience or future clients. 

This can especially be the case in domains where there is a lot of online 

competition. Paid promotion and continuous good content both on your own web 

page and on social media can strengthen your rankings in search engines. 

• Extra work and costs: Despite the benefits of having your own web page, you will 

be confronted with an extra workload and costs which at first will not be reflected 

in immediate results. Perseverance is needed in order to upscale both on and off 

line. The same goes for content and visuals, all this needs either to be made in 

house or outsourced.  

A website for SMTEs offers not only the opportunity to be visible globally but it is 

also a way of generating extra income, generating extra bookings and/or attract people to 

your site away from a booking platform. A lot of holiday goers might check out your 

business on a platform, but they will often also check if you have an own website to make 
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direct bookings. It’s an opportunity to upsell or offer them a more personal touch. With the 

massive influx of other online platforms seemingly popping up every other week, tourism 

business marketers sometimes tend to place a greater emphasis on developing their 

presence on these channels and may forget about the importance of building a strong 

website. While having brand recognition is an important driving factor, creating your vanity 

website is vital to driving bookings, revenue, and filling up the average daily rate (ADR). 

Next to this, a website offers you stronger search engine optimisation capabilities. This 

can be achieved by improving your keywords, headers, social media links, and being 

maintained frequently with fresh and important content to travel shoppers. Having an own 

website therefore also comes with added responsibility and maintenance. So, you will 

need to be technically competent and provide regular updates. In addition to that, SMTEs 

should seek to have a website for improving online presence for competitiveness and 

growth. Moreover, it will bring an optimistic perspective about future opportunities, 

addressing seasonality, and extending their network (Dredge, et. al., 2019). Websites for 

SMTEs can have an effect on purchase/booking intention, customer satisfaction, 

customer trust, e-word of mouth, repurchase intention and e-loyalty.  

3.3 Key Considerations for Development of Websites 

An effective website is essentially about the convergence of two things: your 

business goals and the needs of your target market (Ryan, 2014). The website creation 

process can be done by the company themselves or can be outsourced. In both cases 

following activities will have to be undertaken: 

▪ Technical: Technical staff are involved in the development of the website (in 

cooperation with a designer). This activity can be done in-house as platforms like 

WordPress offer a huge range of tools to build and maintain an own website without 

the need for a fully-fledged IT department, or can be outsourced. 

▪ Content: For the website, a content provider must be identified who acts as an 

intermediary between the original creators of the work and the people who view or read 

it. This is normally maintained in-house, often via the Marketing/PR division. For smaller 

hotels it will be the owners who can generate content to be used on the website. 
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▪ Marketing: Your marketing assistant or designated marketing aid, or marketing 

department promotes your business and drives sales of your products or services. They 

also assist you in identifying your target customers and other audiences. They can 

increase the reach of your online presence via content and online promotion activities. 

3.3.1 Deciding Website Developer: Outsourcing or Insourcing 

You have 2 main options to get a design for your website: Outsourcing and Build it 

in house or insourcing. 

Outsourcing 

When you outsource the design and web development of your website, you will 

contract a designer/developer to design the website for you. You might choose to go for 

outsourcing web development when internally the technical resources lack or if the cost 

(and learning curve) is considerably lower when outsourcing. 

A web designer/developer is responsible for the design, layout but also the coding 

of a website as the layout will also include some plugins being added, etc. They are 

involved with the technical and graphical aspects of a website; how the site works and 

how it looks. They can also be involved with the maintenance and update of an existing 

site if you, or your personnel are not capable of doing this. The main advantage of hiring 

a web designer is clear: you pay for a well-defined design that will be suited to your 

requests and they handle the visual and technical side of the project. 

When choosing your web design team, it’s important to choose a flexible team that 

has certain expertise. You might want to check out various companies and sit with them 

before choosing which one you will take. It’s not because they are housed in a huge 

building that they will be better than the 6-team member's strong team housed in a hangar. 

Know that you will also pay for the big building. If you choose this option, it is key to deliver 

your designer a well-described list of specifications. The reason for this is quite simple, 

you need to make sure that all eventualities are covered, or you will end up with continuous 
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design changes further down the road, which might become very costly. Before you 

choose your preferred partner to construct your website, do the following: 

▪ List all the potential web outsourcing vendors. 

▪ Conduct vendor screening process (via e-mail, Skype interviews). 

▪ Analyse the collected data (website, proposals, portfolios, references, resumes, tech 

capabilities and skills, years on the market, number of projects). 

▪ Define clearly what the budget will be and what future enhancements will cost. Make 

sure that you have no unreasonable cost when the CMS needs to be upgraded. Some 

more exotic CMS systems need a major overhaul when there is an upgrade needed. 

▪ Select the web development outsourcing company -> sign the contract -> negotiate 

your payment options. 

▪ Arrange communication and project supervision process (utilize tools like Confluence, 

Invasion, Gdocs, JIRA, etc.) 

Once you have chosen your desired web designer/developer, it’s time to go to the 

specifications. When making your list of specifications you should address the following: 

▪ Define the extra value you expect from the site: Do you want to generate extra 

bookings and/or do you want people to use your site for booking and not a booking 

platform? 

▪ Define who is your primary audience: Do you prefer families, or not? do you have 

rooms for disabled people? then it needs to be clearly announced as well. Do you go 

for young people who only need a bed and a common living area? These are all 

different audiences that demand a specific approach regarding content, design, and 

functionalities. 

▪ Define the content: Describe very well each section and page you want on your 

website and what it should hold. Make sure you have the content ready – or at least a 

rough idea of what you will put on the website before you start with the visual part, it 

will give you a better look how the site will be like once the web designer enters your 

content and it will save you from unnecessary and costly changes further down the 

road. It also gives you a better view of what you need content-wise. 
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▪ Define how you will measure the success of your site: Is it more (direct) bookings, 

more upscale packages, longer stays, reaching a different public? 

▪ Define how you can adequately maintain the finished site: If you decide to keep 

the designer on board on a freelance basis, then stipulate well what the costs will be, 

this will be in hours per job executed. Clear agreements create long-lasting business 

agreements. Most importantly when outsourcing your design and web development, 

make sure you have admin access to the complete website besides an extra editor 

access so that you don’t get locked out if you would use another web designer. 

▪ Define who will have access: It is key to define well each role of everyone who has 

access to the website. Each CMS will give you the possibility to attach roles to people 

working on the website, from editors to administrators each with his access to 

predefined parts of the website. It’s important to define these as to avoid problems 

when someone without technical knowledge starts using your website. You wouldn’t be 

the first to see a website go offline after an editor started cruising through the layout 

and CMS of a website, etc. 

▪ Define the technical aspects of the website: Describe all functionalities you want to 

insert on your website and where you want to use them on your website. One of those 

technical aspects is also to make sure that your content can be correctly shared on 

social media. 

▪ Define if and what 3rd party services you need to connect in your online booking 

system: If you use a 3rd party platform to handle your booking stream, then your own 

bookings which arrive via the website must be handled correctly by that 3rd party 

service. The same automatically goes for handling the cancelations and bookings via 

other platforms. This needs to be reflected in your booking module on your site. 

▪ Define the schedule: What is the production schedule for the site including the 

intermediate milestones (where you can give feedback) and dates of delivery? These 

can of course change along the way, but they should be followed as thoroughly as 

possible. 

▪ Define clearly what the budget will be and what future enhancements will cost: 

Make sure that you have no unreasonable cost when the CMS needs to be upgraded. 



 

14 

 

Some more exotic CMS systems need a major overhaul when there is an upgrade 

needed. 

Insourcing 

When you build the design of the website in house, you have the advantage of 

being very closely involved in the website development. However, you will not get the 

extra feedback that an external web designer could give you. Make sure you have a 

dedicated team member working on it and let him write out the specifications. These will 

be the same as outlined above, except for the budget which will entirely depend on how 

much time you or your team member is working on it. If you decide to build your website 

in-house by your e-business developer, he/she will need the following skills (Gildner and 

Gildner, 2019): 

• A solid understanding of HTML and its variants (e.g., HTML5) 

• A solid understanding of CSS and ability to edit and customize existing CSS 

• Being able to use FTP(S) and adjust file access properties 

• Being able to register a domain and its subdomains, prepare hosting space, and 

configure DNS settings 

• Being able to install and update 1 or more WordPress instances on a server 

• Being able to purchase and install SSL certificates (dynamic or static) 

• Being able to set up WordPress security, protecting your website from hacks and 

malware using free and/or paid plugins (e.g., Wordfence WordPress security 

plugin) 

• Being able to maintain (edit and post) a WordPress site 

• Being able to install and set up functionality plugins 

• Being able to install and optimize SEO plugins 

• Being able to install and set up caching plugins  

• Being able to implement e-commerce solutions 

• Being able to understand analytics provided by e.g., Google Analytics or a similar 

service, in order to optimize the website 
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When making your list of specifications for your dedicated team member you 

should address the same principles as explained above. 

3.3.2 Choosing Website Construction Tool 

Setting up a website can be done in-house by your technical team, or may be 

outsourced as outlined in previous sections. In the latter case, it is important to ensure 

that the content management itself (updating content, prices, pictures, etc.) remains in-

house. Unless the company policy is to keep everything, content related also, outsourced. 

Technically, there are 3 specific ways to construct websites which are explained below 

(Neher, 2019). 

▪ A website builder: there are various drag & drop solutions which offer you a very 

intuitive way of making a website. Although they are very easy to use and very cheap, 

they offer very limited functionalities and also make you very depending on the 

continuity of these platforms and the solutions they offer, for instance booking or 

payment options to name just two. If you only want a ‘window’ with static info and no 

functionalities, then this might be an option. But don’t choose this option if you want to 

further develop your online presence. There are various website building solutions on 

the market and various domain registration / hosting companies also offer this: Google 

Sites, Wix, One.com, Websitebuilder.com, Squarespace.com, Godaddy.com, Weebly. 

Some, like Mobirise, help you create the website, download it and then use FTP to 

upload the complete website on your own host of choice. Again, this will come with 

limited functionalities though the design is very professional. 

▪ WordPress (or Other Open Source Platform Like Joomla, Drupal): WordPress is a 

free open-source content management system (CMS) written in PHP and paired with 

a MySQL or MariaDB database. To function, WordPress has to be installed on a web 

server. It is one of the most used CMS worldwide and is being used by small and big 

companies because of its very well documented and supported community which offers 

a wide range of plugins (free and paid) to make the best out of your website. Although 

it’s very easy to use, it will take some expertise to take your site to the next level. The 

CMS comes with easy to install templates – including several for SME’s – in case you 
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don’t want to buy a template. In general, the learning curve for WordPress is very 

smooth which makes that adding or changing content is very easy and intuitive. 

