
0 

Hotel website that influences customers' purchase intentions 

In Partial Fulfillment for the Requirements 

of the Bachelor's Degree in Marketing 

by 

SI Weijian 

1025800 

May, 2020 



 1 

 

THESIS CATALOG 

1. INTRODUCTION ............................................................................................................................ 3 

2. LITERATURE REVIEW ................................................................................................................. 3 

2.1 HOTEL MARKETING ...................................................................................................................... 3 

2.2 STIMULUS-ORGANISM-RESPONSE FRAMEWORK MODEL ............................................................... 4 

2.3 HOTEL WEBSITE QUALITY ............................................................................................................ 5 

2.4 HOTEL WEBSITE USABILITY.......................................................................................................... 6 

2.5 HOTEL WEBSITE PRIVACY ............................................................................................................. 6 

2.6 HOTEL WEBSITE SECURITY ........................................................................................................... 6 

2.7 PERCEIVED FLOW .......................................................................................................................... 7 

2.8 PURCHASE INTENTIONS ................................................................................................................. 7 

3. EMPIRICAL TEST .......................................................................................................................... 8 

3.1 SAMPLE ......................................................................................................................................... 8 

3.2 MEASURES .................................................................................................................................... 8 

3.3 RELIABILITY TEST ......................................................................................................................... 9 

3.4 CORRELATION TEST ....................................................................................................................... 9 

3.5 STATISTICAL METHOD ................................................................................................................. 10 

4. RESULTS ......................................................................................................................................... 10 

4.1 HYPOTHESES TESTING ................................................................................................................ 10 

5. CONCLUSIONS AND IMPLICATIONS ..................................................................................... 11 

5.1 DISCUSSIONS ............................................................................................................................... 11 

5.2 MANAGERIAL IMPLICATIONS ...................................................................................................... 11 

5.3 LIMITATIONS AND FUTURE RESEARCH ........................................................................................ 12 

REFERENCE ...................................................................................................................................... 13 

APPENDIX .......................................................................................................................................... 16 

 
 

 

 

 

 

 

 

  



 2 

Abstract 

The purpose of this study is to test the relationship between hotel website quality, hotel website 

privacy, security, hotel website usability, and Perceived flow, and customer purchase intention. 

The stimulus-organism-response framework is used as the theoretical framework for this study. 

A total of 105 valid online questionnaires were collected to empirically test the measurement 

and structural model using the partial least squares path modeling approach. The study sample 

includes university students who booked their hotels via online hotel websites. The findings 

confirm that hotel website quality, website security, and website privacy influences customers' 

perceived flow, which, in turn, affects their purchase intention. Website usability is not a 

significant element. Website quality, perceived flow, and purchase intentions are all significant 

factors for hotel staff, but these elements have not been better understood in this study. The 

research contributes to research in e-commerce marketing, retail, and e-tourism. 

 

Keywords: Hotel Website, Purchase Intention, Website Quality, Website Usability, Website 

Privacy, Website Security 
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1. Introduction 

As an essential part of the tourism process, the hotel has received more and more attention 

(David et al., 2008). Whether it is brand, environment, service, these are the critical factors for 

people to choose a hotel. Marketing is the most important channel of the hotel to promote; it is 

also an effective way to let customers quickly understand the hotel information. In addition, in 

China, there are many problems in hotel marketing. Hotels should make an effective marketing 

model, strengthen internal management, continuously strengthen brand effects, improve the 

hotel's environment, improve service quality, and swelled hotel market competitiveness. (Tsai 

et al., 2008)  

For hotel marketing, hotel websites play an important role (Ponte et al., 2015). It is an 

important intermediary between the hotel and its customers. Therefore, this study focuses on a 

better understanding of the relationship between website quality and other variables that 

determine customer satisfaction and purchase intention. To achieve this goal, this study 

introduces perceptual flow as an intermediary to examine its combined effect on customer 

satisfaction and hotel website purchase intentions (Pace, 2004); many scholars have discussed 

the enthusiasm of perceived flow for human behavior (Novak et al., 2003; Thatcher et al., 

2008). So the perceived flow and website quality may help predict customer satisfaction and 

purchase intent on the hotel website. 

