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The study presented in the following article analyzes the current state of the internet communication with 
customer in the Czech lodging industry. As test subjects were chosen accommodation facilities within the 
North Bohemian region which, with its relatively wide mountain ranges and lake areas, is suitable for all 
year-round vacation. The general objective of this research is to (1)identify to what extent are the 
respondents using internet media to communicate with customers, (2) quantify the amount of investment 
and (3) describe the frequency and intensity with which the facilities use individual internet tools like web 
presentations, Pay-per-click advertising, lodging search engines, social sites and other. Information given 
in this article is a result of qualitative research based on a subjective real-life experience of lodging 
facilities. In this paper we identify and describe the weaknesses and problems these facilities are facing 
and we suggest new possible ways of innovation. Considering the latest years development of internet 
tools used by lodging facilities in the communication process with the customer, the proposed model not 
only represents a useful guide for managers of these facilities but can be also used for observing the 
general development of marketing techniques in the accommodation industry. 
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Introduction 
 
Hotel industry, due to its close relation to tourism, belongs among the service sectors that under the 
influence of the growing number of Internet users had to fundamentally change its approach to customer 
communication. The increasing availability of self-service technologies has allowed the end consumer to 
organize the touristic experience on his-own and directly communicate with the lodging facilities leaving 
out the intermediary in the form of the traditional travel agency selling complex travel products 
(Stockdale 2007). In the lodging services, the attention is now being moved towards individual customer 
communication, which puts emphasis on the ease of information search and the quality of reservation 
services. However, in view of the strong competition, which is further enhanced by the features of the 
Internet, just simple sharing of information is not enough. In this new environment, companies need to 
find ways how to establish better quality and personalized relationships with their customers by using 
technologies and media the consumers are more familiar with. 
 
In 2000, the prevailing opinion among the experts was that the Internet in terms of advertising represented 
an uninteresting and financially ineffective media (Mastný, 2010, p 82). Despite these initial doubts, the 
Internet has become over the years one of the most frequently used media. This channel makes possible 
the transfer of an almost unlimited amount of information, facilitates the two-way communication with 
customers and helps accelerate the transaction processing (Kotler, et. al, 2007, p 28). Furthermore, the 
Internet provides new ways of ensuring higher availability of the customer services, helps incorporate 
interactive strategies concerning sales and promotion support, and offers innovative approaches to 
merchandise selling thanks to the development of e-commerce. Some companies implement online tools 
in all aspects of their business activities including reservations, order reception, inventory control, 
production planning and distribution (Clow, Baack, 2008, p 388). Another great advantage of this 
medium is the possibility to apply a very sensitive targeting allowing the application of very personalized 



and individualized marketing strategies, which can be considered as one of the key success factors in 
view of the rapidly expanding Internet population. Regarding the level of investment into marketing tools 
in the Czech Republic in 2013, Internet advertising with 12,9 mld. CZK (469,6 mil. Euro), which 
represented 17,4% from the total, took third place just behind television and press. Internet is currently 
the only medium in which the amount of resources invested is increasing every year (Effectix, 2014). 
 
In the hospitality industry, Internet has become, almost exclusively, the major distribution channel. The 
online marketing does not represent a powerful tool suitable just for the large hotel chains. Thanks to its 
relatively low cost implementation and maintenance it can be considered as very beneficial also for the 
small- and medium-size lodging facilities by providing them an efficient communication platform that use 
of which can result into gaining a significant competitive advantage on the market (Parets, 2002). 
According to the report published by European Travel Comminssion, in 2010 already 64% of travelers 
and 65% of businessmen were using Internet to search information about accommodation in the area of 
their destination, to make reservation in these facilities or to book flights. This number grows higher by 
every year, which emphasizes even more the importance of online communication for entrepreneurs in 
the hospitality industry (Yu-Lun Hsu, 2012 in European Travel Commission, 2010). 
 