However, do not underestimate the technical side once you want more complex 

functionalities or when you choose a hosting company which offers you limited support 

(but more flexibility). If you want to make sure that your WordPress website runs 

smoothly without having to care of upgrades of the PHP for instance, then make sure 

to use a hosting company which offers you the option to install WordPress with one 

click. If you want more flexibility then it is advised to outsource the work or hire a 

dedicated e-business developer who then can also take care of marketing your 

business online.  

▪ Custom development: A small portion of businesses will decide to build their websites 

themselves from scratch. This will be the case for those businesses where the website 

is their service with a lot of specific functionalities which are not covered by the 

WordPress ecosystem for instance. This solution will be expensive and will need 

constant maintenance if only for security. It however does not prevent you from also 

using a mix of custom-built functionalities incorporated into an existing CMS solution 

like WordPress for instance to decrease the technical workload. The reason is simple, 

don’t fix what isn’t broken and don’t reinvent the wheel.  

3.3.3 Considering Core Website Features 

There are many features that you will need to operate your web presence via a 

Content Management System (CMS) or website builder. 

▪ WYSIWYG (What You See Is What You Get) editor: Editing content can now be done 

as you are editing a document using a word processor. This is possible via an intuitive 

WYSIWYG editor with preview functions, import capabilities for media elements (video, 

audio content, images, etc.). This is basically what you will use to provide content on 

your website. A WYSIWYG editor is standard with every well-known CMS. 

▪ Responsive design for mobile friendly websites: An increasing number of 

customers will visit your website via their smartphone. For this reason, mobile-friendly 

web pages are an absolute must. Therefore, templates should be applied that 
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automatically adjust to the size of the display. This is a responsive design. You can 

either have this designed or you can buy existing templates suited for your CMS and 

have it adapted accordingly to your needs. 

▪ Social media integration: Website pages must show they are also present on online 

platforms. You can also use social media integration to support content promotion 

capabilities including sharing buttons (and comment functions where suitable). 

▪ Built-in SEO tools: Search engine optimisation is crucial to allow your website to be 

found among many others search results or to be found at all, without SEO you will not 

be found that’s almost a certainty. Appearing on the first pages of the relevant search 

requests is made possible by having a website that is SEO-friendly (see module 5). 

Good website building software should have such SEO tools embedded that support 

page titles, headers, SEO-friendly URLs, meta tags, and meta descriptions. 

▪ Comprehensive search: Your website should offer a proper and easy-to-use search 

functionality to assist your customers in finding what they are looking for. Otherwise, 

they will leave your website and this will result in a low conversion rate (the percentage 

of users who take a desired action, such as making a booking, buying a product, place 

a reservation, etc.). 

▪ Online booking/buying/ordering tool: A tourism business website is only as good as 

its online booking tool. This booking tool needs to reflect the number of rooms available 

and should be kept in sync with the other platforms you use to avoid as much as 

possible double bookings. It’s key that this tool is maintained accordingly. The main 

CMS solutions available all offer plugins with booking tools or you can make use of 

third-party solutions who will do the booking administration for you, this comes with a 

cost though which is usually a percentage of your turnover and/or a monthly 

subscription fee. It’s up to the hotel or restaurant owner to look for the solution which is 

best manageable for his/her business. Smaller hotels will not need to use this kind of 

third-party players as they can handle the booking administration easily. 

These are in short, the basic modern CMS’s features which you should consider 

when selecting a CMS. 
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3.3.4 Selecting Content Management System 

A CMS allows non-technical staff to maintain a website. In the early days of the 

internet, making a website required a working understanding of HTML (Hypertext Mark-

up Language) while now, a set of credentials is all that is needed to log in to the CMS and 

start managing content. Simply put, a CMS takes care of the technical jargon and let 

technical/design staff focus on design and your content managers/providers on the 

content. The CMS works through templates (purchased, outsourced, or made in-house). 

The most popular CMS platforms are in order of most used:  

▪ WordPress (free and open-source) - https://wordpress.org/ 

▪ Wix (Free) - https://www.wix.com/ 

▪ Joomla! (free and open-source) - https://www.joomla.org/ 

▪ Drupal (free and open-source) - https://www.drupal.org/ 

It is also possible that you outsource the website to a company that offers its own 

proprietary CMS or website building platform. Note that this will come with less flexibility 

if you have not made a good executed roadmap with specifications. If you outsource your 

website, make sure to cover everything. 

CMS vs. Website Builder 

Website builders require no coding skills at all and offer a user-friendly interface 

(often click and drop) and tons of design opportunities. These are the best choice for non-

techies like small businesses, but they are limited in customization. You are limited to the 

widgets or tools provided, and they are often not suited for tourism businesses. So, before 

you start with a website builder make sure to make a list with all the requirements your 

website needs to see if this solution will work for you. 

On the other hand, CMS solutions offer much richer customization opportunities 

but they do require advanced skills to be handled effectively; and although the learning 

curve is not incredibly steep, a basic knowledge of setting up a website is required. We 

https://www.websitebuilderexpert.com/designing-websites/website-builder-templates/
https://wordpress.org/
https://www.wix.com/
https://www.joomla.org/
https://www.drupal.org/
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do recommend CSM as the best solution for SMEs as they offer the flexibility required to 

manage a business also online. Before choosing your website builder you should check 

(Ryan, 2014): 

▪ Their customers for recommendation. 

▪ What is their online reputation like? 

▪ Are they designing sites to be found? 

▪ Do they adhere to web standards? 

3.3.5 Choosing Domain Name 

A domain name is often the first thing you need when starting a website. It is your 

digital address that people will use to get connected to your website. The domain is a bit 

of the URL (Uniform Resource Locator, the site address in your browser’s search bar) that 

identifies a web page — in this case your website. You can register them separately, or a 

website builder company may suggest to do this for you when you sign up with them. You 

can also go for a domain provider who also offers hosting services like for instance 

one.com. Some popular domain name providers are godady.com, register.com, 

Gandi.net, one.com, etc. You can easily check if the name you want is available and how 

much it will cost to purchase the URL, or if already taken see if you can purchase it from 

the current owner. Additionally, it will also show you what the domain name and hosting 

costs cost as one packet. Here are a few rules to keep in mind when choosing a domain 

name: 

▪ Make it relevant and make sure the domain matches what visitors expect to see when 

they visit your site. 

▪ Keep it short and memorable. 

▪ When using various words, make sure you put a – in-between the words, e.g., hotel-

london.co.uk. Do not use more than 2 words separated by a -. 

▪ Avoid numbers in the domain name. 

▪ Check whether the branding doesn’t already exist or you risk judicial problems further 

down the road. 

https://www.websitebuilderexpert.com/building-websites/what-is-a-domain-name-beginners-guide/
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▪ Use the domain extension that is used for your country: .be, .el, .tr, .es, etc. 

Once you’re sure about a domain, register it. It is possible that the URL purchasing 

is also provided through your selected hosting company or vice versa. Make sure to keep 

a backup of your credentials in order not to lose them. It might also be a good idea to 

order several years of domain registration, it often comes with a reduced price. Depending 

on the URL extension (.eu, .tr, etc.) prices may vary, but should not cost more than 30 

Euros per year. We also recommend you make sure to have automatic renewal included. 

3.3.6 Choosing Website Hosting Service 

A host is the storage unit where your website content lives online. This can be 

either hosted by a third party or within your own company. Whenever someone enters 

your domain name in a web browser, the browser will fetch your website content from your 

website host. The type of hosting you choose depends on how many visitors you have 

coming to your website. The cost of your hosting will increase when more people visit your 

website as you will need to upgrade from basic to advanced hosting. Good advice when 

choosing your web hosting, whatever package you choose, make sure to include 

automatic backups in your package, this will provide you with a backup in case an error 

was created when adding a plugin for instance. There are 6 general types of website 

hosting: 

Shared Hosting 

Shared hosting is perfect for entry-level website hosting. You are sharing a server 

with other websites. With a shared hosting plan, all domains share the same server 

resources, such as RAM (Random Access Memory) and CPU (Central Processing Unit). 

The cost of shared hosting plans is therefore relatively low, making it an excellent option 

for website owners in their beginning stages. Shared hosting plans often come with many 

helpful tools such as website builders, WordPress hosting, and the ability to email clients. 

You are however limited on some levels: you will not be able to handle caching yourself 

(so do NOT include any caching plugin on your website in this case). Although shared 

https://www.websitebuilderexpert.com/building-websites/how-much-should-a-website-cost/#hosting-costs
https://www.websitebuilderexpert.com/web-hosting-services/best/
https://www.websitebuilderexpert.com/web-hosting-services/best/
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hosting provides website owners with a more simplistic approach to the web, know that 

surges in usage can ultimately affect your website’s user experience. Ultimately, shared 

hosting plans are ideal for website owners that do not receive a large amount of web 

traffic. So, for hotel owners who have a small property, this might work very well. 

Virtual Private Server Hosting 

Virtual Private Server (VPS) hosting plan is the middle ground between a shared 

server and a dedicated server. It’s ideal for website owners that need more control, but 

don’t necessarily need a dedicated server. With VPS hosting each website is hosted within 

its own space on the server, though it still shares a physical server with other users. 

However, also, in this case, a VPS hosted website will not be able to handle incredibly 

high traffic levels or spikes in usage. Typically, VPS hosting is used by website owners 

who want dedicated hosting but don’t have the technical knowledge needed. VPS hosting 

offers the cost benefits of shared hosting with the control of dedicated hosting.  

Dedicated Server Hosting 

With dedicated server hosting you have a server all to yourself and you don’t need 

to share. This could also be physically within your company. Dedicated hosting gives 

website owners the most control over the server that their website is stored on. This 

means that you have full root and admin access, so you can control everything from 

security to the operating system that you run. Dedicated servers’ cost is one of the most 

expensive web hosting options. Typically, they are used by website owners with high 

levels of website traffic, and those who require complete control of their servers. Besides, 

a high level of technical expertise is required for the installation and ongoing management 

of the server.  

Cloud Hosting 

In regards to web hosting, it means many computers working together, running 

applications using combined computing resources. It’s a hosting solution that works via a 

network and enables companies to consume computing resources like a utility. This allows 



 

22 

 

users to employ as many resources as they need without having to build and maintain 

their computing infrastructure. The resources that are being used are spread across 

several servers, reducing the chance of any downtime due to a server malfunction. Cloud-

based hosting is scalable, meaning your site can grow over time, using as many resources 

as it requires, and while the website owner only pays for what they need. Also, here a high 

level of technical expertise is required for the installation and maintenance (SSL, PHP 

upgrades, etc.), but it’s way cheaper than a dedicated server. 

