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[bookmark: _Toc167381562]Executive Summary

The Greater Accra Hotel Technology Conference (GAHTC), organized by Hotel Link Ghana (HLG), aims to address the growing digitalization needs of small to medium-sized hotels in the Greater Accra region. Event studies, as defined by Getz and Page (2019), focus on the planning, management, and outcomes of planned events. The GAHTC is a strategic initiative to leverage digital solutions to enhance the competitiveness of local hotels against established international chains. The conference will be held at the Tang Palace Hotel, a venue chosen for its strategic location and robust technological infrastructure, underscoring HLG’s successful online marketing strategies.
The event will follow a project management approach, encapsulating the event cycle stages: conceptualization, planning, execution, and post-event analysis. This structured approach ensures meticulous planning and successful implementation. The conference will feature keynote speakers, panel discussions, workshops, and product demonstrations by technology partners. The aim is to provide hoteliers with practical insights into leveraging digital tools to improve their operations and occupancy rates.
Ghana's tourism industry has seen significant growth, with a 47% increase in visitors in the first quarter of 2023. However, a substantial portion of local hotels lacks a digital presence. The GAHTC addresses this gap by showcasing digital solutions that can drive bookings and enhance hotel management. With a targeted market of over a thousand hotels, the conference aims to attract 300 representatives over two days, facilitating knowledge exchange and business growth.
[bookmark: _Toc167381563]Introduction:

Getz and Page (2019) describe event studies as “an academic field devoted to creating knowledge and theory about planned events.” They opine further that it encompasses the “planning and management, outcomes, experience of events…..and all the dynamic processes shaping events and the reasons why people attend them.”   
Events can be corporate, social, virtual, for charity, cultural (music and sporting) and community but the common thread between them is the attendance of people to a specific location for a specific purpose.        
The Meetings, Incentives, Conferences and Exhibitions industry more commonly abbreviated to the MICE industry are corporate events organised by a business designed for team members, existing and potential clients, government officials or the general public.



Getz and Page (2029b) in the diagram show event studies and management can be applied to enhance tourism. 
Figure 1. Event tourism
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[bookmark: _Toc167381564]Feasibility
The planning stage contemplates the five W’s and H… the event elements that stands for “who, what, when, where, why and how.”  Wolf, Wolf and Levine (2005)  
Feasibility has been defined any study that can used to help determine whether there is a need to provide the need to such an event in the first place and includes the basic research that would lead to the successful outcome of the event (Bowen et al 2009) 
O’Toole’s (2011) Strategic feasibility and development diagram below outlines how a city or region may be the primary stakeholder in the management of an event, determining the “host’s or client’s objectives, the process of support, the levels of support and the application process.”   
Figure 2. Strategic development diagram
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Figure 3. The event cycle
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The event cycle encompasses a series of strategic stages designed to plan, execute, and analyse an event effectively. It begins with conceptualization, where the idea for the event is developed based on a specific goal or opportunity. 
The planning phase follows, involving detailed logistical arrangements, budgeting, and marketing strategies. HLG meticulously chose the Tang Palace Hotel in Accra for its event, known as the GAHTC, leveraging the hotel's proximity to the international airport and its prime location in the Roman Ridge enclave. The venue was selected not only for its convenience but also to showcase the success of HLG’s online marketing technology, as evidenced by the hotel’s impressive average occupancy rate of 82% and the fact that 72% of its bookings are made online.
Execution is the stage where the event takes place. HLG’s event will feature a ticketed promotion and a mini expo, creating an engaging platform to launch their digital product. This phase requires precise coordination to ensure a seamless experience for attendees.  
Finally, the post-event phase involves analysing the event's success, gathering feedback, and assessing the return on investment. This step is crucial for refining future events and enhancing HLG's strategic approach in promoting their digital solutions.
As a private for profit company, the HLG event will take the form of a ticketed promotion/digital product launch with a mini expo.  
[bookmark: _Toc167381566]Pestle Factors
The Ghana Government has targeted tourism as a means of generating much needed foreign exchange and during the first quarter of 2023 noticed a 47% increase in visitors from 170,000 to 247,000 compared to 2022, with an anticipated income of $741m (Presidential Summit on Tourism Report 2023)  
According to the Ghana Tourist Authority (GTA), the number of licensed hotels and lodges in Ghana has grown from 1,250 in 2008 to 4,190 in 2022, an increase of over 330% (Sasu, 2023)   

Figure 4. 
Number of licensed tourist accommodation establishments in Ghana from 2016 to 2022
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Following research conducted by GN Research in Accra in 2016, it was found that 81% of hotels in Ghana’s capital city did not have a website. (Buxton 2016)       Five years later in June 2021 the CEO of the Ghana Tourism Authority reiterated the earlier research and acknowledged that 80% of hotels across the country did not have websites.     
Technology and digitization in the hotel reservation process has now become the norm (Schaarschmid & Hober 2017) rather than the exception with over 66% of all hotel bookings made online (Hines and Catron, 2024)   




