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Abstract 

 
In today’s highly competitive tourism industry, e-commerce adoption has become vital for organizations to stay in 
the competition. In this context, as Turkey is one of the most popular tourist destinations, the hotels therein should 
also benefit from the advantages of e-commerce and improve their position in the market. To shed light on the e-
commerce adoption level of hotels in Turkey, a sample of 300 hotels were analyzed by examining their website 
features indicating e-commerce adoption. The results were then compared with the adoption levels of hotels in the 
US/Western European and African countries. The results indicated that Turkish hotels are in an improved stage in 
terms of e-commerce adoption.       
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1. Introduction 
Tourism is one of the driving industries for economical growth in most economies, especially in several developing 
countries. According to the Tourism Highlights report of the World Tourism Organization [1] “tourism exports 
account for as much as 30% of the world’s exports of commercial services and 6% of the overall exports of goods 
and services”. Further, tourism is the 4th highest ranked export industry, following fuels, chemicals, and automotive 
products. It is also reported that the tourism sector is rapidly recovering from the crises it suffered caused by the 
economic recession in 2008 [1]. In accordance with the report of the World Tourism Organization [1], although 
Europe is the slowest growing region in 2010, Turkey appears as one of the top ten destinations for international 
tourist arrivals and occupies the 5th highest place among the fastest growing countries in Europe in terms of tourist 
arrivals. As of 2010, the statistics indicate that nearly 1.7 million people are employed in the tourism industry of 
Turkey, which constitutes 7.2% of the total employment in the country [2]. In 2009 alone, the total economical 
activity in the Turkish tourism sector generated nearly 10% of the GDP.   
 
As a result of the tough competition conditions at present, the tourism industry in Turkey needs to use every kind of 
marketing tool efficiently to maintain or improve its current position. In this sense, the Internet can be seen as a 
marketing tool with a huge potential. It is often indicated that an increase in Internet usage offers a tremendous 
marketing opportunity, as the Internet can serve as an “international market space” [3]. Unlike conventional 
marketing methods that usually offer a one-way communication directed to the customer, the Internet can serve as a 
two-way marketing milieu between the supplier and the consumer [4]. With more than 2 billion worldwide users 
today, the Internet is one of the main marketing channels used by the tourism industry for promoting services and 
goods. Tourism organizations are thus able to interact with their potential and/or existing customers on a real time 
basis by providing appropriate data and services via their websites, thereby ruling out the requirement of any kind of 
agent. According to Chung and Law [5] “well-designed hotel websites with useful information and extra benefits 
available to customers can help increase sales volume and improve the reputation of a hotel”. Furthermore, as “the 
design of a website is the on-line consumers’ gateway to the organization” [6], it is crucial that a website provides 
the necessary information and services in a way that fulfills the expectations of the customers. The appropriate 
responses to customer expectations help to develop customer loyalty, which is a crucial step in achieving the 
competitive advantage [7]. According to Maswera et al. [8], as quoted from Prewitt (Prewitt, E., 2002, Build 
customer loyalty in an Internet world.http://www.cio.com/archive/010102/loyalty_content.html), “a 5% increase in 
customer retention results in a 25-95% increase in profits”.  

http://www.cio.com/archive/010102/loyalty_content.html�
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The growing literature on Internet usage as an e-business tool in the tourism industry offers various studies focused 
on the accommodation industry. Wei et al. [9] proposed that organizational factors such as hotel size, star rating, and 
geographical location have an effect on the level of information that hotels provide via electronic channels. Chung 
and Law [5] proposed a measurement model for assessing the performance of hotel websites. They used five 
dimensions in this model, including facilities information, customer contact information, reservation information, 
surrounding area information, and management of websites. In another study conducted in 2006, Law and Cheung 
[10] examined users’ perception on the quality of websites in terms of different hotel categories. Their findings 
indicate that the quality of websites for luxury hotels is expected to be higher when compared to those of lower-class 
hotels. In a study conducted with tourist organizations of Africa, including hotels, Maswera et al. [11] investigated 
the level of knowledge transfer via the websites of organizations and underlined interactivity as an essential feature 
for it. In two other studies examining the e-commerce adoption levels of tourism organizations in some African 
Countries, Maswera et al. [8, 12] compared the adoption levels of these organizations with US and European 
organizations and made some recommendations for increasing the benefits of e-commerce adoption. Further, Iranian 
hotels were also studied corresponding to their e-commerce adoption and performance. Based on the features of 
Maswera et al.’s [8] website, Salavati and Hashim [13] found that none of the 57 hotels used online reservations and 
that the 28 features examined on the websites for e-commerce adoption were still at an early stage among Iranian 
hotels. Schmidt et al. [14] evaluated some websites in Spain and Brazil regarding the relation between website 
features and the effectiveness of the websites. Wong and Law [15] conducted a study to determine the reasons for 
travelers using websites for hotel reservations; they identified three motivation aspects; information quality, 
sensitivity content, and time. Yeung and Law [16] used a heuristic technique for evaluating websites of hotels in 
Hong Kong in terms of usability. Zafiropoulos et al. [17] assessed hotels in Greece on the level of relevant 
information provided on their websites. The results indicated that while websites of hotels in Greece provided 
general information, most of the websites lacked interactive features such as online reservation.  
 
