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Abstract 

Iran possesses a rich range of natural, cultural, and manmade tourism resources much of which is 

unique in the world and which constitutes its tourism resource base. Tourism is the fastest 

growing industry around the world which has the highest share in countries‘ GDPs and this is a 

unique opportunity for Iran. Additionally, tourism is the only industry that has accepted e-

commerce with open arms. While business and stock market expectations have not been 

fulfilled, online transactions in the travel and tourism industry are continuously increasing. This 

industry is the leading application in the B2C (business-to-consumer) arena. Whereas other 

industries are displaying a stronger hold to traditional processes, the tourism industry is 

witnessing an acceptance of ecommerce to the extent that the entire industry structure is 

changing. The Web is used not only for information gathering, but also for ordering services. A 

new type of user is emerging, one who acts as his or her own travel agent and builds a 

personalized travel package. This research focuses on evaluating the current status of Iranian 

tourist organization websites in order to study the adoption of e-commerce applications on them. 

A website evaluation model is used to reveal the status of the tourist organizations to find out 

their reasons for having web presence. Iran‘s tourism competitive advantages and weaknesses 

have also been studied. Based on this, the weak pints of the websites and the potentials which are 

missed are extracted to help managers enhance their e-commerce activities in Iran‘s tourism 

industry.  
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1  Introduction  

Today the Internet provides an extraordinary level of connectivity and the ability to 

communicate efficiently and effectively directly with customers at a reasonable cost. According 

to Yao (2004), the emergence of the Internet has led to the rapid growth of electronic commerce 

which has had an effect on the nature of various businesses. Its potential to generate more 

revenue is not questionable, but is acknowledged as something the tourism industry in 

developing countries need. Since the developing countries can not benefit from a sufficient usage 

of their resources and expertise, tourism industry can be looked at as a savior for increasing the 

revenue of these countries.  According to Werthner and Ricci (2004) travel and tourism illustrate 

how e-commerce can change the structure of an industry and in the process create new business 

opportunities.  

Nowadays, on one hand, the internet has turned into an informative channel providing both 

individuals and organizations with different types of information, making them aware of new 

travel and tourism opportunities and offers enabling them to compare the offers, have online 

purchases and provide feedback. And on the other hand, the internet has turned into a source for 

travel agencies and organizations to promote their services and products to their potential 

customers. The recognition of the major role internet can play in an industry has led many 

countries including Iran to put a lot of effort into implementing internet services in their tourism 

industry. The growing usage of the internet opens the doors of potential markets for every 

industry. The table bellow illustrates the internet usage worldwide which showcases the 

importance of implementing it into business.  

 

Table1: Internet Usage Statistics based on internetworldstats.com 

WORLD INTERNET USAGE AND POPULATION STATISTICS 

World Regions Population  

(2008 Est.) 

Internet Users 

Dec/31, 2000 

Internet 

Usage, 

Latest Data 

% Population 

( Penetration ) 

Usage 

% of 

World 

Usage 

Growth 

2000-2008 

Africa  
955,206,348 4,514,400 51,065,630 5.3 % 3.5 % 1,031.2 % 

Asia  
3,776,181,949 114,304,000 578,538,257 15.3 % 39.5 % 406.1 % 

Europe  
800,401,065 105,096,093 384,633,765 48.1 % 26.3 % 266.0 % 

Middle East  
197,090,443 3,284,800 41,939,200 21.3 % 2.9 % 1,176.8 % 

North America  
337,167,248 108,096,800 248,241,969 73.6 % 17.0 % 129.6 % 

http://www.internetworldstats.com/stats1.htm
http://www.internetworldstats.com/stats3.htm
http://www.internetworldstats.com/stats4.htm
http://www.internetworldstats.com/stats5.htm
http://www.internetworldstats.com/stats14.htm
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Latin America/Caribbean  
576,091,673 18,068,919 139,009,209 24.1 % 9.5 % 669.3 % 

Oceania / Australia  
33,981,562 7,620,480 20,204,331 59.5 % 1.4 % 165.1 % 

WORLD TOTAL 6,676,120,288 360,985,492 1,463,632,361 21.9 % 100.0 % 305.5 

   

1.1 Tourism in Iran 

The emergence of the Internet has led to the rapid growth of electronic commerce (e-commerce), 

and this had an effect on the nature of business. Its potential to generate more revenue is no 

longer a matter of debate, but is acknowledged as something the tourism industry in developing 

countries need (United Nations, 2001). In many developing countries and in Iran in particular, 

tourism is now perceived as a potential saviour.  

 

Iran has a very rich culture and heritage. So, tourism is one of the most important profiting 

industries for Iran. While, UNWTO estimates that worldwide receipts from international tourism 

reached US$ 733 billion (584 billion Euros) in 2006, Iran‘s share has only been US$ 585.7 

million. Iran‘s number of tourist arrivals is only 4‘298‘200 (domestic and international tourists) 

people compared to some 846 million tourists worldwide. Their expenditure in Iran is about 

24571 (million rials), which is a really small amount of contribution to Iran‘s GDP. According to 

the latest report to UNWTO, Iran's tourism sector continued with below average results and 

recorded another year of sustained slight growth level, for the year 2007 and spring of 2008. 

International Affairs Bureau of Iran's Cultural Heritage, Handicraft and Tourism Organization 

(ICHTO) announced the below figures:  

                        Table 2: Iran‘s Tourism Statistics (source ICHTO, UNWTO) 

Statistical 

variable 

Jan.-Feb. - 

Mar. 2007 

(person) 

9 remaining 

months of 

2007 (person) 

Jan. - Feb. 

Mar. 2008 

(person) 

International 

foreign tourist 

arrivals 

464748 1774490 405204 

International 

outbound 

472521 1783712 384961 

http://www.internetworldstats.com/stats10.htm
http://www.internetworldstats.com/stats6.htm
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tourists 

Iranian inbound 

tourists 

432050 3854500 1204478 

Iranian 

outbound 

tourist 

421007 4135613 1006287 

 

 

 

1.2  Problem Definition 

According to Buhalis (1998) the technological revolution has affected and changed tourist search 

behavior. He adds that information is to be considered as the lifeblood of the travel and tourism 

industry in view of the fact that the purchase occurs before the actual experience and this has 

made the effective use of IT pivotal. He also mentions that the internet has changed the classic 

search behavior of tourism industry. Before, tourists had to trust the information which the 

agencies provided them with but nowadays they are able to find and compare this information on 

the net. So, the internet has turned into the spine of tourism industry presenting the tourists with 

a new experience. As also mentioned by Maswera et al. (2007), the tourism industry is an 

information-intensive industry in which e-commerce is already playing a significant role by 

allowing information to flow through the Internet with virtually no entry barriers.  

According to Prewitt (2002) e-commerce is not merely about online transaction but mainly about 

customer retention. By looking at the growing numbers in the tourism industry, it is 

understandable that penetrating into new markets and expanding a country‘s share is crucial. The 

growth of travel from and to Asia has increased dramatically and in the period 1985–1998 

outbound tourism from Asia increased by 8.3% per annum compared to 3.8% for the Americas 

and 4.9% for Europe (WTO, 2000). While Asia‘s share of total international arrivals in 1998 was 

14.4% compared to 54.7% for Europe (WTO, 2000) the faster rate of growth will result in a 

rapid and substantial growth in market share vis-à-vis other regions in coming decades. In the 

Middle East, international tourist arrivals have risen by 9% in 2006 in spite of the Israel-Lebanon 
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crisis. East Asia and the Pacific, South Asia, the Middle East and Africa are forecasted to record 

growth at rates of over 5% per year, compared to the world average of 4.1%. The more mature 

regions, Europe and Americas, are anticipated to show lower than average growth rates.  

As Maswera et al. (2007) puts it internet is to intensify the playing field of organizations 

enabling them to penetrate into markets with less need in having a hand-full of human resources 

and by applying e-commerce applications in their business they will be able to contact and retain 

more customers which according to Prewitt, a 5% increase in customer retention results in 25%- 

95% increase in the revenue. In view of that, Iranian tourist organization can penetrate into 

highly competitive tourism markets and extend their market share by adopting e-commerce.    

Law et al. (2006) mentions that tourism industry has a growing number of audiences considering 

the informative characteristic of the internet. It has provided tourists with a variety of travel 

packages and offers and has enabled them to reach this information and have purchases in a new 

way which is online. So, travel agencies and tourism related businesses have to change their 

strategies and put effort into using internet and e-commerce in order to reach the huge number of 

audience in the internet market place.  

The purpose of this study is to study the adoption and usage of e-commerce applications in 

Iranian tourist organisations to justify the reason for having web presence in support of their 

businesses. Clearly the tourism organizations have various goals when having a website which 

can attract online travelers. But the features of these websites need to be improved by the 

organizations to enhance the facilities and services provided. Nevertheless, the use of e-

commerce in this overall context is an important component. 

1.3  Importance of the subject 

According to Werthner and Ricci (2004), e-commerce has not only changed the way business is 

conducted but has also immensely increased revenue of organisations and in particular those 

from the travel and tourism industry. Studies by Marcussen (2003), Marcussen (2005) and Anite 

Travel Systems (2000) focused on the benefits obtained by tourist organizations through 

adopting and using e-commerce. The results from these studies showed that these organisations 
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could greatly reduce their overheads, eliminate commissions and cut marketing and fulfillment 

costs.  

The study carried out by Accenture (2002) took a different direction; it focused on how 

organizations in the travel and tourism industry work together for the benefit of the customer, a 

move away from the traditional transaction-centric e-commerce. Maswera et al. (2007) stated 

that with the emerging Internet technologies reshaping the customer interaction, various 

organisations in the online travel market should endeavor to work together to meet customer 

travel needs. An example will be airlines, hotels and car rental companies working together to 

come up with a common platform to create online profitable booking systems which meet the 

customer‘s needs and preferences.  

1.3.1 Financial Contribution of Tourism 

It is now widely recognized that tourism must be developed and managed in a controlled, 

integrated and sustainable manner, based on sound planning. With this approach, tourism can 

generate substantial economic benefits to an area. Tourism can help a country to achieve not just 

its economic objectives but also its social and environmental aims. UNWTO estimates that 

worldwide receipts from international tourism reached US$ 733 billion (584 billion Euros) in 

2006. In absolute terms, international tourism receipts increased by US$ 57 billion (40 billion 

Euros) in 2006 – an amount well above the receipts of the world‘s second biggest tourism earner, 

Spain, or the combined receipts of the Middle East and Africa. Asia and the Pacific improved 

results by US$ 18 billion to US$ 153 billion, while the Americas recorded an absolute increase 

of US$ 9 billion to US$ 154 billion. In 2002, Asia and the Pacific surpassed the Americas in 

terms of international tourist arrivals, becoming the second most visited region in the world after 

Europe. As international tourism in Asia and the Pacific tends to grow at a faster pace than it 

does in the Americas – both in terms of arrivals and receipts – the region is firmly on track to 

overtake the Americas in terms of tourism receipts as well in the coming year(s).  Meanwhile, 

estimates based on available data point to an increase of US$ 1 billion to US$ 27 billion for the 

Middle East (4% share) (Tourism Highlights, 2007, 3). Asia and the Pacific was, after Africa, the 

second best performing region in the world in 2006, recording an estimated 8% increase in 

arrivals. Both South Asia (+11%) and South-East Asia (+9%) performed above average. The 
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table below illustrates the new statistics pointing upward in almost all regions regarding tourist 

arrivals worldwide. 

Table 3: Tourist Arrivals by Region (Tourism Highlights, 2007) 

 

         

According to the World Travel & Tourism Council, real GDP growth for the Travel & Tourism 

economy is expected to be 3.0% in 2008, down from 4.1% in 2007, but to average 4.0% per 

annum over the coming 10 years. Travel and tourism represent approximately 11% of the 

worldwide GDP. Iran‘s number of tourist arrivals is only 42‘982‘000 (domestic and international 

tourists) people compared to some 846 million tourists worldwide. Their expenditure in Iran is 

about 24571 (million rials), which is a really small amount of contribution to Iran‘s GDP. 

Additionally, export earnings from international visitors and tourism goods are expected to 

generate 11.0% of total exports (US$2,103 bn) in 2008, growing (in nominal terms) to US$4,174 

bn (10.3% of the total) in 2018. The contribution of Travel & Tourism to Gross Domestic 

Product (GDP) is expected to rise from 9.9% (US$5,890 bn) in 2008 to 10.5% (US$10,855 bn) 

by 2018. Moreover, the contribution of the Travel & Tourism economy to total employment is 

expected to rise from 238,277,000 jobs in 2008, 8.4% of total employment, or 1 in every 11.9 

jobs to 296,252,000 jobs, 9.2% of total employment or in 1 in every 10.8 jobs by 2018.  

1.3.2 Perceived Benefits of E-commerce 

As stated by Rao et al. (2003) national and international businesses are being reshaped by 

globalization of markets and interpenetration of economies. Information Technology has made it 
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possible for companies to integrate all their business activities from the starting point of their 

value chain to the finish line and so, businesses have invested heavily in IT. The 1990‘s was the 

decade of hyper-growth of Internet and its technologies which together have facilitated 

conducting business and commerce. They are global and cost-effective and there is no doubt that 

the growth of e-commerce is and will be enormous.  

Nowadays, internet and e-commerce are strategic necessities in every business and many 

organizations have adopted e-commerce to reduce costs, optimize decision-making and improve 

customer satisfaction (Al-Mashari, 2002). As Barsˇauskas et al. (2007) state, e-commerce 

evolution is related to the rapid improvement of IT technologies and the growing usage of tem in 

various places and businesses. Today, e-commerce is not a competitive advantage but a 

necessity. E-commerce is no longer a marketing instrument but a part of business performance. It 

generates significant value and most of e-commerce implementation decisions in business 

processes are based on the possibility to reach significant cost efficiency, which means bigger 

company profitability and higher level of competitiveness on the market. One of the main 

aspects of business efficiency, using modern technologies, is cost minimization decisions. E-

commerce is considered to be an instrument for technological performance improvement, which 

allows reducing the cost of labor power and capital.  

Lewis (2001) states that, e-commerce provides the possibility to present company products and 

services on international market more easily, to shorten the manufacturing cycle and to improve 

the spread of information. As Wen et al. (2003) define it e-commerce is considered as an 

interactive function between the customer and the company which opens a two-way online 

communication. This will help the customers to save time and money and have more help 

functions.  

According to Maswera et al. (2007) with the emerging internet technologies which are changing 

the customer interaction, various organisations in the online travel market should endeavor to 

work together to meet customer travel needs. An example will be airlines, hotels and car rental 

companies working together to come up with a common platform to create online profitable 

booking systems which meet the customer‘s needs and preferences. Therefore, attention should 
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also be focused on finding out how e-commerce will enable the tourist organisations to work 

more efficiently.  

 

1.3.3 E-commerce and Tourism 

According to Werthner and Ricci (2004) travel and tourism are illustrating the way e-commerce 

is able to change the structure of an industry and in the process create new business 

opportunities. Ecommerce and tourism compliment each other. The tourism industry is an 

information-intensive industry in which e-commerce is already playing a significant role by 

allowing information to flow through the Internet on a worldwide basis with virtually no entry 

barriers stated by Maswera et al. (2007). Has e-commerce passed its prime or is it just resting? 

While business expectations have not been fulfilled, online transactions in the travel and tourism 

industry are continuously increasing despite tough economic problems in this arena and fewer 

travelers overall. This industry is the leading application in the B2C (business-to-consumer) 

field. Whereas, other industries are displaying a stronger hold to traditional processes, the 

tourism industry is witnessing an acceptance of ecommerce to the extent that the entire industry 

structure is changing. The Web is used not only for information gathering, but also for ordering 

services. A new type of user is emerging, one who acts as his or her own travel agent and builds 

a personalized travel package (Werthner, Ricci, 2004, 1).  

Tourism is an unusual product, in that it exists only as information at the point of sale, and 

cannot be sampled before the purchase decision is made (WTO Business Council, 1999). The 

information-based nature of this product means that the internet, which offers global reach and 

multimedia capability, is an increasingly important means of promoting and distributing tourism 

services. Doolin et al. suggest that the ease of use, interactivity and flexibility of web-based 

interfaces suggests an important role for World Wide Web-technology, and indications are that 

tourism websites are constantly being made more interactive. Moving from simply broadcasting 

information to letting customers interact with the website content allows the tourism organisation 

to engage consumers‘ interest and participation (increasing the likelihood that they will return to 

the site), to capture information about their preferences, and to use that information to provide 

personalised communication and services. Cano et al. (1998) and Gretzel et al. (2000) believe 
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that the content of tourism destination websites is particularly important because it directly 

influences the perceived image of the destination and creates a virtual experience for the 

consumer.  

Vrana et al. (2006) has a different perspective. They argue that the main barriers to e-commerce 

and internet adoption are the concern that the internet or the web site would not lead to more 

efficiency, lower costs or more revenues, the feeling that the internet or a web site is not suitable 

for a particular business, uncertainty about real business value and finally the fact that travel 

agencies do not clearly anticipated benefits and they do not feel social pressure to bring the IT 

into their firms. The emergence of the internet facilitates e-commerce transaction, which is 

defined as the use of electronic methods, means and procedures to conduct various forms of 

business activity in cyberspace. It is also pointed out that the internet helps open up the travel 

distribution network by creating electronic marketplaces. Heung (2003) adds that the Internet 

never closes; it operates 24 hours a day and 7 days a week with no boundary limit. Furthermore, 

through the internet, travel and tourism players can transmit color pictures and tangiblize their 

products, making it viable to travelers worldwide mentioned by Kotler et al., 1999. The rapid 

growth of the internet makes it as an important but low-cost distribution channel, enabling travel 

and tourism players to gain access to the worldwide markets. Not surprisingly, the Internet travel 

portals such as Travelocity (www.travelocity.com), Expedia (www.expedia.com), TravelWeb 

(ww.travelweb.com) and Preview Travel (www.prevoewtravel.com) record sales of over US$1 

million on average in a weekly basis (Heung, 2003, 112). Nevertheless, the Internet has 

significant impacts on retail travel trade and the way on how business is operated. From the 

travel suppliers‘ perspectives (e.g., airlines, and hotels), the development of the internet and e-

commerce in the travel and tourism industry allows them to reduce transaction costs (i.e. 

commission) as ‗disintermediation‘ takes place, which means that travelers are able to bypass 

retail travel agencies and deal directly with suppliers of travel products. These intermediaries 

(e.g. travel agencies) thus become more superfluous because even small suppliers can still gain 

access to numerous customers via the Internet. Given the shrinking role of the travel agency, it is 

predicted that somewhat 20% of travel agencies will go out of business and/or replaced by large 

cyber travel agencies within the next 3–4 years stated by Heung (2003). 

http://www.expedia.com/
http://www.prevoewtravel.com/
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1.3.4 Tourism Worldwide 

In 2003 more than 64 million Americans 30% of the U.S. adult population used the Internet to 

look for information about destinations or to check prices and schedules. And two-thirds of them, 

42 million, booked travel via the Internet, an 8% gain over 2002, according to the Travel 

Industry Association of America (www.tia.org). In the same period, European online travel sales 

increased by 44%, reaching over $14 billion, according to the Danish Center for Regional and 

Tourism Research (www.crt.dk). One survey predicts that by 2007, 30% of all B2C transactions 

in the German-speaking European countries will be enacted via the Internet (Schuster, 2002), 

while other market research institutes have made predictions ranging on either side of this figure. 