[bookmark: _Toc167381567]The Event Concept
Based on the above information and seeing a business opportunity Hotel Link Ghana (HLG), a private company affiliated to Hotel Link International that offers a comprehensive digital toolbox with all the digital solutions that a small to medium hotel needs was formed.  
Providing websites, Online Travel Agency connections (OTA’s), live booking engines and property management systems  HLG will host the Greater Accra Hotel Technology Conference (GAHTC) and Mini Expo that will help hoteliers within the Accra metropolis take advantage of the increasing tourist numbers and compete using similar technology that the more established international hotel chains that have developed, but at a fraction of the cost.   
The GAHTC will take place at the Tang Palace Hotel, in the fashionable Roman Ridge enclave of Accra, not far from the international airport.  As an existing client of HLG and with an average occupancy of 82%, and with 72% of those booking made online it was chosen to show the success of a hotel using HLG online marketing technology.     
The idea is to hold a conference that brings together the main technology partners that enables HLG to be a one stop solution to the small and medium sized hotels in Ghana, playing the multifaceted role of an event planner.  As a slight departure from the presentation, the conference speakers will be livestreamed so as to reach hoteliers across the country, and thereby opening the potential for similar conferences across the country.
There is a lot of emphasis on digitalisation across the country and this has been spearheaded by the country’s vice President and it remains a key element of his own presidential campaign, reiterating that digital technology will take an increasing role in the tourism development of the country (Bawumia 2021)   
With the steadily growing increase in tourist numbers as identified in the introduction of this report, the GAHTC’s aim is to widen the exposure of locally owned hotels using the power of the internet.    
This is an opportunity that allows HLG to use this to promote and expand its current offering.  Working with hotel technology partners such as OTS’s like Expedia.com; major telecom companies like MTN, other partners will include fintech companies, Smart TV resellers, accounting software and POS providers.  Any local hotelier in the greater Accra area wanting to find out just how this technology can work for them ought to attend.  




[bookmark: _Toc167381568]Aims and Objectives of the Meeting/Event

The Ghana Tourism Authority (2022)  reports a total of 1202 hotel accommodation providers in the greater Accra (including Tema) area, the vast majority being of 3 star and below. Based on the earlier observation that 80% of hotels didn’t have websites that would have a potential market of over a thousand hotels to work with.   
Event strategy is the ability to develop a SMART (Specific, Measurable, Achievable, Realistic and Timely) programme would determine the success of the event (Cvent Guest 2024) For instance, seeing a business opportunity, Hotel Link Ghana (HLG), a private company affiliated with Hotel Link International, decided to host an event to promote its comprehensive digital toolbox tailored for small to medium hotels. 
HLG would be looking at a two day event anticipating 300 hotel representatives over the two days.  The length duration of the event is in variation from the presentation made earlier in May in view of the additional information available to HLG. 
 


Fig 5 Ghana Tourism Report (2022)
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[bookmark: _Toc167381569]Event Operations

O’ Toole (2009)  Event Management Body of Knowledge (EMBOK) Model is a “structured framework that outlines the key processes and phases involved in managing events effectively.” It serves as a comprehensive guide for event professionals to manage events systematically. The EMBOK Model categorises event management into five core domains and further breaks these down into phases and processes.”
[image: ]

To ensure the success of the Greater Accra Hotel Technology Conference (GAHTC), several key operational aspects need to be meticulously planned and executed:
[bookmark: _Toc167381570]Venue Management: 
The Tang Palace Hotel with its multiple conference rooms has been selected as it has the required planned seating for 900 representatives in its main auditorium.  The satellite rooms 106 – 109 (fig 4) will be used for the mini expo presenters.   







Fig 6. Tang Palace Hotel Layout (not to scale)
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Considering the conference is in essence a marketing event, McCarthy’s (1960) 4 Ps of Marketing (product, price, place and promotion); and subsequently Boom’s (1981) expansion to 7 for services marketing (process, people and physical evidence)
At the heart of this event are the commercial considerations of HLG to raise its business profile as a major hotel technology aggregator, and to tap into the growing awareness of the use of technology in all spheres of the Ghanaian hotel business as emphasised by the Vice President’s digitalisation drive.     
A comprehensive marketing strategy targeting hotel owners and managers in the Greater Accra area utilising digital marketing, social media, email campaigns, and partnerships with industry associations such as the Ghana Hotel Association to deliver targeted invitations. 
Registration and Ticketing: Following on from the previous presentation, HLG will be implementing an online registration and ticketing system. This includes setting up an event website, integrating secure payment gateways, and providing timely customer support. Upon arrival attendees will have a QR code that will show the order of the conference. 
Program Development: HLG to lead the conference.  
The conference will have keynote speakers, panel discussions, workshops, and product demonstrations with technology partners.   
Resource persons and speakers from various sectors to speak at the conference.  Each stakeholder has a vested interest for the event to be successful.   Each stakeholder will have 30 minutes to speak about how the use of their technology will have on the success of the hotels bottom line. 


Exhibitor and Sponsor Management: Engage potential exhibitors and sponsors, providing them with detailed information about booth setups, sponsorship packages, and promotional opportunities during the event. OTA’s (Booking.com, Expedia.com) Telcos (MTN, Vodafone), Smart Door Lock systems and software (Assa Bloy, Ezee), Smart TV retailers, resort photographers.  Each to provide small marketing gifts like pens, tote bags, umbrellas, mugs, key holders etc. Online review companies will be on hand to share how reputable review sites all add to the total online experience. 