Hotel marketing is the best communication channel between consumers and providers. High-

quality hotel marketing can increase consumers' positive consumption intentions (Luck et al., 

2003). In this survey, we will further study four specific research issues in hotel marketing, 

how the marketing of hotels affects consumers' purchasing intentions, how hotel website 

functions affect consumers' purchasing intentions, how does the hotel website usability 

influence customers' purchase intention, and how hotel safety and privacy affect consumers' 

purchasing intentions. 

Therefore, in line with the previous discussion, this study aims to understand the impact of 

website quality and perceived flow on the purchase intention of hotel websites based on the 

theoretical basis of the Stimuli-Organism-Response (S-O-R) framework. The rest of this article 

is structured as follows. The next section introduces the literature and assumptions. 

Subsequently, methods for sample selection and data collection were discussed. Then, check 

the data analysis and results. Finally, this article ends with research results, future research, and 

concluding discussions. 

 

2. Literature Review 

2.1 Hotel Marketing 

In today's society, competition in the hotel industry is becoming more and more fierce. In order 

to gain competitiveness in the hotel industry, the hotel has invested more and more in marketing 

in order to attract customers and overcome competitors (Keh et al., 2002). In other words, if 

the business is not well managed in the marketing process of the hotel industry, it will affect 

the efficiency of the company and affect its competitiveness. According to Rossiter (Rossiter, 

2001), marketing is considered a management process in which merchants get what they need 

by communicating with customers and trading products. In addition, market-oriented 
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companies typically create value by providing consumer goods and services (Levitt, 1986). He 

also believes that productive marketing activities are directly proportional to corporate 

performance; if the company's products and services are better, the way to generate significant 

benefits is to implement efficient marketing strategies (Levitt, 1986). 

The marketing of an enterprise depends largely on how the company develops the correct 

marketing capabilities. Marketing can be effectively implemented by the company's managers 

or marketing departments. In previous studies, many scholars emphasized the importance of 

marketing to companies, especially marketers. They believe that the growth of brand and 

market segmentation has stimulated the hotel's "staffing" needs within the marketing 

department (Tsai et al., 2009). Brands are increasingly seen as the principal capital for the hotel 

industry to gain a competitive advantage, which in turn promotes the company's growth. 

Brands are based on customer perception and are critical to the company's success. Indeed, if 

a company can project a clear image, it can communicate effectively with customers in terms 

of service, price, and convenience (Brown and Ragsdale, 2002). Therefore, effective brand 

marketing programs are important because they enhance the visibility and relevance of brands 

and customers, thereby attracting customer loyalty and willingness to pay high prices for 

brands (Kim, 2005). 

 

2.2 Stimulus-Organism-Response Framework Model                               

The S-O-R framework proposes that Stimulation is the trigger for the change of the internal 

and organize state of the individual (O), resulting in their approach or responses (R) (Mehrabian 

and Russell, 1974). From Donovan and Rossiter (1982, p. 36), the S-O-R framework is a 

"parsimonious description of environments, intervening variables, and behaviors," and that is 

why there have been many studies in the hotel industry recently. (Ali et al., 2015; Hsu et al., 

2012). Based on the S-O-R framework, a research model is developed for this study (Figure 1). 

As discussed by Hsu et al. (2012), website quality can be regarded as the stimulus. In the 

context of online hotel websites, website quality can be assumed as a stimulus (Bai et al., 2008) 

that can influence customers' internal states such as perceived flow (Webster et al., 1993). 

Hence, as shown in Figure 1, hotel websites (stimulus) can impact customers' perceived flow 

(organism), which can ultimately influence customers' purchase intention on hotel websites 

(response).  
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Figure 1 The S-O-R framework can ultimately influence customers' purchase intention on 

hotel websites (response). 

 

2.3 Hotel Website Quality 

Traditionally, the general definition of a physical retail store image is an understanding of 

various store characteristics (Burke, 2002). Obviously, the store image is an important factor 

in the consumer decision-making process (Nevin and Houston, 1980). Store images contain a 

variety of features, including the store's environment, quality of service, and functionality (Bai 

and Law, 2008). In today's social development, e-commerce is developing efficiently, and the 

images of online stores are very different from those of physical retail.  