Werthner and Ricci (2004) believe that all of these statistics are problematic in that researchers 

used different variables and measurement methods, with some researchers distinguishing 

between e-business and e-commerce and some not. Despite this fact, even considering this lack 

of standardization, all statistics for the travel domain point upward.  In addition, terms such as e-

commerce and e-business fall short in encapsulating tourism: such terms are business-oriented 

and ignore the fact that the web is also a means of curiosity, of creating communities, or just 

having fun, all of which may or may not result in business being conducted. The tourism product 

in particular has to do with emotional experiences; it is not just business. The travel and tourism 

industry as a global industry demonstrates the following features: 

• Travel and tourism represent approximately 11% of the worldwide GDP, according to the 

World Travel & Tourism Council. 

• The World Tourism Organization predicts one billion international arrivals in the year 

2010. On average, tourism is expected to grow faster than other economic sectors. 

• As an umbrella industry, it relates to many sectors such as culture or sports. Over 30 

different industrial components have been identified that serve travelers, which explains the 

industry‘s heterogeneity. 

     • Due to its SME structure (especially when taking a destination point of view) it has great   

importance for regional development. For example, the E.U. hotel and restaurant sector 

accounts for more than 1.3 million enterprises, or 8.5% of all European enterprises. The 

majority of these enterprises are small, with 1 to 9 employees. 

http://www.crt.dk/
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     • The supply and demand sides form a worldwide network, where both production and 

distribution are based on cooperation. 

      • The product is perishable and complex; for example, an unsold hotel bed represents lost 

income. The supplier risk of loss can be reduced if information access is available (Werthner, 

Ricci, 2004).   

On the whole, as Werthner and Ricci (2004) restate the web is changing the needs of consumers, 

who are increasingly less loyal, take more frequent vacations of shorter duration, and take less 

time between choosing and consuming a tourism product. 

1.4  Research Objective 

The objective of this study is to study the status of adoption of e-commerce applications in 

Iranian tourist organization websites and their purpose of having web presence; information, 

marketing or transaction purposes which can improve their revenue and number of customers. 

This will enable future researches to improve the e-commerce adoption studies helping 

organizations in obtaining higher revenue.  

This review of published literature has shown that there is no clear picture of the state of e-

commerce adoption within the tourism industry and its websites of Iran despite the importance of 

tourism in this country. What is needed is research to measure the level of e-commerce adoption 

from websites of tourist organizations. The primary objective of the study is to gain an insight 

into the current state of e-commerce activities taking place on websites of tourist organizations in 

Iran.  It is clear that tourism is a future investment for a country with such rich heritage and being 

among the top ten world tourist attractions.  
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2 Literature review 

This chapter is about internet, e-commerce and tourism industry.  

2.1  Internet 

As Thomas et al. (1999) have stated any reader of Internet histories knows (the Internet Society 

maintains a collection at www.isoc.org), the Internet has been around a long time. Exactly how 

long is open to interpretation, but the latest plausible date is the start of 1982, when the current 

Internet protocols were formally introduced. Earlier candidates for the birthday of the Internet 

might include 1972, when the first connection between ARPANET and another network 

(ALOHA net in Hawaii), was opened, or 1969 when the first four nodes of ARPANET were 

connected to each other, or the meeting of the ACM (Association of Computing Machinery) in 

1967 when Larry Roberts read the first public paper describing the ARPANET design. It is 

possible to go back even further, e.g., to Paul Baran‘s work on robust networks for RAND in the 

mid-1960s, or less convincingly to the launch of Sputnik in 1957 which led to the creation of the 

Advanced Research Projects Agency, the original sponsors; but the point is clear that the 

Internet, from today‘s perspective, is not entirely a new phenomenon. They add that stages of 

Internet development are traceable even before the growth and commercialization of the 1990s. 

A useful broad classification has been provided by Lorcan Dempsey. He identifies four main 

stages of development: (1) The Internet as test-bed or ‗scientists‘ playground‘, where the 

technical problems of creating a wide area computer network were being ironed out (most of the 

1970s); (2) The emergence of an Internet community, mainly including computing science 

professionals and students, when new services and new forms of communication such as Usenet 

newsgroups began to develop (from the end of the 1970s to around 1987); (3) The broadening of 

the Internet into a general academic resource, globally (from around 1987 to around 1993); and 

(4) The transformation of the Internet into a general, commercial information infrastructure (the 

current period, since the development of the World Wide Web).  

Wu (2004) believes that the Internet is an unprecedented invention that has reached 50 million 

users after only a short period of time because of its low cost, high speed, and ability to link 
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physically disparate bodies of information. According to an investigation by the Yam search 

engine (www.yam.com.tw), the number of people who have never used the Internet for shopping 

is gradually decreasing every year. Connolly and Olsen (2001) add that nothing seems to have 

affected the travel industry as much as the Internet. It is clear that this is no fad, and that the 

Internet is reshaping all forms of commerce and competition. The world now functions in a 24_7 

(24 h/day, 7 days a week) economy. Today the Internet provides, at modest cost, an 

unprecedented level of connectivity and the ability to communicate efficiently and effectively 

directly with customers. According to Yao (2004), the emergence of the Internet has led to the 

rapid growth of electronic commerce (e-commerce), and this had an effect on the nature of 

business. Its potential to generate more revenue is no longer a matter of debate, but is 

acknowledged as something the tourism industry in developing countries need (United Nations, 

2001). Georgiou and Stefaneas (2002) concluded that the Internet is expected to level the playing 

field of organisations as the digital market place redefines how companies conduct business. It 

makes it easier for smaller, mainly family-run businesses, as it requires less human resources and 

technology. There are about 813 million users of internet in the world (Internet World Stats, 

2004).  

Vrana et al. (2006) say that it is not enough to just use the internet as means of having web 

presence. The internet should help redefining the structure of doing business offering value-

added services with less cost enabling new shopping experience for customers and providing 

more knowledge of the customers to the company.  

The internet is a set of inter-connected networks, which they might consist of other networks as 

well, or computers around the world. They are allowed to connect to each other and exchange 

information in high speed. They work on a united protocol called the TCP/IP (transmition 

control protocol/internet protocol).  

2.2  E-commerce 

The emerging online economy promises to transform traditional ways of doing business, 

particularly in the service industry (Tapscott, 1995). New technologies facilitating 

communication and knowledge transfer, including e-mail, electronic data interchange, and even 

interactive multimedia kiosks, as well as the Internet, have huge potential to change the ways 

organizations create markets, deliver products and serve customers (Malone et al., 1987; Hagel 
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and Armstrong, 1997). Electronic commerce is causing fundamental changes in the in various 

industries. There is not a single industry that remains untouched by the e-commerce revolution 

(Yao, 2004, 60). According to Costello et al. (1998) electronic commerce is defined as the 

interchange of goods, services, property, ideas, or communications through an electronic 

medium for purposes of facilitating or conducting business. This may involve the ordering, 

payment, and even the actual delivery of goods or services. There are many arguments why 

electronic commerce will and must become the foremost form of interchange between businesses 

and consumers. One reason is that it can be shown that about 40± 90% (depending on the 

industry) of the cost of a typical consumer good is added after the product leaves the factory; 

electronic commerce has the potential to significantly reduce these costs. Another reason is the 

increased ability to provide better levels of customer service. Costello et al. (1998) add that the 

convergence of the accelerating capabilities of computers, the growing reach of a ubiquitous 

network like the Internet, and the increasing ability to capture and leverage knowledge in a 

digital form are primarily responsible for driving electronic commerce today. Yao (2004) 

believes that the recent emergence of the Internet has fueled the rapid growth of electronic 

commerce, and this in turn is changing the nature of business. Trading electronically offers a 

number of advantages to companies. To take advantage of the opportunities created by e-

commerce, companies implement websites that operate at a high level of e-commerce. As Yao 

puts it (2004) a few years ago, the cost of developing a website, complicated procedures and 

arcane protocols put an Internet presence beyond the reach of the average business. For a while, 

the media predicted that the technologically knowledgeable dot.com entrepreneurs who were 

building the new economy were going to bury brick and mortar businesses. The death of the old 

economy has been greatly overstated. However, the current reports of the death of the Internet 

economy have also been exaggerated about. Many small and medium size companies find 

themselves in a predicament on how to proceed. Small and medium size businesses are generally 

in the business of filling a niche need and not into computer technology. But, clearly, some sort 

of presence is needed on the World Wide Web. According to ActivMedia Research, there are 

163 million users online globally, of which 90 million are online in the US and Canada. 

Purchasing online is becoming more wide spread, with 74% of the US online population having 

made at least one online purchase. This is up from 47% in 1998. If these statistics are not 
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convincing enough that a web presence is needed, consider that web revenues reached US$95 

billion in 1999. In addition, they are expected to reach US$1.3 trillion in 2003 and US$2.8 

trillion in 2005 (Real Numbers Behind ‗‗Net Profits 1999‘‘). 

Slade (2000) thinks that effective communication is the lifeblood of most businesses. E-mail is 

rapidly becoming the quickest and easiest way to reach both suppliers and customers. In addition 

to e-mail, discussion groups are a frequently used communication method on the Internet. 

Discussion groups come in several forms; Usenet groups and Listserv groups. Usenets are 

ongoing discussion groups among people on the Internet who share a mutual interest. They are 

also called newsgroups. People with links to the Internet read and post their opinions on topics of 

their interest. Listserv groups are discussion groups where the messages go to a central computer, 

which then sends the messages back out to an e-mail list. Listserv groups are usually more 

professional compared to Usenet groups. Both are excellent tools for establishing and 

maintaining electronic relationships. These are essentially the online version of networking. If 

you decide to have a website, spontaneous e-mail advertisements can bring visitors to that site. 

But, even though e-mail is a quick and easy method of communicating, the importance of human 

interaction and business relationships should not be forgotten. According to Professor Kathleen 

L. Valley, an associate at Harvard Business School, ‗‗Appreciate electronic exchanges for 

allowing you to stay in touch: you can communicate any time with anyone, inexpensively and 

efficiently. But spend time sharing with customers and business partners the kind of social 

information that develops trust. And when it comes to the clinch, meet with the other person, or 

pick up the phone.‖  

Nielson et al. (2000) summarizes that with respect to the Managing Magazine, an organization is 

an e-business or e-organization when it exhibits the following qualities:  

 The majority of its revenue is being generated from the Internet 

 All major processes are connected with the online environment 

 The business runs 24/7; the Internet reaches a global audience and an ‗‗always open‘‘ 

business is necessary to satisfy this audience. 

According to Wilson and Abel (2002) companies are trying to use the new e-business models to 

transform their previous B2B model of business where they were merely in touch with one 

supplier or distributor. By applying the new model they can expand their reach to a number of 
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partners simultaneously. They continue by stating that for a small or medium size business 

interested in going global, the Internet can help to penetrate the playing field of the bigger 

corporations. It lowers the barriers to global expansion by: 

 Simplifying the operational issues of doing business in other countries which are handled 

electronically.  

 Reducing the dependence on agents and distributors through direct marketing. 

 Providing access to low cost or no cost market research. This can make country and 

market selection decisions easier and more tailored. Because the Internet has no national 

boundaries, it can be the perfect tool for creating a global niche rather than a country 

specific audience. 

 Allowing companies to monitor the online efforts of competitor‘s product offerings and 

pricing, thereby increasing transparency. 

 Improving feedback that comes directly from the global market. Primary marketing data 

can be collected automatically from a good website by recording the costumer‘s 

purchasing behavior, product selection and payment information. 

 Enabling firms to reach a larger audience at a relatively low cost, thus, creating 

economies of scale. 

Wilson and Abel (2002) believe that having web presence does not necessarily grantee 

success. A business needs to study deeply before starting the usage of e-commerce. E-

commerce is at its early stages and still needs time to become mature. There are issues with 

transferring a company‘s website into and e-commerce tool. One of them is security of the 

personal information on the websites. Customers who are doing purchases on the net are still 

a bit edgy about it and leave a small amount of possibility that their information might be 

stolen.  

Ma, Buhalis and Song (2003) have been among the researchers who have studied the role of 

internet and its impact on tourism industry. They believe that the internet has enabled tourism 

industry to provide more added value services offering booking services, hoteliers and the 

chance of having direct sale.  

Garces et al. (2004) state that e-commerce development has enabled the customers to 

communicate directly with tourism organizations in order to gather information or place a 
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purchase. Doolin et al. (2003) also insisted that e-commerce endorses the experience and 

sense of tourism. Doolin adds that internet has turned into a ―travel square‖ where tourists are 

referring to collect their required information, customize their travel needs and place a 

purchase. By this, travelers‘ appetite for tourism is exhaled. Werthner and Ricci (2004) imply 

that the web is changing the needs of consumers, who are increasingly less loyal; take more 

frequent vacations of shorter duration, and take less time between choosing and consuming a 

tourism product. The web is also building new ways to satisfy consumer needs, as it allows 

for an ―informatization‖.  

 

2.3  E-tourism  

 

According to Cho (1998) tourism industry consumes a diverse range of information and for 

that internet technologies have had a big effect and have played an enormous role in this 

industry.  

Buhalis argues that the interaction between tourism and its internet application can be called 

e-tourism, which is mentioned in specialized literature as one of the fastest growing e-

commerce industries. The World Tourism Organization – WTO (2001) asserted that e-

tourism       means ―e- business for tourism‖, and explains that for tourism destinations and 

businesses, e-business is about realizing the opportunities of improved processes both 

externally, through the internet, and internally, through intranets. According to Buhalis 

(2003), ―e-Tourism reflects the digitalization of all processes and value chains in the tourism, 

travel, hospitality and catering industries. At the tactical level, it includes e-commerce and 

applies ICTs for maximizing the efficiency and effectiveness of the tourism organization.‖ 

Additionally, Buhalis et al. (2001) declares that in the recent decades, Information 

Communication Technologies (ICTs) have strongly influenced the way business is performed 

and the way that organisations compete. The tourism and travel industries were particularly 

affected by these developments and specifically, the way organisations distributed their 

tourism products in the marketplace. E-tourism has evolved from a technology drift to a 

conventional tourism business reality (Buhalis et al., 2007).  
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     Traditionally, the travel distribution role has been performed by outbound travel agencies, 

tour operators (TOs) and inbound travel agents or handling agencies (Buhalis et al., 2001). 

They add that the emergence of the internet and e-commerce and their adoption in tourism 

industry as a primitive B2B and B2C market has changed the traditional ways of doing 

business in this industry. Accordingly, consumers design their entire tourist package which 

consists of various tourism products online like online-booking and search.  

Daros states that the internet is changing considerably the traditional structure of the industry 

and the noticeable consequences for the tourism market are the disintermediation or re-

intermediation of processes and relations. The internet brings more independence for 

suppliers (hotels, airlines, car rentals etc.) since they are represented in the market without 

paying fees to third-part intermediaries. The internet is a means of delivering up-to-date 

information and products which has led to emergence of a new type of tourism which is e-

tourism. E-tourism is still in its infancy and it is widely predicted to be one of the most 

rapidly expanding industries on-line (Buhalis et al., 2001).  

2.4 Models  

 

As Burns (2006) puts it the growth and popularity of the internet in travel and tourism have 

been widely documented in the existing literature. Since the late 1990s, there has been an 

increase in published articles illustrating various ways for businesses to use the Internet 

effectively and suggesting how commercial websites should be structured. In other words, 

these articles were making attempts to find out the factors that could influence the sales of 

products and services over the Internet. Poon et al. (2000) realized that frequently bought 

products have an intangible value proposition have a higher prospect of being purchased on 

the internet. It appears that tourism products fall into this category of goods. Accordingly, 

Chu (2001) argued that a travel and tourism website should be informative, interactive and 

attractive.  

Murphy et al. (1996) were among the initial researchers to examine online marketing 

effectiveness in hospitality and tourism. These researchers evaluated 36 restaurant websites 

using the categories of email contact, online sales promotions, frequent specials, directions, 

reservations, email newsletter, franchising, coupons, recruiting and contests. As mentioned 
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by Hen et al. (2006) by 2000, academic papers on website evaluation expanded to include 

hotels, visitor attraction centers, convention centers, tour wholesalers, travel agents and ski 

resorts. As the tested samples became more diverse, so, too, did the factors that were being 

examined. Benckendorff and Black (2000) evaluated internet marketing through four 

factors; site planning, design, content and management characteristics. To evaluate the 

efficiency of airlines‘ online reservation services, Law and Leung‘s (2000) features included 

components of online reservation services, provision of extra benefits, reservation time and 

the availability of additional services/facilities. Additionally, Wan et al. (2000) evaluated 

138 hotels and tour wholesaler websites in Taiwan using a rating system of user friendliness, 

variety of information, community forum and online reservation system. Also, Palmer and 

McCole (2000) studied the electronic marketing of two regional sites, the Northern Ireland 

Tourist Board and the Belfast City Council using vertical and horizontal linkages between 

regional websites and individual organization websites. Other factors that emerged as 

important in the evaluation of hospitality and tourism websites are levels of information on 

websites, availability of virtual communities to share travel experiences, the actual customer 

decision-making process, and special online pricing and promotion (Dellaert, 2000; 

McLemore and Mitchell, 2000; Tierney, 2000). 