Managed Hosting 

Most hosting packages you will find online are likely to be managed. This means 

that the hosting companies also provide technical services such as hardware and software 

setup and configuration, maintenance, hardware replacement, technical support, 

patching, updating, and monitoring. With managed hosting, the provider looks after the 

day-to-day management of the hardware, operating systems, and standardized 

applications. They will then also make sure that your PHP is up to date and that you run 

the latest WordPress version (in case they do automatic updates). 

Co-location 

Instead of keeping servers in-house or at a private data centre, you may choose to 

”‘co-locate” your equipment by renting space in a co-location centre. The centre will 

provide the power, bandwidth, IP address, and cooling systems that your server requires. 

Space is rented out in racks and cabinets. Co-location gives access to higher levels of 

bandwidth than a normal office server room at a much lower cost. You’re left to your own 

devices (literally) and will be expected to take care of everything including the hardware, 

software, and services. It is important to make sure you can always upgrade your hosting 

program.  

Select a hosting company that provides the necessary technical hardware and 

software to host your website. Especially when you combine it with online commerce, 

certain technical requirements must be met to make sure that you can run certain 

software. Often, hosting companies will have a host of (CMS) software available that you 
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can install and use as part of your contract with them. Well known hosting companies in 

Europe can be found at https://reviewbridge.com/hosting/europe/. If all of the above is too 

complicated, you can also opt for website builders. These are all-in tools that require no 

additional management efforts, they are however limited when it comes to installing more 

personalized plugins for instance as you will see below. 

3.3.7 Designing Websites 

A good website design has a few core elements which should be present. This 

includes the following: 

▪ Website navigation: The navigation must be easy to follow and clearly structured 

▪ Website headers: This contains the main elements of the navigation and should be 

placed on top of every webpage. Included are the main menu, login details for website 

visitors (if required), search and contact details 

▪ Correct layout: The layout should not hinder the web visitor when visiting and navigating 

through your website. It should also be coherent throughout your website. A contrasting 

colour scheme attracts the costumer’s attention. Colours should be used to take their 

attention, but not harm their eyes. 

▪ Visual identity: This happens in the form of logo, CSS (including font) and colour 

scheme use throughout the template. Also included are diagrams and infographics. 

Your website should be enhanced by relevant images and videos. 

▪ Footer: The footer is placed at the bottom of every webpage and usually includes more 

info such as 'who are we', 'contact us', and also links to the main pages or even the 

entire sitemap in order to help SEO kick in. 

▪ Use a simple sitemap 

▪ Front-load information (put the most important information at the start) 

▪ Be generous with visuals, but avoid flash animations, don’t overdo it when you use 

sliders, usually 4 to 5 good images are enough 

▪ Make it inclusive (people with vision impairments use screen readers, so be descriptive) 

▪ Take care of your metadata (it is important for searching ranking)  

▪ Address your social media accounts 

https://reviewbridge.com/hosting/europe/
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▪ Social media accounts should be inserted on the main website 

▪ Internal and external links should be shared. 

▪ Other topics or services should not embower the main production/service. 

▪ The website should provide effective communication between customers and service 

providers. 

▪ Contact information (physical address, email address, phone number, links to social 

media pages) should appear on the website 

▪ Reviews and testimonials can increase the advertisement effect. 

▪ Everything should be clear and easy to use for everyone. 

▪ Page load speed is important and avoids that people click away when the page loads 

to slow. 

▪ Clearly state all policies (security policies and cookies should be located on the home 

page). 

▪ Be upfront about your prices. It will increase customer trust. If you add tourist taxes 

upon check-in, then announce it you do so and how much it will be.  

▪ Secure the checkout process using https (Hypertext Transfer Protocol Secure). All 

information and payment details must be in safety. 

▪ The website should be accessible and thus usable by people with disabilities. 

▪ Make sure your site is responsive: Mobile compatibility is very essential. Your website 

should be eligible to reach on each technological device (responsive design). Your 

site should have a responsive web design so that your website renders well on a variety 

of devices and window or screen sizes, and especially on mobile devices as the use of 

this devices has literally exploded to visit websites, search engines etc. Normally, all 

templates that are available these days have responsive design baked into their core, 

however, when you start tweaking templates for your own website, do double check if 

the site keeps its responsive design intact. The fact that these templates also have 

responsive design is by far the biggest reason why you should purchase templates so 

you can adapt them to your business later on. 

As important as the content of your website discussed further on, will be the layout 

of your website. You will want it to be clear, easy to use, and also working on mobile and 

desktops (aka responsive design). 
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3.3.8 Developing Website Content 

Before you start with your website, you will need content, basically the most 

important thing when it comes to keeping websites up and running. No content means no 

website. Your website must, therefore, be populated with content that will not only interest 

the visitors but will also make sure that Google will start indexing your page 

correspondingly. This content should be provided by the relevant divisions within your 

company, the marketing one being the most important. The “freshness” of your content is 

also extremely important, both from a marketing and an SEO perspective. All content 

areas should be up-to-date and include the latest information on the hotel itself, new 

services and amenities, and the most recent local area content. Besides, best practices 

for optimum revenue-generating websites include travel booker friendliness, user 

friendliness, search engine friendliness, mobile optimization, and social interactivity 

(Ismagilova, 2020). 

There are two types of written content:  

▪ Fix content: this is content that usually doesn’t change, some is for information purpose, 

other is to specifically improve your SEO rankings. 

▪ Sporadic new content aka news: this is new content that gets added over time, usually 

referred to as ‘news’. 

Fixed Content 

This type of content is usually used to describe your business, the various options 

you offer, the privacy clauses, and also the content you will add for SEO purposes. 

The content that is used to seduce the user should be written very clearly. In 

general, less is more is crucial here so that your potential customers can easily find what 

they are looking for. The specific content itself required will be addressed further in this 

module. 
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The content that is used to make sure the “Googles” of the internet find and index 

your website easily should be larger and very much written with SEO in mind. For 

instance, if your hotel is based in Barcelona, you should make sure that you have a lot of 

content regarding Barcelona on your page, so that Google knows very well that your hotel 

is linked to Barcelona. We’ll go into detail about how to write content for SEO purposes 

further on in this module. 

As far as photos are concerned, you need to use your photo material for your 

website’s main content. It might be wise to employ a freelance photographer to get the 

best out of your pictures. 

Sporadic New Content Aka News 

This is content that you will add in an ongoing fashion, the best way to describe 

this is considering it as news. Under the news you can find: new services you offer in your 

hotel, local big events, tips to visit the town, etc. there is a lot of ways you can use this 

news section. To make this section work the best, you should in case of adding info on 

events use a calendar and foresee new content to go online at least a few months before 

an event so it gets indexed by Google. In case of non-event related info, you can just add 

it as it comes. 

One good advice: use good pictures in your news articles which you or your staff 

can take. And make sure to add your personnel in the picture (when they agree to do so 

that is), this will also do well on social media as it increases the veracity of your post. In 

case you need other photos that you can’t make, make sure to check out a service like 

Pixabay.com or UnSplash.com which give you access to freely usable images. 

Attention: Because content may change, always preview changes to your website 

before publishing them. You need to be sure things are working the way you want them 

to. Some of the key questions to ask are: 

▪ Is all the spelling and grammar, correct? 

▪ If you want to add new buttons, are all the buttons on the menu working? 
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▪ Does your site fulfil your purpose? 

▪ Is your formatting consistent, is the layout not suddenly completely different in the way 

you post news? 

CMS’s make previewing your site easy. There is always a preview functionality 

available in the CMS we discussed earlier on to see what your website or news post would 

look like live. Most also offer a toggle so you can see how it works on different screen 

sizes, if you chose for responsive design (highly recommended). Know that more than half 

of Google searches (and increasing) are carried out on a mobile (Social, 2017). 

Qualitative Content Management Checklist 

Following are tips for qualitative content management: 

• Define your target users and write your content accordingly with keywords that 

address that user group. 

• Use headings e.g., H1, H2, H3, etc. 

• Hook your reader with facts, quotes, questions, etc. 

• Address them personally: Your, you. 

• Use simple language and small phrases. 

• Be direct. 

• Use a conversational tone. 

• Use an active/positive language, avoid negative words like never, not, neither, etc. 

• Keep it short. 

• Layer your writing for skimmers and scanners. 

• Leave out jargon: keep in mind that not every reader is a native speaker of the text 

he reads, and not everyone who is a native speaker knows the jargon. 

• Proof-read properly. 

• Develop well written and informative content. 

• Content length should be determined based on the target group and post 

information. 

• Grammar and spelling are essential, content language should be double-checked. 
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• Readability is very important. The text font should be aesthetic and clear enough 

to be read. 

• Content should be formatted comprehensively.  

• Content should be created based on facts and experiences. 

• Awards and achievements should be displayed. 

3.4 Elements of Quality Websites for Tourism and Hospitality Businesses 

A good website should have excellent functionality, usability, security, and privacy 

(Ali, 2016). Otherwise, consumers will miss important functions because of poor usability 

or opt for alternative and expensive distribution channels or different hotels altogether (Qi, 

Law, & Buhalis, 2017). 

3.4.1 Guidance List for Websites of Accommodation Businesses 

Following content/menu elements should be available on your website(s): 

▪ A Cookie Policy in the form of a banner is essential. A cookie policy is a declaration to 

your website visitors on what cookies (online messages for customers server) are 

active on your website, what user data they track, for what purpose. Many website 

owners choose to incorporate the cookie policy as a section of their privacy policy. But 

you will need to add a cookie policy banner either at the bottom of your page, the top, 

or the middle of the page (not preferred as it blocks the view of the rest of the page). 

▪ Quality of the information on hotels website is essential to have attention of the 

customers. In addition, hotel managers should exert effort in achieving high-level 

information communication by utilizing their websites for effective customer relationship  

▪ Management instead of merely for information dissemination after reaching the goal of 

basic level information provision (Law, 2019). 

▪ According to researches on measuring the effectiveness of the hotel websites, four 

essential criteria are: customer orientation, marketing, technology, and security 

(Ostovare and Shahraki, 2019). The research finding shows that customer orientation 

is the most important criteria followed by marketing, security, and technology (Ostovare 
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and Shahraki, 2019). Besides, most highly ranked hotels present higher performance 

and quality compared to hotels with a lower rank (Ostovare and Shahraki, 2019).  On 

the other hand, another investigation shows that promotional information on hotel 

official websites is crucial. Customers are particularly interested in seeing seasonal 

discounts, long stay packages and members’ rewards. Furthermore, customers are 

particularly concerned about purchase risk, as in the case of cancelation and refund 

policies (Lei and Law, 2019). 

The expectations of tourists concerning a website vary depending on their origins. 