According to underwood et al. (2006), E-commerce is an information system. In recent years, 

many studies have solved the design problems of e-commerce application systems and 

identified many different design features. Such as information quality, quality of service, 

entertainment, system design quality, and system usage. In their research, they found that a 

well-designed website would give customers a more positive recognition, a better evaluation, 

and a good attitude towards the products on the site. In general, the design of online stores is 

related to marketing. A good e-commerce site has a positive relationship with factors such as 

information quality, learning ability, entertainment, system usage, and service quality 

(Underwood et al., 2006). 

Many scholars have proposed to measure the quality of a website from different angles. For 

example, the quality of a website is a complex structure, and its website design includes its 

usability and functionality. Therefore, the hotel website is used as a background, mainly by 

discussing the functions, security, etc. of the hotel website (Loiacono et al., 2002). 

 

H1. Hotel website quality has a significantly positive influence on perceived flow.  
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2.4 Hotel Website Usability 

From the previous research, the importance of the Internet in the hospitality industry. Then, the 

biggest challenge for hotels on the Internet is the use of electronic commerce. (Kim, et al., 

2015). In other words, hotel managers must ensure that their websites provide the right 

information and content for their customers. For example, Kim and Moon (1998) found that 

how to design different website interfaces can increase customer trust. Also, research shows 

that a simple design and a website without grammatical errors are more likely to attract 

customers' favor and trust (Kim et al., 2006).  

An effective commercial website has an efficient program framework. The effectiveness of 

the website is mainly related to the practicality of the website, and the practicality is divided 

into usability and functional level. Kim and Moon (1998) mentioned about usefulness, it refers 

to whether the website can satisfy the user's intended purpose, and the function relates to 

whether the website service can be provided in the hotel industry. For usability, research has 

pointed out that usability should include five factors, simple, efficient use, easy to remember, 

easy to use, and error-free. (Kim et al., 2006) 

Therefore, through these kinds of evaluation methods, it is the most popular evaluation 

method (Nielsen, 2000). Using the above methods, you can evaluate behavior that violates 

usability standards. To find problems, solve problems, start a new website design, or take a 

further step in usability testing. Moreover, you can gather opinions about the availability of a 

particular website, collect the discovered problems, and transform them by analyzing the 

problems. 

 

H2. Hotel Website usability has a significantly positive influence on perceived flow.  

 

2.5 Hotel Website Privacy 

In electronic transactions, it is important that the site has privacy. Similarly, it is important that 

the company provides security and privacy related to customer transactions (Udo, 2001). 

Specifically, in Internet users, your information is easily leaked and spread around the world. 

If our data is not protected, then our information is easily controlled by others (LaRose and 

Rifon, 2007). In addition, for e-commerce, the website is the brand of the company. Customers 

usually find out about this company through the website (Suzanne and Paulo, 2014). 

 

H3. Hotel Website privacy has a significantly positive influence on perceived flow. 

 

2.6 Hotel Website Security 

If the company's website does not have a secure system, many of the business relationships 

with customers may be destroyed. For example, virus software spreads the virus to website 

visitors, steals customer information, steals credit cards, and so on. Security breaches can cause 

a business to fail. Many countries now have strict data leakage laws and fines for leaking data 

(Romanosky et al., 2011). However, when a user discovers a vulnerability in the business 

website he is browsing, this will reduce the customer's trust in the business (Ghosh and 

Swaminatha, 2001).  
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All in all, the security of a website is essential to the customer, which directly affects the 

customer's trust and cooperation opportunities for the company. Companies should strengthen 

the protection of website security and protect the privacy of customers. 

 

H4. Hotel Website security has a significantly positive influence on perceived flow. 

 

2.7 Perceived Flow 

In previous research, "Perceived flow" was considered a cognitive state and was defined as the 

overall experience that people felt when they were fully focused on their actions." (Ali, 2016). 

