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Abstract 
Travel and tourism is an information intensive industry. Internet is often used to plan and book 
holidays. This means that more and more effort should be paid to Internet marketing. This 
study uses the extended Model of Internet Commerce Adoption (eMICA) to compare the web-
site features and the eCommerce adoption of the Finnish and the European independent ac-
commodation companies. The goal is to find out, how Finnish hotels can improve their web-
sites and gain competitive advantage. The results suggest that eMICA is a useful benchmarking 
tool to examine industry standards but it does not clearly indicate the phase of Internet com-
merce adoption among the independent accommodation providers. These often small compa-
nies may be active in eCommerce even though they do not have all the features of eMICA on 
their websites.  
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1 Introduction 
Before the Internet era, travellers had to find the hotel information elsewhere. Bro-
chures, other travellers’ expectations through word-of-mouth, magazines and televi-
sion provided little information for accommodation evaluation and selection. Today 
the situation is completely different, thanks to the Internet. Nowadays, Internet helps 
the potential travellers to find and evaluate accommodation services in advance, and 
quite often the first impression of the hotel is based on the hotel’s online presence 
(Musante et al., 2009). 

It is estimated that by the end of 2010, nearly half of all hotel bookings will be made 
online (Starkov & Price, 2008 [Jul 25, 2009]). Also the Finnish statistics back up this 
assumption According to a 2008 survey, 83 percent of the Finnish adults and 62 per-
cent the adults in the European Union have used Internet during the last three months, 
In Finland, 70 percent of the Internet users had browsed travel and tourism informa-
tion, and 33 percent of the users had conducted online shopping. 60 percent of the 
value of eCommerce in Finland comes from the travel and tourism industry. (Statis-
tics Finland [Aug 2, 2009))  

As the importance of Internet for tourism increases, it is more and more important to 
be present on the Internet. This is the reason why almost every major European ac-
commodation provider has their own web pages. Because of this competition is tough 



and simple online presence is not enough; a good website should also provide com-
petitive advantage. The level of Internet adoption has been proved to have significant 
positive relationship with competitive advantage (Teo & Pian, 2003). 

Extended Model of Internet Commerce Adoption (eMICA) has been used in many 
occasions to measure the level of online presence, in tourism as well as in other con-
texts. The Model of Internet Commerce Adoption (MICA) was originally introduced 
by Burgess and Cooper (1998) to measure the status of Internet commerce in metal 
fabrication industries and it has been used by Pracy and Cooper (2000) to measure 
Internet commerce adoption by small and medium sized enterprises in the Illawarra, 
Australia. Burgess and Cooper (2000) later upgraded their model and renamed it 
extended MICA, or eMICA.  

Besides Burgess and Cooper (2000), eMICA has been used in analyzing tourism 
websites by Burgess et al. (2001; 2003) and Doolin et al. (2002). Lemmetyinen and 
Suomi (2006) used eMICA to examine, which stages of application of www-based 
services can be seen in the case of small businesses in the tourism industry. Lemmety-
inen and Suomi (2006) criticized eMICA for its difficulty in applying it to the tourism 
business and suggested its terminology and operationalization to be improved. 

However, it has been almost ten years since the introduction of eMICA. This study 
aims to find out how well eMICA can be used to measure level of Internet commerce 
adoption in hotel industry now that some hotels or accommodation companies have 
websites before they even have any rooms to rent, while some hotels have had their 
own Internet pages for at least a decade. There has also been lack of research in the 
websites of independent accommodation companies, especially in Finland, where 
most of the tourism companies are SMEs (small and medium sized enterprises).  

