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ABSTRACT 

This manuscript provides a review of the literature as it relates to factors impacting website 
implementation for micro and small hospitality enterprises. There is evidence that gaps still exist in 
practitioner understanding and academic research. The review identifies quality related factors such as 
website access, content, function, and design, which have an influence when implementing a website. It 
gives suggestions for academia and executives to address current shortcomings. 
 

INTRODUCTION 

A general trend towards online-based product research and purchases among travellers has emerged 
[27]. This requires businesses to attract them by providing value and quality in their web-based 
marketing [1]. The website as the window of the online presence is thus of particular importance as 
pointed out by Toma and Marinescu [38]. These developments have been leading the effort for 
considerable research in the hospitality space; however, quality implementation of an online presence 
brings some questions and challenges with it, which have been analysed across a wide range of literature 
[8]. In particular in micro and small enterprises (MSEs), implementation lacks strategic direction and 
challenges, and potential solutions have been difficult to grasp accurately [21, p. 483]. This literature 
review explores existing secondary sources to identify relevant themes in order to provide an overview 
for practitioners and academics and identify opportunities for improvement and further research. 
 
 

METHODOLOGY 

The methods to accomplish the objectives of the paper encompass the identification of appropriate 
sources from academic literature and practitioner material as well as contemporary online sources. A 
search strategy around key phrases associated to the main concepts was developed, which included 
keyword development for use in journal databases and search engines and the refinement of search 
strings with Boolean Logic. Results were analysed and grouped into common themes to establish an 
overview of the relevant quality factors [33]. 



Table 1: Key Terms and Associated Keywords Used in the Search Process 

Micro & Small Enterprise MSE, SME, Small, Medium, Micro, Entrepreneur, Start up, Business, 
Enterprise 

Website  
Internet, E-Business, Online, Web, Search Engine, Links, Offline, URL, 
E-Commerce, E-Marketing, IT, Technology, Analytics, Design, 
Navigation, HTML 

Marketing Purposes Marketing, Selling, Promotion, Advertisement, Distribution, Awareness, 
Channel, SEM, SEO 

Hospitality Hotel, Food, Beverage, Event, Catering, Accommodation, Hostel, 
Restaurant, Bar, Conference, B&B, Resort, Tourism 

 
 

WEBSITE IMPLEMENTATION FACTORS 

Based on the resulting literature, grouping of individual concepts into four wider areas was established 
to organize the information, as shown in Figure 1.  
 

Figure 1: Categorization of the Quality Factors Affecting Website Implementation 

  
 

Access 

Access relates to the issue of how potential customers can find the business website. Three main areas 
are evident in the literature: (1) Link building from other sites via directories, affiliates, press releases, 
and Social Media, (2) search engine usage in both organic results and paid advertisement and (3) direct 
access to the site via promotion of the URL [19] [27].  
 
Content 

Content subsequently discusses the information presented on the website. Researchers identified and 
analysed several criteria such as business, product and supplementary information outlined in Table 2. 
They point out the need to ensure accurate, valuable, up-to-date and legal information is supplied [3] 
[17] [32]. 
 
 

ACCESS DESIGN FUNCTION 

IN
TE

RN
ET

 M
ARKETIN

G 

CONTENT 

MSE  
SITE 



Table 2: Types of Website Content Presented in the Literature 
 

Business Information 
Canavan, Henchion & O’Reilly, 2007, p. 187; Küster & Vila, 2011, 
p. 137; Moreo, Cobanoglu & De Micco, 2007, p. 40; Sandy & 
Burgess, 2003, p. 38 Company related 

information 
Contact Information Canavan, Henchion & O’Reilly, 2007, p. 187; Law & Bai, 2007, p. 

395; Fry, Tyrrall, Pugh & Wyld, 2004, p. 306  

Product Information 
Canavan, Henchion & O’Reilly, 2007, p. 187; Küster & Vila, 2011, 
p. 13; Law & Bai, 2007, p. 395; 
Fry, Tyrrall, Pugh& Wyld, 2004, p. 306 

Product related 
information Online Catalogue / 

Listings 
Canavan, Henchion & O’Reilly, 2007, p. 187; Fry, Tyrrall, Pugh & 
Wyld, 2004, p. 306  

Purchase Information Küster & Vila, 2011, p. 13; Law & Bai, 2007, p. 395 
Pictures Canavan, Henchion & O’Reilly, 2007, p. 187 
Awards, Testimonials, 
Reviews Canavan, Henchion & O’Reilly, 2007, p. 187 

Supplementary 
information 

FAQ/Product Usage 
Directions 

Canavan, Henchion & O’Reilly, 2007, p. 187; Moreo, Cobanoglu & 
De Micco, 2007, p. 40; Sandy & Burgess, 2003, p. 38 