In 2001, four papers were found that studied website effectiveness. Jeong and Lambert 

(2001) used a framework of assessing information quality on websites as a tool for 

predicting customer decision-making behavior. Paynter and Satitkit (2001) developed the 

website evaluation model containing information, transaction service, promotion, trust and 

non-functional requirements (Satitkit and Everett, 2001). To analyze ski resorts, Perdue 

(2001) developed four general website characteristics of speed, accessibility quality, 

easiness of navigation, visual attractiveness and information quality. In 2002, the balanced 

scorecard approach consisting of four attributes of technical, marketing effectiveness, site 

visitor relationship and cultural (customer) aspects were used to evaluate hospitality and 

tourism websites. Kim et al. (2002) evaluated the performances of 10 US convention centre 

websites incorporating the unique characteristics of convention and meeting planner. Ismail 

et al. (2002) adopted cultural information perspective to analyze the NTOs of Europe. Blum 

and Fallon (2002) studied 53 Welsh visitor attraction websites using product, price, 
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promotion, place, customer relations, and technical aspects, while Schegg et al. (2002) 

evaluated 125 Swiss hotel websites using information provision, transaction/reservation 

functions, communication and customer service, and the use of advanced Internet 

technologies. Gilbert and Powell-Perry (2002) used relationship marketing mechanisms such 

as reservations, loyalty programs, newsletters, feedback, consumer services, public relations, 

information, special gestures, value-added services and the availability of an employee web 

page to test eight hypothetical hotel websites, while Robins et al. (2002) explored the use of 

the Internet in terms of constructing a self-image for the world. In 2003, the modified 

balanced scorecard tool was expanded to evaluate the Web marketing efforts of Bed & 

Breakfasts, Destination Marketing Organizations (DMOs), NTOs and convention centers 

(Kim et al., 2003; St. John et al., 2003; So and Morrison, 2003). Furthermore, to study the 

websites of DMOs, the four BSC perspectives were changed to marketing strategies, Web 

page design, marketing information and technical quality (Feng et al., 2003). Another 

researcher, Choi (2003) evaluated 100 restaurant websites in terms of information clearing 

house, public relations, interactive brochure, virtual storefront and direct sales, marketing 

research, and encouragement. Murphy et al. (2003) explored email management, online 

relationship, and electronic customer service of hotel websites. Other factors such as 

product, price, promotion, place, people, partnership, customer relations, convenience, 

communication, reservations information, surrounding area information, and website 

promotion were used by a series of researchers to examine hotel websites (Chung and Law, 

2003; Huang and Law, 2003). Limayem et al. (2003) evaluated travel agency websites 

through interface usability, e-business services, and operational related trust, while Park 

(2003) analyzed Korean travel agencies using the presence of online factors such as tourism 

information, e-board, search engines, special prices and online special events. On the other 

hand, Mills and Morrison (2003) created the 24-item ESAT instrument, a structural base 

model for measuring customer satisfaction with travel websites which consisted of 

constructs of travel website interface, perceived quality and perceived value. Nysveen et al. 

(2003) and Van Riel et al. (2003) explored service aggregation, customer community, and 

search engine availability, personalization, pricing method, reliability, responsiveness and 

customization. Tourism websites were also studied using the factors of attitudes, behavioral 
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intention, resource database, maintenance engine, protocol processing engine, website 

analyzers and management report engine by Stergiou and Airey (2003) and Wöber (2003). 

In 2004 and early 2005, researchers continued to use the modified balanced scorecard to 

evaluate the marketing effectiveness of hospitality and tourism websites (Douglas and Mills, 

2004; Kline et al., 2004; Lee et al., 2004; Morrison et al., 2004; Myung and Morrison, 2004; 

Yuan et al., 2004). Ham (2004) explored limited-service chain lodging operations using the 

factors of impression, content usefulness, accuracy, navigation, accessibility, online 

reservations and timeliness of information. Scharl et al. (2004) used the conceptual website 

adaptation model to evaluate 328 websites of hotels in the German-speaking Alpine region. 

Additional factors surfacing in the research stream included facilities information, customer 

contact, perceived ease of use, surrounding area information and usability performances 

(Law et al., 2004; Vrana et al., 2004; Yeung and Law, 2004). Kao et al. (2005) developed 

the e-satisfaction model which included the factors of information quality, system quality, 

intention to reuse the website, intention to visit and Web satisfaction. The e-satisfaction 

model was used to measure the Singapore Tourism Board‘s (STB) website, while a model of 

online consumer attitudinal change (Han and Mills, 2005) and pictorial and textural analysis 

(Hellemans and Govers, 2005) were also developed to examine DMO websites. Gretzel and 

Fesenmaier (2005) proposed the model of influence of cues embedded in the preference 

elicitation process while Sigala (2005) developed an evaluative framework of Web 

interpretation practices to examine tourism websites.  

On the whole, it can be said the paper evaluation process revealed that the most common 

approach in website evaluation research is the content analysis approach used by Murphy et 

al., 1996; Law and Leung, 2000; Benckendorff and Black, 2000; Palmer and McCole, 2000; 

Wan et al., 2000; Jeong and Lambert, 2001; Paynter and Satitkit, 2001; Perdue, 2001; 

Satitkit and Everett, 2001; Blum and Fallon, 2002; Schegg et al., 2002; Wan, 2002; Chung 

and Law, 2003; Huang and Law, 2003; Kaâniche et al., 2003; Limayem et al., 2003; 

Murphy et al., 2003; Park, 2003; Van Riel and Semeijn, 2003; Wöber, 2003; Ham, 2004; 

Law et al., 2004; Scharl et al., 2004; Vrana et al., 2004, Yeung and Law, 2004, Han and 

Mills, 2005, Helleman and Govers, 2005 and Sigala, 2005. Morover, researchers also used 

actively the balanced score card approach (Morrison et al., 1999; Ismail et al., 2002; Kim et 
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al., 2002; Choi, 2003; Feng et al., 2003; Kim et al., 2003; Mills and Morrison, 2003; So and 

Morrison, 2003; St. John et al., 2003; Douglas and Mills, 2004; Kline et al., 2004; Lee et al., 

2004; Myung and Morrison, 2004; Yuan et al., 2004). Apparently, few papers examined 

website effectiveness through surveys, textual analysis and experiments (Dellaert, 2000; 

McLemore and Mitchell, 2000; Tierney, 2000; Fürsich and Robins, 2002; Nysveen et al., 

2003; Stergiou and Airey, 2003; Gretzel and Fesenmaier, 2005; Kao et al., 2005). Each 

model developed its own evaluation factors based on the tourism and hospitality sector 

which needed to be studied including hotels, airlines, travel agencies, destination marketing 

organisations, and regional tourism authorities. A benchmark model that is usable across the 

different hospitality and tourism sectors which consists of all related factors is needed.  

       A glance into previous literature has been briefly summarized in the following table which is 

a summary of website evaluation in tourism industry from year 2000 to-date.  

 

Table 4: A summary of website evaluation (Han et al., 2006, Maswera et al., 2007) 

No. Author Instrument Sample 

1.  

Blum and Fallon (2002) Product, price, promotion, place, customer 

relations and technical aspects 

53 Welsh visitor attraction 

websites 

2.  

Chung and Law (2003) A conceptual framework for hotel website 

performance measurement (facilities 

information, customer contact information, 

reservations information, surrounding area 

information and management of website) 

80 Hong Kong hotel websites 

 

3.  

Dellaert (2000) Type of organisation, the level of information, 

the availability of other tourists‘ contributions 

sharing their travel experiences and the relative 

price of booking a trip 

Travel websites in Netherlands 

4.  

Doolin et l., (2002) eMICA model (e-Model of Internet Commerce 

Adoption) model that consisted of three layers, 

promotion, provision, and processing, for 

evaluating the level of Website development 

Newzealnd‘s regional hotel 

websites 

5.  Douglas and Mills (2004) Modified BSC for website evaluation (technical, Top 10 Caribbean destination 
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user-friendliness, site attractiveness and 

marketing effectiveness) 

websites 

6.  
Feng et al., (2003) Modified BSC (marketing strategies, marketing 

information, Web page design, technical quality) 

64 websites: 30 DMOs in the 

USA and 34 DMOs in China 

7.  
Fürsich and Robins (2002) Use of the Internet to construct a self-image for 

the world  

29 government websites of 

sub-Saharan countries 

8.  

Gretzel and Fesenmaier 

(2005) 

Relevance, transparency, effort, perceived 

personalization of process, perceived enjoyment 

of process, perceived fit of recommendation 

with preference  

Spring break destination 

recommendation system in the 

USA 

9.  

Ham (2004) Impression, content usefulness, accuracy, 

navigation, accessibility, online reservations and 

timeliness of information 

Top 25 limited-service chain 

lodging company websites  

10.  

Han and Mills (2005) Model of online consumer attitudinal change 

(online brand preference differentiation, value, 

quality, and online market data — price, 

distribution, Web presence, promotion, direct 

mail and ad identification) 

Australia.com website 

11.  

Hellemans and Govers (2005) Pictorial and textural analysis of DMO websites 

(picture motifs, picture contexts, words and 

picture themes) 

One portal site of ETC and 10 

European Travel Commission 

member country websites 

12.  

Huang and Law (2003) Website attribution from the industry‘s 

perspective (product, price, promotion, place, 

people, partnership, customer needs and wants, 

cost to customer, convenience, communication 

and website promotion) 

74 luxury hotel websites: 45 

Mainland hotels and 29 Hong 

Kong hotels 

13.  

Ismail et al., (2002) Modified BSC (technical aspects, marketing 

effectiveness aspects, site visitor relationship 

aspects, cultural aspects) 

15 EU countries NTO 

websites  

14.  

Jeong and Lambert (2001) A framework to assess information quality on 

lodging websites to predict customers‘ decision 

behavior (general Web information quality, 

information need, intention to use Web 

Eight hypothetical hotel 

websites 

Cont‘d 
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information and information use) 

15.  Kao et al., (2005) e-Satisfaction model (information quality, 

system quality, intention to reuse the website, 

intention to recommend website, intention to 

actual visit Singapore, Web satisfaction) 

Singapore Tourism Board‘s 

traditional Chinese website 

16.  
Kim et al., (2002) Critical success factors for effective WWW sites 

(technical, marketing, internal, customer) 

10 first-tier US convention 

centre websites 

17.  
Kim et al., (2003) Critical success factors for effective WWW sites 

(technical, marketing, internal, customer) 

11 first-tier U.S. convention 

centre websites 

18.  
Kline et al., (2004) BSC (technical aspects, user-friendliness, site 

attractiveness, and marketing effectiveness) 

20 Indiana Bed & Breakfast 

websites 

19.  

Law and Leung (2000) Efficiency evaluation of airlines‘ online 

reservation services (components of online 

reservation services, provision of extra benefits, 

factors affecting reservation time, and provision 

of additional services/facilities) 

30 airline websites (10 North 

America, 10 Europe and 

Middle East and 10 Asian and 

Australian airlines) 

20.  

Law et al., (2004) Facilities information, customer contact 

information, reservations information, 

surrounding area information and management 

60 hotel websites in China and 

the USA 

21.  

Lee et al., (2004) Modified BSC (technical perspective, customer 

perspective, marketing effectiveness perspective 

and upscale hotel perspective) 

14 upscale hotel websites in 

Korea and 14 upscale hotel 

websites in the USA 

22.  

Maswera et al. (2007) Corporate information, product information, 

non-product information, customer relationship 

management, reservation, payment 

373 Tourist organization 

websites (hotels, national 

airlines and car rentals) in 

South Africa, Kenya, 

Zimbabwe and Uganda and 

180 USA tourist organizations  

23.  

Murphy et al., (2003) Examining of existing Internet use and ways to 

improve (email management, online 

relationship, electronic customer service and 

website features) 

200 Swiss hotel websites 

24.  Myung and Morrison (2004) Modified BSC (technical perspective, customer 47 destination websites — 

Cont‘d 
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perspective, marketing effectiveness perspective 

and destination information perspective) 

nine Australia, 14 Canada, 10 

SouthKorea, 5 UK, 9 USA 

25.  

Palmer and McCole (2000) Electronic marketing of tourism destinations 

(downward/upward vertical links between 

regional websites and individual organisation 

websites, horizontal links between individual 

organisations, horizontal links between regional 

websites) 

Two regional websites - 

Northern Ireland Tourist 

Board and Belfast City 

Council & The Northern 

Ireland Tourist Board 

26.  

Park (2003) Availability of online reservation, a homepage, 

tourism information, company background, e-

boards, interactive communication tools, product 

search engines, links, cyber events, special 

prices and customized products  

23 large travel agency 

Websites in Korea 

27.  

Paynter and Satitkit (2001) Website evaluation model (information, 

transaction service, promotion, trust, other 

information and non-functional requirements) 

30 travel agent websites in 

New Zealand  

28.  

Perdue (2001)  Speed and quality of site accessibility, ease of 

navigation, visual attractiveness of the site and 

quality of information content 

Top 50 downhill ski resorts in 

USA and Canada 

29.  

Satitkit and Everett (2001) Web analysis model (information, transaction 

service, promotion, trust, other information and 

non-functional requirements) 

30 New Zealand travel 

websites & sample 101 site 

users 

30.  

Scharl et al., (2004) The conceptual website adaptation model 

(perceived ease of use, usage and perceived 

usefulness) 

328 websites of hotels in the 

German-speaking Alpine 

region 

31.  

Schegg et al., (2002) Use of Web-based marketing tools (information 

provision, transaction/reservation functions, 

communication and customer service, use of 

advanced Internet technologies) 

125 Swiss hotel websites 

32.  

Sigala (2005) Evaluative framework of Web interpretation 

practices (convergence, connectivity and 

interactivity) 

150 museum websites in UK 

33.  So and Morrison, (2003) Modified BSC (technical, marketing, destination 14 NTO websites in East and 

Cont‘d 
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information, customer) South East Asia 

34.  Stergiou and Airey, (2003) Use of inquiry conversion in tourism websites 

evaluation research (attitudes, behavioural 

intention, behaviour) 

The official website of the 

Bournemouth/UK Tourism 

Services Division 

35.  

St. John et al., (2003) BSC (technical aspects, user-friendliness, site 

attractiveness, marketing effectiveness, and legal 

compliance) 

56 websites of Indiana Bed & 

Breakfast 

36.  

Tierney (2000) Internet-based survey methodology to 

investigate the effectiveness of a tourism 

promotional website. 

The official website of the 

California Division of 

Tourism (CalTour) 

37.  

Van Riel and Semeijn (2003) Online travel service quality (service quality, 

navigation, design, accessibility, reliability, 

responsiveness, customisation) 

Three travel agency websites 

in Netherlands 

38.  

Vrana et al., (2004) Conceptual framework for hotel website 

information service measurement (facilities 

information, customer contact information, 

reservation-price information, surrounding area 

information, management of the website, 

company information and communication) 

142 Athens hotel websites 

39.  

Wan (2002) Rating systems for evaluating websites of hotels 

and tour wholesalers (user interface, variety of 

information, online reservation) 

60 international tourist hotels 

and 78 tour wholesalers in 

Taiwan. 

40.  

Wan et al., (2000) Rating systems for evaluating websites of hotels 

and tour wholesalers (user friendliness, variety 

of information, community and online 

reservation system) 

60 international tourist hotels 

and 78 tour wholesalers in 

Taiwan. 

41.  

Wöber (2003) The conceptual approach of an intelligent 

tourism Web portal (resource database and 

maintenance engine, search engine, protocol 

processing engine, and website analyzer and pan 

management report engine) 

The European Cities Tourism 

Portal, the B2C site and a pan 

management European 

organisation websites  

42.  

Yeung and Law (2004) A usability performance framework of hotel 

websites (language usability, layout and 

graphics, information architecture usability, user 

77 hotels websites of the Hong 

Kong Hotels Association 

Cont‘d 

Cont‘d 
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interface and navigation usability and general 

usability) 

43.  

Yuan et al., (2004) Modified BSC (technical aspects, customer 

aspects, marketing & partnership aspects, and 

winery internal aspects) 

18 websites of wineries in 

Indiana 

 

To summarize, the above table reveals that the most common approach toward evaluating 

websites in tourism industry is based on the evaluation of website content. Each of these models 

have their own factors which have been put together based on the website of the organizations 

studied which included hotels, airlines, travel agencies, governmental organizations and resorts. 

As shown above, there are several ways to evaluate a website in different aspects. After studying 

the models used by a number of researchers and summarizing that a benchmarked model is 

needed, Maswera et al. (2007) model was chosen. The researcher has categorized the attributes 

used in various models which are similar to those enlisted in Maswera‘s model which is listed as 

followed: 

 Corporate information: management of the website (Chung and Law, 2003); type of 

organization, level of information (Dellaert , 2000);provision and processing (Doolin et 

al., 2002);partnership (Huang and Law, 2003); internal (Kim et al., 2002); company 

information (Park ,2003); company information (Vrana et al., 2004); variet of 

information (Wan, 2002) 

 Product information: product, price, (Blum and Fallon, 2002); facilities information 

(Chung and Law, 2003); relative price of booking a trip (Dellaert , 2000); online market 

data, price and distribution (Han and Mills, 2005); pictorial analysis (Hellemans and 

Govers , 2005); product and price (Huang and Law, 2003); product search engine (Park 

,2003); facilities information(Vrana et al., 2004); price information (Vrana et al., 2004); 

information usability (Yeung and Law, 2004) 

 Non-product information: place, technical aspects (Blum and Fallon, 2002), surrounding 

area information (Chung and Law, 2003); general web information ( Jeong and Lambert , 

2001); technical  and marketing(Kim et al., 2002), additional services (Law and Leung , 
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2000); facilities information (Law et al., 2004); surrounding area information (Law et al., 

2004); information services (Paynter and Satitkit, 2001); information provision (Schegg 

et al., 2002); surrounding area information (Vrana et al., 2004); language usability and 

graphics (Yeung and Law, 2004)  

 CRM: customer relations (Blum and Fallon, 2002), customer contact information (Chung 

and Law, 2003); availability of other tourists‘ contributions sharing their travel 

experiences (Dellaert , 2000); promotion (Doolin et al., 2002); promotion and ad (Han 

and Mills, 2005); customer needs and wants, cost to customer, communication and 

promotion (Huang and Law, 2003); customer (Kim et al., 2002); extra benefits (Law and 

Leung , 2000); customer contact information (Law et al., 2004); email and electronic 

customer services (Murphy et al., 2003); e-boards and communication tools (Park ,2003); 

links and special prices and customized products (Park ,2003); promotion and trust 

(Paynter and Satitkit, 2001); communication and customer services (Schegg et al., 2002); 

convergence, connectivity and interactivity (Sigala, 2005); service quality, design, 

accessibility, reliability, responsiveness and customization (Van Riel and Semeijn, 2003); 

customer contact information and communication (Vrana et al., 2004); user interface 

(Wan, 2002) 

 Reservation: reservation information (Chung and Law, 2003); online reservation (Ham, 

2004); online reservation services (Law and Leung , 2000); reservations information 

(Law et al., 2004); availability of online reservation (Park ,2003); reservation functions 

(Schegg et al., 2002); reservation information (Vrana et al., 2004); online reservation 

(Wan, 2002) 

 Payment: transaction services (Paynter and Satitkit, 2001); transaction (Schegg et al., 

2002) 

As apprehended by the summary list above 8 out of 43 models had a more general approach to 

studying websites as opposed to the remaining models which have a content analysis approach. 