According to Chaffey et al. (2006), benchmarking of competitors’ websites is vital in 
positioning a website to compete effectively with competitors that already have web-
sites. This study uses eMICA to compare Finnish and other European websites that 
have high user ratings on a social media recommendation site Trivago.com. This 
information is then used to find out whether the Finnish accommodation companies 
conduct the Internet marketing differently from the European companies. Goal is to 
answer how websites of independent European accommodation companies differ 
from their Finnish counterparts and how this information can be used to develop Fin-
nish websites. Also, we discuss our findings about the typical website features of a 
European independent accommodation company against Musante et al.’s (2009) find-
ings about 5-star hotels. Thus, this study also illustrates current industry standards in 
website design and use of eMICA as a benchmarking tool  

2 Background of the study 
Hotel website design is often researched topic in travel and tourism literature. For 
example, Musante et al. (2009) studied how hotel class affects the attribute utilization 
and effectiveness of the hotel website in Singapore. They found out that especially 
websites of 5-star hotels differ from other hotel websites. These hotels excelled others 
in every attribute studied: Their websites had more company information, product 
offerings, transaction functions, support services, and interactive functions. On the 



other hand, budget hotels and especially independents did not exploit the benefits of 
the Internet and lagged far behind even the 3-star and 4-star hotels.  Still, these budget 
hotels had customers enough to survive in the intense accommodation business. 

Website effectiveness was also a focus in Schmidt et al.’s (2008) study. They investi-
gated the characteristics of hotel websites and how they interacted with website effec-
tiveness. Schmidt et al. (2008) found that promotion by informational texts, illustra-
tive photos, and location descriptions were associated with effectiveness of hotel 
websites. Interestingly, the study also indicated a gap between consumer expectations 
for commercial transactions and the hotels’ policy to encourage customers to use 
traditional distributions.  

Jeong et al. (2003) noticed that website content and information availability precedes 
online lodging purchases. Law and Hsu (2005) studied how each website feature is 
valued by the customers. The study showed that reservation information, facilities 
information, and contact information were the most important dimensions for those 
who purchased online, and the information about the surrounding area and the website 
management were the least rated dimensions.  

Nysveen et al. (2003) studied mostly valued website features in details and called 
them value-added services. They found that customers preferred the availability of 
search engines, service integration, and website personalisation but did not value as 
much social interaction in customer communities. In general, company websites did 
not coincide with customer preferences at all. Service integration, i.e. a bundle of 
complementary services and information, was the only value-added service in accor-
dance with preferences. Nysveen et al. (2003) determined also companies’ plans to 
fill the gap between customer preferences and current offerings.  

Hashim, Murphy and Law (2007) have reviewed hospitality website design frame-
works. According to their review, there are five dimensions of website quality: infor-
mation and process, value added, relationships, trust, and design and usability. These 
dimensions are reflected by 74 website features. 

There are also a few models to analyse website content. For example von Dran et al. 
(1999) have applied Kano’s Model of Quality to the Web environment to explain 
which website features fill a certain user expectations. However, there are some mod-
els that do not necessitate subjective analysis but are only commit themselves on 
existence or non-existence of the certain website features. One of them is eMICA 
(Burgess & Cooper 2000). 

2.1 The extended model of Internet Commerce Adoption (eMICA) 

Burgess and Cooper (2000) presented the extended model of Internet Commerce 
Adoption that illustrates how organisations typically start by simply establishing a 
presence on the Internet. The functionality of the website increases over time as the 
expertise of the use of Internet technologies increases. 

The model consists of three stages: promotion, provision of information and services, 
and transaction processing. As sites move from promotion to processing through 
provision, layers of complexity and functionality are added to the site (Burgess et al. 
2003). This is the transition from a static website to a dynamic site to add value 



through information management and rich functionality (Timmers, 1998). eMICA 
incorporates many layers of complexity, ranging from very simple to highly sophisti-
cated, within the identified main stages of the MICA. The eMICA is summarised in 
Table 1. 

 

 

Table 1. The extended model of Internet Commerce Adoption (eMICA) (Doolin et al. 
2002, adapted from Burgess and Cooper (2000). 