 
Internet-based communication tools 
 
Marketing efforts applied via the Internet are also known under the notion of e-marketing. For this new 
and evolving type of marketing the traditional strategies and rules are still viable but there are also some 
specifics. In addition to the traditional tools such as advertising, sales support, PR, there is a variety of 
other, Internet environment specific instruments: own webpage presentation, e-mail marketing, social 
networks, PPC advertising, chat and forums, discount portals, messengery and travel booking portals 
along with online travel agencies that are typical for this industrial sector discussed in this paper. All of 
these online marketing tools are interconnected and have their advantages and disadvantages which the 
marketer should be aware of while building a marketing and communicational strategy (Stuchlík a 
Dvořáček, 2002, s. 43). In the following text, we will present the major instruments that were subject of 
our research.  
 
 
Own website presentation 
 
Website presentation has become an essential part of the communication mix of many companies, as well 
as all other institutions and non-profit organizations. Websites represent the basic platform that is being 
referred to not just by the communication tools in the online environment, but also, with increasing 
tendency, by other media outside the Internet (Karlíček, Král, 2011, s. 173-179). The prerequisite for 
creating a good website is to assure easy orientation and information accessibility for the customer (Clow, 
Baack, 2008, s. 406). According to Sung-ho Road and Hsiao-kang, the physical access to the website, 
standardized content and interface, that both enhance the ease of orientation, are equally important (Road, 
Hsiao-kang, 2002). Another web efficiency criterion includes content attractiveness which is influenced 
by the level of entertainment offered to the target group and by the relevancy, usefulness and originality 
of information presented on the website (Karlíček, Král, 2011, s. 174). Kotler adds that the webdesign 
should be graphically intriguing, aesthetically pleasing and updated (Kotler, 2005, s. 98). Similarly to the 
traditional types of media, the visibility and reach play a crucial role. In this particular case of Internet 
presence, the main concerns should be directed toward the visibility by the search engines, which are in 
the Czech environment Google and Seznam. The importance of SEO (Search Engine Optimisation) has 
significantly grown in the past few years. This can be attributed to the fact, that the Internet users 
generally pay attention only to the links displayed among the top search results (Karlíček, Král, 2011, s. 
173-179). 



As stated in Chung and Law (2003), suitable web design of a hotel web site offering useful information 
can help increase the volume of sales and promote the desired image building and improvement. Jia-Jane 
Shuai a Wei-Wen Wu  (2011) mention in their work 4 categories of website information that is necessary 
to be customized by lodging facilities. First class includes basic information such as the map of the hotel 
location, its description, pricing, etc. Second category contains information about the equipment of hotel 
rooms, restaurants and pastime possibilities. The third class deals with the surroundings of the lodging 
facility, transport and tourist information and nearby attractions. The last category contains advertising 
tools including updated news and banner advertising. 
  
 
Electronic mail 
 
Email marketing is a legitimate and widely used business tool, although there is a constant danger that the 
send mails may be identified as unwanted commercial message and end up in a spam box (Pavlov, 
Melville, Plice, 2008). E-mail marketing is mainly used for B2C market with the purpose of improving 
customer relationships, strengthening loyalty and improving awareness of the company or the brand. E-
mail can serve as a successful tool if it offers an engaging content, interesting design and if it yields 
benefits to the potential customers and if it is sent from a trusted entity (Jenkins, 2009, pp. 9-15). 
 
The research conducted in the Czech Republic in 2013 by the consulting group Effectix discovered that if 
a company uses e-mail as an instrument for sending updated information and attractive offers only to the 
interested parties, customers and partners, the investments into this tool are of relevance. Data gathered 
from 2100 company accounts indicate extremely poor results in the monitored parameters concerning the 
behavior of visitors on the websites. During this survey it was found that customers included in the 
company databases will stay on the website approximately three minutes after clicking on the link sent via 
e-mail and will browse 4,3 web pages while 53% of them will leave the landing page immediately. Their 
behavior is very similar to the behavior of the average visitors coming to the website from other channels 
(e.g., from search engines, referring pages and other forms of campaigns). If the company buys an 
external database, 84% of visitors gained through this database will leave the site immediately, the 
remaining 16% will then read only 1,5 web pages and spend on the web less than a minute 
(Effectix,2013). 
  