Staffing and Volunteers: Recruit and train a team of staff and volunteers to handle various event tasks, such as registration, information desks, technical support, and crowd management.
Health and Safety: Tang Palace Hotel’s  comprehensive health and safety plan, including emergency procedures, first aid stations, and compliance with local health regulations will be in place for the event.
Technology Infrastructure: The Tang Palace Hotel was chosen not only for its existing business relationship with HLG but also for its robust IT and audio visual systems that will allow for live streaming sessions, virtual participation options, and on-site technical support for presenters and exhibitors.  
Post-Event Analysis: Plan for post-event activities, including collecting feedback from attendees, evaluating the event’s success against predefined objectives, and preparing a detailed report for stakeholders.
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Developing a realistic budget for GAHTC involves estimating costs across various categories. Below is an illustrative budget breakdown:
Venue Rental: Waived in lieu of HLG services, but nominal value $2,000 - Includes conference rooms, exhibition space, and any additional facilities required.
Marketing and Promotion: $500 - Covers digital marketing, print materials, social media campaigns, and email marketing.
Registration and Ticketing: $500 - Online platform setup, payment processing fees, and customer support.
Program Development: $500 - Speaker fees (waived) as sponsors are direct beneficiaries, workshop materials, and session recordings.
Logistics Coordination: Catering will be provided by Tang Palace in lieu of HLG services
Exhibitor and Sponsor Management: No Charge - Booth setups, signage, and promotional materials provided by supporting stake holders.
Staffing and Volunteers: $500 - Recruitment, training, and stipends.
Health and Safety: $200 - First aid stations, health protocols, and insurance.
Technology Infrastructure: $500 - IT support, live streaming, and virtual participation tools.
Miscellaneous: $1,000 - Contingency for unforeseen expenses.
Total Estimated Budget: $5,700 

[bookmark: _Toc167381573]Industry Trends / Issues / Impacts

Most of the trends and issues have been noted elsewhere in this report.  Appendix 1 has a report first written in 2020 outlines the need for hotels in Ghana and the west African sub-region to move towards digitalization, and the current push by central government in Ghana as noted above now seems to be a great time to hold such a conference.   





[bookmark: _Toc167381574]Conclusion

The GAHTC represents a critical step in the evolution of Ghana's hospitality industry towards embracing digitalization. By focusing on the needs of small to medium-sized hotels, HLG's initiative directly addresses a significant market gap, providing these establishments with the tools and knowledge to compete effectively. The choice of Tang Palace Hotel as the venue underscores the practical success of HLG’s digital marketing solutions, serving as a live case study for attendees.
The event's strategic approach, incorporating comprehensive planning and execution phases, aligns with best practices in event management. By leveraging a project management framework, the conference ensures that every aspect, from venue selection to marketing and post-event analysis, is meticulously planned and executed. This structured methodology not only enhances the event's effectiveness but also sets a benchmark for future events in the region.
The GAHTC's focus on digital solutions is timely, given the increasing reliance on technology in the tourism sector. The Ghana Government's emphasis on tourism as a revenue generator and the Vice President’s digitalization drive further support the conference’s objectives. With 66% of hotel bookings now made online, the importance of digital presence cannot be overstated. The conference provides a platform for hoteliers to learn from industry leaders, understand new technologies, and network with peers and technology providers.
In terms of practical outcomes, the GAHTC aims to elevate the digital capabilities of local hotels, thereby increasing their visibility and competitiveness. The involvement of key stakeholders, including OTA connections like Expedia and major telecom companies, ensures that the event is well-rounded and addresses various facets of hotel management. The potential for live streaming extends the conference’s reach, allowing participation from hoteliers across the country and setting the stage for similar future events.
The GAHTC is poised to be a transformative event for the Ghanaian hotel industry. By bridging the digital gap and providing actionable insights and tools, HLG is not only promoting its offerings but also contributing to the broader goal of enhancing tourism and hospitality in Ghana. This conference is a significant opportunity for local hoteliers to embrace digitalization and drive their businesses forward in an increasingly competitive market.
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Executive Summary 
The tourism industry in Ghana has seen unprecedented and rapid growth over the past decade.  Most of 
this growth has been fuelled by the internet that has systematically transformed the travel industry, so 
much so that if a hotel, tour operator, travel agency or car rental company is not online then that 
company is really not viable in the immediate future.   


Since 2015 Hotel Link Ghana/Superior Hospitality Solutions has worked with over 200 hotels and 
accommodation providers in getting them online by providing websites, connections to Online Travel 
Agencies, offering live booking capabilities and online payment platforms.  


We are hoping  to partner with an aid organization or to be part of a Government led stimulus package 
to revive tourism in one of the world’s emerging destinations as hotels, restaurants, travel sites and tour 
operators are among the hardest hits by lockdowns and restrictions to fight the global coronavirus 
pandemic.  Our industry is facing a fight for its very survival and there will be many significant changes 
about how we will do business in the future; and we will need to be ready to adapt.   


The general perception is that local tourism will kickstart the return of travel and the hospitality 
business, especially as there are still many international borders closed and airlines either grounded or 
operating at greatly reduced schedules.  In Ghana we must be ready for this rebound, but hold up for a 
moment...how will we know that hospitality is ready and back and hopefully better than ever?  


Back in May 2016 a report by GN Research reported that 81% of all hotels in Accra either didn’t have a 
functioning website or didn’t have one at all.  Our own research between February and July 2020 shows 
an even bleaker picture nationwide with only 13% of all registered hotels and guest houses having a 
functioning website; 92.4% do not have either a website, a Facebook page, or mentioned on 
TripAdvisor.  That is 2697 hotels in Ghana that do not have all the basic parts of an online presence.  
Furthermore our own research confirms that 4 years AFTER the GN Research paper, that 81% figure for 
Accra HAS NOT CHANGED!  


Post CoVID 19, it will be critical for every hotel to be online so that travellers will be able to see what you 
are offering, live rates and availability, promotions, special offers, be aware of your flexible booking 
policies and see how well your offering is compared to your competition.  None of this is possible 
without an effective online presence. While travel is on pause right now, those that do have an online 
presence, this is the time for hoteliers to strengthen their relationships staying in contact with all of 
their past and future guests through their social media channels.  It is blatantly obvious that if a hotel is 
not online then that hotel won’t be able to do any of these things and that is 87% of the hotels in Ghana.   