Studying these models indicates that only two of them focus on transaction which is an important 

factor for an e-commerce website. The above list shows that all of the features studied are 
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included in the model used by Maswera et al. (2007). So, this research focuses on the model used 

by Maswera et al. (2007). This model was applied to evaluate the websites of tourism 

organizations in 4 African countries and the US. This model was basically conducted by Yao 

(2004) who evaluated insurance websites in New Zealand.   

According to Maswera et al. (2007) the website of a tourism organisation is a very important 

conservatory of the organisation as it presents the image of that organisation. According to 

Barnes and Vidgen (2002), a website which is difficult to use and interact with will not portray a 

good image for the organisation and can cause the customers to do their on-line shopping 

elsewhere. 

Through a broad review of the literature on e-commerce websites and by browsing websites of 

major players on the international tourism market, a list of features commonly found on an e-

commerce site was created by Yao, 2004. A survey was designed in order to identify the content 

of each insurance company website. The design was based on a similar survey used by Costello 

and Tuchen (1998) in their comparative study of e-commerce within the Australian insurance 

sector. Since their survey identified the main features of an e-commerce oriented website and 

from the work they had done, it was a promising place to start. The survey was designed in the 

form of a table. It included a contents column (which named the feature of the website), and a 

description / examples column (which briefly described the website feature, giving examples). 

All content characteristics are features that can be measured objectively. For example, online 

business is possible, or it is not; there is a CEO message included on the web site or there is not. 

This model has been designed more in detail compared to Costello and Tuchen‘s (1998); the 

changes made have allowed for a more precise analysis of the website content. Content features 

included in this model are: Company Overview, CEO Message, Financial facts, what‘s new, 

Employment opportunities, Community involvement, Other, Product services (general 

overview), Product services (specific details), Other services, FAQ (Frequently Asked 

Questions), Insurance Overview, Contact details, E-mail address, Feedback, Links to other sites, 

Comparison with other companies, Product services (interactive features), Online business, 

Online accounts for buyers, Online account access, Online access to account settings, Online 
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access to orders, Order tracking functionality, An alliance with competitors, and Criteria-based 

product selection. The model is as followed.  

Table 5: Website Evaluation Model in tourist Organizations (Maswera et al. 2007) 

Name Features 

1.Corporate information • Company overview 

• CEO message 

• Financial reports 

• News 

• Employment opportunities 

• Investor and community relations 

2. Product information • Brief description 

• Rates/fares 

• Photo gallery 

• Virtual tours 

• Interactivity-winnowing 

• FAQs 

• Privacy and security 

3. Non-product information • Weather/climate 

• How to get there (if organisation is not an airline) 

• Local transport information 

• Other places to see/visit 

• Where to stay (if organisation is not a hotel or travel 

agent) 

• Security 

• Immigration procedures 

• Customs 

• Other – any unique content 

4. Customer relationship management (CRM) • Contact details including directions 

• E-mail address 

• Feedback 

• Reciprocal links 

• Promotions and special offers 

• E-newsletter 

• Loyalty systems 
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• Call-back services 

• Mailing lists 

• Mail-to-friend button 

• Customer surveys 

• Customer profiling 

• Free downloads 

• Competition and games 

• Customized content 

5. Reservation • Checking availability 

• Making online reservations 

• Tracking reservations 

• Cancelling reservations 

• Cancellation policy 

• Amending reservations 

• Creating customer accounts 

6. Payment • Credit cards 

• Debit cards 

• Electronic cash 

• Virtual credit cards 

• Currency converter 

 

This model has been chosen among the others previously mentioned. The reason is that 

compared to the other models, this model consists of more features which makes it more 

complete and a better means to study a tourist website. Secondly, this model was used to study a 

variety of tourist organizations as opposed to the others which only studied the websites of a 

certain type of tourist organization like hotels or airlines. Experts of tourist organizations have 

also highlighted important features which are seen in the above mentioned model.  

2.5 A Benchmark of E-commerce Applications on Tourist Organization’s  

Jutla et al. (1999) argue that e-commerce benchmark applications can aid in system sizing, 

capacity planning, system tuning, and quality of service measurement and validation for 

transactional ecommerce business models. The researcher has conducted a benchmark of e-

commerce applications which have been used on tourist organizations‘ websites of various 

countries which are summarized in the following table. The websites of tourist organizations in 

South Africa, Uganda, Zimbabwe and Kenya were studied by Maswera et al. (2007) which 

illustrated the usage of transactional activities, online hotel reservation, online ticket booking, 
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online car rental, web presence, CRM (Email & Contact details), three information categories 

(corporate, product and non-product information) and Security System Software. The USA 

(Maswera et al., 2007) and Western Europe (Rita, 2000), UK (Kamarulzaman, 2007) and New  

Zealand (Doolin et al., 2002) had all the mentioned applications along with customer loyalty 

system, and frequent flyer program. Whereas Taiwan (Wu, 2003) and China (Buhalis et al., 

 Country/Organization 

E-commerce 

&          E-

marketing 

applications 

South Africa Kenya Zimbabwe Uganda 

Western Organizations 

(USA, Western 

Europe) 

New 

Zealand 
UK China Taiwan 

Transactional 

activities 

* 

 

* * * * * * * * 

Online hotel 

reservation 

* * * * * * * * 

 

* 

Online ticket 

booking 

* * * * * * * * * 

Online car 

rental 

* 

 

* * * * 

 

* * * * 

Web presence 
* * * * * * * * * 

CRM (Email 

& Contact 

details) 

* * * * * * * * * 

Loyalty 

Systems 

    * * *   

Frequent 

Flyer 

Programs 

    *  *  * 

Three 

information 

categories 

(corporate, 

product and 

non-product 

information) 

* * * * * * 

 

* * 

 

* 

Security 

System 

Software 

* 

 

   * * 

 

* * 

 

* 
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2006) had most of the applications except Loyalty systems. And also the models used to evaluate 

websites are studied to find any categories which are not used in the Maswera‘s model. At this 

stage language usability has been added to the model.  

Some of the following applications are already features of the model which is chosen to be used 

in this research. The researcher has inserted the other applications in the correct category in the 

initial model in order to make it more complete which covers the required features a website 

should have in so it helps the business to improve and as a result have higher revenue.  

All the above applications have been seen in the initial model. The researcher has added three 

subcategories to the reservation category and the features of the major category are applied in 

every subcategory. The subcategories consist of hotel reservation, ticket reservation which itself 

includes all the frequent flyer programs as an added feature and online car reservation. And also 

language usability is added to non-product information category. 

Table 7: Generated Model 

Name Features 

1.Corporate information • Company overview 

• CEO message 

• Financial reports 

• News 

• Employment opportunities 

• Investor and community relations 

2. Product information • Brief description 

• Rates/fares 

• Photo gallery 

• Virtual tours 

• Interactivity-winnowing 

• FAQs 

• Privacy and security 

3. Non-product information • Weather/climate 

• How to get there (if organisation is not an airline) 

• Local transport information 

• Other places to see/visit 
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• Where to stay (if organisation is not a hotel or travel 

agent) 

• Security 

• Immigration procedures 

• Customs 

• Other – any unique content 

• language usability 

4. Customer relationship management (CRM) • Contact details including directions 

• E-mail address 

• Feedback 

• Reciprocal links 

• Promotions and special offers 

• E-newsletter 

• Loyalty systems 

• Call-back services 

• Mailing lists 

• Mail-to-friend button 

• Customer surveys 

• Customer profiling 

• Free downloads 

• Competition and games 

• Customized content 

5. Reservation Hotel 

Reservation: 

• Checking 

availability 

• Making online 

reservations 

• Tracking 

reservations 

• Cancelling 

reservations 

• Cancellation 

policy 

• Amending 

reservations 

Ticket 

Reservation: 

 • Checking 

availability 

• Making online 

reservations 

• Tracking 

reservations 

• Cancelling 

reservations 

• Cancellation 

policy 

• Amending 

reservations 

Car Reservation:  

• Checking 

availability 

• Making online 

reservations 

• Tracking 

reservations 

• Cancelling 

reservations 

• Cancellation 

policy 

• Amending 

reservations 

• Creating 
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• Creating 

customer 

accounts 

• Creating 

customer 

accounts 

• Frequent Flyer 

Program 

 

customer 

accounts 

6. Payment • Credit cards 

• Debit cards 

• Electronic cash 

• Virtual credit cards 

• Currency converter 

 

The above model will be used to study the current status of Iranian tourist organization 

websites and to illustrate their purpose of having a website. They can have informative 

purposes which mean that their main focus is on providing information on their websites 

or they might have marketing purposes which will put their focus on promotion and CRM 

facilities and they also might want to do online business additionally. So, they have to 

provide transactional facilities as well.  
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3 Methodology 

This chapter is about methodology approaches taken to answer the research questions.  

3.1 Purpose of the Research 

According to Burman (2007) a method is a tool to solve a problem and find new knowledge. 

There are three general categories of research based on the required information; exploratory, 

explanatory and descriptive as stated by according to Tull et al. (1984).  

When a research problem has been stated and the purpose is not to find the causes of the 

problem, but to describe the current situation, descriptive research is suitable (Eriksson et al., 

1997 cited by Homayooni 2006).  

A descriptive approach describes phenomena. The descriptive approach is used when the 

question is a ―how‖ or ―why‖ and is common (Burman, 2007). The method enables the 

researcher to study the current situation of a phenomenon and it will help to study the existing 

conditions and simplify deeper study. According to Miles et al. (1994) description enables an 

easier understanding of complicated things by breaking them into their component parts. It helps 

to understand the characteristics of a phenomenon and then take further decision about 

segmenting them or other usages based on their characteristics.  

According to Eriksson et al. (1997) an exploratory research is discovering investigations that 

researchers are seek new aspects of a problem. Sekaran (1992) states that exploratory research is 

done to better figure out the nature of a problem since very few studies have been done about the 

problem.  

This study can be both a descriptive and exploratory research. Firstly, it is an exploratory 

because very few studies have been carried out about Iranian tourism and its issues and secondly, 

a descriptive method is appropriate since the author wants to study ―how‖ tourism organizations‘ 

websites are in accordance with an e-commerce website. 
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3.2  Research Approach 

There are basically two approaches toward a research; quantitative and qualitative. According to 

Maxwell (1996) cited by Homayooni (2006) qualitative and quantitative approach are two 

different paradigms which have different logics and strength. Both of the methods enhance the 

understanding of the actions of an individual, a society or an organization and the way they 

influence each other. As Yin (1994) puts it, it is the purpose of the study which leads the way to 

choosing the best approach. 

According to Creswell (1994) a quantitative approach is an inquisition into a social or human 

problem, testing theories based on variables, or measuring numbers which are analyzed with 

statistical procedures in order to prove the preliminary theory to be true.  

Creswell (1994) adds that a qualitative approach is a paradigm in which a study is defined as an 

inquiry process of understanding a social or human problem based on building a complex picture 

formed with words conducted in a natural setting.  

As Foster (1998) explains the main thing about this deductive approach is that it draws a line 

between science and personal experience and it focuses on description, explanation and 

abstraction. It applies a logical approach toward what ever is being investigated and uses 

mathematical techniques to analyze the collected data.  

The nature of the problem is the key to choosing the best approach. Since the purpose of the 

research is to study the status of Iranian tourism organizations‘ websites applying e-commerce 

applications, and this sheds light on the number of applications being used by the tourist websites 

and illustrates the impact of internet on Iranian tourist organizations. So, the approach of this 

study is both qualitative and quantitative. The opinions of the experts lead the study toward a 

qualitative approach whereas the study of the website features is quantitative.  

3.3 Research Strategy 

The primary objective of this research is to gain an understanding of the current state of e-

commerce applications usage in the tourism organizations in Iran. According to Yin (1994), 

there are several approaches to conduct in social sciences which are experiments, history, 
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surveys, archival analysis and case study. The important thing is to choose the best strategy 

which fits the study.  

Table 8: Relevant Situations for various research strategies (Yin, 1994) 

Research Strategy Form of Research 

Question 

Requires Control over 

Behavioral Events 

Focuses on 

Contemporary Events 

Experiment How, why Yes Yes 

Survey Who, what, where, 

how many, how much 

No Yes 

Archival Analysis Who, what, where, 

how many, how much 

No Yes/no 

History How, why No No 

Case Study How, why No Yes 

 

Qualitative research can be conducted using various strategies including survey (Yin, 1994). 

According to Zikmund (1994) a survey is a technique by which data is gathered through 

questionnaires which are filled by a number of people. In this case, the researcher takes the place 

of the people who will take the survey. A survey will be carried out to study the current situation 

of e-commerce applications usage and development plans in the tourist organizations.  

The websites of tourism organisations of Iran will be evaluated against the list of e-commerce 

features based on a model provided by Maswera et al. 2007 which is a study of e-commerce 

adoption amongst insurance companies in New Zealand that identified the required features for 

an insurance company website to determine the extent of e-commerce activities taking place. 

3.4 Data Collection 

When considering how to answer the research questions or to meet their objectives, few 

researchers consider the possibility of re-analyzing data that have already been collected for 
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some other purpose (Hakim, 1982). Such data are known as secondary data. Secondary data 

include both quantitative and qualitative data.  

Yin (2003) suggests six sources of evidence to gather data: documentation, archival records, 

interviews, direct observation, participant observation and physical artifacts. In order to collect 

data, a sample must be chosen. According to Saunders (2000) sampling is a survey-based 

research where the researchers study a sample of a population to find answers to their research 

questions. Once the problem is clarified a suitable population and a sample of it need to be 

selected. According to Saunders (2000) and Khan (2007) the population is usually too large to 

study. The sample reflects the characteristics of the population it is drawn from.  

In this study, a complete list of tourism organizations including national airlines, hotels, travel 

agencies and car rentals was obtained from the Iran Cultural Heritage Organization (ICHTO) 

websites available at www.ichto.ir under the directory of tourism under the subcategory of 

tourism services. The list was presented in the categories of hotels and travel agencies. The 

organizations were categorized by province and each company has a page containing its name, 

level of activity, contact details, number of the permission from the government, email and web 

address if available. ICHTO is the organization in charge of all the hotels and travel agencies 

legally active in Iran. The list for national airlines was obtained from the Country‘s Airline 

Organization known as CAO which is available at http://www.cao.ir/farsi/default.aspx under the 

category of related links; national airlines.  All the hotels, travel agencies and national airlines 

were studied. So the final sample size is the same as the actual population. The total number of 

tourism organizations is 4721; out of which 207 have websites.  Search strings are used to find as 

many websites as possible relevant to Iran. For this purpose the search engine used is Google. 

Google today is one of the most popular search engines with about 88 different language 

interfaces and has at least 4 billion indexed web pages (Bradley, 2004). Google treats natural 

language questions as lists of terms and retrieves documents similar to the original query. In 

addition, Google uses robot indexing to add to its list of pages to visit all those linked to the page 

in the current process. 

In order to answer the research question which is ―What is the status of e-commerce applications 

adoption on Iranian tourist organizations‘ websites?‖ the researcher assumes the role of a 

http://www.ichto.ir/
http://www.cao.ir/farsi/default.aspx
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customer; accessing and navigating the selected websites, taking note of the presence and 

absence of the features presented in Maswera et al.‘s model. Unique features and content will 

also be noted during data collection. The current situation is then compared to the optimal 

situation which is having all the features of the model in a website and the subject of having 

higher revenue and higher number of customers through having a better e-commerce website is 

addressed.  

3.5 Data Analysis 

According to Yin (1994) data analysis consists of examining, categorizing, tabulating, or 

recombining the data. Every investigation should have a strategy to study the data collected to 

draw accurate results and avoid misinterpretation of the collected data.  

Qualitative research concentrates on data in the form of words. These words are the collected 

data which need to be processed and analyzed in three stages. According to Miles et al. (1994) 

this process takes place in three stages which is called ―concurrent flow of activities‖ which is as 

followed: 

Data Reduction:  in this phase the collected data is reduced and simplified in order to make its 

analysis easier. The purpose is to categorize the data in a way to be able to draw a conclusion out 

of it.  

Data Display: when data is reduced, it should be illustrated in a comprehensive way so that a 

conclusion can be verified easily.  

Conclusion: in this stage, the researcher states the casual trends, regulations, notable patterns and 

propositions (Miles et al., 1994) 

This study takes the above mentioned approach to analyze the collected data with regard to the 

qualitative approach. Moreover, the features found on each website are then calculated as a 

percentage of the total number of websites found in that category and they will be reported as 

tables or graphs relatively to the quantitative approach.  
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4 Data Analysis  

 

This chapter focuses on the analysis of the data gathered from a total sample of 4721 tourism 

organizations. 207 organizations out of this 4721 number have websites which have been 

carefully studied feature by feature according to the features of the website evaluation model 

applied by Maswera et al. (2007). Each organization‘s website has been detailed into the form of 

a table.  

Iran is located in the center of a region that bridges South Asia with Europe and the Middle East.  

Iran is bordered by Turkey and Iraq to the west, Armenia, Azerbaijan, and Turkmenistan and the 

Caspian Sea to the north, Afghanistan and Pakistan to the east, and the Persian Gulf to the south. 

The topography of Iran is dominated by three mountain ranges, two great deserts, two coastal 

regions, several large lakes, and river systems that drain either into the Persian Gulf or the desert 

areas of the Central Plateau.  

The population of Iran is currently estimated at around70 million people of whom around 60% 

live in the urban areas of the country. The population comprises a range of cultural groups 

representing the influence of thousands of years of interaction with the surrounding countries and 

regions.  The two main groups are the Farsis or original Persians that make up around 65% of the 

population, and the Azaris that account for around 25% of the population.  The other significant 

groups include the Kurds, Arabs, Lors, Turkmen, Armenians, and nomadic tribes. The cultural 

diversity of Iran gives rise to a unique and highly interesting socio-cultural environment.   