 
Social networks 
 
Social networks can be defined as virtual places - servers, where hundreds of users whose primary interest 
is to share personal information reunite. The key aspect is that the users want to share data and 
information with other users of the community through their profiles (Pospíšil, Závodná, 2012, s. 99). 
Social networks are nowadays rapidly growing global phenomenon affecting every continent and 
therefore entering as a powerful and sophisticated new type of marketing channel. Due to the influence of 
this new phenomenon, marketing becomes very precise, personal and social. Social networks give the 
marketers new opportunities how to implement hypertargeting campaigns using the profile information, 
the involvement of the community by drawing on social capital within groups of friends and by directing 
the virtual word of mouth in form of spreading personal recommendation across the existing customer 
base (Shih, 2010. s. 95). Social media have become a significant tool in the market research, allowing the 
marketers to listen and analyze what are the specific thoughts and needs of the targeted groups (Sterne, 
2011, s. 31). According to Janouch, social networks can be perceived as places providing “collective 
wisdom” since the opinion regarding certain product or service shared by the majority of the community 
generally reflects the objective reality and therefore is correct (Janouch, 2011, s. 210). 
 



Among the most frequented social networks in the Czech Republic belongs Twitter, Linkedln, Youtube, 
Google+ and Facebook that with 4,2 million users is clearly the leading social  network in the Czech viral 
environment (ČTK, 2014). The social media are considered to be a great asset for the business 
development since they allow the sharing of information among unlimited number of users with 
accelerated velocity and may even cross the border of the targeted market which can be beneficial for the 
lodging facilities as well. The hospitality sector represents a highly competitive market where for example 
a positive reference shared by the clients of visited facilities may help them to gain more important part of 
the market. Thanks to the social nature of the websites such as Facebook or Twitter, the information 
shared via this channel may reach even travelers from foreign and not explicitly targeted countries 
(Holzner, 2009). 
 
 
PPC 
 
The letters PPC stand for a pay-per-click advertising. PPC may contain text, images, animations, video, 
sounds and their various combinations. This type of advertising is very interactive, by clicking on the 
marketing content, the user is redirected to the marketer’s website. Online advertising helps to reach in a 
short time a higher number of website visitors, and consequently a higher number of sales (Karlíček, Král, 
2011, s. 66). In the Czech Republic, the most commonly used PPC systems are Google AdWords, 
Seznam Sklik and Facebook Ads. There are also other, more specific systems such as LinkedIn Ads that 
are suitable for B2B advertising (Inborn, 2014). The PPC is less expensive than traditional advertising on 
TV or radio and it is easier to change the broadcasted content and its appearance, or end the whole 
campaign if the results do not fulfil the expectations (Li, Bukovac, 1999). 
  
 
Public relations 
 
Public relations represent a marketing technique whose purpose is to share the information about 
organization, products and services with the aim of creating a positive climate, gaining the support of the 
community and institutions that could influence the achievement of marketing goals (Vysekalová, Mikeš, 
2003, s. 17). These subjects are called stakeholders and they include customers, suppliers, employees and 
other people and organizations that are affected by the activities of the company (Naftová, 1999, s. 28). 
Online PR for these purposes implements Web 2.0. tools such as forums, blogs, chat, video, etc.  The ease 
of use and the efficiency of these instruments made of online PR a very popular marketing technique for 
both producers and service providers (Waters et al., 2009).  
 
 
Efficiency statistics of individual Internet tools in the Czech online environment 
 
Company’s websites are regarded as one of the most effective forms of communication with customers 
that can access the website from many sources. Up to 35% of visitors is redirected from search engines 
(Google 18%, Seznam 14%, others 3%), 33% enter the site address directly or through tabs. Although, the 
investments into Internet advertising are generally higher that into other tools their contribution to website 
traffic is much less important. All online advertising tools combined bring only 18% of visitors (PPC 
10%, banners 5% and emailing 3%) but its impact is still growing, for example in 2013 the number of 
visitors increased by 8% (Effectix, 2013), except banner advertising whose efficiency since its creation is 
rapidly falling. While in 1995 the Click Rate (the average number of users that clicked on the interactive 
advertisement) varied between 10-20%, nowadays it is only 0,2-1%. Despite this number, online banner 
advertising is still widely used (Stuchlík a Dvořáček, 2002, s. 75). 
 