What a Turkish tourist considers vital for a website is not always the same like what a 

tourist from France will consider vital when visiting a tourism business website. As such it 

will be important to take this into consideration and apply the needs from your tourist in 

your tourism business website. If for example you have lots of tourists from a certain 

country, it is advised to consider the expectations and needs from these tourists when 

building your website and put those website needs A review of the literature reveals the 

most important dimensions of a hotel website quality (Table 1).  

Content/Menu Elements 

Following content/menu elements should be available for hotel websites: 

▪ Pop up: cookie policy 

▪ Typical primary navigation menu 

o Hotel home 

o Amenities & Services 

o Maps & directions 

o Rooms & suites 

o Plan an event 

o Special offers 

o Dining 

o Things to do (which you should also update regularly when occasional 

events are taking place) 

o Online booking 
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o Languages 

o Contact (leading to a form) 

o Telephone number 

Table 1: Dimensions of Hotel service Quality 

Country of 

Research 

Dimensions of Hotel Website Quality Sources 

Vietnam Information quality, security, ease of use, website 

design, website functionality, response time and interactivity. 

Le, Nguyen, 

Nguyen and Pervan 

(2020) 

Hong Kong Facilities, customer contact, reservations, surrounding 

area, website management 

Lei and Law 

(2019)  

TripAdvisor Web appearance, entertainment, information fit-to-

task, transaction capability, response time and trust 

Samad, 

Nilashi and Ibrahim 

(2019) 

Turkey, Iran Customer oriented criteria, technology-oriented 

criteria, marketing-oriented criteria, security-oriented criteria 

and other criteria. 

Akincilar and 

Dagdeviren (2014), 

Ostavare and 

Shahraki (2019) 

Egypt Information content, website design, interactivity, 

responsiveness, ease of use, website appeal, innovativeness, 

marketing image, online processes and viable substitutes 

Abou-Shouk 

& Khalifa (2017) 

China Usability, ease of use, entertainment, complementarity Li, Peng, 

Jiang and Law (2017) 

Serbia Reservations information, facilities information, contact 

information, surrounding area information, website 

management 

Stanujkic et 

al. (2017) 

Usa Perceived ease of use, perceived information quality, 

perceived privacy risk, perceived aesthetics 

Xu (2017) 

China Usability attributes (navigation, ease of use-website 

friendliness, language, overall layout and appearance) and 

functionality attributes (hotel general information, reservation 

information, website management, surrounding area 

information 

Qi, Law and 

Buhalis (2017) 

Australia Process quality (reliable information, locality 

information, functionality) and Environmental quality 

(atmospheric quality, customer review, emotional engagement) 

Hahn et al. 

(2017) 

China Website usability, website functionality, website 

security and privacy 

Wang et al. 

(2015) 

China Information quality, service quality, accessibility, trust 

and privacy 

Liu and 

Zhang (2014) 

Iran Hotel information, product information, non-product 

information, payment, customer relationship management, and 

reservation 

Salavati and 

Hashim 

(2015) 
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China System quality, information quality, and service quality Zhou (2011) 

 Hotel facilities information, reservation information, 

contact information, surrounding area information, website 

management, hotel star category 

Rong et al. 

(2009) 

 Technical, marketing, internal, customer Morrison et 

al. (1999) 

Spain and 

Brazil 

Promotion, price, product, multimedia, navigability, 

reservation system, customer retention, privacy and security 

Schmidt et al. 

2008 

China Functionality (purchase information, product/service 

information, destination information, quality of information, 

contact information), Usability (language, layout and graphics, 

information architecture, user interface and navigation, 

general) 

Bai et. al. 

(2008) 

Hong Kong Reservations information; facilities information; contact 

information; surrounding area information; 

website management 

Law and Hsu 

(2006) 

Hong Kong Accessibility; navigation; website friendliness; 

language and overall layout; and appearance 

Au Yeung 

and Law (2006) 

Greece Facilities, guest contact, reservation or price 

information, surrounding area, website management, and 

company profile 

Zafiropoulos 

and Vrana (2006) 

China and 

USA 

Hotel general information, reservation information, 

website management; and surrounding information 

Liang and 

Law (2003), Law et al. 

(2004) 

USA Information accuracy, clarity, completeness, ease of 

use, navigational quality and colour combinations 

Jeong, Oh 

and Gregoire (2003) 

USA Information quality related to perceived usefulness, 

perceived ease of use, perceived accessibility, and attitude,  

Jeong and 

Lambert (2001) 

o COVID-19 prevention information and how you address it 

▪ Typical secondary navigation menu 

o Social media links 

o Main corporate website 

o About 

o Hotel affiliates 

o Locations 

o Site map 

o Careers 

o Development 

o Media 

o Shop our products 
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o Web accessibility 

o Customer support 

o Direct (inter)national phone number 

o Discount terms & conditions 

o Global privacy statement 

o Personal data requests 

o Do not sell my information 

o Cookies statement 

o Cookie preferences 

o Site usage agreement 

▪ Content 

o Events 

o Food 

o Tourist attractions 

o Weather forecast 

o Remarks from previous customers or service providers 

▪ Integration with third-party providers -  

o Booking.com 

o Roomkey.com 

o TripAdvisor 

o Recommended Taxi Services 

▪ Catering company 

o Restaurant menu 

o Café  

o Cleaning Principles 

o Online reservation platforms 

3.4.2 Guidance List for Websites of Restaurants  

Research has shown that a quality restaurant website should have content relating 

to information, interactivity, e-commerce and additional values (Daries et. Al., 2018). This 

content can be defined as following: 
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Information about the restaurant 

• Description of the restaurant (type of food, menu, chef, etc.) 

• Images of the restaurant 

• Prices 

• Opening days and hours 

• Announcement of news and events 

• Information about location (maps, geolocation, etc.) 

• Link to review websites (TripAdvisor, Yelp, ...) 

• Season status (open/closed) 

Services 

• Information about the reservation 

• Information about parking 

• Information about home delivery 

• Information about catering 

• Information about cooking classes 

Surroundings 

• Tourist information on the area (tourist attractions, weather, etc.) 

• Links to other tourist establishments (accommodation, activities, etc.) 

Promotion and advertising 

• Promotion and advertising on the website 

• Online incentives (coupons, website-only promotions, etc.) 

Interaction with the customers 

• E-mail address and telephone number of establishment 

• Online direct comments from customers 
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• Instant messaging (Skype, Zoom, Teams, Google Talk, etc.) 

• Online surveys 

• FAQ 

• Newsletter option 

• Membership system 

• Quality/satisfaction rating option 

Interaction with customers through 2.0 website 

2.0 website technology 

• Really Simple Syndication (RSS) 

• Podcasts/vodcasts 

• Apps to allow customers to post content 

• Possibility of sharing content with friends (9share, retweet, etc.) 

Social media presence 

• Link to twitter 

• Link to company's blog 

• Link to other picture and video platforms (YouTube, Instagram, TikTok, etc.) 

• Link to company's social networks (Facebook, Twitter, Instagram, LinkedIn, etc.) 

• Link to Wikipedia 

Multilingual capability 

• The website is available in more than one language 

E-commerce 

Online purchasing options 

• Gift vouchers 

• Reservation online 
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Payment and safety service 

• Online payment 

• Safety security (https, safe payment platforms such as PayPal, Swipe, etc.). 

Additional values 

Data privacy 

• Mentioning the data protection act and GDPR 

Certifications 

• ISO 9000 quality certification 

• Q mark for tourist quality certification 

• ISO 14000 environmental certification  

• Other certifications (information security ISO 27000, OSHAS 18000 etc.) 

 

Mobile version of the website 

• Mobile version of the website available 

• Mobile app version of the website available 

Another research revealed four dimensions of website quality for food service 

businesses: visibility (number of hits and number of external links to the site, ranking in 

search engines), Speed (access speed and response time), Navigability (quick access 

menu, a site map, keyword search function and content and Content (Miranda, Rubio, & 

Chamorro, 2015). 

With regard to content of quality websites, ‘web assessment index’ includes 31 

features that should be on the website of foodservice businesses (Miranda, Rubio & 

Chamorro, 2015): 
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• Telephone 

• Address 

• E-mail 

• Online form: 

information 

• Online form: 

comments 

• Online: 

reservations 

• E-mail 

reservations 

• Mobile phone 

reservations 

• The personnel 

• Menu 

• Prices 

• Special offers 

• Publications 

• History 

• Multilingual 

• Photos of 

dishes 

• Photos of the 

premises 

• Video 

• 360-degrees 

photos of the 

premises 

• Location map 

• GPS 

• Jobs 

• Recipes 

• Cultural and 

natural 

environment 

• Features and 

style of the 

premises 

• Wine cellar 

• Press/news 

• Recommend to 

a friend 

• Social 

networks 

• Blog 

• Newsletter 

 

Most of the restaurants are aware of the importance of being present on online 

platforms. A restaurant’s website design contributes to building its reputation and prestige, 

facilitates tourists’ access to information on dining options when planning their trip, allows 

them to easily book the restaurant’s services, and provides them with the geographic 

location when they are unfamiliar with the city in which the restaurant is located (Miranda, 

Rubio, & Chamorro, 2015). Additionally, it is necessary for these restaurants to look 

beyond traditional presence and foster online interaction and collaboration, connectivity 

and the possibility of generating and sharing content and knowledge with users by means 

of Web 2.0 techniques (Daries, et. al., 2018). When designing the restaurant's website, a 

series of guidelines should be followed and a set of fundamental elements included based 

around the four dimensions proposed here: information, communication, e-commerce and 

additional values tools (Daries, et. al., 2018). 
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Due to the COVID-19 pandemic crisis, it’s imperative to show that 

hygiene is a primary factor in your business and that you have an action 

plan in place. It is therefore also important to keep your (future) guests 

informed off the efforts you do, whether you’re closed or not. Make use 

of your social media channels and emails to inform your public of the 

situation and the options you are still able to offer. It's also good practice 

to immediately update your website, Google Business Profiles, and other 

digital assets to indicate the status of your physical location and how 

your business will be available for the foreseeable future. 

When you communicate with your (future) guests: 

▪ Stay positive. 

▪ Present a prevention plan where you show how you will implement social distancing and 

how your business will implement all hygienic guidelines. 

▪ Present them with an alternative to still enjoy your cuisine. 

If your business can only operate via take away due to lock down, consider selling 

warm meals which can be safely collected at the restaurant. This will require some measures 

and be prepared to answer questions, hence plan ahead and create a FAQ for your digital 

channels: 

▪ Explain your procedures during the COVID-19 pandemic. 

▪ If you are still open for customers, explain how you practice social distancing in the 

restaurant with limited staff. 