The rich cultural heritage of Iran is set within a diversity of landscapes and climates that make up 

its physical geography. These elements include the seacoasts of the Caspian and Persian Gulf, 

the two great deserts of the Central Plateau, its three distinct mountain ranges, and the western 

plateau area bordering Iraq.  These natural landscape features and the nature reserves, parks, and 
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forests they contain are of great interest to domestic tourists as recreational outlets at the present 

time but are not extensively used by international tourist markets.  Overall, Iran contains a rich 

and diverse natural and cultural heritage, much of which is unique in the world and which 

constitutes its tourism resource base.  

According to information supplied by the Iran Cultural Heritage Organization (ICHO), there are 

over 1.2 million cultural features such as monuments, museums, as well as intangible cultural 

features such as festivals, cuisine, music, language, art and craft, that have been recorded 

throughout the country.  A total of 130 museums are listed of which 56 are located in Tehran and 

74 in the provinces, while in Tehran alone, there are 117 cultural centers and affiliated galleries 

and libraries, and 72 private galleries exhibiting cultural materials and artifacts. Nine cultural 

sites have are currently listed as part of the UNESCO World Heritage List.  They are Persepolis, 

Naqsh-e-Rustam, Choga Zanbil, Bistoon, Pasargad, Soltanieh, Takhte Soleyman, Ghare 

Armanian Church, Imam Square Isfahan and Bam.  As much of the tourist resources situation 

identified by Tourist consult is still appropriate today, it is clear that Iran possesses a rich, 

diverse, and in many cases a unique range of cultural and natural tourism resources (ITTO).  

 According to ITTO outside of Iran, tourist information is currently available in electronic form 

through web sites that can be accessed by potential international visitors, at the Iranian embassies 

in foreign countries, in the form of guidebooks. Within the country, the main sources of tourist 

information are local guidebooks, tourist accommodation establishments, and tourist information 

centers. The web based sources of tourist information outside Iran is based on sites provided by 

the larger tourism corporations in the country such as Iran Air. While these are informative, their 

focus is on the interest of the corporation they represent and do not provide a comprehensive 

information service on Iran‘s tourism attractions, facilities, and services.   

According to the current classification system operated by ITTO, the accommodation facilities of 

Iran have been classified into hotels, apartment hotels, pensions, inns, youth hostels, tourist 

camps, seacoast establishments, mineral water establishments (spas), and motels.  In addition, 

there are other accommodation establishments that are sometimes used for tourism purposes such 

as school dormitories, rented accommodation, campsites, corporate and government guesthouses 

and accommodation. The hotels are further classified into five classes ranging from 1-star 
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establishments that offer basic accommodation facilities and services to 5-star hotels that offer 

luxury accommodation facilities and services. Unfortunately, data is only available on hotels and 

apartment hotels.  Although data on the other establishments exists in the Amaken (Police) 

Department, this is not available for tourism planning and development purposes. The total 

number of accommodation centers in Iran is 2553.  

Data provided by the ITTO on the number of travel agencies and tour operators indicates that in 

2000, there were 1,117 establishments with permits to operate which have increased to 2168 in 

2008.  Of these, Tehran Province accounted for 553 which have increased 969, Khorasan 

Province was next with 144 agencies which has increased up to 955, followed by Mazandran 

with 88 agencies in 2000 (265 in 2008), but in 2008 Fars has taken the third place with 298 

agencies.  The rest were scattered around the other main centers of the country with higher 

concentrations in Esfahan, Shiraz, Tabriz, and Badar Abbas which has changed to Mazandaran, 

Isfahan, East Azebaijan and Ardebil.  

Tehran Province accounted for the largest proportion of travel agencies with around 46% of total 

permits issued in 2000 which has surprisingly decreased to 44.7% in 2008, with the rest scattered 

around the country with some greater concentration in Khorasan, Mazandaran, Esfahan, East 

Azerbaijan, Fars and Hormozgan.   

As indicated, Iran currently has 14 designated international airports located at Tehran, Mashad, 

Isfahan, Shiraz, Tabriz, Badar-Abbas, Zahedan, Avaz, Kish Island, Lar, and Abadan.  Except for 

Tehran, shiraz, Kish and Tabriz, the other designated international airports account for only a 

modest volume of traffic, much of it charter based. Most of the international airports are not 

internationally certified as being equipped to handle international flights.  The airport terminal 

facilities are generally inadequate for handling large volumes of international visitors.  The major 

international airport (the Imam Khomieni International Airport) is located in Tehran.   

However, there number of Iranian tourist organizations is significant, not many have websites. 

Although, the e- market place is a very important playing field today. Some of Iranian travel 

agencies have bought domains but they are not active yet. Although the number of travel 
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agencies and hotels is high, most of them do not have web presence at all. The following table 

summarizes the number of websites of Iranian tourist organizations.  

 

 

Figure 1: Number of Tourist Organizations with websites compared to all Tourist Organization 

by Province 

 

This figure shows the number of active websites in a reverse order in each province. Tehran is 

the province which Iran‘s capital city is located in. Tehran has 1197 active tourist organizations 
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of which only 60 have active websites. These websites include hotels, travel agencies and 

national airlines. Ardebil province had the second place regarding its active websites which is 36 

out of 191 whereas Khorasan Razavi which has 955 tourist organizations has entered the e-

commerce world with only 11 active websites. Fars has 298 organizations with 28 websites and 

takes the third place. Kurdistan has 17 websites out of a total of 77 organizations. Isfahan as 255 

organizations which only have 10 websites. Hormozgan takes the next place with 9 websites 

from 66 organizations. Mazandaran has anumber of 7 out of 265 organizations followed by 

Yazd. This province has 85 orgnizations of which only 5 have websites. Kerman province has a 

total of 3 active websites from 132. Zanjan has 51 organizations with 3 websites. Sistan also has 

3 active websites but 39 organizations, and East Azerbaijan has 2 websites out of 201 tourist 

organizations. Khuzestan, hamedan and Qazvin also have 2 active websites but a number of 85, 

42 and 40 organizations in the right order. Gilan, Qom, Golestan, Markazi, Lorestan, Chahar 

Mahal and Kohgilouye have 1 active websites among their tourist organizations which have the 

numbers of 132, 82, 79, 49, 46, 27 and 10. & provinces‘ organiztaions did not have any web 

presence which are West Azerbaijan (148), Kermanshah (50), Semnan (38), Booshehr (22), 

South Khorasan (22), Ilam (21) and North Khorasan (16). Iran has 30 provinces out of which 7 

did not have any websites regarding their tourist organizations and 23 had web presence with 

their own websites.  

Table 9: Number of features used on tourist organizations‘ websites 

170 Company overview 

7 CEO message 

1 Financial reports 

60 News 

3 Employment opportunities 

1 Investor and community relations 
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149 Brief description 

115 Rates/fares 

2 Privacy and security 

39 Weather/climate 

149 How to get there (if organisation is not an airline) 

2 Local transport information 

29 Other places to see/visit 

1 Where to stay (if organisation is not a hotel or travel 

agent) 

1 Security 

29 Immigration procedures 

4 Customs 

5 Other – any unique content 

170 Language Usability 

116 Contact details including directions 

114 E-mail address 

32 Feedback 

39 Reciprocal links 

27 Promotions and special offers 
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5 E-newsletter 

0 Loyalty systems 

0 Call-back services 

0 Mailing lists 

3 Mail-to-friend button 

0 Customer surveys 

12 Customer profiling 

0 Free downloads 

0 Competition and games 

0 Customized content 

27 Checking availability 

98 Making online reservations 

9 Tracking reservations 

23 Cancelling reservations 

9 Cancellation policy 

1 Amending reservations 

0 Creating customer accounts 

1 Frequent flyer program 

13 Credit cards 

10 Debit cards 
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0 Electronic cash 

0 Virtual credit cards  

3 Currency converter 

 

The above table shows the number of each feature used in the Iranian tourist organizations which 

is also illustrated in the form of a graph bellow.  

Figure2: Number of features used on Tourist Organization websites 
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The above figure summarizes that among 49 features of an e-commerce website only 39 have 

been used in Iranian tourist organizations. As it shows, company overview is the most used 

feature in almost all websites. 170 websites out of a total of 207 active websites have this feature. 

―Brief description‖ about the product and ―how to get there‖ are used similarly with a number of 
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149 websites. Generally it can be said that Iranian websites have paid attention to providing 

information about their companies and products. As the theme follows contact details, email 

addresses and rates and fares followed by the rest of the information flow on the website. 

Contact details including directions were available on 116 websites and 115 of them provided 

rates and fares. Email addresses were made available to customers on 114 websites. Making 

online reservation which is a feature enabling e-commerce activities on tourism websites are 

only provided on 98 websites. With respect of news, 60 websites and photo gallery only 57 

websites have them. Frequently asked questions have a total number of 42 followed by weather 

and climate with 39; the same number of websites with reciprocal links. 32 websites enabled 

their customers to give feedback.  Other places to visit and immigration procedures are 

mentioned on 29 websites. Promotions and special offers along with checking availabilities are 

on 26 websites. 23 websites enabled cancelling reservations. Purchase through credit cards is 

only possible on 13 websites and 10 accepted debit cards. Customer profiling is possible on 12 

websites out of 207. Tracking reservations and cancellation policies are visible on 9 websites. 

Only 7 websites had their CEO messages online. 5 websites had e-newsletters and another 5 had 

other features like membership clubs. 4 have information about customs, 3 had employment 

opportunities, mail-to-friend button and currency convertor. 2 websites had privacy and security 

and local transport information. Financial reports, investors and community relations, where to 

stay, security, amending reservations and frequent flyer programs each were mentioned only on 

1 website. CRM features and some of the online transaction features are not used on these 

websites. So it CRM is not yet a considerable issue for Iranian tourist organizations.  

The following figure indicates the percentage of every feature of the model which has been 

applied on the Iranian tourist Organizations‘ websites. Apparently, 82% of the websites have the 

feature of company overview. 72% of the websites provided brief descriptions of their products 

and how to get to their offices. 56% had contact details and 55% provided rates and fares for 

their rooms, tickets and other services. Another 55% had email address so that the customers 

could contact them electronically. 47% of the websites provided the opportunity for the 

customers to make reservations online. 29% uploaded news about their companies and related 

issues. 27% of the websites had photo galleries of their products. Additionally, 20% of them 

provided the customers with frequently asked questions to help them with initial information. 

18% had information about weather and also they provided reciprocal links to their related 

organizations‘ websites. Feedback option is only available on 15% of the websites which is not a 

high percentage. Since feedback helps organizations to realize their strength and improve their 
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weak points. 14% help customers with information about other places to visit and also 

immigration and visa procedures. Promotional offers are visible on 13% of the websites which 

can be used as an incentive to attract more customers. Checking availability online also has taken 

up 13% of the websites. Virtual tours are available on 12% of the sites. Cancelling reservations 

are applied in 11% of the websites. As for credit card acceptance only 6% of the websites have 

the option available and 4% accept debit cards. 5% have customer profiling. Tracking 

reservations and cancellation policies are also available on 4% of the websites. CEO message has 

a share of 3%. E-newsletters and other contents have 2% allocated to themselves. Customs, mail-

to-friend button, currency convertor and employment opportunities are available on 1% of the 

websites. 0.97% of the websites have privacy and security plus local transportation information. 

0.48% of the websites have financial reports, investor and community relations, where to stay, 

security, amending reservation and frequent flyer program options. 10 features of the model are 

not applied in any of the websites which are loyalty systems, call-back services, mailing list, 

customer surveys, free downloads, games and competition, customized content, creating 

customer accounts, electronic cash and virtual credit cards.    

Additionally it is an illustration of the usage of e-commerce features calculated by percentage. 

These features have been studied on the websites of national airlines, hotels and travel agencies 

in Iran. These organizations have been registered officially to the Tourism and Cultural Heritage 

Organization. They have been registered on this organization‘s website. Each company has a 

profile including current website if available. Company overview with 80% has the highest rate 

of usage and is the only feature above 80%. 2 out of 49 features are between 70% and 80% 

which are brief description and how to get there options which are 4% of the total 100% of the 

features (49). There are 3 features between 50% and 60%; contact details, email address and 

rates and fares. Making online reservation is the only feature between 40% and 50%. 2 features 

are between 20% and 30%; news and photo gallery. 40 other features are below 20% out of 

which 30 are below 10%. 12% of the features are mentioned in more than 50% of the websites 

and 88% are mentioned on less than 50% of the websites.  

 

 

Figure3: Percentage of the usage of e-commerce features on Iranian tourist organization website 
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Figure 4: Major categories of features in the website evaluation model 
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The figure above shows that the ―product information‖ is the most important major feature that 

Iranian tourist organizations have taken into account while planning their websites. The number 

391 is the sum of all sub-features of ―product information‖. CRM features with a total number of 

348 stands at the second place. Non-product information holds the third place with a number of 

259 followed by corporate information with a number of 242. Looking at the numbers show that 

the information category in general with a sum of 892 holds the biggest number which interprets 

that the tourist organizations of Iran have used their websites as an informative tool to connect to 

their customers providing them with a variety of information about their organizations, products, 

addresses and other options. Although, reservation options online can be a great tool for 

enhancing business options and can increase sales, the online reservation category has not been 

considered as a critical factor on the tourist organization websites. Additionally, the websites that 

have the online option do not have it in various languages. Most of them are in Persian so if non-

Persian speaking customers want to use the website, it is almost impossible for them to use the 

online reservation feature. Moreover, very few websites accept credit cards or even debit cards. 

So, making online reservation and going through with transaction is not a complete process. The 

customers who reserve online may not be sure if they get their room or ticket because they have 

not paid for them. Also, many of the websites allow the customers to reserve online by sending 

an email to the company and the company would get back to them so it is not a common way of 

making online reservation. Checking availability online is also done through the same procedure. 

Payment is the least highlighted feature on the websites. It can be because in Iran credit cards are 

not used and most people have debit cards. So, people are not used to shopping online and trust 

issues of online transaction have not been solved for Iranians.  

 

Figure5: Number of features present on websites of Iranian Tourist Organization 
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Features present on websites of Tourist Organizations by major categories of the model 

Corporate Information Product Information Non-Product Information CRM Reservation Payment 

Feature % Feature % Feature % Feature % Feature % Feature % 

Company 

Overview 

170(207) 

82.13% 

Brief 

Description 

149(207) 

71.98% 

Weather/Climate 

39(207) 

18.84% 

Contact 

Details 

116(207) 

56.04% 

Checking 

Availability 

27(207) 

13.04% 

Credit 

Cards 

13(207) 

6.28% 

CEO Message 

7(207) 

3.38% 

Rates/Fares 

115(207) 

55.56% 

How to get there 

149(207) 

71.98% 

E-mail 

Address 

114(207) 

55.07% 

Making 

Online 

Reservation  

98(207) 

47.34% 

Debit 

Cards 

10(207) 

4.83% 

Financial Report 

1(207) 

0.48% 

Privacy & 

Security 

2(207) 

0.97% 

Local Transport 

2(207) 

0.97% 

Feedback 

32(207) 

15.46% 

Cancelling 

Reservation 

23(207) 

11.11% 

Electronic 

Cash 
0(207) 

News 

60(207) 

28.99% 

Photo 

Gallery 

57(207) 

27.54% 

Other Places to 

see 

29(207) 

14.01% 

Reciprocal 

links 

39(207) 

18.84% 

Cancelation 

Policy 

9(207) 

4.35% 

Virtual 

Credit 

Card 

0(207) 

Employment 

3(207( 

1.45% 

Virtual 

Tours 

26(207) 

12.56% 

Security 

1(207) 

0.48% 

Promotions 

27(207) 

13.04% 

Tracking  

9(207) 

4.35% 

Currency 

Converter 

3(207) 

1.45% 

Investor & 

Community 

Relations 

1(207) 

0.48% 

FAQ 

42(207) 

20.29% 

Immigration 

Procedure 

29(207) 

14.01% 

E-

newsletter 

5(207) 

2.42% 

Amending 

1(207) 

0.48% 

  

 

 

 

 

 

 

 

 

 

 

  Customs 

4(207) 

1.93% 

Loyalty 

systems 
0(207) 

Creating Customer 

Account 
0(207)   

  Other 

5(207) 

2.42% 

Call-back 0(207)     

  
Language 

Usability 

170(207) 

82.13% 

Mailing list 0(207)     

    
Mail-to-

Friend 

3(207) 

1.45% 

    

    
Customer 

Surveys 
0(207)     

    
Free 

Downloads 
0(207)     

    Games 0(207)     

    
Customized 

Contents 
0(207)     

  

  

The figure below illustrates the number of tourist organizations in each province. The 

tourist organizations consist of travel agencies and hotels. There are also 9 national 

airlines which headquarters are located in Tehran. 

Figure 6: Number of tourist organization in every province 
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Evidence from the websites studied shows that most Iranian tourist organizations are at the initial 

stages of adopting and using e-commerce. Yet, tourism is one of the most competitive sectors in 

the global market place and the Internet provides facilities to reach huge numbers of customers 

worldwide. The 207 websites from tourist organizations are gradually progressing towards using 

e-commerce but they still have a lot to do to. A total of 207 (4%) websites were comparable to 

those of international organizations. This shows that Iran is now beginning to break into the 

global marketplace which has been dominated by the USA and Western Europe. The website of 

a tourist destination must contain information about the destination which includes how to get 

there (air travel), getting around (local transport information), places to stay (hotel 
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accommodation), and things to do (places to see, dining, shopping, shows and events). Most of 

the Iranian websites provided adequate information, with most featuring product descriptions, 

company overview and how to get there followed by contact details, rates and fares and email 

addresses which show the focus of these websites is on creating a bridge for the customers to be 

able to contact them easily. However, most of the Iranian organizations did not provide adequate 

non-product information relevant to a tourist, such as the weather, immigration procedures, 

customs and health concerns, yet these are of great interest to the typical tourist. In particular, 

these findings also show that the travel and tourism industry has failed to take advantage of the 

Internet to disperse any rumors or clarify issues concerning security and safety of tourists, yet 

these issues have led to a drop in tourist flow into these countries specially by the negative news 

spread out in western countries regarding Iran and its sanctions. Only 42 out of 207 Iranian 

websites had FAQs and 60 had the ‗News‘ feature through which this type of information could 

be made available to customers. A fully-fledged e-commerce website should have facilities to 

enable online transactions to take place. This is the main area where the websites of the tourism 

organizations are lagging behind. Of the 4721 organizations 207 have websites, only 98 (47%) 

had facilities to make online reservations. The real-time reservation facility, which allows 

customers to check for availability first and make the reservations when availability is 

confirmed, was present on only 27 websites. The remaining sites only allowed booking forms to 

be submitted with the response to the customer being sent via e-mail using an address the 

customer must supply or through email. As for online payment, only 13 (6%) of the websites 

allowed online payment by credit card and only 10 website allowed customers to pay by debit 

card which shows that few organizations are taking advantage of online transactions. The tourist 

organizations will only obtain the full benefits of e-commerce once they have provided facilities 

for online transactions on their websites. Electronic customer relationship management (eCRM) 

is a very important component of e-commerce, which is used to provide for customer needs, 

wants and preferences. Apart from providing email and contact addresses, there were no surveys 

to retain customer loyalty. Only 32 (15%) websites had a feedback feature (an electronic guest-

book) present on their websites, a simple form for customers to submit comments about the 

organizations‘ products and services is easy to implement. Other examples are the offering of 

special packages and running promotions on websites which none of the websites have. Links on 
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other websites will lead to the establishment of web-based marketplaces as well. Merely 39 

(18%) of the tourist organizations had links to other tourist organizations offering complimentary 

services. If Iran wants to see an increase in tourist flow then the tourist organizations should 

make an effort to employ CRM strategies and technologies in order to reach their potential in the 

tourism industry in addition to better payment options. 

