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N early all hoteliers will have a website, but the question is 
how do you view it? Do you see it as purely a brochure that 

happens to be accessible online, or as a very important tool to market 
your establishment? In the last decade we have seen web technology 
advance to deliver business much more easily. This month I’d like all 
of you to review your website (if you don’t have one, get one fast!).

Decide if your website is doing its job delivering business or is it 
simply there for the public to confirm what you have available? If all 
you have is a website brochure scenario and you aren’t keeping it up-
to-date then you will actually be doing more harm than good.

A confirmation of your existence online may be 
all you want, but if you want the website to create 
positive business then you need to make sure it 
is working as hard as it can for you. So, starting 
at the beginning, these are the things I think you 
should check out:
•	 We all know the iconic phrase, ‘what you see is 

what you get.’ Ask yourself, does your website 
represent you and your business well? Have you 
created a desire to visit?

•	 The front page should evoke the core benefits of coming to you. It 
should reflect the location; the hotel attributes; things to do; local 
produce on offer; project how you are as people; and any unique 
and special things about your establishment. Think about how you 
describe your hotel. Is the language cold and starkly factual or are 
the descriptions warm and inviting?

•	 Remember the golden trio – good design, good descriptions and 
enticing pictures. Getting good quality photographs that do justice 
to your property is essential and a common thing I see lacking 
on so many websites that belong to some really gorgeous hotels. 
Remember that’s what people will see when deciding where to 
direct their booking.

•	 Be up-to-date. Your current message could be something as 
simple as the new hanging baskets or a new feature in your 
rooms. Whatever it is, create something that shows your website 
is regularly updated. This will, in turn, assist with your presence 
on the search engines. Signpost the local things to do, which 
will instantly create an informative website. Consider seasonal 
photographs; whether it is a snow-capped scene of your exterior or 
spring flowers in your hotel garden, there’s nothing nicer than to 
see the current change of seasons on a hotel website. The ‘I want to 
go there’ mood won’t be far off.

•	 Make sure people know where to find and phone you on the front 

page of your website and make it easy for them. 
Just an email contact address will not do. Include 
a mechanism where people can show interest like a 
‘sign-up here’ facility for an e-newsletter or monthly 
draw. This enables you to collect details of the 

people that visited your website and use it.
•	 Consider cherry picking all of the wonderful comments you’ve 

had from people in your guestbook or on TripAdvisor. These 
gems should take pride of place somewhere on your website for 
everyone to see.

•	 Use your website as a gateway to an online booking. There are a 
number of the popular and lesser known platforms for bookings. 
Drive business in their search engine portal and link it to your 
website. This is a sign that your website is really performing, rather 
than being a static information page.

•	 If you need a new marketing or website company to provide you 
with your first or a better website, make a list of what you want 
the website to achieve. Look at your competitors and note what 
you like and what you don’t like on their sites. Identify the budget 
you are prepared to spend; know what you want it to do; insist 
on a content management system that is easily updatable by you 
and get the company to show examples of similar websites it has 
created. Call these companies and ask them how the websites are 
performing and ask was it an easy or difficult process.
A current and persuasive web presence can deliver if you stop, 

think about and plan it properly, just like you plan the interior of 
your hotel or your menu! Remember it is just another tool in your 
tool box and it’s all about learning how to use it effectively.
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