The importance of having a company presence on at least one of the existing social networks is getting 
more and more crucial. The number of visitors redirected form social networks increased between 2011 
and 2012 by 90%. The greatest growth (158%) was recorded for the video server YouTube. In 
comparison with other tools, social networking is still lagging behind in the impact on the website traffic 
with a total of 2.2% (Effectix, 2013). The effectiveness of Internet advertising via these online 
communities (PPC, sponsored posts, company profiles, etc.), for example on the most frequented social 
network in the Czech Republic, Facebook, has been subject of many discussion. Jessica Guynn in her 
article mentions the case of Starbucks, that just four weeks after placing an advertisement on Facebook 
experienced an increase in sales by 38% thanks to the new fans of their Facebook page/profile. Facebook 
has conducted an internal investigation of 60-advertising campaigns, where 70% of the campaigns 
recorded returns 3$ to1$ of the cost of the campaign, and 50% of these companies reached even 5$ to 1$ 
returns. Other studies of this type, however, do not offer such positive conclusions (Guynn, 2012). 
 
 
Official classification of lodging facilities in the Czech Republic 
 
The Association of Hotels and Restaurants of the Czech Republic in reaction to the Resolution of the 
Government dated 17th July 1999 and with the support of the Ministry of Regional Development and the 
Czech Tourist Authority - Czech Tourism - has published a document called “Official united 
classification of accommodation facilities in the Czech Republic”. This official classification was taken in 
consideration during the construction of the questionnaire used in the research whose results are presented 
further in this paper.  
 
The Czech Association of Hotels and Restaurants is a member of the European association HOTREC that 
represents hotels and restaurants in the European Union. Classification systems of individual EU 
countries are currently undergoing harmonization. The members of HOTREC adopted “document 21” 
containing unifying criteria and principles. Official united classification of accommodation facilities in 
Czech Republic became part of the European Hotelstars Union system, which standardizes the 
classification criteria within the Czech Republic, Germany, Austria, Hungary, Switzerland, Sweden, 
Netherlands, Luxembourg, Lithuania, Latvia, Estonia and Malta. Hotelstars Union guarantees the same 
quality parameters of accommodation services in the defined region (Asociace hotelů a restaurací České 
republiky, et all. 2013). For the purposes of this research, due to the number of representatives of each 
type in North Bohemian region we chose the following categories: hotels, gesthouses, cottage settlements, 
tourist hostels and campsites. 

 
 
Research methodology 
 
This research whose aim was to identify the elements of the Internet communication process with the 
customer in the hospitality industry was conducted through an online questionnaire. The respondents were 
owners and managers of the accommodation facilities in three sub-regions of the Czech Republic 
(Liberec, Hradec Králové a Ústí nad Labem) that together form the North Bohemian region. According to 
the data published by the Czech Statistical Office, there are 2, 835 accommodation facilities in total in 
this area. The survey addressed 60% of them. We gathered 356 responses which makes a response rate of 
20, 92%. The individual categories of accommodation were represented as follows: 17 cottage settlements 
(4.8%), 47 hotels (13.2%), 12 campsites (3.4%), 138 gesthouses (38.8%), 43 tourist hostels (12%) and 99 
other non-classified facilities (27.8%). The main objective of the analytical part was to test the hypothesis 
chosen by the members of the research team that were based on the supposition about the existing 
connectivity between the use of the Internet tools and the economical parameters describing these 
facilities. As a determinative test we used a chi-square test. 
 



Research results 
 
The level of Internet use in the communication process with the customer 
 
The introductory section of the questionnaire investigated the use of the Internet by the lodging facilities 
in the communication process with customers and also its administration. To the question "How much do 
you use the Internet to communicate with your customers?" the respondents were asked to chose the 
answer from a five-point scale (not at all, a little, moderately, mostly, exclusively). As a significant 
finding we can consider the fact that 45% of respondents did not use the Internet to communicate with 
customers at all. We also discovered an alarming absence of own websites, e-mail contacts and other 
basic tools. These facilities as well were part of the further analysis. After a closer analysis of the 
respondents who do not use the Internet as a communicational tool, we found out that this was mainly the 
case of the other non-classified facilities. In the minority there were represented also several guesthouses, 
tourist hostels and cottage settlements. However, 36% of the interviewed facilities stated that they use 
Internet “mostly” to reach the customer. Only less than 3% of the respondents said that they use Internet 
“exclusively”, meaning that they do not use other communicational tools. Based on these finding, it 
appears that the Internet represents an important mean of communication in the hospitality industry but it 
is used rather complementary in combination with the traditional media such as print advertising or press. 
The following table displays the results of the test of independence between two variables The level of 
Internet use in the communication process and Facility type. 
 