Imagine that world’s most visited country France recently announced plans to develop its own travel 
portal to rival Booking.com, and AirBnB.  (Bloomberg 20th May 2020)? If the Government of France has 
seen how important promoting THE WORLD’S MOST VISITED COUNTRY, then it is even more imperative 
for an emerging tourism destination like Ghana to do the same.     It is interesting to note that we have 
had the same concept for the past 4 years working with Hotel Link to develop the 
www.ghanabookingonline.com portal.  







With funding and support we would like to grow the number of hotels with websites in the country to 
40% of the total.  This means that we need to increase the number of hotels with websites by 30% or 
around 800 hotels.  We would also look at improving the capacity of about half the hotels (150 of 300) 
with websites to modernize them and give them additional marketing tools.  This would mean that we 
would provide our services to about 950 hotels within the scope of this project. 


The concrete deliverables of this project would include the following in the first year: 


 800 Hotel websites nationwide for hotels that have never had a website, and 150 for hotels that 
have had an unsatisfactory website. 


o Written copy 
o Photography 
o Home page 
o Booking page 


 Live booking engine with rates and availability 
 Potential for merchant gateway to collect deposits 
 Instant confirmation of guaranteed booking 


o Things to do page 
 Booking of guides, tourism sites and tours in the area 
 Tourist information for the area 


o Location page 
 Dynamic map of the hotels location and directions 


o Restaurant page (may not apply to some hotels) 
 Menu and restaurant info 


o Review page 
 A highlight of their trip advisor reviews as they collect them 


o Contact us page 
 A form for email contact with the hotel along with all the contact details for the 


hotel. 
o Setup of email address for all of these hotels with a very professional 


name@hotelurl.com 
 Provide Hotel Links Front Desk property management software to all 950 of the hotels above 
 Put all 950 of these hotels on both Booking.com and Expedia (ones not already on these sites) 
 Tie all of the marketing channels together with a software that centrally manages rates and 


availability and connected to the front desk software. 
 Setup of Tripadvisor.com and a Facebook page for all 950 of these hotels and provide support 


and posting on social media for some of these properties (see level 3 hotels in the proposal) 
 Provide training and certification for front desk agent, reservation agent, and Marketing staff at 


all 950 of the hotels. 
 A virtual reservationist for level 3 hotels 
 A centralized hotel booking number for the country 
 www.ghanahotelbooking.com 


o An online booking platform where a visitor can book any of the 950 hotels in the 
program in 3 simple steps booking directly with the hotel.  







o Online booking of all the localized tours, guides and tourist sites that area also provide 
on the hotel websites. 


o Regional tourism landing pages with tourism info for the region and simple hotel and 
activity booking 


 www.greenbugafrica.com 
o An online adventure/ecotourism platform offering a very similar offering as 


www.ghanahotelbooking.com but with a more handpicked exclusive offering of hotels, 
adventure activities, and tours. 


 For hotels that reach certification level we will provide them a tablet to manage their front desk 
of their hotel with web connectivity. 


By targeting 950 hotels bringing overall level of hotels in Ghana with websites to 40%, but not only a 
website, web presence on tripadvisor.com, booking.com, expedia.com, ghanahotelbooking.com, 
greenbugadventures.com; combined with the required tools and training to make this simple and easy 
to manage for the hotels we, can see a huge revenue potential for the hotels and the country as a 
whole. 


We can roll out a project of this scale with funding support of $1.2 million USD in 12 months.  This can 
create a huge return in investment in the tourism industry for the country.  Especially if you look at the 
historic figures of what we have done with the hotels on our platform currently: 


With an average of 41 properties on our platform we have done a combined business from online 
bookings of $11.5 Million USD over the 2 year period to January 2020. 


If we assume that the revenue from the 950 hotels in this project is only 10% of that because of never 
having an online presence before and not being in Accra we could see that this portfolio of 950 hotels 
could do a combined measurable online business to the tune of $1.3 Million in the first year alone.  Keep 
in mind that this does not include other sources of bookings including walk-ins, phone and email which 
can all be influenced by greater online presence.  It is easy to see how this would be a better investment 
for national development and the industry then a loan or a simple monetary bailout as the potential 
return for the hotels is more than the investment as a whole in the project.  


With the success of this project there would of course be some other spin off projects that our company 
would then take advantage of to further push bookings to these hotels and further develop tourism in 
the region as a whole.  These might include: 


 Self service online booking touch screen kiosks at the airports for booking of these hotels for 
inbound travellers. 


 Replication of the program in Liberia and Sierra Leone where we see a great tourism 
potential and rising numbers of travellers. 


 Integrating the infrastructure developed in this project with a unified country wide 
marketing effort 







Development indicators: 


Many of the outcomes of this project facilitate sustainable development in the Hospitality industry.  The 
hospitality industry is a soft export bringing in hard foreign currency without extraction of resources or 
wealth.  It is also a huge part of the official private work force in the country and a larger proportion of 
hospitality jobs go to females. 


Digitization is a major goal for the Ghanaian Government, Ghana Tourism Authority, and world bank but 
we have seen little push in the hospitality sector here.  This proposal would raise the level of digitization 
in the hotel sector from 10% to 40% in less than a year with many other benefits to the tourism industry 
as a whole. 


This project helps to push forward the following Sustainable Development Goals adopted by the UN in 
Partnership with the Ghanaian Government and many NGO and aid organizations. 


5.  Gender Equality: the hospitality industry has always been an industry that fosters the development of 
female workers in society.  The majority of the staff that we will be training with the hotels that we 
partner with in this project will be female and will benefit greatly from the capacity building, making 
them leaders in the industry and ready for advancement and management jobs.  We will also have to 
significantly increase our team and most of these positions will go to female workers. 