 In spite of the numerous studies conducted on e-commerce usage in the tourism industry, the literature on e-
commerce adoption in Turkish hotels is limited. In a study examining websites of luxury hotels in Antalya, Turkey, 
Aksu and Tarcan [7] assessed the existing web applications of 5-star hotels with a focus on questionnaire utilization 
on the websites of those hotels. Further, Baloglu and Pekcan [18] conducted a similar study on the usage of Internet 
as a marketing tool in luxury hotels by evaluating the websites of these hotels in terms of interactivity, navigation, 
and functionality. The results claimed that the Turkish hotel industry is not effectively using the Internet as a 
marketing tool.    
            
Since accommodation is an essential part of the tourism industry, an attempt has been made in the present study to 
shed light on the e-commerce adoption levels of Turkish hotels. For this purpose, 300 hotels in Turkey were 
evaluated. Website features indicating e-commerce adoption were selected from the study of Maswera et al. [8] and 
the websites of the 300 hotels were assessed for these features. The methodology and adopted website features are 
presented in the following section of this article. The results of the analysis are displayed and a comparison is made 
with the e-commerce adoption levels of African, American and, Western European hotels presented in the study of 
Maswera et al. [8]. Finally, some recommendations are made with regard to the benchmarking results. 
 
2. Methodology 
In the present study, the websites of Turkish hotels were evaluated in terms of their e-commerce adoption level, with 
respect to the hotel website features proposed in the study of Maswera et al. [8], which was based on a study 
conducted by Yao [19] to examine the e-commerce adoption of insurance companies. The features are listed in 
Table 1. A total of 48 features were sorted under six distinct groups.     
 
The websites of 300 arbitrarily selected hotels operating in Turkey were assessed based on whether they possessed 
the listed features. In the website evaluation process, a binary coding (0-1) was used for indicating the presence or 
absence of each feature on the evaluated website. The selection of the hotels and the evaluation of websites were 
done in the first half of 2008. Later, the average availability percentage of each feature was calculated. These results 
were then compared with the results of African and US/Western European hotels presented in the study of Maswera 
et al. [8]. The comparison is shown in Table 2. 
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Table 1: Website Features 
 

Corporate Information Product Information Non-product Information 
           

Company overview CI.1 Brief description PI.1 Weather/climate NPI.1 
CEO message CI.2 Rates/fares PI.2 How to get there NPI.2 

Financial reports  CI.3 Photo gallery PI.3 Local transport information NPI.3 
News CI.4 Virtual tours PI.4 Other places to see/visit NPI.4 

Employment opportunities CI.5 Interactivity-winnowing PI.5 Safety NPI.5 
Investor and community relations CI.6 FAQs PI.6 Immigration procedures NPI.6 

    Privacy and security PI.7 Customs NPI.7 
        Other – any unique content NPI.8 
          
            

Customer Relationship Management Reservation Payment 
            

Contact details including directions CRM.1 Checking availability R.1 Credit cards P.1 
E-mail address CRM.2 Making online reservations R.2 Debit cards P.2 

Feedback CRM.3 Tracking reservations R.3 Electronic cash P.3 
Reciprocal links CRM.4 Cancelling reservations R.4 Virtual credit cards P.4 

Promotions and special offers CRM.5 Cancellation policy R.5 Currency converter P.5 
E-newsletter CRM.6 Amending reservations R.6     

Loyalty system CRM.7 Creating customer accounts R.7     
Call-back services  CRM.8         