▪ Explain how the staff’s hands are washed even more often now; 

▪ Be very clear on how payment will be addressed: is payment information taken over the 

phone or through a payment app, or via contactless payment? 

▪ Does your staff bring the food out to customer’s car and put it in the trunk for the customer? 

▪ Explain the process of delivery in case of home delivery: the customer may want to talk 

with the delivery person and determine the best way to drop the food off (e.g., leaving it 

on the porch and texting that it’s there). 
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▪ Explain customers should transfer the food to a different container, and wash their hands 

for at least 20 seconds. 

▪ Provide if needed clean utensils in a sealed bag. 

▪ Explain to customers to not put the takeout containers in the fridge, because that would 

just potentially contaminate the surface it’s coming into contact with. 

Following content/menu elements should be available for food and beverage 

businesses: 

▪ Pop up: cookie policy 

▪ Typical primary navigation menu 

o Menu 

o COVID-19 prevention information and how you address it 

▪ Sections for dietary preferences 

o Restaurants 

o Online booking 

o Delivery 

o Careers 

o About us 

o Languages 

▪ Typical secondary navigation menu 

o Social media links 

o Contact Us 

o Careers 

o About Us 

o Magazine 

o Poll 

o Advertise 

o Privacy Policy 

▪ Content 

o Food 
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o Menu 

▪ Integration with third-party providers 

o Certificates 

o Recommendation from customers or experts 

o Online reservation platforms 

3.4.3 Guidance List for Tearooms, Cafes and Pubs  

A lot of cafés, pubs and tearooms are not aware of the importance of being present 

on online platforms. A website does contribute to building the reputation and prestige of 

your tearoom, café or pub offering the regulars and also possible visitors access to 

information on the beverages, cakes, etc. you offer. It should also provide your (future) 

public with the geographic location when they are unfamiliar with the city in which the 

tearoom, coffeehouse, pub or café is located (Miranda, Rubio, & Chamorro, 2015).  

These businesses typically have more social interaction than any other business 

and this should be reflected in how you share content online and how you interact with 

your public. 

Due to the COVID-19 pandemic crisis, it’s imperative to show that 

hygiene is a primary factor in your business and that you have an action 

plan in place to implement when you can open or when you are already 

back in business. Keep your (future) guests informed off the efforts you 

do, whether you’re closed or not. Make use of your social media 

channels and emails to inform your public of the situation and the new 

projects (a new beer, a personalised beer, a new coffee mix, 

personalised cups for the regulars, …) you will be offering.  

It's also a good practice to immediately update your website, 

Google Business Profiles, and other digital assets to indicate the status of your physical 

location and how your business will be available for the foreseeable future. 
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When you communicate with your (future) guests: 

▪ Stay positive, nobody wants to visit a pub, café or tearoom where the owner is constantly 

negative on social media or on their website.  

▪ Present a prevention plan where you show how you will implement social distancing and 

how your business will implement all hygienic guidelines. 

▪ Present them with a future project to keep your business in the spotlight. 

Each problem presents an opportunity. If you are creative now, you will be 

remembered for this as well and it could become part of your future business. In Belgium for 

instance there are several pubs who have now launched an own beer ready for pre-ordering 

in larger bottles. 

Following content/menu elements should be available on your website(s): 

▪ Pop up: cookie policy 

▪ Typical primary navigation menu 

o Locations 

o Menu 

o Parties & Events 

o What's happening 

o Gift cards 

o Shop 

o Reservations 

o Languages 

o COVID-19 prevention information and how you address it 

▪ Typical secondary navigation menu 

o Social media links 

o Corporate 

o Careers 

o Accessibility 

o Terms 



 

41 

 

o News 

o Gift cards 

o Rewards 

o Privacy settings 

▪ Content 

o Drinks 

o Food 

o Menu 

o A Special Concept (If they have) 

▪ Integration with third-party providers  

o Live music/footage option 

o Online reservation platforms for breakfasts (baskets) 

3.4.4 Guidance List for Websites of Travel Agencies  

Travel agencies act as an intermediary and can offer quite an abundance of 

information on locations, hotels and transport. There are many dimensions of website 

quality for online travel agency websites and they are summarised in Table 2. Quality of 

the information on Travel Agency websites is essential to have attention of the customers.  

It’s the ideal hub to provide your target public with lots of possible package travels 

and options. Promotional information on a travel agency’s official websites is also crucial. 

Customers are particularly interested in seeing seasonal discounts, long stay packages 

and members’ rewards. Furthermore, customers are particularly with a crisis (airline 

companies going bankrupt, health crisis, …) concerned about purchase risks, e.g., in the 

case of cancellation and refund policies (Lei and Law, 2019). 

 

 

Table 2: Dimensions of Website Quality for Online Travel Agency Websites 
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Country 

of research 

Dimensions of website quality Source 

Vietnam Information quality, service quality, ease of use, 

security, visual appearance, brand image, and price. 

Pham and Nguyen (2019) 

India Trust, ease of use, tangibility, ease of booking, 

navigation, customization, system availability, 

responsiveness, and interactivity of eWOM (electronic word-

of-mouth) systems. 

Tandon, Sharma and 

Aggarwal (2019) 

Egypt Information content, website design, interactivity, 

responsiveness, ease of use, website appeal, 

innovativeness, marketing image, online processes and 

viable substitutes 

Abou-Shouk & Khalifa (2017) 

China Visual appearance, information quality, ease of 

use, navigability, accessibility, interactivity, personalisation 

and flexible reservation 

Sun, Cardenas and Harril 

(2016) 

China Customer relationships, information, security and 

function 

Ho and Lee (2007), Ye, Fu 

and Law (2016) 

China Informativeness, effectiveness and entertainment Gao and Bai (2014) 

Taiwan Information quality, system quality and service 

quality  

Hsu, Chang, Chen (2012) 

Taiwan Process quality, outcome quality  Chen and Kao (2010). 

Hong 

Kong 

Website functionality, information quality and 

content, fulfilment and responsiveness, safety and security, 

appearance and presentation, and customer relationship 

Tsang et al. (2010) 

South 

Korea 

Information content, reputation and security, 

structure and ease of use, and usefulness 

Kim and Lee (2004) 

Usa Ease of use, information/content, responsiveness, 

fulfilment, and security/privacy 

Park et al. (2007) 

Spain Ease of use, personalised service Alvarez et. al. (2007) 

Taiwan Information quality, security, website functionality, 

customer relationships and responsiveness 

Ho and Lee (2007) 

 

Due to the COVID-19 pandemic crisis, it’s imperative to also focus on this matter when 

constructing your website as cancellations have been and may be more frequent now. Offer 

a flexible cancellation plan and offer to reschedule their planned trips, if possible, with added 

value (which you can discuss with your travel partners). 
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It's also good practice to immediately update your website, 

Google Business Profiles, and other digital assets to indicate the status 

of your physical location and how your business will be available for the 

foreseeable future. 

You should also stress that you check on the prevention plans 

present in the hotels and transport companies you work with so you can 

inform your clients correctly. Hygiene will play an important role in the 

years and decades to come. Showing that hygiene is a primary factor in 

your business and that you have an action plan in place to assure that 

your partners take this very seriously is key. 

Added to this it is also important to keep your future public informed off the efforts you 

do in order to make sure they can book their future holidays at destinations that are safe. 

Following content/menu elements should be available on your website(s): 

▪ Pop up: cookie policy 

▪ Typical primary navigation menu 

o Home Page 

o Amenities & Services 

o Maps & directions 

o Recommendations 

o Plan a trip 

o Special offers 

o Online booking 

o Languages 

o COVID-19 prevention information and how you address it 

▪ Typical secondary navigation menu 

o Social media links 

o Main corporate website 

o Airline Services 
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o Accommodation Services 

o Rental Cars 

o Advice for a Trip 

o Site map 

o Media 

o Online Reservation 

o Web accessibility 

o Customer support 

o Discount terms & conditions 

o Global privacy statement 

o Personal data requests 

o Do not sell my information 

o Insurance Policies 

o Cookies statement 

o Cookie preferences 

o Site usage agreement 

▪ Content 

o Events 

o Campaigns 

o Tourist attractions 

o Weather forecast 

o Remarks from previous customers or service providers 

o Road Trips 

o Recommendation Lists 

o Help 

▪ Integration with third-party providers 

o Rental Car Company 

o Transportation Companies 

o Accommodation Service Providers 

o City-Country Guideline Service Providers 
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3.5 Legislation to Respect and Conform  

In this section, we will look at the legislative aspects you need to respect when 

offering your business services online. 

Online/E-commerce is rapidly evolving and businesses are trying to adapt to these 

changes. If you are a business owner in the tourism industry, you should keep the legal 

aspects of e-commerce in mind when deciding to sell your products or services online. 

There are a string of mandatory elements for your website you need to respect, as well 

as you need to check your website's compliance. We will focus here mainly on the most 

recent General Data Protection Regulation (GDPR). 

3.5.1 General Data Protection Regulation 

The General Data Protection Regulation (GDPR) came into effect on 25 May 2018. 

The key factors of the GDPR are simple: keep customer data secure and make marketing 

communications as clear as possible. This regulation applies to all European companies 

offering goods or services. While your company may not be based in Europe, if you desire 

to attract European customers, then it is recommended to respect GDPR guidelines. The 

GDPR spells out in Article 3 the territorial scope of the law: This Regulation applies to the 

processing of personal data in the context of the activities of an establishment of a 

controller or a processor in the Union, regardless of whether the processing takes place 

in the Union or not established in the Union, where the processing activities are related 

to:  

(a) the offering of goods or services, irrespective of whether a payment of the data 

subject is required, to such data subjects in the Union;  

(b) the monitoring of their behaviour as far as their behaviour takes place within the 

Union.  

This Regulation applies to the processing of personal data by a controller not 

established in the Union, but in a place where Member State law applies by public 

international law. Article 3.1 states that the GDPR applies to organizations that are based 

in the EU even if the data are being stored or used outside of the EU. Article 3.2 goes 

https://ec.europa.eu/growth/sectors/tourism/business-portal/understanding-legislation/legal-regulations-e-commerce_en
https://ec.europa.eu/growth/sectors/tourism/business-portal/understanding-legislation/legal-regulations-e-commerce_en
https://gdpr.eu/tag/gdpr/
https://gdpr.eu/tag/gdpr/
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even further and applies the law to organizations that are not in the EU if two conditions 

are met: the organization offers goods or services to people in the EU, or the organization 

monitors their online behaviour (Article 3.3 refers to more unusual scenarios, such as in 

EU embassies). Small- and medium sized enterprises (SMEs) with fewer than 250 

employees are not exempt from the GDPR, but the regulation does free them from record-

keeping obligations in most cases (see Article 30.5).  