Additionally, the hotel management systems and practices (accounting, booking and 

reservations, and food and beverage) are outdated and relatively inefficient; the hotel sector is 

not effectively linked to most of the global computer based reservation systems that can deliver 

up to 30% of the room sales for a typical four star hotel; accommodation prices are controlled 

and a dual pricing structure exists for domestic and international tourists with international 

tourists paying up to three times as much as domestic tourists.  

Figure 7: Number of features used on websites of national Airlines 

 

The figure above indicates that language usability, news and contact details have the highest 

number of repetition which is 5. The flowing features are company overview, brief description 

and email address. Making online reservation, checking availability and debit cards hold 3 

repetitions. This can indicate that the national airlines are trying to update their customers and 

also aim to use their websites as a means of communication; as the three following features also 

confirm the same result: providing customers with information about the services and companies 

along with providing addresses, emails and telephone numbers. 
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Figure8: Number of features used in the websites of travel agencies 

 

As the above figure illustrates, the travel agencies around Iran are keen on providing the 

necessary information about their companies and services to their customers alongside giving 

them an easy access to their contact information. The e-mail address and contact details features 

made the CRM category the most commonly found feature for all the websites. Rates are the 

third priority on the websites. As the figure shows, all most all the websites which have provided 

rates have also enable customers to make online reservations. Unfortunately online transaction is 

not still a considerable factor on these websites.  

Figure9: Number of features on the websites of hotels 

 

As shown by the figure above language usability has the highest rate which is 116. It is followed 

by company overview, brief description of the services, email address and how to get there 

information. It also indicates that the primary goal of these websites is providing various kinds of 
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information to their customers. But the numbers show that making online reservation is an 

important option for the hotels‘ websites. Rates and fares, photo gallery and news are mentioned 

on 38, 36 and 25 websites. Reciprocal links are also available on 25 websites. The features which 

are not shown on the graph were not mentioned on any of the websites. CRM features and 

Online transaction attributes are not mentioned on the websites of hotels.  

An analysis of Iran‘s competitive strengths and weaknesses as a tourist destination, the 

opportunities that exist for the expansion of its tourism sector, and the threats that it may face is a 

vital step in developing appropriate goals for the development of tourism.   

Here are some of Iran‘s competitive advantages: 

 diverse natural landscapes, two sea coasts, three major mountain ranges, two large 

deserts, and a big plateau area to the west, and diverse climates  

 rich, ancient, and unique Persian cultural heritage and history 

 strategic location in relation to Asia, the Middle East, and Europe 

With around 1.5 million international visitors, Iran is already the second most important 

destination country in the South Asia Region after India, and is currently the fastest growing 

destination in this region.  Iran is connected by direct international air services to 35 cities 

abroad, a strength that has yet to be fully exploited.  Iran‘s domestic tourism market is already 

developed and given further economic growth and stability, has the potential to expand 

significantly. Overall, Iran possesses many of the basic competitive strengths necessary to 

develop a strong and sound tourism sector.  

Whilst Iran‘s tourism sector possesses several strong points, it is also beset with a number of 

internal weaknesses that limit is ability to harness the full potential of its tourism resources. 

These weaknesses are described below. 

 The inability to use the major international credit cards to settle accounts 

 Although Iran Air has recently purchased new aircraft, overall, the existing Iran owned 

and operated air and road transportation fleets are generally aged, poorly maintained, and 

in need of modernization to bring them to acceptable standards. 
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 The limitations and regulations caused by Iran has limited the number of tourists 

 The existing data on international tourism is limited in scope, incomplete collections, and 

some of this, such as the expenditure and length of stay data is no reliable. 

While the weaknesses in Iran‘s tourism sector currently hinder its ability to optimize its share of 

the growing international and domestic tourism markets over the long term and raise some 

serious questions about the long term sustainability of the country‘s tourism sector, Iran is not 

alone in this position at least among its neighbors. This situation provides an opportunity to 

move ahead of most of its regional competitors by addressing the weaknesses identified above.  

In this way, Iran could potentially achieve the level of tourism development currently enjoyed by 

Turkey and other more developed tourist destinations such as Greece. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5 Conclusion 

This chapter concludes the thesis.  
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5.1 Achievement of the objectives  

 

The primary objective of the study was to gain an insight into the current state of e-commerce 

activities taking place on websites of tourist organizations in Iran.  It is clear that tourism is a 

future investment for a country with such rich heritage and being among the top ten world tourist 

attractions. The research question is ―What is the status of e-commerce applications adoption on 

Iranian tourist organizations‘ websites?‖ 

In order to answer this question a review of literature was carried out. 43 models were 

recognized which were used to evaluate tourism websites from year 2000 onwards. A series of 

interviews were done by managers of hotels and travel agencies to extract the most suitable 

model to study Iran. Studying the models and the interviews indicated that the model used by 

Maswera et al. (2007) was suitable for this study as it contained all the features studied by other 

models and attributes mentioned by the interviewees. Also a study of e-commerce applications 

used on tourism websites was done in several countries in the form of a benchmark which 

confirmed the Maswera‘s model. One sub-feature was added to one of the categories which is 

language usability that was not taken into consideration by Maswera et al. (2007).  

The model was applied to evaluate the websites of tourism organizations in 4 African countries 

and the US. This model was basically conducted by Yao (2004) who evaluated insurance 

websites in New Zealand and was further completed by Maswera. The tourist organizations in 

Iran work under ICHTO every single one has a profile on ICHTO‘s website. In order to study the 

status, every profile of hotels, airlines and travel agencies around Iran was studied. A total 

number of 4721 profiles were evaluated and only 207 had registered websites which were 

eventually compared against the generated model. To collect some data with regards to the 

general condition of Iran‘s tourism the reports of ICHTO and ITTO (the affiliate of ICHTO) 

were studied carefully. These studies revealed the position of Iran‘s tourism sector.  

The websites were studied under 6 major categories which are corporate information, product 

information, non-product information, CRM, reservation and payment. Each of the major 

categories includes sub-categories. The study revealed the first impression of Iranian tourist 

organizations is informative which means that they have focused a lot on providing various kinds 
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of information to their customers. CRM features which can lead to interactive relationship with 

customers, making a sense of belonging and increasing customer satisfaction and loyalty have 

been in the shadow and not much attention has been paid to it. Although, websites can be a great 

means of communicating with customers, getting feedback, providing customers with their 

variety of needs and providing them with accessibility option, Iranian tourist organizations have 

not yet taken benefit from the capabilities and potentials of their websites and the internet. The 

internet makes a large market accessible to them and by providing more features on their 

websites they can attract more potential customers. One of the most important features in this 

regard is online transaction. Due to the lack of credit card usage in Iran, online payment options 

are very limited whereas for a lot of international tourists it is a normal standard to book and pay 

online. SO, by not having these attributes, the Iranian tourist organizations have limited their 

market.  

Out of a total of 50 features only 40 of them were available on the Iranian tourist organizations. 

Most of the features belonged to the information categories. The literature reviewed in this study 

has identified the potential that the Internet and e-commerce can provide for the tourism 

industry. However, the research carried out has shown that, so far, the tourist organizations are 

lagging in the features they provide on their websites especially regarding CRM and Payment. 

Company overview and language usability are the two most used features in almost all websites. 

170 websites out of a total of 207 active websites have this feature. The websites have been 

studied on the basis of features, main categories and by province. As expected Tehran had the 

highest number of tourist organizations with active websites.  

This research concluded that Iranian tourist organizations are at their initial phase of adoption of 

e-commerce website. Although the opportunities and facilities that an e-commerce website has 

are high, the Iranian tourist organizations have not yet met their full potential. These 

organizations use their websites just to have an informative internet presence and very little 

attention is paid to CRM, online reservation and payment. CRM is very critical because it can 

help an organization to strengthen its power points and find its weaknesses and also obtain 

customer loyalty. Online reservation and payment options will help the customers to interact 

more with the organizations.  
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Using the website evaluation model instrument, it was found that Iranian tourist organizations 

need to change their existing online informative efforts in order to market and promote 

destinations and their businesses. These organizations need to develop websites that can satisfy 

the reason people are logging on the Web, which is to find localized and detailed information on 

tourism activities and to engage in trip planning online. They need to provide a space where two-

way communication between online travelers and the tourist organizations can happen. 

Conclusively, Iranian tourist organizations websites do not meet with online traveler‘s interests 

as they only satisfy the former interest of providing information, but not the concluding of actual 

trip planning. Iranian tourist organizations websites needs to be improved for the online travelers 

as they need to move closer to these potential customers by adapting interactive features while 

offering more updated and comprehensive information on travel to their destinations. The other 

attributes such as pictures, colors, online communities and online reservations and payment need 

to be provided on user-friendly websites. All these would produce a positive experience and 

judgment regarding the organization and its services which in return would enhance the 

likelihood of travelling.  

This study contributes to ever-extending studies on website effectiveness. This research provides 

a comprehensive website evaluation model. It serves as preliminary research to provide insights 

in Web developing issues in Iran. It can be used as a basis for tourism organizations to improve 

their websites to enhance experience and attitudes towards their services. Increased concrete 

tourism information on websites could result in positive attitudes and evaluations towards the 

destinations and services, which are desired by all travelers and tourist organizations. 

5.2 Limitations  

There were some limitations during this study:  

 No up-to-date comprehensive database on the tourism resources of the country 

 The existing data on international tourism is limited in scope and in incomplete 

collections 

  Data on the socio-demographic and within Iran visit characteristics is limited. 
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 Data on other key aspects such as the performance of the hotel sector in relation to capital 

investment is not available 

 Knowledge on managers regarding the usage of internet and e-commerce applications 

and their potentials are limited 

 Literature about Iran‘s tourism industry is limited as few researches have been done on 

this topic 

 

5.3 Implications 

The conclusion of this research has provided an insight of the current status of Iranian tourist 

organizations and the areas in which further research and improvement is needed.  

5.3.1 Management Implications 

There are several issues which need to be addressed by the managers: 

 The websites lack interactional options. Interaction can be done through forums, blogs, 

and promotional activities and free downloads. Managers should consider using them. 

 Managers should use online surveys to determine the strong points of their companies 

and try to resolve the weaknesses. These surveys can provide an insight of customers‘ 

perspectives of and experiences with the organizations. 

 Special offers on services and fares can be used as incentives to encourage customers to 

do business with these organizations. They can include special tours and flight packages.  

 Review the existing national tourism organization with a view to strengthening its 

capacity to manage the development of the tourism sector along sustainable lines; 

 Introduce Iran to the appropriate countries by various media channels of 

communications; 

 Further develop travel agencies and the effective monitoring of them; 

 Cooperate with the media to create awareness about international tourism and its 

importance to Iran; 
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 Develop stronger relationships between Iranian travel agencies-tour operators and those 

of other countries; 

 Review and suggest revisions to the current quality standards provided by hotels, other 

tourist accommodation facilities, and travel agents to bring them up to an acceptable 

international standard; 

 Develop facilities for the use of credit cards, traveler‘s checks, and other travel financial 

services; and 

 Develop package of information on tourism in Iran  

5.3.2 Theoretical Implications 

43 models were studied. These models had been used to evaluate tourist organization websites 

including resorts, hotels, airlines and travel agencies. Maswera‘s  model was chosen after a 

benchmark was done on the usage of e-commerce applications on tourism organizations‘ 

websites in addition to the study of the 43 models. The other models studied websites from 

different angles not exactly based on e-commerce features and each of the models were used to 

study a specific kind of organization. A total number 4721 tourist organizations were studied out 

of which 207 had active websites. Then their websites were studied based on the e-commerce 

features available on them.  The contribution of this research was added to one of the categories 

of the model which was the reservation category and the benchmark carried out. Also this 

research has contributed to give a clear picture of Iran‘s current status of e-commerce adoption in 

tourist organizations which has paved the way for further studies to be done in this area.  

5.3.3 Implications for Further Research 

From the analysis of the surveys‘ results, the following recommendations can be made. Although 

the Iranian websites were generally informative, much needs to be done to make the websites 

more interesting by adding video and virtual environments and bringing in more interactivity. 

These websites need to be evolved into e-commerce tools as well as international websites, 

which can be tailored for global markets such as Europe, America and Asia. To encourage 

purchasing through websites, organizations should include privacy and security policies on their 

websites as it is important for the visitor to a website to know how secure it is to carry out 

transactions over the Internet or whether the personal data they are entering in the on-line forms 
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will be misused. These recommendations must, of course, be taken in the context of a general 

improvement in tourism attractions, facilities and services for the maximum success to be 

achieved. However, in order to progress, an important part of any improvement initiative is for 

the tourist organizations to revitalize their e-commerce policy in order to reach the e-commerce 

levels of their main competitors. More research needs to be carried out to evaluate the content 

quality of the websites as this significantly contributes towards the building of a successful e-

commerce website. Further research needs to be carried out to rank the features and then reassess 

the websites. In the next steps of the authors‘ ongoing research project, questionnaires will be 

used to find out the benefits that organizations have derived so far and also the e-commerce 

drivers and inhibitors. For those organizations that have fully embraced e-commerce, further 

studies will be carried out to measure their e-commerce success. 

The literature reviewed in this paper has identified the potential that the Internet and e-commerce 

can provide for the tourism industry. However, the research carried out has shown that, so far, 

the tourist organizations are lagging in the features they provide on their websites especially 

regarding CRM and Payment. As the tourism industry is such a key component of Iran‘s 

economy, it is recommended that Iranian tourist organizations follow the suggestions made in 

this paper to ensure that their e-commerce facilities play their full part in improving the tourism 

industry to fully satisfy their economic potential.  

And also: 

 Make the same study in the other countries specially in the Middle-East  

 Investigate deeper on the effects of every feature on the customers 

 Investigate more about Iranian customers point of view toward using websites and the 

internet for tourism products 

 Studying the likelihood of using mobile commerce as well as e-commerce in Iran‘s 

tourism industry 
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Appendix: 

1. Iran Air  

Iranian Airways" was first established in May 1944 and commenced its first passenger flight 

right after the World War II from Tehran to holy city of Mashhad. Within a period of 17 years 

(1945-1962) this airline developed into a major domestic Route with a few international flights 

per week. In 1954 another private airline as "Pars Airways" was established. Initially "Pars 

Airways" only undertook freight services to Europe. On February 24th, 1961 both "Iranian 

Airways" and "Pars Airways" merged to form a new airline as" Iran Air" with the acronyms and 

the symbol of "HOMA" bird and this new airline commenced its activities in April 1962. 
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Iran Air‘s website consists of company overview and its community of family which include Iran 

Air Tour, Homa Hotels and Homa Pension Fund. News is available on the homepage. Iran Air 

has its own newsletters which are published and available on its flights. It also keeps an archive 

on its website. The website also consists of time tables, flight schedules and e-booking. Although 

the website is available both in English and in Persian, the e-booking system is only available in 

Persian and this can be considered as one of the weaknesses of this website. For those who want 

to book online tickets but do not have access to the internet, there is also a telephone number 

available on the website to call for e-booking. It is possible to cancel an online-bought ticket but 

there are no amendment possibilities features on the website. The website has reciprocal links to 

cargo tracking, Civil Aviation Organization of Iran, Iran Ministry of Road and Transportation, 

Iranian Airports Holding Company, Iran‘s Statistics website and Iran Air sales offices in 

Scandinavia, Germany, Netherlands, UK, Italy and Tokyo. Regarding their CRM, there is a 

frequent flyer club, Sky Club, available on the website but no customer profiling is done in order 

to be used in further promotion. The FAQ feature is available under the link of the frequent flyer 

club but it is viewable to non-members as well. The payment can be done only by debit cards of 

Shetab-joined banks.  

2. Mahan Air 

Mahan Air was established as the first Iranian private Airline in 1992. The aim of Mahan Air is 

training for cabin crews and other front –line staff to provide courteous service reflecting warmth 

and friendliness as well as safety and professional skills. 

In addition to utilizing flight simulators in Europe to train our pilots, the A300 flight simulator in 

Mahan Air`s Kerman training center is used to train Mahan Air pilots, as well as pilots from 

other airlines in the region.  
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The website is available in Persian, English and Also Arabic which is still under construction. 

There is some information regarding the types of planes which are used by this company. The 

newsletter is an in-flight. The employment opportunities are merely available on the Persian 
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version of the website. The E-ticketing and online booking have in-active links on the English 

website and their links on the Persian website are under construction. There is information 

available about their sales offices locally and internationally. There are also links to 

Meteorological Organization, Iran Airport Company, Civil Aviation Organization and Imam 

Khomeini International Airport. 

3. Aseman Air 
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Aseman‘s website has no company overview but surprisingly it has a financial report provided 

by the CEO along side his message to the customers. The picture quality of the website is poor. 

The online booking system is neither available on the official website and nor its link. This is the 

address of the online booking system, http://www.asemanbooking.com, which can be found 

searching the internet and it is also not linked back to the Aseman‘s official website. So it may 

cause some trust and security consideration for the user. The fares of tickets to some destinations 

are available in the form of PDF and so are the immigration and visa procedures of some of the 

destinations. On the whole, the features of this website are very inconsistent and incomplete.  

4. Kish Air 

The website of Kish Air is under construction.  