H0 H1 
Confidence 

level 
Chi-Square 

statistic P-Value 
The level of Internet use in the 
communication process and 
Facility type are independent  non H0 95% 186,026 0,0000 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level. Therefore, the 
observed value of The level of Internet use in the communication process for a particular case is related to 
its value for Facility type. The estimated dependence between the level of Internet use in the 
communication process with customer and the type of the accommodation facility has been confirmed. 
 
To the question "Who is in charge of the promotion of your business and the communication over the 
Internet?" 56% of respondents answered that the owner of the facility, in 21% one assigned employee is 
responsible and in 14% more employees, only 9% of the survey participating facilities stated that they 
employ an external expert or use the services of an agency.  
 
 
The amount of investment into Internet communication tools and its profitability 
 
In the following part of the questionnaire the respondents were asked to approximately evaluate how 
much do they invest into Internet promotion (communication) and if they feel this investment is rentable. 
The choices were: zero investment, minor investment, medium investment and significant (key) 
investment.  The majority of the respondents (49%) stated that the level of their investment can be 
regarded as moderate, 31% invest insignificantly (minor investment), 9% do not invest at all. On the other 
hand, 11% of the facilities consider the Internet to be a crucial marketing instrument and thus their 
investments are significantly higher than into other media and tools. In the analysis we examined the 
dependence of investments on various factors. The test results are shown in the following tables.   
 



H0 H1 
Confidence 

level Chi-Square statistic P-Value 
The amount of investment and 
Facility type  are independent non H0 95% 9,326 0,8599 
 
Since the P-value is greater than 0,05, we cannot reject H0 at the 95,0% confidence level. Therefore, the 
observed value of The amount of investment for a particular case may bear no relation to its value for 
Facility type.   
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
The amount of investment and 
Average annual turnover are 
independent non H0 95% 11,051 0,5246 
 
Since the P-value is greater than 0,05, we cannot reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of The amount of investment for a particular case may bear no relation to its value for 
Average annual turnover. 
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
The amount of investment and 
Facility occupancy are independent non H0 95% 389,775 0,6200 
 
Since the P-value is greater than 0,05, we cannot reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of The amount of investment for a particular case may bear no relation to its value for 
Facility occupancy. 
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
The amount of investment and The 
level of Internet implementation in 
the communication process are 
independent. non H0 95% 23,472 0,0052 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of The amount of investment for a particular case is related to its value for The level of 
Internet implementation in the communication process.   
 
The tests suggest that the level of investment into Internet promotion may not be influenced by the type of 
the accommodation facility, the average annual turnover, nor by the facility occupancy. It turned out, 
however, that the level of investment depends on the extent to which the Internet is used for 
communication. The results indicate that the more accommodation facilities use the Internet to 
communicate, the more they invest in this kind of instruments. Regarding the return on investment, we 
tested whether it depends on the amount of investment into communication or not. We discovered that no 
such connection exists and that return on investment probably depends on other factors. 
 



H0 H1 
Confidence 

level Chi-Square statistic P-Value 
The return on investment and The 
amount of investments are 
independent non H0 95% 11,260 0,0807 
 
Since the P-value is greater than 0,05, we cannot reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of The return on investment for a particular case may bear no relation to its value for The 
amount of investments.  
 