Non core product 
information 

Bickerton, Bickerton & Pardesi, 2000, p. 197; Hsu, Zhu & Agrusa, 
2004, p. 89 

 
 
Function 

Functional website aspects are features of websites and particularly important in terms of relationship 
building with consumers [27]. They are described as stages of sophistication of the website, moving 
from an electronic brochure approach, followed by basic interaction capabilities to a more complex 
transactional website, including the ability to build advanced relationships with recurring customers. 
This comprises interactional tools such as contact forms and discussion boards [22] [27]. Furthermore, 
ordering capabilities including payment options need to be considered where appropriate [32]. In this 
regard, Security and Privacy are essential factors, in addition to after-sale care of website customers [4]. 
 
Design 

Lastly, the design of websites includes appropriate aesthetics, navigation and organization [27]. Design 
influences brand perception and facilitates content and function on the site effectively. It should take the 
target customer into account [25]. In more detail, aesthetical characteristics include for example colours, 
symmetries, font and space usage and the supporting use of unique effects [12]. 
 
Post Implementation 

Post implementation success measurement is required to monitor the effectiveness in a number of areas, 
such as financial return, customer satisfaction and other quantitative metrics. Hudson and Gilbert [14] 
distinguished between the number of times the site is visited, the number of unique visitors and the total 
of page views. A further relevant metric is the amount of time users spend on the site. The interpretation 
of these numbers has been described by Chiang, Huang and Huang [5]. For instance, the number of 
visitors implies a level of general awareness of the site, and as such relates closely to the access issues 
described above. Zhou [39] suggests more detailed analysis of traffic sources such as by country or 
referring sites and the possibility to track peak visitor times or days in order to maximize site efficiency. 



It can also be beneficial to track the path users take on the site prior to making a purchase action or 
reversely before leaving the site, which gives insights into the effectiveness of content and navigation 
[30]. Ultimately, the business needs to find a way to measure the effectiveness of its website against the 
overall business objectives. 
 
 

METHODOLOGIES IN THE LITERATURE 

It appears that there is a tendency towards qualitative methods when business focused research is 
conducted, while consumer centric studies consider the quantitative methods as more appropriate. Some 
studies have focused purely on actual web research and data was not gathered from direct investigation 
with a person. Often, the immaturity of many of the concepts and the exploratory type of research called 
for qualitative methodologies. Moreover, there is a lack of dependable scales in the context of 
quantitative e-business measurement, which would be a key requirement for such approaches [6] [9]. 
Some researchers attempt to mitigate these issues with a mixed methodology: Hudson and Gilbert [13] 
based their quantitate survey variables on interviews with small B&B owners, Harris and Rae [11] 
utilized telephone surveys before conducting more exploratory case studies. Table 3 provides an 
overview of the methodology of literature analysed in this study. 

 

 

Table 3: Methodological Approaches in Select Literature 
 

 Author Topic Instrument Sample 

Q
ua

lit
at

iv
e 

Martin, 2004 E-innovation in small firms Case study, interviews 6 firms 
Namkung, Shin & Yang, 2007 Customer website 

experiences  
Grounded theory, semi-structured 
interviews 

37 customers, theoretical 
sampling 

Gilmore, Gallagher & Henry, 
2007 

SME e-marketing Semi-structured interviews Purposive, 10 SME 
managers 

Brown & Kaewkitipong, 2009 Size and e-business use Case study, interviews Purposive, 5 tourism SMEs 
Martin & Matlay, 2003 Internet use in small firms Case study, semi structured 

interviews 
Purposive, 3 small firms 

Jones, Hecker & Holland, 2003 Small firm Internet adoption Case study, interviews Purposive, 5 small firms 
Moriarty, Jones, Rowley & 
Kupiec-Teahan, 2008 

Small hotel marketing Loosely structured interviews, 
website analysis, 3 case studies 

Purposive, 15 interviews 

Murphy & Kielgast, 2008 SEM in small and medium-
sized hotels 

Case study, semi-structured 
interviews 

8 small hotels 

Jeffcoate, Chappell & Feindt, 
2002 

SME e-commerce adoption Telephone interviews Purposive, 27 companies 

Canavan, Henchion & 
O’Reilly, 2007 

Internet as marketing 
channel 

Focus groups, web audit. 
interviews, online survey 

3 groups, 16 interviews, 36 
responses 

Sandy & Burgess, 2003 Website content Focus groups 2 groups  
Hamilton & Asundi, 2008 Technology effect on 

profitability  
Interviews Purposive, 6 firms 

Q
ua

nt
ita

tiv
e 

Elliott & Boshoff, 2009 Internet based tourism 
marketing 

Likert style questionnaire 316 usable responses 

Sigala, 2004 Website Design Likert style questionnaire 176 usable responses 
Law & Bai, 2008 Consumer preference on 

design and content  
Likert style structured 
questionnaire 

Convenience, 862 usable 
responses 

Law & Huang, 2006 Traveler website discovery  Likert style questionnaire Purposive, 153 usable 
responses 