Complying with General Data Protection Regulation 

Key things you will need to address on your website to be GDPR compliant: 

▪ Every request for user data (including cookies) must be mandatory opt-in by stating 

consent / legitimate interest. 

▪ Ensure there is a cookie opt-in pop-up form on the website linked to your updated 

privacy policy. 

▪ Ensure that all your online forms have a strict opt-in policy – which must be categorized 

for specific areas of interest. 

▪ Ensure that the user has a granular opt-in option to state how they wish to be contacted 

(phone/email/post/text/etc.) as well as the mailing list. 

▪ Ensure the user is given a completely separate checkbox to say they are agreeing with 

your terms and conditions on all forms. 

▪ Assume your online privacy policy document will need to be updated – and must list 

every named third-party tracking software separately. 

▪ Ensure the website terms and conditions/privacy policy explicitly reflect the collection, 

transmission, and storage of any personal data. 

▪ Ensure that all requests for any personal data explicitly state how the data will be used, 

how the data is stored, and for exactly how long. 

▪ The user must be given simple and clear ways of changing the frequency or opting-out 

entirely of any marketing communication. 

▪ Assume that all data in your organization that is currently stored will need to be made 

secure and will need fresh consent for any marketing. 

The above has an impact on your website functionalities. 

https://gdpr.eu/article-30-records-of-processing-activities/
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Website Functionalities Affected by GDPR 

As a result of GDPR, the following website functionalities are mainly affected: 

▪ Online contact form: To make your contact form GDPR compliant, you need to add 

to your contact form a tick box for users to confirm that they accept the terms of using 

your website and how they agree to be contacted. Your web forms must identify each 

party for which the consent is being granted. 

▪ Email marketing: A key feature of the GDPR is to ensure that (would be) customers 

do not receive unsolicited emails. Therefore, you should only send out email marketing 

material to those individuals who have explicitly opted-in. Equally, it should be made 

easy for people to unsubscribe from a mailing (unsubscribe link must be obligatory 

provided at the bottom of the mailing). For all different types of processing of the 

customer’s email (post, email, telephone, third party), the customer should be able to 

provide a separate consent. 

▪ Privacy policy: A privacy policy is compulsory for any commercial website and should 

include key information about how the website uses the customer’s data, relevant 

legislation, personal information that the website collects and why it is collected (site 

visitation tracking, contact forms, and email links), how personal information is stored, 

information about the website’s server, third party data processors, data breach policy, 

data controller details, data protection officer, changes to your privacy policy. 

▪ Handling data: Customers have a “right to be forgotten” so that they can have their 

details removed from a website and the database if they request it. You should, 

therefore, have a process in place that caters for this and also facilitate a way that users 

can request this, mentioning it clearly in the privacy policy or elsewhere on the website. 

To emphasize the security of customer data, you are required to keep all data secured 

in an encrypted environment. By adding an https protocol to your website, You are 

helping encrypt the data that customers fill out on your site. GDPR rules highlight that 

all data must be stored in the EU. It is important to identify and have in place contracts 

with your third-party data processors to be GDPR compliant. If this is not the case, then 

you should opt for another provider. 
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▪ Online marketing: If you are an e-commerce business, then you are likely to be using 

a payment gateway for financial transactions. Your website may be collecting personal 

data before passing the details onto the payment gateway. If this is the case, and your 

website is storing these personal details after the information has been passed along, 

then you will need to modify your web processes to remove any personal 

information after a reasonable period, for example, 60 days. The GDPR legislation is 

not explicit about the number of days, it is your judgment as to what can be defended 

as reasonable and necessary. 

▪ Using Google Analytics: Google Analytics allows you to understand how your (would 

be) customers are interacting with your website. You can find out how many people are 

on your website, which page they visit the most, how long they stay on each 

page, which page they visit next, on which page most visitors exit, etc. All such data 

can be used to help you understand your visitor better and know which pages you need 

to improve. Server analytics can also provide a lot of insight. Module 10 will provide 

more information on web analytics and performance management for digital channels 

for SMEs.  

3.5.2 Web Content Accessibility Guidelines (WCAG2.0) 

Digital accessibility is the ability of a website, mobile application, or electronic 

document to be easily navigated and understood by a wide range of users, including those 

users who have visual, auditory, motor, or cognitive disabilities. “The Business Case for 

Digital Accessibility” explores key advantages of web accessibility to businesses of all 

types. Developed by the World Wide Web Consortium (W3C) Web Accessibility Initiative 

(WAI), it provides research and examples to inspire confidence among leaders and 

decision-makers that continued investment in accessibility is good for your business. 

Making your commercial online channels available in an accessible manner is also 

reaching out to 15% of the population (WHO) that has a disability, and uses for example 

Assistive Technology to access a website, via desktop, laptop, or smartphone. If your 

website is accessible, they will have an advantage to those that are not, and will allow you 

to also reach out to customers with disabilities. 

https://www.google.com/analytics/
https://www.w3.org/WAI/business-case/
https://www.w3.org/WAI/business-case/
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3.5.3 Secure Communication  

As an SMTE, you will have to handle online business with your customers. And this 

may require handling of personal data, such as name, email, birthdates but also financial 

information such as credit card numbers, etc. Providing this information in a secure 

manner to you so that no one can “steal” this data while submitting it to you, will require a 

secure connection via your website. Thus, you will need a HTTPS (Hypertext transfer 

protocol secure) connection. There is a difference between HTTP and HTTPS. HTTP 

stands for Hypertext Transfer Protocol. When you enter http:// in your address bar in front 

of the domain, it tells the browser to connect over HTTP. HTTP sends data unsecured 

over port 80. It should therefore not be used to collect sensitive data from your customers, 

such as credit card details but also emails, personal data, etc. (see also the connection 

with GDPR). HTTPS on the other hand is secured and uses port 443 to send data. A 

HTTPS connection requires that you have a valid SSL certificate and it is signed by a CA 

(Certificate Authority). An SSL (Secure Sockets Layer) is a standard security technology 

for establishing an encrypted link between a server and a client, typically a web server 

(website), and a browser. When a website goes through the process of obtaining a 

certificate, the issuer of the certificate becomes the trusted third-party. Normally, such 

SSL service is provided by your hosting company. Data that is sent using HTTPS is 

protected via TLS (transport layer security protocol). TLS provides three important layers 

of protection: 

• data integrity to ensure that the data cannot be modified or broken during transfer 

without detection, 

• encryption of the data to keep it secure, and 

• authentication to prove that users are communicating with the intended site. 

When a browser recognizes a secure website, it will use the information on the 

certificate to verify that the website is exactly as it claims to be. More importantly, when a 

potential customer knows the difference between an HTTP and HTTPS website (and 

many do since most browsers will indicate that a website is safe or not to submit sensitive 
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data), they can safely browse your website and will know that their information will be safe. 

Such level of security allows businesses to gain credibility. 

Google also favours websites that are trusted, secure, and certified. Therefore, 

HTTPS has been a confirmed Google ranking factor since 2014 

(https://webmasters.googleblog.com/2014/08/https-as-ranking-signal.html). Since July 

2018 Google also explicitly uses HTTPS as a ranking signal. Switching to HTTPS will 

benefit any website, whether or not confidential information is involved. There are no 

reasons not to go for a HTTPS protected website. The cost is pretty low, sometimes even 

free. Check with your hosting provider for SSL options to compare, some even offer it for 

free such as One.com, SuperHosting.bg, etc. It’s advised to also properly redirect your 

old HTTP pages to HTTPS using 301 permanent redirects so that they don’t lose any 

ranking. If you use a popular CMS, there will be free plugins available to do this with just 

a few clicks.  

Before starting make sure to: 

• Turn off your Content Delivery Network (CDN) integration and disable the caching 

plugins. 

• Ensure that all external services and scripts you use have an HTTPS version 

available.  

You will as a result lose social share counts on all your posts and pages unless 

you use a plugin that supports share recovery. This is because your share counts are 

based on an Application Programming Interface (API) that was looking at the HTTP 

version, and you have no control over 3rd party social networks. 

3.6 Increasing Website Traffic 

In order to push traffic to your website you can use various online and offline 

strategies. Key is to mix those strategies that are the best suitable for your business and 

that have the best results. You can know this by testing the strategies below and see what 

https://webmasters.googleblog.com/2014/08/https-as-ranking-signal.html
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the results are in your website metrics. We will distinguish 2 different traffic sources, online 

and offline. 

3.6.1 Increasing Website Traffic Online 

There are a number of methods and tools to increase the traffic to websites and 

the most used ones are reviewed below. 

Perform Keyword Research 

This is your very first action to undertake when you want to position your website 

well in the search engine result pages (SERPS) of Google, Yahoo, Bing. You need to list 

the keywords that are important for your business and use these in a natural way 

throughout your website's content. We stress the fact to use it naturally since the search 

engine will consider your webpages as being spammy when they are filled with keywords. 

Write in a natural way and then optimize in such way that it does not hinder the natural 

reading flow of the visitors. To find relevant keywords you can use a free tool like 

https://keywordtool.io/ which will give you combinations using Google autocomplete. Via 

the paid version ($69 / month) you will also see the search volume in Google. Another site 

to use is https://moz.com/ which offers you keyword research. Pricing starts from $99 / 

month. When doing your keyword research, it is advised to also target long-tail keywords 

and not just the most popular ones. Long-tail keywords account for a majority of web 

searches, so you should really include them into your keyword strategy. The same goes 

for LSI (Latent Semantic Indexing) keywords. These are words and phrases related to 

your target keyword and are conceptually related terms that search engines use to deeply 

understand content on a webpage. You can use https://www.thesaurus.com/ in order to 

find synonyms.  

Perform On-site Search Engine Optimisation 

With on-site SEO you are optimizing elements on a website in order to rank higher 

in the search engines. To do on-site SEO you will be optimizing both the content and 

HTML source code of a page. It's imperative to only use white-hat SEO, which are tactics 
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allowed by Google as any other so-called black-hat SEO might result in your references 

in Google and other search engines being taken down. The keywords should be used in: 

• the content: use it throughout the text but in a natural way 

• the meta description: short description of a page between 50 and 160 characters 

• the meta title: describe the content of your page with a good key phrase, this can 

be the header but it can be different if your header is too long. We advise 50–60 

characters maximum 

• headers: you can choose to use a text for the header which is different to the title 

if your header is too long for instance 

• the URL: use keywords inside the URL, e.g., www.hotel.be/cheap-hotel-rooms-in-

brussels instead of www.hotel.be/id=12234 

• alt text / title / filename of images: people often forget that images are also an easy 

way to attract visitors to a website (via Google Images for instance), use the correct 

keywords in the image name, alt text and title 

• tags: set the main keywords as tags when you do a blogpost on your blog, it will 

create internal links to articles that have a similar subject, which Google will 

appreciate 

Create Good and Helpful Content  

If you want your site to rank well, it is primordial to have content that is closely 

linked to your business so that search engines can add sense to your web presence and 

connect it to search queries of their users. To give a very simple example, if you run a 

hotel business in Paris, your website should have content that talks about your hotel being 

in Paris and not be about visiting the Ramblas in Barcelona. Your content should also be 

created keeping in mind how people use search engines, which is increasingly by using 

questions, such as: where can I find a boutique hotel in Paris? You can easily check this 

by using the autocomplete in Google search for instance which will give you an idea what 

people ask. Your main pages should not overlap each other but should each address a 

certain aspect of your business and be focussed on using the most important keywords 

for your business. To address the other possible Google queries and also the long tail 
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search queries, you should create articles for your website's blog. This will give you the 

chance to work on extra content for your website without interfering with the structure of 

your website. 