 
The spectrum of implemented online communication tools 
 
The aim of the questionnaire was also to analyze how many and what type of Internet communication 
tools exactly the facilities use and whether they are administrated externally or internally. From the 
collected data we generated a more general variable named the Number of communication tools. This 
variable was also examined from the point of view of dependency on various factors. 
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Number of communication tools 
and Facility type are independent. non H0 95% 246,793 0,0000 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Number of communication tools for a particular case is related to its value for Facility 
type.   
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Number of communication tools 
and The level of Internet 
implementation in the 
communication process are 
independent non H0 95% 454,221 0,0000 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Number of communication tools for a particular case is related to its value for The level 
of Internet implementation in the communication process. 
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Number of communication tools 
and Return on investment are 
independent. non H0 95% 55,437 0,0003 
 



Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Number of communication tools for a particular case is related to its value for Return on 
investment.   
 
The results indicate that the greatest number of communication tools is used by hotels and gesthouses. 
Slightly less important number is implemented by camps. Other non-classified facilities use these tools 
only in minority. This research as well confirmed the assumption that more the facilities implement the 
Internet in their strategies, the more tools they use to communicate. The collected data also suggest a 
possible interdependence between the number of communication tools and the returns on investment 
which should although be verified by more thorough research focusing specifically on the financial 
aspects of online marketing tools. During the analysis of the answers, as it was already mentioned above, 
we also examined what communication tools are implemented the most frequently and how they are 
administrated (externally or internally). The results are displayed in the figure below. 

 
Among the most used tools belongs own website presentation of the accommodation facility, followed by 
e-mail communication. An important tool as well appears to be accommodation search engines. It turned 
out that the facilities equally often use own booking form on their website. The complementary 
communication tools include social networking, online travel agencies, online PR articles, PPC, forums 
discussions or gestbook comments. We found out that online chat, skype and other messenger 
applications figured in the answers only exceptionally. Potential for growth and improvement may be 
seen in the implementation of social networks that can provide the accommodation facilities new ways of 
increasing the credibility of the company and building positive image. The chart above clearly indicates 
the general effort to manage all the tools internally. Only some of the tools such as websites, 
accommodation search engines and online travel agencies the facilities are willing to outsource. 
 
 
Evaluation of the effectiveness of the online tools 
 
After mapping the frequency of use of individual Internet communication tools, the respondents had to 
evaluate the effectiveness of each tool. A prerequisite to assess the effectiveness of these tools is having 
sufficient information on the amount of customers that each tool brings. Only under the condition that the 



facilities dispose of this kind of information it is worth to further interpret the evaluation results. For the 
question “Do you have an idea how many customers each tool brings?” the respondent could choose from 
a five-point scale answers: none, very vague idea, more or less clear, rather clear, a very precise. The 
following tables show the results of dependency tests between the knowledge of customer sources and 
other factors.  
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Knowledge of customer sources 
and Facility type are independent. non H0 95% 14,449 0,8070 
 
Since the P-value is greater than 0,05, we cannot reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Knowledge of customer sources for a particular case may bear no relation to its value 
for Facility type..  
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Knowledge of customer sources 
and The level of Internet 
implementation in the 
communication process are 
independent. non H0 95% 52,959 0,0000 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Knowledge of customer sources for a particular case is related to its value for The level 
of Internet implementation in the communication process.   
 

H0 H1 
Confidence 

level Chi-Square statistic P-Value 
Knowledge of customer sources 
and The amount of investments are 
independent. non H0 95% 30,688 0,0022 
 
Since the P-value is less than 0,05, we can reject H0 at the 95,0% confidence level.  Therefore, the 
observed value of Knowledge of customer sources for a particular case is related to its value for The level 
of Internet implementation in the communication process.  
 
The level of knowledge of customer sources (LKCS) is probably independent on the type of the 
accommodation facility. On the other hand, we proved the interdependence between the level of Internet 
implementation in the communication process and the level of knowledge of customer sources. The 
findings suggest that the highest awareness of the number of customers brought by each tool have the 
accommodation facilities that use the Internet to communicate with customers almost exclusively. The 
results indicated as well a connection between the LKCS and the amount of investments. Apparently, the 
facilities that invest more and that are trying to encourage their online development are more qualified to 
assess the effectiveness of individual tools. Nevertheless, the difference in the level of knowledge was 
approximately the same for respondents who invest moderately or significantly. Our research also pointed 
out that 93% of respondents had at least an idea of the customer sources. A 14% of the respondents had a 
very clear to exact idea of the customer sources, 7% of the facilities stated having vague or no idea. These 



results were therefore sufficient to consider the effectiveness evaluation as valid. The results of the tools 
effectiveness evaluation are displayed in following figure. Only the tools that are relevant to the process 
of acquiring customers were chosen for the effectiveness assessment. 
 