8.   Decent work and economic growth:  This is the basis of the whole project to strengthen the whole 
hospitality sector from hotels to localized sites and guides.   We will be increasing the access to business 
of many rural hotels and hotels that have traditional not been online.  This with increased marketing of 
portals to be created will really help to grow the hospitality sector in a post COVID environment. 


9.  Industry, innovation and infrastructure:  we will be building the digital marketplace for hotels in the 
country, and giving each hotels the tools they need to be visible and communicate to their target 
markets online.  Doing this on a large scale will provide so many benefits to the industry and 
opportunities for further innovation based upon the digital infrastructure we are developing. 


10.  Reduce Inequalities:  We believe that this does not just apply to individuals but also organizations.  
The medium and small independent hotels have been left out of many of the capacity building 
opportunities in the country, they have been left out of COVID relieve money, and are largely ignored to 
the bigger 4 and 5 start hotels of the country with larger marketing budgets.  But by helping these 
independent hotels we are helping whole communities, there is a better trickledown effect of revenue 
generated by these local and family owned businesses.  They do not currently have the support or 
knowledge to operate in the modern hotel sector without some help. 


Company Profile and Project Background 
Hotel Link Ghana and West African Background 







Superior Hospitality Solutions provides the tools: website with live booking capabilities and online 
payment, property management software, marketing solutions, resort photography, reputation 
management, staffing, training, consultation and management to build, restructure and guide hotels 
to  a whole new level of business and profitability. 


Hotel Link is the international brand of the software and marketing tools that we provide to Ghana, 
Togo and Benin. 


The first hotel to use Hotel Link Ghana solutions was in 2013 and we saw amazing results putting this 
budget youth hostel online.  It was not a special or a luxury product but it was sensitive to the market 
demands and we worked to make it as simple as possible for travelers to get the information they 
needed about the hotel and book online.  We saw occupancy go from around 30% to 80% and increased 
revenues of the hotel and its restaurant because of this.  We found that the more occupancy increased 
the better the staff became, the more reviews and positive reviews on tripadvisor made for more 
bookings, guests were excited to show up and appreciated the easy guest experience.  We stumbled 
onto a system that really worked. 


We took this and introduced it to about 7 more hotels in the first year.  Then subsequently another 40 
hotels after that.  All said and told in the last 7 years we have worked with roughly 200 hotels in Ghana, 
Togo and Benin in terms of providing them a website and online marketing tools.  We have seen mixed 
results across the board with some hotels doing much better than others, usually the ones that took the 
time to learn how the tools worked and actually used them.  There are many hotels that did not take 
this step be it leadership issues, personal issues or ownership issues they have not felt or seen what they 
thought they would gain from our services.   


For our company this has not always been so easy for us as we have many hotels default in payments 
and since we bill in arrears and pay for the software to an international partner we have lost a lot of 
money and have found it hard to scale organically in this market.  Hotels and owners are not yet 
convinced that they need an online presence and even those that we have provided it for and that do 
see benefit do not continue to invest in it.  We have found that the hotels with the best success are 
those that use all the tools together, provide time and foster their staff to learn and implement them.  
But there still needs to be an industry wide push to adopt digital tools and that is part of what this 
project is about. 


The good news is though that our software partners and online travel agencies continue to see Ghana 
and West Africa and a valuable market and continue to invest in us.  Our software partner is constantly 
building better tools that we release to the hotels to stay above the market.  Our channel manager tool 
has brought us preferred partnership with booking.com the largest travel agency in the world.  And 
Expedia has seen the value of the African market and the work we are doing and has made us their 
exclusive partner in Ghana, Togo and Benin, for onboarding hotels.  And travelers will continue to come 
in the future and those numbers will grow. 







Market Landscape 
Total number of registered hotels and Guest Houses in Ghana is roughly 2900, with well over 600 in 
Accra and its environs.  We are looking to have 800 hotels online across the 15 regions of Ghana that 
have never had a website before and an additional 150 that have had a website but not a unified online 
marketing strategy and tools.  Each would have a functioning website, booking engine, OTA connectivity 
and payment gateway, front desk software, and social media setup.  Around 600 of these hotels would 
need substantial support and training to make the best use of these tools.   


Ghana Nation wide # of hotels % 
Have a website 290 10 
Have tripadvisor 725 25 
Have facebook 841 29 
Have both SM and website 203 7 


   
no website 2610 90 
no tripadvisor 2175 75 
no fafcebook 2059 71 
no SM and website 2697 93 


 


Where Hotels Fail 
In our experience the biggest factor that prevents a hotel from reaching its maximum marketing 
potential is their inability or just plain refusal to take advantage of the online opportunities available to 
them.  Many continue to rely on old traditional print media or local TV advertising.  There is clear 
evidence from studies even as far back as 2000 where it was noted that “internet marketing usage 
significantly influenced business profitability”, and benefits included a “reduction in advertising cost, 
ability to increase sales volume, improvement in marketing communication, convenience and ability to 
reach global markets”. (An Empirical Evidence on the Usage of Internet Marketing in the Hospitality 
Sector in an Emerging Economy and its Relationship to Profitability 2012)  The biggest hurdle for hotels is 
to announce their presence to potential guests; restricting yourself to your own locale is essentially a 
major contradiction in terms.   


Without online reviews, an online payment gateway, live booking, promotion with Online Travel 
Agencies unless your hotel is a household name then the hotel is severely handicapped.  


The Ghana Tourism Authority seems to pride itself more as a regulatory authority rather than a 
marketing one.  Indeed the website www.ghana.travel features only FOUR hotels in its entire inventory!  
The Ghana Tourism Development Company “…was established to lead in tourism investments and 
infrastructure developments in the sector.”  The Ghana Tourism Federation (GHATOF) describes itself 
as “the highest organization established to champion the cause of the private sector in Ghana’s tourism 
industry.” GHATOF covers car rental companies, tourism sites, hotels and restaturants. Then we have 
two competing Hotels Association, the Ghana Hotels Association (currently without a website) and the 







Ghana Progressive Hotels Association, a site that features 25 hotels none of which as a functioning 
website.  