The more unique content pages you have, the more pages Google will index and 

thus the more entry-points are created for users to find you in Google and related search 

engines. It is advised to post regularly, at least 8 articles per month is a minimum. 

Overtime you will see your traffic increase. 

Examine Your Website's Analytics 

Google Analytics is an excellent source to verify if you are actually scoring well on 

your selected keywords. By identify the landing pages on your site that have good 

clickthrough rates (CTR), but with a poor average position in search results, you can start 

working on getting these pages optimized more. The same goes for search queries 

(keywords) for which your site has good average positions, but poor click through rates. 

In that case these are the queries for which you should improve content so it can lead to 

more visitors, you can for instance use more attractive titles. In module 10 you get a 

complete oversight on how to use Google Analytics. 

Use Attractive Photos 

A picture is worth a thousand words. And that is also the case in online (and offline) 

marketing. You need visuals in almost every section of your website, also on your contact 

page where you can put forward a picture of your reception team so customers know who 

they are mailing to, chatting to, phoning with. It makes that the interaction also gets more 

familiar with a face. When using visuals make sure of the following: 

• Do not copy visuals from elsewhere on the internet. 

• Make the pictures yourself or have them made by someone in your team, a good 

smartphone can already do wonders. 

• Ask a photographer to make a series of photos for you. Work with a contract that 

stipulates very well all the kind of uses you will make of the pictures. 
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• Take enough time to make good pictures, after all these photos offer the first 

impression to the web visitor. 

• Keep your pictures up to date.  

• Use pictures in your blog to show that you are working on improving the hotel, 

restaurant, etc. 

• Do not include people in the pictures unless you have their explicit written approval. 

Incorporate Video in Your Communication 

Next to photos, you should also use videos on your website and on social media 

platforms you use. You can use these videos to offer an extra visual experience, give 

extra information or give people an instant idea what to expect from your home, restaurant 

or cafe. Apart from making your website more engaging you can also use videos to attract 

new visitors when used on platforms such as Facebook, YouTube, etc. In that case make 

sure you add links in the description of the videos. Creating videos for your business is 

not necessary a very expensive enterprise if you want to take some time to do it yourself. 

It suffices to have a good smartphone, use a microphone, a not so expensive video editing 

software and especially lots of creativity to get a good result. If that seems all too 

complicated, you can hire a professional team. You might want to consider to add subtitles 

since a lot of people don't have the sound on when watching videos online. 

Include Frequently Asked Questions 

A frequently asked questions (FAQS) list is a list of articles which act as answers 

to common recurring questions. The FAQS is because of this an important component of 

websites, either as a stand-alone page or as a website section with multiple subpages per 

question or topic (which in itself are also excellent for SEO). If you have a long list of FAQS 

it is advised to split them up in groups, for instance you could consider having the following 

segmentation (each section will then hold various sub topics related to the main topic): 

• Your reservation 

• Change or cancel reservations 

• Payments 
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• Loyalty program 

• How to create an account 

It is advised to align your chatbot with these FAQS and even link to the individual 

answers from inside your chatbot. FAQS will reduce the workload of your customer service 

team as they lead the prospects directly to the right section. 

Keep Active Social Media Pages 

Social media can have a big impact on your business. In order to get good results, 

it is necessary to keep these platforms alive with new content. Here are some ideas how 

to keep your social media platforms alive: 

• Post regular content across your social media platforms. This can be in the form of 

blogs, photos, videos, etc. 

• Interact with followers by replying to them. 

• Make use of the Facebook chatbot to give automatic answers to people who have 

questions. 

• If you have a lot of local visitors to your business, then it is advised to every now 

and then run a locally promoted post. 

Use Chatbots 

Admins of active Facebook and/or Instagram pages will have noticed that 

communication via these platforms can be very time consuming, there are a lot of things 

that could be communicated during these chats like answering questions, promoting a 

special offer. In order to seriously reduce the human factor in responding to requests, 

there is the advised option to use a chatbot. A chatbot is a web application software used 

to conduct an on-line chat conversation via text on platforms like Facebook and Instagram 

(and other platforms) but also on your website. A chatbot will use automated 

conversations in order to direct the client to the choice he is looking for or can nudge him 

into the direction of a choice you want. A chatbot will generally do this in the first place: 
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• start the conversation with a welcome message when a chat window is opened on 

a website, asking what the user needs; 

• will leave a message when a person has left a comment on a post on Facebook or 

Instagram, typically this is either a soft sales message or an invitation to start the 

conversation; 

• will answer to questions asked in the messaging part of Facebook and Instagram. 

The follow-up answers to the user's questions can be triggered by keywords that 

are recognized by the chatbot and which can easily be programmed via such platforms 

as Mobilemonkey.com which offers a very low pricing for starters. Although some argue 

that a chatbot should be acting like a human, it should actually be acting intuitive so that 

a user is easily led to the info he wants when he has started the conversation. If the 

conversation itself becomes too detailed, you can set the chatbot so that it will inform the 

user that he / she will be contacted by someone. 

As such it is key to check on what your chatbot is doing and to actually reply to 

people who have a question which cannot be solved by a chatbot. Note that it can also 

easily be used to execute datamining on your users, for instance you can request emails, 

mobile numbers etc which are generally stored in the apps used so that the user only has 

to click one button instead of having to type the info himself. 

Send Email Newsletters 

Promoting content through email newsletters is an effective way to increase 

website traffic. Here are a few email marketing best practices:  

• Include enticing information in the subject line of your newsletter. 

• Add an attractive description in the first paragraph of the email or in the alt-text of 

the picture/logo that precedes your text so that that description is visible in the 

mailbox overview. 

• Insert a link on all the pictures and add a link or button that subscribers can click to 

read more of the content. 

• Make sure emails are mobile-friendly. 
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• Address your addressee personally and not as a group. Employ personalization by 

including the name of the subscriber. 

• Make the email visually appealing with the use of well-designed templates but keep 

it simple, don’t use photo backgrounds for instance. 

• Conduct A/B testing to see which versions of emails receive more opens and clicks. 

Start with different subject lines as these are the first thing people see when 

checking their mailbox. 

• Do not exaggerate the use of emojis in your subject line. 

When will you benefit from using email marketing? 

• To send deals and coupons 

• To send service or product promotions 

• To send meaningful, detailed content 

Use Influencers  

A lot of businesses have turned to influencers in order to boost their business. 

However, you should know that using influencers will only have a short effect and will 

often not end in a long-time business relationship as their followers hop from one action 

to the other. Use paid influencers when you have a special action you want to put in the 

spotlights and make sure to do your calculations first to see if it can make you money or 

not during the action period.  

Send Informative Press Releases 

Well-written informative press releases should be part of your communication 

strategy. You can announce company news or events and thus control what the topic of 

your news will be if picked up in the press. Make sure that your text answers the 5 Ws: 

Who, What, Why, When, Where. 

Stick to facts and try to avoid as much as possible promo talk where you basically 

say nothing. If you want to add a more emotional element, then use a quote to do so. The 
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reason for this is really simple, factual news is easier to edit than trying to make a 

promotional talk neutral. In the latter case you often will see that you have close to no 

facts left after editing. So, help the journalist and deliver him an almost ready to publish 

news piece.  

There are different occasions to send out a press release for your business: 

• New products or services that your business offers.  

• A contest, which will get you extra leads. 

• Company news such as a new owner, new staff member such as a winetaster, a 

business partnership. 

• Recruitment news if your business suddenly looks for a lot of extra people. 

• Crisis management. Good and clear communication can save your image or at 

least decrease the possible damage caused. 

• Occasions or events. 

• Expert insight in for instance the tourism domain, coffee making, … 

When writing the press release make sure that the content and topic is accessible 

to a larger public. Make sure that the intro already summarizes what the press release is 

about and make sure not to repeat yourself in the press release itself. Each paragraph 

needs to offer new info. Add an own photograph and indicate that it is copyright free. If 

you use an external photographer, make sure that you have a written approval that the 

photo can be used for promotional purposes without paying extra. Add a quote from the 

key stakeholder in the business, or someone who is directly related to the story, so that 

the quote will be relevant. Add a crucial detail in that quote so that it can be picked up 

easier. Finally, add your website URL so that people can check your site for more info. As 

a result, do make sure that your press release is also added to the blog section of your 

website before you send out the press release. 
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Work on Link Building 

The more links that point to your website with relevant keywords, the more Google 

will be trained to identify your page with these keywords. Easy? Not really. In order to get 

qualified links pointing to your website you have to work on 2 domains: 

• Organic link building: this occurs when another site finds your content interesting 

enough to point back to your site. To do this you can write compelling blogposts 

that offer added value and send out a mail to all relevant blogs that you just posted 

this. With some luck a few blogs will also include an article on their website and 

point back to your original blog. 

• Paid link building: there are a lot of services offering paid link services, however, 

these are often too expensive or very poor in quality. If you have a budget to go for 

paid link building, it is advised to spend time in contacting blogs and relevant 

websites with an offer to include an article pointing back to your website. Most will 

reply that they either don’t do guest posts or they will ask some financial 

compensation. In that case offer them a flat fee for a permanent guest post. Make 

sure that the guest post is not tagged with guest post or sponsored post because 

Google will downgrade the article and link. A golden rule: never ever go for a 

backlink exchange as this will be punished by Google. 

Retarget Web Visitors Using Web Push Notifications 

Web push notifications is a whole new way of staying in touch with people who 

have visited your site. These are notifications that can be sent to a website visitor when 

he has opted in on a desktop or Android mobile device (anonymously). They come in the 

form of alert style messages that slide in on a desktop screen. Depending on the operating 

system the place where they appear will differ. On mobile Android device they come in a 

manner nearly identical to push notifications delivered from apps. The web push 

notifications are connected usually with the blog section of a site and work in sync with 

the scheduled time of your post going online. So, with each new blogpost you can thus 

passively inform followers that a new post has been added to your blog. Users do not 
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need to be on any website or even be online to receive these push messages. The 

moment the push notification is sent it will appear on your screen. If you are offline, they 

will appear the moment you go back online. These messages are a very powerful way to 

connect your business with website visitors, even if they don’t click through, they still will 

see your web push notification so it also acts as branding. 