As the most beneficial in terms of customer acquisition appears to be the following tools: own facility 
websites, e-mail and accommodation search engines. The respondents also rated rather positively social 
networks, online travel agencies and online PR articles. The discount portals and PPC advertising systems 
may be considered as the least effective in the Czech environment. 
 

 
 
 
Discussion 
 
The results of this survey pointed out that in the North Bohemian region still a significant number (45%) 
of lodging facilities do not implement any Internet communication. It was mostly the case of the smaller 
facilities such as tourist hostels, campsites or other non-classified facilities. We may assume that these 
facilities are able to utilize their entire capacity with the help of the traditional media that may be locally 
effective in the destinations that are attractive for tourists or have a solid network of loyal customers that 
come back every season which is also a relevant explanation since there exist many facilities with very 
small lodging capacity. 
 
Further off, the data proved a very strong tendency of the Czech facilities (91% of the respondents) to 
administrate the online tools internally. These efforts may be a result of a low awareness of all the aspects 
that are necessary to be managed in order to make the online communication effective. Czech lodging 
facilities probably highly underestimate the complexity of the Internet tools and, more importantly, their 
interdependence when put together into one common marketing and communicational strategy. These 
results therefore indicate a very negligible potential of IT marketing agencies in this branch of industry. 
We may assume that the current trend to manage these tools internally is caused by the lack of trust in 
these companies and by the general tendency to underestimate the importance of a quality and effective 
Internet communication. This problem could be addressed by the introduction of a training and 



educational program for the owners and managers of the lodging facilities through which they could learn 
how to correctly use online communicational and marketing tools. According to our research team, the 
marketing and IT agencies should rather take the role of a consultant and instead of administrating the 
Internet instruments, transmit their know-how to the clients and help them to manage the tools them-
selves. 
 
The spectrum of online tools implemented by the Czech facilities is relatively wide, although the majority 
of tools are used only by hotels and gesthouses whether the smaller ones get along just with own 
websites, e-mail and social networks at most. In addition, these three instruments were by the respondents 
classified as belonging among the most effective tools. High effectiveness can be considered as one of the 
reasons why smaller lodging facilities use just limited range of instruments. The other possible 
explanation is the elevated costs that are quite common in the Czech online environment and that are not 
rentable enough for facilities with smaller lodging capacity.  
 
 
Conclusion 
 

The survey presented in this paper helped us to clarify some of the aspects of the 
communicational process with customer in the hospitality industry. Despite the fact that this research was 
conducted only with the facilities of the North Bohemian region, the results may be with very high 
probability considered as representative for the whole country. The data collected form the participating 
accommodation facilities indicate a very significant lack of e-marketing and online communicational 
tools literacy from the part of the tested subjects since there was 45% of the respondents that did not use 
Internet at all, which may be considered as an important failing in the current ICT era where more and 
more customers expect to get at least the basic information in the electronic format. A greater attention 
should be equally paid on the way the individual online tools, whether the facility uses one or many, are 
managed since internal administration may be counterproductive if done without knowledge and caution.  

Regarding the level of investment into e-marketing and its returns, we found out that these two 
variables are independent and the return on investment is probably influenced by other factors. This 
aspect as well could be influenced by the manner of administration. In this research we studied the 
effectiveness of individual online tools assessed by the respondents based on their subjective judgment 
while the evaluation of the effectiveness of use was completely neglected. Based on our results, the last 
factor seems to be a crucial variable whose quantification could contribute to more precise identification 
of the elements that are part of the online communicational/marketing process with customers and help to 
create an optimal communicational model for the lodging facilities using online tools. Nevertheless, 
assessing the effectiveness of use of individual tools would require a more personal and individuals-
oriented approach which should be realized as part of a new research.   
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