5. Iran Air Tour 

Iran Airtours, having a considerable share in supplying the needs of air travel industry, was 

established in 1973 under the auspices of Iran Air, the national carrier of the Islamic Republic of 

Iran , with the aims of expanding tourism culture through handling incoming and outgoing tours 

and operation charter flights. The company started its operation primarily taking advantage of 

Iran Air facilities and scheduled flights for its domestic tours, including tours to the holy city of 

Mashhad, followed by outgoing tours such ―Flowers tours‖ and ―Round-the-World Tours‖. 
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This website is available both in Persian and in English. Iran Air Tour‘s website consists of the 

company overview and brief description of it products and services.  It even has virtual tour as 

well as a list of its other tours. But it does not have any online reservation system. It has flight 

lists and timetables in PDF format but there are no interactive features available on the website. 

The noticeable feature on this website is an opinion poll for the users which can be really useful. 

The contact information is similar to those of others.  

6. Caspian Airline 

Having about a quarter of century of record and experience , it has been allocated a great share of 

air transportation industry in the country  and in all seasons of the year is in the service of the 

dear  compatriots, by rendering appropriate services and more than 50 domestic and foreign 

flights per week. 
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Caspian by fighting to most point of the country has an outstanding share in substitution of the 

domestic passengers. Also with the lowest price, it has taken action on establishment of direct 

flight to two countries of Hungary and Belarus and having skilled cadre proficient in Persian, 

Russian and English languages are in the services of the dear passengers. 

Corporate 

information 

Company overview 
CEO message Financial reports 

News Employment 
opportunities 

Investor and 

community 

relations 
 

Product information Brief description Rates/fares Photo gallery 

Virtual tours Interactivity-winnowing FAQs 

 
Privacy and security 

 

Non-product 

information 

Weather/climate How to get there (if 

organisation is not an 

airline) 

Local transport 

information 

Other places to 

see/visit 
Where to stay (if 

organisation is not a hotel 

or travel agent) 

Security 

Immigration 

procedures 

 

Customs Other – any 

unique content 

 

Customer 

relationship 

management (CRM) 

Contact details 

including directions 

E-mail address Feedback 

Reciprocal links Promotions and special 

offers 
E-newsletter 

Loyalty systems Call-back services Mailing lists 

Mail-to-friend button Customer surveys Customer 

profiling 

Free downloads Competition and games Customized 

content 

 

Reservation Checking availability Making online 
reservations 

Tracking 
reservations 

Cancelling 

reservations 

Cancellation policy Amending 

reservations 

Creating customer 

accounts 
Frequent flyer program 

 

Payment Credit cards Debit cards Electronic cash 

Virtual credit cards 

Virtual credit cards 

Currency converter 



91 

 

The Caspian Airline‘s website is merely in English. It has a company history and brief 

description of its services. It also has a photo gallery. Regarding CRM, the site provides a link 

for feedback. The flight schedule and availability checking system have a link but it does not 

work. It is supposed to generate a timetable which it does not. It is also possible to learn about 

job opportunities on this website.  

7. Taban Airline 

Taban Air‘s website address is www.tabanair.ir but it does not work. The link shows an error and 

does not open.  

8. Safiran Air 

The Safiran Air‘s website is www.safiran.org but it needs a username and password to enter the 

website from its host.  

9. Eram Air 

Eram Air is one of the company‘s of Eram Kish Tourist Investment Company. Its website is 

linked through Eram Kish‘s website but it is under construction.  

In this part of the chapter the researcher is studying the websites of different hotels around Iran 

which have a website.  

10. Parsian Hotel Group 

This hotel group consists of 25 five star, four star and three star hotels. The company first started 

as Bonyad Hotels in 1995, changed into Azadi International Hotels in 1999 and finally Parsian 

International Hotel Group in 2001. This group is the first group of hotel chains of many to come 

in Iran.  
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Parsian Hotel Group website has many features. It includes information about the Mother 

Company and links to the hotels affiliated with this group, introducing them briefly. It also 

allows he customer to reserve any of the Parsian hotels around Iran via its website, but this link 

does not work at present. The payment is in debit card for Iranians and Credit Card for 

International reservation. The websites of the hotels are available both in English and in Persian 

as well as the Main Parsian Hotel Group.   
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Parsian Hotel websites are all made under the same structure. They have the same façade. But 

apparently, online reservation is merely available on the company‘s website and the hotels‘ 

websites do not provide this option. So if a hotel is found on the web through search, the 

customer won‘t know where to refer to for online reservation since there is no adequate 

explanation on the websites. As of a hotel chain they do not provide information about local 

transportation as well.   

11. Pars Hotels 

Pars Hotel Investment Company (Private, Joint Stock) has been established on Dec. B / 2001 

according to the approval of the respectable Board of Directors of Social Security Investment 

Company (SSIC) based on establishing hotel holding for the purpose of in time putting to work 

hotels that are constructing and controlling Pars Hotel and Tam in International Travel and 

Tourist Services Companies. The companies under coverage of this Group are Tabriz "El-Goli" 

pars Hotel, Kerman pars Hotel, Mashad pars Hotel, Ahvaz pars Hotel, and Tamin International 

Travel and Tourist Services Company.  
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This site is available both in Persian and English. There is a brief description of the hotel group 

and there are links to each of the hotels. As far as reservation is concerned, each of these hotels 

can be reserved through the Pars Hotel Group website. Cancellation of reservation is also 

possible. Each customer receives a tracking number. After a request is made the hotel contacts 

the person within 48 hours via email. The link to each of the hotels opens a webpage with a brief 

description of the hotel, a table of its rooms and fees (no fees are made available at present), 

facilities, tourist attractions and the weather. Of course not all of these features are fully filled out 

on the pages.  

The travel agencies and Hotels are extracted from Cultural Heritage, Handicrafts and Tourism 

Organization at www.ichto.ir.   

http://www.ichto.ir/
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There are 112 travel agencies in East Azerbaijan and none of them has a website. There are 89 

hotels and motels in this province and 2 have websites.  

12. Tabriz ―El- Goli‖ Pars Hotel 
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This site is available both in Persian and English. There is a brief description of the hotel group 

and there are links to each of the hotels. As far as reservation is concerned, each of these hotels 

can be reserved through the Pars Hotel Group website. Cancellation of reservation is also 

possible. Each customer receives a tracking number. After a request is made the hotel contacts 

the person within 48 hours via email. The link to each of the hotels opens a webpage with a brief 

description of the hotel, a table of its rooms and fees (no fees are made available at present), 

facilities, tourist attractions and the weather. Of course not all of these features are fully filled out 

on the pages.  

Tabriz International Hotel  

Tabriz International Hotel belongs to the private sector. It is located in one of the best places of 

the city combining the traditional and modern architecture. Tabriz International Hotel consists of 

132 single and double rooms and 2 suites which all are in accordance with up to date standards. 

The facilities of the room include: bath or shower, hair dryer, TV, Telephone, refrigerator with 

mini service, satellite channels, music, radio, digital clock, timer and film which is screened 24 

hours a day. 
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This website is in both Persian and English. It has all the stand features. Reservation can be done 

through sending a request form to the hotel so they would be able to contact the customer back 

with availability options and fees. 

There are 40 travel agencies in West Azerbaijan and none of them has a website. No hotels in 

West Azerbaijan have websites among the 108.  

There are 22 travel agencies in Ardebil and none of them has a website. There are 169 hotels in 

Arderbil but there is one central website for 36 of them. 

13. Ardebil Hotels 

  



98 

 

Corporate 

information 

Company overview CEO message Financial reports 

News Employment opportunities 

Investor and 

community 

relations 

 

Product information Brief description Rates/fares Photo gallery 

Virtual tours Interactivity-winnowing FAQs 

 

Privacy and security 

 

Non-product 

information 

Weather/climate How to get there (if 

organisation is not an 

airline) 

Local transport 

information 

Other places to 

see/visit 

Where to stay (if 

organisation is not a hotel 

or travel agent) 

Security 

Immigration 

procedures 

 

Customs Other – any 

unique content 

 

Customer 

relationship 

management (CRM) 

Contact details 

including directions 

E-mail address Feedback 

Reciprocal links Promotions and special 

offers 

E-newsletter 

Loyalty systems Call-back services Mailing lists 

Mail-to-friend button Customer surveys Customer 

profiling 

Free downloads Competition and games Customized 

content 

 

Reservation Checking availability Making online 

reservations 

Tracking 

reservations 

Cancelling 

reservations 

Cancellation policy Amending 

reservations 

Creating customer 

accounts 

Frequent flyer program 



99 

 

 

Payment Credit cards Debit cards Electronic cash 

Virtual credit cards  Currency converter 

 

There are 86 travel agencies in Isfahan. Only three agencies have websites which are currently 

under construction.  

There are 169 hotels in Isfahan but 10 of them have websites.  

14. Aseman Hotel 
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15.  Isfahan Azadi Parsian Hotel 

Isfahan Azadi Hotel belongs to the Parsian chain hotels. This hotel is located in the heart of 

Isfahan ancient city near the Sio Se Pol Bridge, Allah Verdi Khan Bridge and the viable 

Zayandeh rood river, due to its unique and special location the hotel is suitable for residence of 

tourists and businessmen. This hotel contains 2,3,4,5 guest‘s bedrooms and luxurious suites that 

all put up together includes 47 rooms. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

16.  Ali Qapu Parsian Hotel 

The Isfahan Ali Qapu hotel is a top & international hotel located in the historical & attractive 

city of Isfahan in the Chahar Baghe Abbasi street, near the historical sights of the turquoise-

colored city .The geographical location, being close to the city center & near the historical places 

and recreational facilities is one of its advantages. It currently has 99 rooms.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 
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this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

17.  Abbasi Hotel 

This complex was built at the time of king Sultan Hossein of Safavids about 300 years ago. King 

Sultan Hossein attributed this magnificent complex of building to his mother. That is why; it is 

called "the school and caravansaray of Madar-shah" (which means king's mother). The Hotel is 

conventionally situated in the center of the city, with easy access to shopping centers and 

historical monuments of Isfahan.  Abbasi hotel is ideal for whatever you may plan. It is 40 

minutes from the Airport, and 5 minutes the historical monuments. With 186 Single/Double 

rooms, 19 Suites, 8 Safavid Suites, 7 furnished Apartment and 2 Luxury rooms with Jacuzzi 

bath, the five-star Abbasi Hotel has the best facilities equivalent to international standards. All 

bedrooms are equipped with one queen or two twin beds, air conditioning, refrigerator, radio, 

color Television, video and satellite services. Some of the rooms overlooking the garden and 

some of them with private balconies provide you with comfortable accommodation. 
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This website is both in English and in Persian. It provides a brief history of the hotel and its 

location. It also gives information about hotel‘s facilities. It is possible to reserve a room online 

but there are no payment procedures involved. A confirmation of registration is sent to the 

person‘s email which needs to be printed out and handed in to the hotel upon arrival.  

18.  Kowsar Isfahan Parsian Hotel 

This hotel is located in the center of the ancient city, Esfahan and located on the zayanderod 

River banks, 100 meter far from Allahverdi Khan Bridge. This five-star hotel has the honor of 

having 34 years of experience in tourism organization, is one of the most important hotels in the 
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country also between other Bonyad Mostazafan tourism organization hotels ,which has 130 

double rooms, modern suites in 9 floor, constant & seasonal restaurants, conference halls, 

entertains thousands of foreign & Iranian tourists during the year.  

Entertainment facilities like swimming pool, suna, Jacuzzi, ping pong and fitness center brings 

the memorable moments for the dear guests. Esfehan kowsar hotel has been rebuilt in the recent 

years especially in the year 1383 trying to improve its facilities & services, therefore is looking 

forward to receive HACCP ISO, coherent with the hotel & tourism industry in the developed 

world. This hotel contains 130 double room & modern suites in 9 floor building. Every rooms 

and suites have been elegantly designed spacious, comfortable, and well equipped. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group.  

19.  Chehel Panjereh Hotel 

 3- Star Chehel Panjereh Apartment Hotel, opened in April 2000, is in Isfahan. Impeccably built, 

Chehel Panjereh combines grandeur and opulence with the comforts and facilities found only in 

the most modern establishments. The hotel has twenty two full sized apartments and is equip 

with, a restaurant, a coffee Shop, a meeting room, business center, and a Shop.   l events 
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It is available in Persian, English and Arabic. The website has a brief description of the hotel and 

its rooms and facilities. But there are no rates available. Pictures of the rooms can be seen at 

different pages but not as a photo gallery. There are no reservation system and checking 

availability system on the web. There is a gust book link available for the guests to fill in to have 

their own profile. There are links to for various travel routs; train, bus, airplane and ship.  

20.  Safir Hotel 
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This 3-star hotel located in Isfahan has been around for more than 30 years. It started with 60 

rooms but now it has more than 120 rooms with all various sport facilities.  
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This website is in Persian and English. But even in the English version some parts are still in 

Persian. It has a checking availability system which seems not to be working accurately because 

testing it all various kinds of rooms are fully booked to the end of year 2009. The contact details 

have telephone, fax and email. So reservation can be done through them. There are other links 

available on the website about Isfahan as well. 

21.  Ali Qapu Hotel  

This hotel is located in Isfahan with 104 rooms. ISO 9001:2000 was granted to this hotel for quality 

management.  
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This website is both in English and in Persian. It has a variety of information about the hotel. It 

has a checking availability and reservation system in which the customer can edit or entirely 

delete his or her request. The payment can be done through credit cards. 

22. Isfahan Tourist Hotel 

Hotel Tourist provides hospitality to the great number of tourists. 

During the recent years, management of this hotel decided to rebuild this hotel in accordance 

with the present standards. Its central situation and its vicinity with most of the historical places, 

along with 30 very modern rooms and suits, experienced and educated service staff all has 

provided a desirable place for guests. 
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This website has a brief description about the hotel. There is a form available to submit to the 

check-in counter to check or available rooms and place a reservation. There are no terms and 

conditions regarding reservation or cancellation. This website is available in both Persian and 

English. 

23. Hotel Malek 

This is a 3-star hotel in the center of Isfahan with 30 rooms. It has a traditional design.  
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This website is only available in Persian. The description of the hotel is brief. Reservation can be 

done online on a form. 

There are 7 travel agencies and 14 hotels without websites in Ilam.  

There are 5 travel agencies and 17 hotels in Booshehr without websites. 

There are 10 travel agencies in Chahar Mahal and Bakhtiari and only one of them has an under-

construction website and 17 hotels with one website.  

29. Shahre Kord Azadi Parsian Hotel 

Shahre Kord Azadi hotel is located in Shahre Kord the capital of the Chahar Mahal Bakhtiari 

province, first called Enghelab hotel then has changed name to Azadi hotel. It has 48 rooms.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

There are 5 travel agencies and 17 hotels without websites in South Khorasan. 
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There are 765 hotels located in Khorasan Razavi and 6 have websites. 

24. Tourist Toos Parsian Hotel 

This 4 star hotel which is referred to as a motel in located on the road toward North entering 

Mashhahd city. It has 44 rooms totally.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. And the website‘s Persian version works and 

the English version has loading problems. 

25. Pardisan Hotel 
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26. Mashhad Pars Hotel 
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This site is available both in Persian and English. There is a brief description of the hotel group 

and there are links to each of the hotels. As far as reservation is concerned, each of these hotels 

can be reserved through the Pars Hotel Group website. Cancellation of reservation is also 

possible. Each customer receives a tracking number. After a request is made the hotel contacts 

the person within 48 hours via email. The link to each of the hotels opens a webpage with a brief 
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description of the hotel, a table of its rooms and fees (no fees are made available at present), 

facilities, tourist attractions and the weather. Of course not all of these features are fully filled out 

on the pages.  

27. Mashhad Homa Hotel 

Mashhad Homa Hotel, the recent member of five star Homa hotel chain, was built in 1997 in an 

enchanting and green area within the holy city of Mashhad. It has 202 rooms, suites, Royal suites 

and apartments equipped with facilities and services according to international standards such as 

air conditioning & heating system, 24 hour room service, satellite TV, video channel, mini bar, 

free in-room safe, free in-room tea and coffee making facilities, free hot and fresh breakfast 

buffet. 
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Hotel Homa Mashhad‘s website consists of a brief description of the hotel itself along side its 

facilities and rooms. It also includes prices and photos of the facilities, restaurants and rooms. 

There is a guestbook available online which the customers can write about their experience and 

offer suggestions. The contacts feature has telephones, faxes and names but there are no emails 

and URLs offered. This website does not provide online reservation over the web.  

28. Jam Hotel 

This hotel is located in Mashhad. It is a 4-star hotel. It has 154 rooms.  
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This website is only in Persian. It has a really brief description of the hotel. There are no 

addresses or telephones available. The hotel can merely be contacted via email. There is a part 

for room rates but they are unfilled. 

29. Mashhad Ghasr International Hotel 

Ghasr international hotel is situated less than 800 meter from holy shrine of Imam Reza & in has 

been equipped with all service facilities in accordance with international standards.  

This hotel has many halls & saloons, Restaurants, Coffee shop, Parking and other facilities and it 

has 310 fully equipped suites. 
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This website is in English and Persian. It has no reservation system. But it gives good 

information about the hotel. 

There are 190 travel agencies in Khorasan Razavi and 5 have websites.   
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There are 8 travel agencies and 8 hotels in North Khorasan and none has a website. 

There are 29 travel agencies in Zanjan and 1 of them has a website.  
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There are also 22 hotels in this province and 2 have websites. 
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There are 228 hotels located in Tehran and 9 have websites.  

33. Arian Hotel 

These hotels are located in Tehran. One of them is located in Tajrish and the other one is located 

in Zafar. They have a mutual incorporated website.  
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This website is very interactive. It is only in English. It has a very sophisticated design. It has an 

online reservation system. It also has a photo gallery. It profiles its customers and has a notable 

customer‘s link for special companies who engage in their business. It is possible to pay by doth 

debit and credit cards.    

34. Tehran Enghelab Hotel 

Enghelab Hotel, located at the commercial center of the city equipped with luxurious suites & 

restaurants, and conference rooms gives its best services to the local & foreign guests. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

35. Tehran Evin Parsian Hotel 

Evin Parsian hotel located in Tehran is a four-star hotel providing the following services:  

room sell, food sell, beverages, and donating other services related to hotel industry including 

telephone, fax, internet, sport facilities (swimming pool, tennis, and gym), conference saloons, 

ceremonial saloons, gathering, and other common services within the domain of hotel industry. It 

currently has 57 rooms and there is no specific check-in or check-out time.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 
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35. Tehran Kowsar Hotel 

Tehran kowsar hotel with its semi traditional architecture is one of the most attractive four-star 

hotels in Tehran. This hotel is located at the center of Tehran city, near the Vali Asr square .The 

hotel offers a unique hospitality by the view of the beautiful building and its traditional lobby 

with appropriate facilities. Being located at the city center is one of the advantages of this hotel 

and the guests can easily reach the city attractions, museums, commercial centers, and 

entertainments. Tehran Kowsar Hotel contains 90 Rooms and Suites (65 Double Rooms and 25 

suites). 