 
EMICA Examples of functionality 

Stage 1: promotion  
     Layer 1: basic informa-
tion 

Company name, physical address and contact details, area of 
business 

     Layer 2: rich informa-
tion Annual report, email contact, information on company activities 

Stage 2: provision  
     Layer 1: low interactiv-
ity 

Basic product catalogue, hyperlinks to further information, online 
enquiry form 

     Layer 2: medium inter-
activity 

Higher-level product catalogues, customer support (e.g., FAQs, 
sitemaps), industry-specific value added features 

     Layer 3: high interac-
tivity 

Chat room, discussion forum, multimedia, newsletters or updates 
by email 

Stage 3: processing Secure online transactions, order status and tracking, interaction 
with corporate servers 

Law and Hsu’s (2005) study supports eMICA model because they found that the 
second and third most valued website dimensions for online bookers were the facili-
ties information and contact information, respectively. The highest rated indicators for 
facilities information were hotel location maps (mean 6.0855; scale from 1=very 
unimportant to 7=very important), hotel features (5.851), and for contact information 
they were telephone number (6.3059) and address (6.2072) as identified also in the 
basic information level in the  eMICA. 

However, according to Law and Hsu (2005), the reservation information is the most 
important dimension driving online purchases. This information is called rich infor-
mation in the eMICA. The room rates (mean 6.5428) and check rates and availability 
(mean 6.4013) were the highest rated attributes indicating reservation information in 
Law and Hsu’s (2005) study.  

The features used in eMICA are quite similar to features used in other studies assess-
ing website design in hospitality (Hashim et al., 2007). The only dimension absent in 
eMICA is trust, but information and process, value added, relationships, and design 
and usability are included in some measure. 



3 Method and Data 
In this study, the level of Internet commerce adoption in accommodation companies is 
determined through website content analysis according to eMICA model. As pre-
sented in Table 1, the eMICA consists of five layers in three stages. In this study, 
following functionalities were used to measure the adoption of Internet commerce: 

In Layer 1 of Stage 1, company name, physical address, phone number and area of 
business are all important basic features on a website. In this study, all these features 
are combined into single factor: basic information. A company must have all the in-
formation mentioned in the eMICA model in their websites in order to be counted as 
having basic information.  

In eMICA Layer 2 of Stage 1 consists of annual report, email contact and information 
on company activities, that is rich information content. For this study, following fea-
tures were chosen to represent high information content: e-mail address, description 
of the company activities, accommodation prices or special offers, a map guiding 
travellers to the company (Lexhagen, 2005) location and information on the area 
surrounding the company.  

Layer 1 of Stage 2 is low interactivity. In this study it includes basic product cata-
logue, i.e. description of the company facilities and rooms, including pictures. Also 
hyperlinks to further information and to other sites and online enquiry form, which 
can be used to contact the personnel in the accommodation company, are included in 
this layer. 

In Layer 2 of Stage 2 the level of interactivity develops further. These features that 
enable interactivity are called as the higher-level product catalogues in eMICA. These 
can include panorama pictures, video, and flash-animation. Customer support is also 
important at this stage. In this study, customer support is counted if there is a single 
customer support feature on the site. Onsite search engine, FAQ, and chat service are 
used to represent customer support. This layer also includes industry-specific value 
added features. Only one such feature was included in this study: the use of recom-
mendation sites such as Tripadvisor (www.tripadvisor.com). These recommendation 
sites provide the user the possibility to e.g. compare prices that is very important 
value-adding feature on travel websites (Lexhagen 2005).  

In the third and final layer of Stage 2 there is high interactivity such as chat room, 
discussion forum, multimedia, and newsletters. For this study three features were 
measured: use of multimedia, possibility to subscribe a newsletter, and whether there 
exists a guestbook, forum or any kind of social media interface (e.g. Facebook, Twit-
ter) on the website. Multimedia included among other things sounds, video, web cam 
or panoramas and flash-animation not included in higher-level product catalogues. 

The last, third stage in the eMICA is processing. The processing stage was divided 
into two features, online booking or reservation and online transaction. According to 
eMICA, this is the final stage of the Internet commerce adoption.  

Focus in this study was on independent and often smaller Finnish accommodation 
companies and their European counterparts. Thus, the hotel chains were excluded 
from the study. Choosing the websites for this study proved to be difficult. On one 



hand there is no list for independent accommodation providers in Finland.  On the 
other hand, the websites included in this study should be important for those who use 
Internet to plan and book their holidays. Therefore, the websites were chosen for this 
study based on their ranking at Trivago (www.trivago.com).  