This shows that there is very little cohesive planning to promote hotels in Ghana, and there is very little 
online promotion of hotels.   


Bad tools 
Still sending out flyers? Limited TV advertising? There are still many hoteliers in Ghana today who don’t 
seem to grasp that the internet now accounts for more than $600bn of hotel room sales world wide 
with 95% of US adults booking exclusively online in 2018…Statista.com  


In Ghana more than 50% of all our hotel bookings with either a website or connected to Online Travel 
Agencies are now made online.  Considering our statistic that 81% of hotels in Accra DO NOT HAVE A 
FUNCTIONING WEBSITE, just how much business are they losing out on because hotels continue to use 
an analogue approach to hotel marketing?  Furthermore people want to read your reviews online before 
booking. If a hotel is not on any review sites like Trip Advisor or still using paper comment cards, they 
are using the wrong tools.  


Project Objectives 
The ultimate aim of this project is to create a viable and thriving SME tourism sector. Not only will this 
deliver much needed jobs to the local communities, it will also result in the emergence of a whole new 
tourism experience for travellers …one which has remained till now largely hidden and inaccessible to 
tourists.  It is also more than necessary right now to aid in the recovery of the travel and hospitality 
sector in the wake of the devastation and basic collapse from the COVID-19 epidemic.  We also must 
focus these efforts on a sector of travel which would find Ghana desirable at this point and this is the 
Experiential / adventure FIT tourist. Experiential / adventure tourism is one of the fastest growing 
segments of the global tourism market, and brings wide benefits.  
 


 It will allow Ghana to diversify from the rigid business, volunteer, and Diaspora markets.  
 It will attract higher end, more educated, more socially, culturally and environmentally 


conscious travellers  
 It promotes increased length of stay and associated spending. Much more of the spend will 


remain in-country  
 It promotes more low volume, high value international tourism and creates jobs  
 It would also promote domestic travel and tourism for the many local events. Let’s not forget 


that many Ghanaians will travel across the country to attend a funeral or a wedding.    
 
Of all the countries in the Africa, and particularly in West Africa; Ghana stands out for its rich and varied 
local tourism assets, and is well positioned to take a lead in experiential travel. This will help 
differentiate Ghana from others and ensure sustainable growth in the years ahead.  It will also help 
project a strong local domestic tourism market also. 







Scope of Work 
There are several elements to this project which need to be implemented  
 
Website Construction  
 
The first priority is website construction for the 
accommodations and tour operators / activity 
providers.  
All websites must be responsive (mobile 
friendly) which is extremely important as over 
60% of all travel search is now done using 
mobile devices. In addition the websites must be 
fast loading, have social media links for linking as 
well as sharing, have photo and video galleries, 
Google maps, live chat etc. They need to be very 
easy to update, and to add extra pages to and, 
most importantly, designed for SMEs to use with 
features such as tooltips and auto image resizing 
built in. 
 
Adjacent is an image of one of the websites we 
have launched. A very successful lodge in a rural 
area along Lake Bosumtwe, The Green Ranch.  
 
Booking and Distribution Systems  
 
It is important with the new system to ensure it supports online bookings (via a booking engine with 
payment gateway, as well as distribution using a channel manager). Operators need the ability to display 
live availability information as well as take instant online bookings.  
 
This is the preferred method of booking for international visitors and will be needed to compete 
effectively. In addition these systems are needed to allow for automated distribution via third party sites 
such as OTAs (like Booking.com, Expedia, Hostelworld, Airbnb and others) as well as via the new 
http://www.ghanahotelbooking.com/website that has been created. These third party channels will be 
an extremely important part of driving sales, especially in the first 1-2 years until operators become 
established. 


Management and Reporting tools 


Hotels must have access to a full back-end system where they can handle bookings and a number of 
other tasks such as updating website content, updating the booking engine (rates and availability plus 
any special promotions), and add new channels for distribution.  


Many however will not have the Internet access or the skills initially to be able to manage this work 
themselves; therefore it is necessary to have our team providing centralized support along with teams 
ready to move to the hotels to provide support.  In the spirit of investing in the hotels as much as 







possible we will be providing certified training programs for 3 crucial positions in the hotel, front desk, 
reservations and marketing management. 


Additionally the system should allow easy reporting of key business metrics needed for both the Hotels 
and also for the project management team tracking the progress of the project. Key metrics tracked will 
include the following;  


1. Website visitors. Key information here would include total unique visitors, visitors by country, 
and the main sources of referral traffic.  


2. Online Booking inquiries  
3. Total online bookings (confirmed)  
4. Total online booking income  
5. Average income per booking  
6. Average length of stay (in the case of accommodations)  
7. Volume of direct bookings (from website, mobile, Facebook page)  
8. Volume of third party bookings (e.g. from the OTAs and VTO etc.).  


Marketing and Distribution Support  


A marketing portal (ghanahotelbooking.com) has been built and will be expanded to promote the hotel 
operators already working with us in Ghana and the new ones targeted in this project. It will have a 
focus on experiential and adventure travel and be one of two local channels to market for the operators 
(the other channel being www.greenbugafrica.com another outlet managed by our group). This portal 
will launch with the ability to process instant online bookings for those hotels with the booking engine 
set up. Close coordination will be maintained with the funding organizations to optimize the marketing 
spend so that the best return on investment is maintained.  With an expanded list of hotels and 
locations this can be developed to rival both Booking.com and Expedia.com.  It is interesting to note that 
the government of France is considering developing its own OTA to rival both giants.   