Recent statistics (https://www.moengage.com/learn/push-notifications-ctr-

success-rate-and-metrics/) indicate that the current results are as following: 

• Delivery rate (DR): 62,38% 

• Click-through rate (CTR): 4,67% 

• Conversion rate (CR): 22,27% 

Depending on the topic of your business, and the topic of your respective posts, 

the CTR can be higher or lower. The more ‘clickbait’ the subject, the more CTR you will 

have. It’s key to understand that you will need to build up your public for web push 

notifications to work. The more traffic your website has, the more signups you can expect, 

if you have a post that works really well, you will also see your number of followers 

increase. 

There are a multitude of services available, however, there is only one service that 

is immediately accessible for each business, and that’s Webpushr.com which offers 

excellent integrations with 3rd party platforms such as WordPress, WooCommerce, 

Zapier, etc. and it is free for up to 10000 active subscribers, which is already quite a lot. 

Just to give you an idea, if you have 10000 active subscribers and you can reach a CTR 

of 4,67%, you will get 467 visits to your website for each web push notification you send 

out. The Webpushr.com web push notifications also have no impact on the loading of your 

website, and they offer a completely transparent and easy-to-understand data protection 

& privacy policy with no current or prior affiliations/partnerships with advertising & data 

brokerage companies unlike other such services. The only downside is that it does not 

support multi-language to send notification separately. 

https://www.moengage.com/learn/push-notifications-ctr-success-rate-and-metrics/
https://www.moengage.com/learn/push-notifications-ctr-success-rate-and-metrics/
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Retarget Web Visitors Using Facebook and Google Ads 

Both Facebook and Google offer retargeting or remarketing solutions. Unlike the 

retargeting using web push notifications, retargeting using Google or Facebook works via 

a cookie drop and does not require a specific action from the web visitor (although you 

should in theory only be followed if you agree to all the cookie settings on a website you 

have visited). Let’s first look at how Facebook handles retargeting. At Facebook 

retargeting is a pay-per-click (PPC) strategy where you show your ads to people who are 

familiar with your brand and this because these people have either previously visited your 

website (where Facebook drops a cookie in your browser) or have interacted with your 

Facebook or Instagram page. In short, retargeting enables you to show your ads to people 

who already know about you. Its purpose is to try to get them to act (click, shop, etc.). To 

build up the audience to whom these retargeting ads will be offered to, you can populate 

this with visitors of your website (via a cookie drop) and/or you can also add a retargeting 

audience in Facebook by simply uploading all the data you have on a customer so that 

Facebook can try and match this data with registered Facebook users. You can also 

exclude existing customers from a special remarketing campaign. 

Important: 

• If you want to target new costumers only, then exclude people who have already 

purchased something with you. Also use unique ads since these new customers 

already know your business from visiting your website or interacting with your 

Facebook and/or Instagram pages. 

• If you want to target existing customers, use ads that focus on upsell and 

promotions to drive traffic and leads. 

• Retargeting or remarketing does take time. First of all, you will need to build up 

your audience of you work on new customers. And secondly your campaign has to 

run for quite some time since your ad budget will be spent overtime (recommended) 

and not all of your audiences are online every day. 

• When remarketing, make sure that the targeted audience sees your ad at least 4 

times. 
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Google Remarketing works a bit differently than Facebook’s. Since Google has no 

social media platform, it will focus its build-up of retargeting or remarketing audiences via 

a small snippet of code (remarketing code) that is placed on your website. When someone 

visits your website, this person will be added to a remarketing list. Then when they visit 

another website that uses the Google Ad network, they are served your ad. Google allows 

you to customize who sees your remarketed ads, you can for example prioritize new or 

returning customers. 

Disadvantages: 

• Unlike push notifications you pay per click since both Facebook and Google use 

PPC. 

• Where web push notifications can be free up to 10000 followers, here you will pay 

from the very first click. 

• It takes time to build up your audience. 

• The capping (the number of times someone sees your ad) is interesting but also a 

possible negative side since you can annoy people too much with your ads. 

• Since it happens 100% passively, people can get the impression they get followed. 

• Once you stop paying, the traffic stops. 

• You do not own the audience, Facebook and Google do, once you stop paying, 

your audience is gone, and in the case of Google it’s completely gone after one 

year anyhow. 

• While Facebook can offer you an instant audience via your Facebook followers or 

via data you upload, Google will need to build up its remarketing audience. If your 

website has not a lot of traffic, you will need to spend first on Google ads for 

instance to build up your audience, so you will end up paying twice. A good ROI 

follow-up will be needed in that case. 

• Unlike web push notifications it’s impossible to push your ad immediately to your 

complete collected audience. 

• People who do not want to accept cookies cannot be included the remarketing 

audience. However, reality shows that this is a major problem with many sites 
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which do not respect the choice of the web visitor and remarket everyone. GDPR 

is a real concern here. 

• The PPC on Facebook and Google is not always the cheapest solution and 

depending on competitors targeting the same audience like you your PPC can differ 

a lot. 

• If you only build your audience with non-paid web traffic you risk to fish in a limited 

pond. 

Advantages: 

• There is no limit to how many people you can remarket in Facebook and Google. 

• The build-up of an audience is faster than with web push notifications since it 

happens passively. 

• You can set your budget so that you don’t overspend 

• There is a very good way to check the ROI of your campaigns, especially via 

Google. 

• Remarketing ads with retargeting campaigns cost much less to reach the same 

audience and can be highly cost effective compared with pay-per-click ads. 

3.6.2 Increasing Website Traffic Offline 

Besides the already existing conventional non-internet promotion channels like 

advertisements in print magazines and newspapers, there are also less costly ways to 

drive traffic to your website. Include your website URL in all of your print material: if you 

want to generate traffic from offline sources then you will first of all need to show where 

people can find you online and that should be first of all your own website. You can also 

use QR-codes in your print material to direct people to your website so that they don’t 

have to type your URL. Add the URL of your website on cars, trucks etc. used by your 

business. Make promo material holding your url: bags, coffee mugs, stationary, etc. Use 

QR codes inside your brick-and-mortar business to drive traffic to your website for prices, 

menus, etc. The corona pandemic has made this a very accepted way of communication 
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inside a physical business. These visitors can then be turned into future customers (web 

push notifications on Android and remarketing audiences for Facebook and Google). 

Include exclusive online promotions in your offline sources: add a promotion in your 

printworks to direct people to your website and make sure that the code is unique so that 

you can later on follow the impact of your offline promo material. 

Include your business cards in your promo campaign: use these personal 

interactions to drive qualified traffic to your website. 

Use text messages to drive traffic to your website. Although not immediately offline, 

text messages are a very powerful tool to connect with your users to do upsells or offer 

promotions. The cost for a text message can be as low as 0,07 Euro per contact and the 

open rate is significant. You should text messages for the following reasons: 

• Push deals and coupons. 

• Personal alerts, e.g., notifications and account updates. 

3.7 Summary 

A website and other online platforms (social media accounts, booking systems, 

blogs, etc.) are very important marketing tools for tourism organizations in the global 

world. SMEs should have an online profile to appeal to their global customers. Hotel 

websites are advised to promote online consumers’ flow experience through designing 

and delivering consumer-oriented web atmospherics to invoke customers attention (Gao 

and Bai, 2014). In addition to that, each organization should define their target group and 

design their websites based on their specialties, either in-house or through outsourcing. 

Their contents and potential services should be directed based on the target groups 

demands and needs. 

After completing the website design, organizations should be aware of updating 

their website as it will increase their sphere of influence and also trigger Google to index 

the site better. Even if the website design process can be struggling for beginners, this 
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module explains it comprehensively. Besides, web design service, providers are also 

available for those who want to take professional support. 
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Supplementary Resources 

▪ https://www.youtube.com/watch?v=YWA-xbsJrVg  

▪ https://www.youtube.com/watch?v=K-zI7sC0glo  

▪ https://www.youtube.com/watch?v=8AZ8GqW5iak  

▪ https://www.youtube.com/watch?v=3JluqTojuME  

https://www.youtube.com/watch?v=YWA-xbsJrVg
https://www.youtube.com/watch?v=K-zI7sC0glo
https://www.youtube.com/watch?v=8AZ8GqW5iak
https://www.youtube.com/watch?v=3JluqTojuME
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Assessment Questions  

1) What is a mobile version of my website? 

a) a completely new CMS  b) an app   c) a basic html website  d) a website with 

responsive design 

2) Which of the following is a strategic consideration while developing a website? 

a) Deciding website developer  b) Choosing website construction tool 

c) Deciding the digital media to advertise  d) Considering key website features 

3) By using ___________ I can increase the security of my website by 

a) a firewall on my PC  b) a virus scanner  c) https  d) WordPress 

4) The __________________ is the website functionality that is mainly affected by GDPR. 

a) Website address b) Target Groups  c) Social Media d) Privacy Policy 

5) Institutional Logo and preferably a slogan have to be displayed on the home page: 

a) True   b) False 

6) After creating your website, testing via a laptop guarantees its function on other devices: 

(a) True b) False  

7) Functionality, usability, security, and privacy are the main dimension of a quality website 

for tourism and hospitality businesses. 

(a) True b) False 
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8) Which of the following is a core element of website design? 

a) Website headers   b) Footer    c) Site map     d) All of them 

9) Please match the concepts with the correct definitions.  

a) SEO 1) Regulation in EU law on data protection and 

privacy in the European Union and the European 

Economic Area. 

b) Responsive design 2) Computer software used to manage the 

creation and modification of digital content. 

c) GDPR 3) The layout and/or content responds or adapts 

based on the size of screen they are presented 

on. 

d) CMS 4) Process of improving the quality and quantity 

of website traffic to a website or a web page from 

search engines. 

a)a3, b4, c1, d2      b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1 

10) Please match the concepts with the correct definitions.  

a) WCAG2.0 1) A web hosting  provider is a type of Internet 

hosting service that allows individuals and 

organizations to make their website accessible 

via the World Wide Web. 

b) HTTPS 2) It is your digital address that people will use 

to get connected to your website. 

c) Web hosting provider 3) Secure communication over a computer 

network, widely used on the Internet. 

d) Domain name 4) Series of web accessibility guidelines 

published by the Web Accessibility Initiative of 

the World Wide Web Consortium 

a)a3, b4, c1, d2      b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1 