Trivago is a European online-service for travellers seeking advice regarding their 
travel destination and hotel selection. At the moment, 7 million people visit Trivago a 
month. The service has over 15 million hotel reviews and 7 million photos for 
300 000 destinations. (Trivago Hotelier 2009 [Sep 12, 2009]). Users also can rate the 
hotels and in this study user-generated ranking was chosen as the selection criteria for 
accommodation companies, as companies for high ranking are assumed to be more 
interesting for travellers than companies with low ranking. Trivago collects user re-
views from multiple sources, including TripAdvisor, and therefore should provide 
good listing of accommodation companies. 

The list for independent accommodation companies was collected in August 2009 
during a four day period. The rankings were used to find the most popular independ-
ent accommodation companies in Europe and in Finland. Accommodation providers 
in Finland and in Europe were listed by their rankings at Trivago.com and the first 25 
independent accommodation providers were chosen. Content analysis was conducted 
on these 50 web pages. Each site was examined in details and the properties and dif-
ferent features on the site were identified. This study was only interested in the level 
of eMICA, and only measures used were ordinal, meaning the website either has the 
feature or does not have the feature.  

The data was then analysed by using cross tabulations with Fischer’s exact test to find 
out if the Finnish and the European websites differ from each other statistically in 
their use of different features. Finnish and European websites are also compared in 
their number of features measured in this study by using F-test (ANOVA). ANOVA 
is used to test the hypothesis that means are equal between the number of Finnish and 
European website features.  

4 Results 
Results of this study are depicted in Figure 1 and Figure 2. In Figure 1, the levels of 
the eMICA can be found from the top of the Figure. As noted previously, the three 
stages are divided into six layers. In the Figure 1, the level of adoption grows from 
left to right. Different website properties and the number of Finnish and European 
accommodation companies having those properties on their websites are on the verti-
cal axis. 

 



 

*p<0.05 

Fig. 1. Level of Internet Commerce Adoption in the websites of independent 
European and Finnish accommodation companies 

All companies in this study, both Finnish and European, have the basic information 
about their company on their website. Differences between company websites begin 
arising when the second layer of the first stage is examined. All the Finnish compa-
nies have e-mail address, description of company or its activities and a map on their 
websites. The same is not true for European travel websites, as there are some web-
sites that lack these features. There are also some Finnish and European websites that 
do not have price information or information on surrounding area on their websites. 
Still, majority of the websites have at least some of these features, i.e. rich informa-
tion. 

As stage 2 progresses, the level of interactivity intensifies. Majority of the companies 
have basic product catalogue and hyperlinks on their websites. European companies 
have more often online enquiry form on their websites than Finnish companies, but 
the difference is not statistically significant. The number of websites having medium 
interactivity features is much lower than in Layer 1 of Stage 2. Especially in Finnish 
websites the use of recommendation sites in non-existent, whereas more than half of 
the European websites utilize some form of recommendation site features. This dif-
ference is statistically significant (χ2=17.6, p<0.001)..  

The number of high interactivity features in Layer 3 of Stage 2 is also quite low, ex-
cept for the use of multimedia. Some websites provide guestbook for their visitors, 
but there is not a website in this study that has some kind of forum for its users or that 
utilizes social media elements in their websites, not including the use of recommenda-
tion sites. There is a possibility of subscribing a newsletter on eight European web-
sites, whereas no Finnish website in this study offered newsletter subscription. The 
difference is also statistically significant (χ2=9.5, p=0.004). 



Last stage of the eMICA, i.e. processing, includes online reservations and online 
transactions. The companies having possibility of online transaction also had the 
reservation option. Almost all the European accommodation companies had some 
kind of reservation option on their websites. Of these sites, 15 had the possibility of 
online transactions. Many Finnish companies had also invested in this third stage, as 
over half had the possibility of online reservation and 11 companies provided online 
transactions.  