Corporate 

information 

Company overview 
CEO message Financial reports 

News 
Employment opportunities 

Investor and 

community 
relations 

 

Product information Brief description Rates/fares Photo gallery 

Virtual tours Interactivity-winnowing FAQs 

 
Privacy and security 

 

Non-product 

information 

Weather/climate How to get there (if 

organisation is not an 
airline) 

Local transport 

information 

Other places to 

see/visit 
Where to stay (if 

organisation is not a hotel 

or travel agent) 

Security 

Immigration 

procedures 

 

Customs Other – any 

unique content 

 

Customer 

relationship 

management (CRM) 

Contact details 

including directions 

E-mail address Feedback 

Reciprocal links Promotions and special 
offers 

E-newsletter 

Loyalty systems Call-back services Mailing lists 

Mail-to-friend button Customer surveys Customer 

profiling 

Free downloads Competition and games Customized 
content 

 

Reservation Checking availability Making online 

reservations 
Tracking 

reservations 

Cancelling 

reservations 

Cancellation policy Amending 

reservations 



138 

 

Creating customer 

accounts 
Frequent flyer program 

 

Payment Credit cards Debit cards Electronic cash 

Virtual credit cards  Currency converter 

 

This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian.  

36. Esteghlal Parsian Hotel 

Five star Esteghlal Hotel is located on the foothill of Alborz mountain range in the north of 

Tehran offering the fine art of Iranian traditional hospitality with a wide variety of classical 

rooms and suites, indoor and outdoor restaurants, conference and function rooms, shopping 

center and quite a few of other appropriate facilities. It boasts of a traditional service, with 

carefully blended luxurious appointments to impress the international Businessmen and VIPs. It 

has 550 rooms.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There are 

also no availability checking systems on the site. But it provides a feedback feature for the 

customers. It has mutual link with Parsian Intl. Hotel Group.  

37. Azadi Parsian Hotel 

Tehran Azadi Grand hotel is one of the 5 star & best Iranian hotels with standard & desired 

equipments located on the foothill of Alborz mountain in Tehran.  

This hotel is 20 minuets far from Mehrabad international airport & 1 hour far from Imam 

Khomeini International Air port. For being adjusted to the Tehran international exhibition & 

broadcasting congress center. This hotel is a suitable place for businessmen & cultural tourists; 

also the Hotel has been receipted lots of political & governmental conferences and gatherings. 

This hotel contains 432 single &double rooms, 41 small suites, 1 royal suite, 6 doublex and 2 
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presidential suites. Every rooms and suites have been elegantly designed with your comfort and 

convenience in mind. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group.  

38. Simorgh Hotel 

This hotel is located in center of Tehran. It is very popular with companies and businessmen.  
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This website is in five languages: Persian, English, Italian, German and Spanish. There is no 

company overview available but a good description of rooms and facilities is provided on the 

website. IN order to make an online reservation a new customer has to become a member and 

have a username and password. Then the customer will be able to reserve a room, edit, track and 

cancel their request. Payments are accepted by credit card as well.  

39. Tehran Ghasr International Hotel 

The website of this hotel is http://www.ghasrhotel.com/tehran.htm. This is only in Persian with a 

few lines about the hotel containing its address and telephone.  

40. Tehran Homa Hotel 

Tehran Homa Hotel has a prime location on the main street of the city, "Vali-e-Asr". 

This 5 star hotel is only a short distance from all major cultural and historical attractions, 

political and economical centers. By making use of modern technology and installations, Tehran 

Homa Hotel has been reconstructed and is well prepared to receive guests from around the 

world. Its aim is to ensure a pleasurable stay, creating a host of lifetime memories. There are 168 

superior guest rooms, junior and royal suites, all of which offer a high standard of luxury such as 

http://www.ghasrhotel.com/tehran.htm
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air conditioning and heating system, 24-hour room service, satellite TV, video channel, free in-

room safe, free high speed internet access, mini bar, free in-room tea and coffee making 

facilities. 
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Hotel Homa Tehran‘s website consists of a brief description of the hotel itself along side its 

facilities and rooms. It also includes prices and photos of the facilities, restaurants and rooms. 

There is a guestbook available online which the customers can write about their experience and 

offer suggestions. The contacts feature has telephones, faxes and names but there are no emails 

and URLs offered. This website does not provide online reservation over the web.  

There are 969 travel agencies currently working in Tehran. 44 have active websites. 
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There are 40 travel agencies in Khuzestan and none of them has a website. 

There are 45 hotel is in Khouzestan and 2 have active websites. 

85. Ahvaz Pars Hotel 
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This site is available both in Persian and English. There is a brief description of the hotel group 

and there are links to each of the hotels. As far as reservation is concerned, each of these hotels 

can be reserved through the Pars Hotel Group website. Cancellation of reservation is also 

possible. Each customer receives a tracking number. After a request is made the hotel contacts 

the person within 48 hours via email. The link to each of the hotels opens a webpage with a brief 

description of the hotel, a table of its rooms and fees (no fees are made available at present), 

facilities, tourist attractions and the weather. Of course not all of these features are fully filled out 

on the pages.  

86. Abadan Azadi Parsian Hotel 

The Parsian four-star hotel was established in 1347, named Parsian hotel, this hotel was one of 

the biggest tourist attractions due to its world wide famous night club, During the Iran-Iraq 

composed war, was ruined and destroyed heavily after the war, the reconstruction of it started in 

1372 and afterwards started its work in 1374 in the name of Azadi Abadan and now with the 

same name is rebuilding again. The hotel distance from city center is 10 minutes, 10 minutes 

away from Air port, from the Abadan shipping harbor is 5 minutes and from the Khoramshahr 

city is 15 minutes. The hotel has 94 rooms and suites (86 rooms and 8 suites). 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian.  

There are 21 travel agencies and 17 hotels in Semnan and none of them has as website.   

There are 6 travel agencies in Sistan and Baluchistan with no websites and 33 hotels. 3 of them 

have websites. 
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There are 21 travel agencies in Qazvin with no websites and 19 hotels with 2 websites. 
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There are 22 travel agencies in Qom. They do not have any websites. There are 60 hotels located 

in Qom with 1 website. 

92. Qom International Hotel 
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Qom international hotel has been built as the first and only four-star hotel of Qom in an area 

approximately 11500 square meters and near the holy shrine of Hazrat e Ma'ssoomeh. This hotel 

has 80 completely furnished rooms altogether including one – person, two – person and three –

person rooms, imperial rooms and connected rooms. 
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This website is in English and Persian. There is no online reservation system. A form can be 

downloaded. Then it should be filled in and sent along with the fee voucher via fax to the hotel. 

There are 60 hotels in Kurdistan. There are 17 travel agencies currently in Kurdistan with 1 

website. 
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Corporate 

information 

Company overview CEO message Financial reports 

News Employment opportunities 

Investor and 

community 

relations 

 

Product information Brief description Rates/fares Photo gallery 

Virtual tours Interactivity-winnowing FAQs 

 

Privacy and security 

 

Non-product 

information 

Weather/climate How to get there (if 

organisation is not an 

airline) 

Local transport 

information 

Other places to 

see/visit 

Where to stay (if 

organisation is not a hotel 

or travel agent) 

Security 

Immigration 

procedures 

Customs Other – any 

unique content 



208 

 

 

 

Customer 

relationship 

management (CRM) 

Contact details 

including directions 

E-mail address Feedback 

Reciprocal links Promotions and special 

offers 

E-newsletter 

Loyalty systems Call-back services Mailing lists 

Mail-to-friend button Customer surveys Customer 

profiling 

Free downloads Competition and games Customized 

content 

 

Reservation Checking availability Making online 

reservations 

Tracking 

reservations 

Cancelling 

reservations 

Cancellation policy Amending 

reservations 

Creating customer 

accounts 

Frequent flyer program 

 

Payment Credit cards Debit cards Electronic cash 

Virtual credit cards  Currency converter 

 

There are 89 travel agencies in Fars and none of them has a website and only one has a domain.  

There are 209 hotels in Fars province with 17 websites and one of the websites is a center for 12 

hotels.  

94. Shiraz Parsian Hotel 

Shiraz Parsian hotel is located at the center of Shiraz city. This hotel contains 54 rooms and 7 

suites, totally 61 rooms. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian.  

95. Shiraz Homa Hotel 
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Shiraz Homa Hotel situated in one of Shiraz finest locations, Meshkinfam Street. It provides 

guests with luxury and convenience with a range of facilities to satisfy their every requirement. 

Our facilities are planned to suit both business and leisure, and its professional staff are ready to 

help in any way they can. The hotel features 232 guest rooms and suites, all thoughtfully 

appointed for a comfortable and relaxing stay. All supremely comfortable bedrooms are air-

conditioned, equipped with satellite TV, video channel, free in-room safe, mini bar, 24-hour 

room service, free in-room tea and coffee making facilities, free hot and fresh breakfast buffet. 
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Hotel Homa Shiraz‘s website consists of a brief description of the hotel itself along side its 

facilities and rooms. It also includes prices and photos of the facilities, restaurants and rooms. 

There is a guestbook available online which the customers can write about their experience and 

offer suggestions. The contacts feature has telephones, faxes and names but there are no emails 

and URLs offered. This website does not provide online reservation over the web.  

96. Aryo Hotel 

The web address is http://www.ghasrhotel.com but it does not load.  

97. Shiraz Arg Hotel  

This hotel has been established in 1370 and reconstructed in 1384. It has 37 rooms totally. 
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This website has information regarding the introduction of the hotel, its facilities, location and 

room rates. It is a bilingual website. 

98. Shiraz Eram Hotel 

This hotel is located in the center of shiraz and it is 20 minutes away from the airport.  
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This website is in Persian and in English. It has good information about the hotel but there is no 

online reservation system or checking availability feature.  

99. Shiraz Hotels 
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There are 52 hotel is in Kerman with 2 websites. 

100. Kerman Pars Hotel 
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This site is available both in Persian and English. There is a brief description of the hotel group 

and there are links to each of the hotels. As far as reservation is concerned, each of these hotels 

can be reserved through the Pars Hotel Group website. Cancellation of reservation is also 

possible. Each customer receives a tracking number. After a request is made the hotel contacts 

the person within 48 hours via email. The link to each of the hotels opens a webpage with a brief 

description of the hotel, a table of its rooms and fees (no fees are made available at present), 

facilities, tourist attractions and the weather. Of course not all of these features are fully filled out 

on the pages.  

101. Bam Azadi Parsian Hotel 

This hotel is located in Bam but after the earthquake it has been rebuilt to some extent. It is a 

four-star hotel with 83 rooms. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 
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There are 80 travel agencies in Kerman and one has a website.  

102. Jonoub Sharghi Agency 
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There are 14 travel agencies in Kermanshah. None of the agencies have websites. There are 36 

hotels in this province without any websites.  

There are 2 travel agencies in Kohgiluyeh and Boyer Ahmad with no websites. There are 8 

hotels in Kohgilouyeh Boyer Ahmad with one website. 

103. Yasoj Azadi Parsian Hotel 

Yasoj Azadi hotel is a four-star hotel in the southern side of Yasoj city located on a hill top 

Nearby the Bashar river, in front of the beautiful Yasoj city. From the other angle, overlooks the 

magnificent oaks fields & grape gardens. Hotel distance from the main road is about 100 meter 

and therefore is a relaxing place which guests can feel comfortable in. The hotel contains 50 

double rooms & 5 suites. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. The 

website has many spelling problems which is a drawback for a non-native English reader.  

Gilan has 44 travel agencies. None of the agencies had a website only two have bought domains.  

There are 88 hotels located in Gilan and one has a website. 

104. Rasht Kadus Hotel 
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There are 15 travel agencies in Lorestan and none of them has a website. There are 31 hotels in 

Lorestan and one has a website. 

105. Zagros Hotel 
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There are 115 hotels located in Mazandaran with 6 websites.  
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107. Aryan Hotel 

This hotel is located at the beach and at the coast line of the jungle. It is located in the northern 

part of Iran.  
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The website is only in Persian. It has a brief description about the geographical position of the 

hotel. There is a list of rooms and their rates. There is also information about tourist attractions 

and things that can be done in the hotel like playing pool and using Jet Skis. There is no 

reservation system online. The hotel can be contacted through email, telephone or fax.  

108. Gachsar Azadi Parsian Hotel 
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Gachsar Azadi hotel, due to its geographical location has always been attractive to tourists. This 

hotel is located in an area with nice weather reaches Mazandaran province from north, Karaj and 

Asara village from south and Shemshak city from the east. There are places near Gachsar 

historical city that include natural and historical attractions also inspiring entertainment places 

such as Dizin international ski resort with a beautiful view of Mount Damavand.  
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

109. Ramsar Azadi Parsian Hotel 

Ramsar Azadi hotel is located in Ramsar , including 3 hotels; Old Ramsar , New Ramsar and 

Khazar coastal motel, between the Caspian sea and the forest with the magnificent view. Old and 

New Ramsar are four-star hotels and the Khazar motel is a two-star hotel. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

110. Khazar Azadi Parsian Hotel 

Khazar Azadi, the five-star international hotel near the Khazar blue lagoon and prosperous 

forests of northern Iran, shines like a stone. This hotel is equipped with 121 double rooms and 26 

twin rooms, 12 junior suites, 2 royal suites and 3 honey moon suites and 8 cabana suites. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group.  

111.  Hotel Badeleh 

This hotel is located in Saary. This hotel has 54 rooms and it has 3 stars.  
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This website is in Persian.  

There are 150 travel agencies in Mazandaran and one of them has a website. 

112. Rahsepar Agency 
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There are 30 travel agencies in Markazi and none of them has a website. The following hotel is 

located in Markazi among the 19 hotels in this province.  

113. Arak Amir Kabir Hotel 
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Hormozgan has 27 travel agencies and none has a website. 

There are 39 hotels with 9 websites located in Hormozgan.  
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The website is in English and in Persian. To reserve a room a form will be sent to the hotel via 

email on the web. 
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115. Bandar Abbas Homa Hotel 

Bandar Abbas Homa Hotel, located in Pasdaran Blvd, is built in a style based on modern 

architecture, blending effortlessly with the natural environment - a broad sandy beach lapped by 

the azure Persian Gulf. The hotel offers superb accommodation, taking full advantage of the 

magnificent sea view. Every one of the 187 guest rooms and suites is international standards of 

comfort and luxury, such as air-conditioning system, satellite TV, video channel, free in-room 

safe, mini bar, 24-hour room service, free in-room tea and coffee making facilities, free hot and 

fresh breakfast buffet. 
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Hotel Homa Bandar Abbas‘s website consists of a brief description of the hotel itself along side 

its facilities and rooms. It also includes prices and photos of the facilities, restaurants and rooms. 

There is a guestbook available online which the customers can write about their experience and 

offer suggestions. The contacts feature has telephones, faxes and names but there are no emails 

and URLs offered. This website does not provide online reservation over the web.  

116. Dariush Grand Hotel 

Dariush Hotel is currently located in Kish Island. Its owner is Mahmoud Sabet. He owns other 

hotels as well. Dariush Hotel has the architecture of Takhte Jamshid which has turned it into one 

of the sightseeing of Kish Island. It has a cozy atmosphere which provides a variety of services 

to its customers.   
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Dariush Hotel‘s website is of good quality. It has lots of pictures and flashes. It provides the 

local time of Iran, London, New York and Tokyo. It also provides the current temperature of 

Kish Island. Reservation is done either through telephone or email. Although the website is 

flashy, it does not provide information about the hotel itself and the company in charge. It also 

has no information about local transportation. The website was only found in English. 

 

117. Kish Shaygan Hotel 
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This hotel with 11,000 square meters (out of 15,000 square meters of the whole hotel area) was 

opened in the early 2003. 
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118. Sadaf Kish Hotel 
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119. Hotel Maryam Kish 
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120. Tatilat Kish Hotel 
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121. Kish Sunrise Hotel 
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122. Kish Fanoos Hotel 
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There are 39 hotels with 4 websites located in Yazd. 

123. Yazd Safayieh hotel 

Yazd Safayieh hotel is located at a Persian garden in Yazd Safayieh , one of the oldest cities of 

the world, a four-star hotel under the cover of Safayieh Yazd Company; Private joint - stock 

company. The hotel contains 90 rooms, 2 royal suites, 3 suites, 2 single rooms and 82 double 

rooms. All the rooms are equipped with refrigerator, TV, INTL phone and Audio systems. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian.  

124. Yazd Azadi Hotel 

Yazd Parsian Azadi Hotel is located at the heart of Iran‘s desert.  

The hotel changed name from Spinzer to Engelab after the Islamic Revolution in Iran. The hotel 

now with 30 years old experience in hotel industry, is under the cover of Parsian international 

company and is located in the best part of the city on Jomhori blvd. The hotel comprises 33 

treatment rooms; 6 of which are single rooms and the others are doubles. All the rooms are 

equipped with satellite, refrigerator, and health services. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 
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There are 46 travel agencies in Yazd and one has a website. 

127. Nyayesh Parvaz Agency 
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There are 11 travel agencies in Hamedan and none have a website.  

There are 31 hotels with 2 websites located in Hamedan. 

128. Bu Ali Hotel 

Hamedan Bu Ali 4-star hotel is one of the best hotels of the Parsian international hotel chains 

and with its ancient history located in the beautiful and historic Hamedan city center .the central 

department of the hotel is surrounded by two beautiful gardens that has given the hotel rooms an 

inspiring view. The Hotel offers a choice of 61 single and double rooms and 5 suites. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 

no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian.  

129. Hamedan Azadi Hotel 

Hamedan Azadi Hotel is a four-star hotel, coherently named: Enghelab Hotel, Azadi Hotel, Eram 

Parsian Hotel and finally at present Hamedan Azadi Hotel. 
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This website includes information about the hotel and its services. It provides information on the 

rooms and a photo gallery for each type of the rooms. There is no online reservation system on 

this website. Reservation should be done via phone, fax or email to the sales office. There is also 
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no availability checking system on the site. But it provides a feedback feature for the customers. 

It has mutual link with Parsian Intl. Hotel Group. The website is both in English and Persian. 

There are 50 Travel Agencies in Golestan Province with no websites. There are 29 hotels in 

Golestan but only 1 has a website. 
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