Importantly, this portal will provide tangible evidence to the hotels in Ghana of our commitment, but 
also crucially the funding organization’s commitment to support them. It will hence encourage them to 
participate actively in the accreditation program as a first step in them qualifying to get ongoing 
assistance from the partnership in promoting them to the market.  


Methods 
Hotel Identification and award 


We have a list of 2900 accommodation providers in the Ghana.  We have built this list off of the 2015 
GTA hotel directory data mining to add additional hotels that have arrived on the market during that 
time.  We have separated the hotels into three different categories with the details for this division 
given in t he next section. 


 Level III Hotels 
 Level II Hotels 







 Level I Hotels 


The basis of this differentiation is to tailor the programs and the outcomes to the level at which the 
hotel already operating in the market.  So a Level III hotel would basically have no prior online presence 
at all and would need the most support vs. a level I hotel that has online market presence but will 
benefit from the best tools for their online marketing and some honing of their digital marketing staff. 


The levels also help us set metrics and benchmarks for the businesses to meet to remain in the program 
(if we look at this for multiyear potential) and determine their responsibility for self payment or support. 


Metrics and Benchmarks 


Over and over again in development we have seen that outright charity is rarely sustainable.  We would 
like to help the hotels grow their market and presence but there is some minimal input required of the 
hotels to join the program, and continued development to continue with the program and the financial 
support involved. 


These specific requirements are shown in detail in the next section.  We will also work with you, the 
support organizations, to determine what data points we would like to harvest and publish from the 
project. 


Numbers of Hotels 


Working from our list we have determined the following numbers of hotels would benefit in the 
different levels: 


Number of Level III hotels: 600 


Number of Level II hotels:  200 


Number of Level I hotels: 150 


Participant Hotel Levels 


Hotel Level III 
Basic Entry Standards 


 Hotel, Guest House, Ecolodge, Resort, accommodation 
 At least 3 Rooms but less than 20 
 No Website 
 No or very limited Social Media   
 Not using any Online Travel Agencies 
 Owner/Decision maker must attend at least one workshop and have 2 dedicated staff for 


further training and certification 
 Owner must be willing to agree to suspension terms and self payment of services by year 3 if 


requirements are met 







 Willingness and ability to have daily communication with virtual reservation staff 


Year Year 1 Year 2 Year 3 
Services 
Provided 


 Photography 
 Written Copy 
 Complete 


Website 
 Live booking 


engine with 
instant booking 


 Payment 
Services 


 Channel 
Manager 


 Front Desk and 
Reservation 
software 


 Local tours and 
activities booking 
on website 


 Booking.com 
Listing 


 Expedia Listing 
 Other beneficial 


OTA listings 
 Reservation Call 


Center 
 Virtual 


Reservationist 
 Setup of Trip 


Advisor 
 Setup of 


facebook 
 Basic social 


media coverage* 
 Training towards 


Certification of 
staff 


 Maintenance and 
web admin on 
Website 


 Live booking engine 
with instant booking 


 Payment Services 
 Channel Manager 
 Front Desk and 


reservation Software 
 Local tours and 


activities booking on 
website 


 Booking.com Listing 
 Expedia Listing 
 Other beneficial OTA 


listings 
 Virtual 


Reservationist** 
 Support 
 Training towards 


Certification of 
additional staff 


 Maintenance and 
web admin on 
Website 


 Website Refresh 
 Live booking 


engine with instant 
booking 


 Payment Services 
 Channel Manager 
 Local tours and 


activities booking 
on website 


 Booking.com 
Listing 


 Expedia Listing 
 Other beneficial 


OTA listings 
 Support 


 Training towards 
Certification of 
additional staff 


Benchmarks Certification of either a 
reservationist or a front 
desk agent will get the 
hotel their front desk kit. 


 At least 1 staff 
member must have 
passed the 
Reservationist or 
Front Desk Agent 
Training 


 At least one staff 
member who has 
logged in at least 
monthly to the 
extranet 


 If a hotel makes at 
least 2x their annual 


 At least 1 staff 
member certified 
for front desk 


 At least 1 staff 
member certified 
for Front Desk 
Agent 


 One Staff member 
in Marketing 
Certification 
Training 


 If a hotel made at 
least 2 times their 







cost below in the first 
year from online 
systems a hotel will 
need to pay their own 
way to remain on this 
level of the program 


 Hotel is responsive to 
emails 


 Remained in good 
standing with 
booking.com and 
expedia 


 Owner/decision 
maker has attended 
at least 2 webinars 


 Owner/decision 
maker opens at least 
70% of network wide 
emails 


 Owner/decision 
maker responds to 
85% of 
communications 
during working hours 
by phone or email 


** If the hotel has a staff 
member receive 
Reservationist certification 
virtual reservationist is no 
longer required 


annual cost below 
in year 2 they must 
self pay to remain 
in program 


 Hotel is responsive 
to emails 


 Remained in Good 
standing with 
booking.com and 
expedia 


 Owner/decision 
maker opens at 
least 70% of 
network wide 
emails 


 Owner/decision 
maker responds to 
85% of 
communications 
during working 
hours by phone or 
email 


Cost per hotel $1500 With VR Without VR $500 
$1000 $500 


 