Mailing lists CRM.9         
Mail-to-friend button CRM.10         

Customer surveys CRM.11         
Customer profiling CRM.12         

Free downloads CRM.13         
Competition and games CRM.14         

Customized content CRM.15         
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Table 2: Comparison of Availability Percentages for US/European, African and Turkish Hotels 

Corporate Information Product Information Non-product Information Customer Relationship 
Management Reservation Payment 

  US/Eu Afr Tur   US/Eu Afr Tur   US/Eu Afr Tur  US/Eu Afr Tur   US/Eu Afr Tur   US/Eu Afr Tur 
CI.1 74 35 32 PI.1 100 64 84 NPI.1 9 15 25 CRM.1 100 92 99 R.1 85 31 39 P.1 85 31 39 
CI.2 12 3 15 PI.2 100 68 55 NPI.2 12 29 82 CRM.2 100 92 99 R.2 97 72 81 P.2 85 0 0 
CI.3 0 3 7 PI.3 47 64 76 NPI.3 12 2 34 CRM.3 9 23 45 R.3 41 12 39 P.3 0 0 39 
CI.4 62 40 47 PI.4 15 10 22 NPI.4 12 20 58 CRM.4 29 6 51 R.4 44 18 40 P.4 0 0 39 
CI.5 32 11 23 PI.5 32 8 43 NPI.5 9 0 8 CRM.5 76 33 49 R.5 44 18 38 P.5 26 16 39 
CI.6 9 5 15 PI.6 12 8 5 NPI.6 0 36 4 CRM.6 46 53 22 R.6 41 15 39     

    PI.7 82 11 38 NPI.7 0 1 0 CRM.7 45 3 0 R.7 44 14 23     
        NPI.8 0 22 32 CRM.8 0 0 37         
            CRM.9 41 13 10         
            CRM.10 13 9 5         
            CRM.11 0 1 9         
            CRM.12 0 0 13         
            CRM.13 0 2 13         
            CRM.14 0 6 11         

            CRM.15 50 2 29         
 
 
 
 
 

Table 3: Group Based Average Availability Percentages for Turkish Hotels 
Rank Feature Group Average Availability Percentage 

1 Product Information 46.1 
2 Reservation 42.8 
3 Customer Relationship Management 32.7 
4 Payment 31.3 
5 Non-product Information 30.4 
6 Corporate Information 23.3 
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Table 4: Availability Percentages of Features in a Descending Order 

  Feature Code Percentage 
      

Contact details including directions CRM.1 99.00 
E-mail address CRM.2 98.67 

Brief description PI.1 84.00 
How to get there NPI.2 82.00 

Making online reservations R.2 80.67 
Photo gallery PI.3 76.00 

Other places to see/visit NPI.4 58.00 
Rates/fares PI.2 55.00 

Reciprocal links CRM.4 51.33 
Promotions and special offers CRM.5 48.67 

News CI.4 47.00 
Feedback CRM.3 44.67 

Interactivity-winnowing PI.5 42.67 
Cancelling reservations R.4 40.00 
Amending reservations R.6 39.33 

Credit cards P.1 39.33 
Virtual credit cards P.4 39.33 

Checking availability R.1 39.00 
Tracking reservations R.3 39.00 

Electronic cash P.3 39.00 
Currency converter P.5 39.00 
Cancellation policy R.5 38.33 
Privacy and security PI.7 38.00 
Call-back services CRM.8 37.00 

Local transport information NPI.3 34.33 
Company overview CI.1 32.00 

Other – any unique content NPI.8 32.00 
Customized content CRM.15 28.67 

Weather/climate NPI.1 24.75 
Employment opportunities CI.5 23.00 
Creating customer accounts R.7 23.00 

E-newsletter CRM.6 22.33 
Virtual tours PI.4 21.67 

CEO message CI.2 15.33 
Investor and community relations CI.6 15.00 

Customer profiling CRM.12 12.67 
Free downloads CRM.13 12.67 

Competition and games CRM.14 11.00 
Mailing lists CRM.9 10.33 

Customer surveys CRM.11 9.00 
Safety NPI.5 8.00 

Financial reports CI.3 7.33 
FAQs PI.6 5.00 

Mail-to-friend button CRM.10 5.00 
Immigration procedures NPI.6 4.33 

Customs NPI.7 0.00 
Loyalty system CRM.7 0.00 

Debit cards P.2 0.00 
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3. Results 
It can be seen in Table 3 on the feature group base that the features most frequently found on the websites of Turkish 
hotels are those related to the product information and reservation, with percentages 46.1 and 42.8, respectively. On 
the other hand, the least commonly found features include the corporate information features with an availability 
percentage of 23.3. However, the most common features, that is, features that are available on more than two thirds 
of the websites, are mainly CRM and product information related features. 
 