Number of measured features was also examined between the Finnish and the Euro-
pean companies. In Figure 2 the accommodation companies’ websites have been 
organized according to the number of features they have on their websites from the 
website with the lowest number of features to the website with the highest number.  
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Fig. 2. Number of features on a website: comparison by ranking 

As can be seen from Figure 2, European websites have more features than Finnish 
websites. The difference is statistically significant (F=5.658 / p=0.021). Only the 
Finnish websites with the lowest number of features can compete with their European 
counterparts; otherwise European websites have more features.  

5 Discussion 
Burgess and Cooper’s (2000) eMICA supposed that more mature websites have more 
functions and features because the expertise of the use of Internet technologies in-
creases. We did not study the age of the websites but the results indicate clearly that 
eMICA does not progress linearly from simple to more sophisticated features with 
time. As shown in Figure 1, the level of eMICA is very high at the Stage 1, but gradu-
ally gets lower until the second and the third layer of stage 2, in which it is very low, 
particularly among the Finnish websites.  In Stage 3 there is a high increase when 
comparing to previous layers. Many accommodation companies in this study offer 
their customer either the chance to reserve a hotel room and about half of the compa-
nies offer their customers a chance to pay their purchase online. This finding was not 
congruent with Schmidt et al.’s (2008) notice about the gap between customer expec-
tations to book online and hotels’ policies to encourage internet users to do business 
with the traditional distributers. 



The companies in this study prefer to provide their customers a brochure and booking 
services at the same time, mostly neglecting interactivity. The high proportion of the 
companies using multimedia, thus investing in high interactivity, can be explained by 
incorporation of Flash-animation in their websites. Flash-animations are used in many 
ways, and one company used only Flash in its website. If the use of Flash-animation 
would be part of the basic or higher-level product catalogue, the use of high interac-
tivity features would be almost non-existent, especially in Finnish websites.  

The only statistically significant differences between Finnish and European websites 
exist in the second and third layer of Stage 2, medium and high interactivity. It seems 
that even though interactivity is not of the highest importance in European websites, 
the accommodation companies have invested in it more than in Finland. Especially in 
the Finnish websites the lack of use of recommendation websites could be observed. 
The Finnish accommodation companies chosen for this study had top rankings in 
recommendation websites and could use these rankings as a marketing tool as their 
European counterparts do. Also, the use of newsletter as a marketing channel is far 
more advanced in European accommodation companies than in Finnish companies.  
Newsletters are a good way to collect customer information, in this case their e-mail 
addresses and to post marketing material for customers. 

The results suggest that, if measured by eMICA model, the independent Finnish ac-
commodation companies are lagging behind in their Internet marketing efforts com-
pared to European independent accommodation companies. This can be seen from 
Figure 2. Figure 1 indicates that when it comes to promotion, Finnish websites are 
equal or even better than European websites, but in stages two and three European 
websites take the lead.    

6 Conclusions, limitations and further research 
The eMICA is a useful but not foolproof model to examine the important properties 
of websites. It is especially useful as a benchmarking tool. By using eMICA, it was 
possible to systematically identify the features the independent accommodation com-
panies have and do not have on their websites. This provides opportunity for compa-
nies to gain competitive advantage by investing on value adding features that their 
competitors do not have. It is relatively easy to see industry standards, that is the 
features that customer expects, and also the features that are not common and produce 
additional value for customer (Lexhagen, 2005). In the context of the websites in this 
study, competitive advantage could be gained by investing in interactivity and social 
media. It seems that in current industry standards company must have basic and rich 
information on their websites, and even a low level of interactivity. Especially the 
Finnish websites lack features that encourage customers to interact. The use of rec-
ommendation sites or newsletter subscription would be easy and inexpensive tools to 
stand out from the other accommodation providers. 