Hotel Level II 
Basic Entry Standards 


 Hotel, Guest House, Ecolodge, Resort, accommodation 
 At least 20 rooms 
 Less than satisfactory or no website 
 Owner/Decision maker must attend at least one workshop and have 2 dedicated staff for 


further training and certification 
 At least 1 staff member for Marketing Certification 
 Owner must be willing to agree to suspension terms and self payment of services by year 3 if 


requirements are met 


Year Year 1 Year 2 Year 3 







Services 
Provided 


 Photography 
 Written Copy 
 Complete 


Website 
 Live booking 


engine with 
instant booking 


 Payment Services 
 Channel 


Manager 
 Front Desk and 


Reservation 
software 


 Local tours and 
activities booking 
on website 


 Booking.com 
Listing 


 Expedia Listing 
 Other beneficial 


OTA listings 
 Training towards 


Certification of 
staff 


 Maintenance and 
web admin on 
Website 


 Live booking engine 
with instant booking 


 Payment Services 
 Channel Manager 
 Front Desk and 


reservation Software 
 Local tours and 


activities booking on 
website 


 Booking.com Listing 
 Expedia Listing 
 Other beneficial OTA 


listings 
 Support 
 Training towards 


Certification of 
additional staff 


 Maintenance and 
web admin on 
Website 


 Website refresh 
 Live booking engine 


with instant 
booking 


 Payment Services 
 Channel Manager 
 Local tours and 


activities booking 
on website 


 Booking.com 
Listing 


 Expedia Listing 
 Other beneficial 


OTA listings 
 Support 


 Training towards 
Certification of 
additional staff 


Benchmarks Certification of either a 
reservationist or a front 
desk agent will get the 
hotel their front desk kit if 
they do not have a front 
desk computer. 


 At least 1 staff 
member certified for 
front desk 


 At least 1 staff 
member certified for 
Front Desk Agent  


 At least 1 staff person 
certified in Marketing 


 At least one staff 
member who has 
logged in at least 
weekly to the 
extranet 


 If a hotel makes at 
least 2x their annual 
cost below in the first 
year from online 
systems a hotel will 
need to pay their own 
way to remain on this 
level of the program 


 Hotel is responsive to 
emails 


 Remained in good 
standing with 
booking.com and 
expedia 


 At least 2 staff 
member certified 
for front desk 


 At least 2 staff 
member certified 
for Front Desk 
Agent 


 One Staff member 
in Marketing 
Certification 
Training 


 If a hotel made at 
least 2 times their 
annual cost below 
in year 2 they must 
self pay to remain 
in program 


 Hotel is responsive 
to emails 


 Remained in Good 
standing with 
booking.com and 
expedia 


 Owner/decision 
maker opens at 
least 70% of 
network wide 
emails 







 Owner/decision 
maker has attended 
at least 2 webinars 


 Owner/decision 
maker opens at least 
70% of network wide 
emails 


 Owner/decision 
maker responds to 
85% of 
communications 
during working hours 
by phone or email 


 Owner/decision 
maker responds to 
85% of 
communications 
during working 
hours by phone or 
email 


Cost per hotel $1200 $600 $600 


 


Hotel Level I 
Basic Entry Standards 


 Hotel, Guest House, Ecolodge, Resort, accommodation 
 Already have a website 
 Social Media Presence and use 
 A healthcheck of less than 40 
 Owner/Decision maker must attend at least one workshop and have 2 dedicated staff for 


further training and certification 
 At least 1 staff member for Marketing Certification 
 Owner must be willing to agree to suspension terms and self payment of services for 3 months 


of the first 6 months and to continue payments at their descression of remaining on the 
program afterwards. 


Hotels in the level I category already are in the game so to speak but could benefit from more 
substantial web presence and marketing tools.  We also don’t want to leave out some of those hotels 
that are doing the right thing but need some additional help. 


These hotels will be provide the setup of their properties website and tools for free and 3 months for 
free.  To enter they program they need to pay for at least 3 months totally $150.  They will then be 
covered by the services detailed below for 6 months for them to really feel the benefits and hopefully 
see the potential for return on investment to continue paying us for these services on a quarterly basis 
going forward. 


Cost per hotel $400 


 







 Budget 
Numbers of hotels and individual hotel costs 


Year 1 program costs and the funding level needed for the project                                                            


Hotel Level Program cost per hotel # of Hotels Totals 
Level III $1500 600 $900,000 
Level II $1200 200 $240,000 
Level I $400 150 $60,000 
    Total $1,200,000 


With acceptance and interest in this proposal we can generate year 2 and 3 projections.9m,. 


Admin/support and scaling costs 


Item Cost 
Software fees to Hotel Link International $216,400 
Media and Advertising of startup workshops $10,000 
Regional workshops $30,000 
Regional Trainings $30,000 
Ghanahotelbooking.com advertising $45,000 
Greenbugadventures.com advertising $36,000 
VAT, NHIS 17.5% $36,000 
Content writers, photographers, web dev $95,000 
Accounting $15000 
Project Managers $48,000 
Account Managers/ Virtual reservationists $100000 
Tablets for frontdesk setup $80000 
Larger Office $36000 
Staff laptops $10500 
Office furnishings $7000 
Internet $3000 
Cameras $5000 
Vehicles $100000 
Trainers $48000 
Tnt and fuel expenses $50000 


Total $1,000,900 


 


Recap and Funding Request 
 


  


 







So we are aware that there is a huge deficit in terms of Ghanaian hotels having any form of online 
presence or activity.  Our solution to address this is noted above.  The benefits helps first open up our 
country to travellers and then makes it easier for them to find what they are looking for.  It helps 
improve both our domestic and international tourism potential.  Our proposal helps improve the quality 
of staff employed at our hotels, and also provides relevant industry-based training.  Finally with our own 
booking portal we too can develop to join forces with the tourism industry to build an Internet site 
aimed winning back customers from U.S. online travel giants such as Airbnb Inc. and Booking Holdings 
Inc.” 
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