Van Birgelen, Ghijsen & 
Semeijn, 2005 

Web innovation and client 
satisfaction 

Descriptive variable surveys 1056 usable responses 



 
 

LIMITATIONS OF CURRENT LITERATURE 

Heterogeneity among sampled businesses and the need to take it into consideration was identified by 
several studies, which complicated generalization and theory building [26]. Specifically, issues in the 
suitability of specific recommendations across all business types are brought up [24]. Brown and 
Kaewkitipong [2] mention the lack of ability to generalize in the context of geographic characteristics 
and sectors. A need to synthesize the concepts is evident in a proposal by Rocha and Victor [34], dealing 
with the development of a comprehensive assessment method of hotel websites. 
 
Limited sample size played a role in several quantitative and qualitative studies [2] [20]. Namkung et al. 
[27] limit the validity of their study on website experience based on the narrow sample of Korean 
students. These compounding factors increase the difficulty in generalizing observations. Hudson and 
Gilbert [13] additionally refer to potential bias from selecting the sample in a purposive manner as a 
limiting factor. While models and theory development are presented in the literature, these frameworks 
need to be tested against real world practices. From a methodological perspective for instance, there is a 
need to complement qualitative research on web design with empirical testing [17] [24]. In order to 
generalize these findings, similar studies with extended geographical and demographic scope and 
increased sample size merit consideration [18] [27]. 
 
 

CONCLUSION AND SCOPE FOR FURTHER RESEARCH 

This literature review provides academics and practitioners with an overview of factors micro and small 
hospitality businesses should be concerned with. In light of the trend to online-based product research 
and relationship building, the advancement of the research in this area is key to the future success of 
MSEs. An understanding from both academic and industry side will prepare all parties to assess their 

M
ix

ed
 

Hudson & Gilbert, 2006 E-marketing in Canadian 
B&Bs 

Semi-structured interviews, 
questionnaire 

Convenience, 15 firms, 353 
questionnaire responses 

Quinton & Khan, 2009 SME website traffic 
generation 

Correlation analysis, qualitative 
interviews 

Purpose, 3 businesses 

Ramsay, Ibbotson, Bell & 
Gray, 2003 

Service sector e-
opportunities 

Postal likert style survey, website 
analysis, case study 

53 completed surveys, 1 firm 
for the case study 

Harris & Rae, 2009 Web 2.0 utilization Telephone survey, interviews 378 surveys, 30 case studies 
Küster & Vila, 2011 SME web design focus group,  

quantitative tests 
7 groups 

O
th

er
 

Scaglione, Schegg & Murphy, 
2009 

Sales performance Performance indicator analysis Convenience, 147 hotels 

Morrison, Taylour & Douglas, 
2004 

Website evaluation  Literature review 19 studies 

Opoku, Abratt, Bendixen & 
Pitt, 2007 

Website brand personality Content and correspondence 
analysis  

5 firms 

Taylor & Murphy SME e-business adoption Literature review Various academic and 
practitioner work 

Murphy & Scharl, 2007 Global versus local branding Website analysis, regression tests 489 of Fortune 500 
companies 

Jansen & Mullen, 2008 Sponsored search Review and critique Experiential and practitioner 
work 

Fry, Tyrrall, Pugh & Wyld, 
2004 

Website provision and 
accessibility  

Practical testing 455 independent breweries 



readiness for the next steps on the digital roadmap. As such, expansion of the samples and thus attempts 
to further generalize findings into an appropriate framework are required. In addition, integration of the 
various sub-concepts into more comprehensive models would be beneficial. Moreover, online marketing 
aspects need to be synthesized with offline activities of the MSE sector. While not primary focus of this 
paper, two other factors should be taken into account: The increasing relevance of Social Media is 
unquestionable in the online world. The subject has been touched upon with regards to the direction of 
browsers to a MSE site via Social Media channels and how this impacts the approach to Search Engine 
Marketing, but requires further analysis [15]. The information flow between users in the Social Media 
context is a second stream of marketing information on the web in addition to the company-facilitated 
channels [28]. The second additional development that has not yet been evident in the small business 
literature, but is certainly of increasing significance, is the expansion of mobile technologies and Internet 
access [31]. In regards to the operant implementation of websites, this will encompass the development 
of sites optimized for smaller smartphone screens [37]. 
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