According to Table 4, the most commonly found features are “contact details including directions” and “e-mail 
address”. These are presented on the websites of nearly all hotels with percentage values close to 100. Next, the 
second most common category is the reservation category with “making online reservations” being the only feature 
under this category to be found on two thirds of the evaluated websites; other features in this category are found on 
less than half of the websites. Three features, namely, “customs”, “loyalty system”, and “debit cards” are not 
available on any of the websites assessed. Further, nearly half of the hotels provide information about the 
“rates/fares” of their products/services on their websites. 
 
A comparison of these results with those of African and US/Western European hotels reveals that the e-commerce 
adoption level of Turkish hotels is better than African and close to or better than US and Western European hotels. It 
should be mentioned that for most of the features, the availability percentages of Turkish hotels are higher than that 
of African hotels, with the exception of “rates/fares”, “immigration”, “electronic newsletter”, “mailing lists”, and 
“mail to a friend”. Again, for more than 20 features, most of which are related to non-product information and CRM 
features, the availability percentages of Turkish hotels are higher than that of US/ Western European hotels. 
Nevertheless, for most of the features under reservation and product information groups, which are the most 
common feature groups on the websites of Turkish hotels (Table 3), the percentage values of US/Western European 
hotels are equal to or better than the values of the Turkish hotels. The most popular features with availability 
percentage values higher than 65 of every country/country group include “contact details”, “e-mail address”, and 
“making online reservation features”. Although “product description” and “rates/fares” are among the popular 
features for African and Turkish hotels, they are less common when compared with US/Western European hotels, 
especially the “rates/fares” feature. An interesting finding is that the “photo gallery” feature is more pervasive 
among African and Turkish hotels. In addition, the difference between hotels in the US/Western Europe and other 
countries is huge in terms of “credit cards” and “debit cards” features. This could be a result of the cultural 
differences between the countries in terms of the purchasing routine evaluation. Another interesting finding is that 
most of the Turkish hotels do not provide information related to their “privacy and security” policies on their 
websites. This is consistent with the low availability level of online transaction features, but inconsistent with the 
high level of online reservation function provided on most of the websites.        
 
4. Conclusion 
To survive in the competitive tourism sector, hotels need to take advantage of the widespread use of the Internet to 
promote and advertise their goods and services. The results obtained in the present study indicate that the e-
commerce adaptation level of Turkish hotels is better than that of African hotels and close to that of US/Western 
European hotels. With the exception of some features like “privacy and security”, “promotion and special offers” 
and “mailing lists” etc., Turkish hotels seem to provide adequate information and services in terms of corporate 
information, product information, non-product information, and customer relationship management. However, they 
fall behind US/Western European hotels regarding reservation and payment feature groups. As tourism is a highly 
competitive sector, it can be said that the websites of Turkish hotels must fulfill the expectations of international 
tourists in order to attract their attention, especially tourists from US and Europe. This implies that these websites 
must make available to Western tourists the information/services that are available on the websites of hotels in the 
Western countries. In this sense, while maintaining or developing their performance on other features, Turkish 
hotels should pay special attention to those features in which they fall far behind their US/Western European 
counterparts. Among these, the most important features are “credit cards”, “debit cards”, “checking availability”, 
“company overview”, “rates/fares”, “privacy and security”, “promotions and special offers” and “mailing lists”. In 
addition to these features, enabling online transactions and actual-time reservation operations (checking availability 
and managing complete reservation operations, including making, changing, and cancelling) and providing security 
and privacy policies regarding these functions on the websites should be given the highest priority in the website 
design development process of the hotel management.   
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One limitation of this study is the time lag between this study and Maswera et al.’s [8] study. As Maswera et al.’s 
study presented the journal in the spring of 2006, there is at least a 2-year lag between the data gathering processes 
of the two studies. This could jeopardize the results of the benchmarking, resulting in biased results in the interest of 
Turkish hotels. Nevertheless, it is believed that while considering the time lag, the results would also indicate the 
weaknesses to the Turkish accommodation sector and thus make clear the priority in developing e-commerce 
adoption.  Future research must also include an analysis of the quality of these features. 
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