The eMICA suggests that companies with processing features are at the highest level 
of the Internet commerce adoption. The results of this study suggest otherwise, par-
ticularly in the context of independent accommodation companies. Most of the com-
panies had at least some kind of processing features in their websites, even though 
Stage 2 features could not be found. This means that companies with only basic pro-



motion features on their websites can also provide a possibility for online reservation 
or even for transaction. The reason for this could be found from the resources of com-
panies in question. The study was taken among independent and thus in many cases 
quite small companies. We did not compare the financial or human resources of the 
companies. The criteria to choose the companies into the study were their rating in 
Trivago.com. Because the website design is dependent on the amount of resources 
used, according to this study it seems that the companies with limited amount of re-
sources have decided to invest them straight away into the processing stage.  

Again, the results show that although the independent accommodation providers do 
not have some features identified in eMICA model (e.g. higher-level product cata-
logues, customer support, and recommendation sites), they are valued by customers in 
recommendation services. Interestingly, the Finnish companies were rated high even 
though they did not use any of the recommendation features on their own website. 
This could indicate that Finnish accommodation companies are lagging behind their 
customers in the use of Internet as a medium. 

The results clearly demonstrated that eMICA could not be used as the model to meas-
ure the level of Internet commerce adoption for the independent accommodation 
companies. Websites of independent accommodation companies do not follow the 
eMICA model, but prefer to skip layers and stages in order to emphasize on process-
ing features. That is why the websites could not be distinguished as clearly being at a 
certain stage of website development. The strength of eMICA, however, is that it does 
not require subjective judgment compared to measures used in other studies (e.g. 
Musante et al., 2009). In eMICA the feature is either present or it is not, meaning that 
results from different studies can be compared.  

During the decade since MICA and eMICA were introduced, a lot has changed. We 
can see that by comparing recent studies to the studies made by Burgess and Cooper 
(2000, Burgess et al. (2001), Doolin et al. (2002), Burgess et al. (2003) as well as 
Pracy and Cooper (2000). The results of this study and the study by Lemmetyinen and 
Suomi (2006) show that nowadays level of Internet adoption cannot be categorized 
into levels or stages as eMICA suggests because websites emphasize different things.  
Earlier studies conducted in the early 2000s could clearly categorize websites into 
different stages based on their eCommerce adoption.  

There are several limitations for this study, but they are also very interesting topics for 
future research. The number of websites included in this study is relatively low and 
includes only websites from the lists of a recommendation service. It is a challenge to 
obtain scientifically sound list of hotel websites, but this study presents one option for 
it. In further research more accommodation websites from several regions or destina-
tion should be included. The accommodation companies of this study also have to 
compete with hotel chains. Thus, further research should take hotel chain websites 
into comparison. 

Also, the features included here are only small part of features present at different 
accommodation websites. There could be hundreds of features on a single website and 
this study included only some of those. The features chosen for this study are impor-
tant for many hotel websites (Zafiropoulos & Vrana, 2006) and are based on the 
eMICA model and the studies of Lexhagen (2005) and Burgess and Cooper (2002) as 



well as Hashim et al. (2007). In the future it could be useful to include some measures 
of trust, such as date of the last update or privacy statements, when comparing web-
sites.  

It was assumed in this study that Internet marketing and website design is important 
for all accommodation companies. In reality it might not be the case as different com-
panies have different marketing strategies. Some companies can emphasize on tradi-
tional brochures to reach their target markets whereas some use radio or other media 
as a marketing channel. Different marketing strategies can also affect website design, 
some segments can for example use Internet only to find information and then book 
their holidays through travel agency. This is the reason why eCommerce adoption 
cannot be measured by only using website design. Interviews or questionnaires to 
accompany website evaluation would probably provide better results, even though 
answers can be difficult to obtain. 

This study used Internet recommendation service Trivago.com to choose accommoda-
tion companies and their websites to be analyzed. Recommendation sites are very 
useful in finding out who the competitors are among those markets that use these sites 
to choose their holiday destination or accommodation company. Especially those 
companies that rent high proportion of their rooms online should pay attention to 
Internet recommendation services. 

It would be important to develop the eMICA to be better suitable for comparing hotel 
websites. The results should not encourage practitioners to add all features to their 
websites, but only those that are expected and those that produce additional value for 
customers and users. 
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