Some scholars have pointed out that when people are in a state of mobility, they can fully 

participate in specific activities and lose self-awareness (Gao and Bai, 2014). As a result, traffic 

is getting more and more attention, and the Internet is used to facilitate flow (Gao and Bai, 

2014). In other words, the use of the Internet has facilitated the development of flow, which is 

used in more and more e-commerce, such as games, online banking, online stores, and online 

travel agencies (Hsu et al., 2012). 

Still, some scholars apply the concept of flow to a computer-driven environment and use it 

as a cognitive state (Novak et al., 2003). Therefore, the success of online marketers depends 

on their website design and the ability to obtain the flow. And in a study by Mathwick and 

Rigdon (2004), the flow experience positively influences consumers' attitudes toward the site, 

which they spend more time browsing the site (Mathwick and Rigdon, 2004). Looking back at 

the hotel website, most people use these websites to find information about the hotel and get 

feedback from the hotel. Therefore, the information provided on the hotel website will give the 

customer a virtual experience based on the definition of perceived flow. 

 

H5. Perceived flow has a significantly positive influence on purchase intentions 

 

2.8 Purchase Intentions 

Customer's intention to purchase is also a very important factor (Ling et al., 2010). 

Understanding the actual purchase behavior is critical in understanding the customer's 

behavioral intentions (Gundersen et al.,1996). Moreover, hotel and travel data are easy to 

collect compared to actual behavior (Buttle and Bok, 1996). There is a large body of literature 

on the purchase intentions of customers in a network environment, and it is pointed out that 

understanding the framework of the network environment for purchase intentions can be 

primarily applied to online stores (Nga and Basak, 2011).  

In this study, the willingness to purchase online is considered an important outcome variable, 

and this definition is based on the consumer's assessment of the quality and information of the 

website and the intention of consumers to participate in online transactions (Chung and Law, 

2003). The good function of the hotel website also does not directly indicate that the hotel's 

website is available to users because the key is still depending on availability. The ultimate 

goal available is to make the hotel website more efficient and engaging. 
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3. Empirical Test 

3.1 Sample 

In order to study the influence of Chinese hotel marketing on customers' purchase intentions, 

this study uses a quantitative research method. Cross-section data collection methods for online 

questionnaires were used to test the structural relationship between latent reflective structures. 

To this end, the study obtained information about the hotel's website quality, perceived traffic, 

and willingness to buy.  

Participants came from different provinces, ages, occupations, monthly income, and 

different habits for online shopping. Table 1 shows detailed demographic information in 

percentages. Respondents consisted of 105 members, divided into 30 males and 75 females, 

mainly distributed between the ages of 18-25, mainly university students. And more than 82.86% 

of people have been online for more than six years. Most of the income is less than 2000 yuan.  

 

Table 1 Demographics of the respondents 

Demographics % 

Gender  

Male 28.75 

Female 71.43 

Age  

Below 18 0.95 

18-25 98.1 

26-35 0.95 

36-45 0 

46 and above 0 

Education  

Less than high school 1.99 

College 4.65 

University 89.52 

Graduate school or higher 3.81 

Internet Experience (years)  

0-3 years 4.76 

3-6 years 12.38 

over 6 years 82.86 

Monthly Income (RMB)  

Below 2000 50.48 

2000-4000 24.76 

4001-6000 10.48 

6001-8000 9.52 

Over 8000 4.76 

 

3.2 Measures 

All metrics are adapted from previous research on hotel marketing to improve reliability and 
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effectiveness. Hotel marketing mix consists of hotel website quality (Kim and Stoel, 2004), 

Hotel Website usability (Bai et al., 2008), Hotel website security (Ho and Awan, 2019), Hotel 

website privacy (Ali, 2016), Perceived flow (Ali, 2016) and Purchase intentions (Lien et al., 

2015). 

According to the specific responses of the participants, it can better explain the impact of 

hotel marketing on customer purchase rates. To ensure that the questionnaire is adjusted in the 

future, each project must have at least six questions. The level of consent used in this study is 

a seven-point Likert scale that is often used in market research or academic research. Some say 

that Likert scales can somehow guide respondents to recall current knowledge and score 

questions based on their attitudes, evaluations, and opinions about a product or brand (Dawes, 

2008). 

 

3.3 Reliability Test 

All data were collected from the online authorized questionnaire website, and the questionnaire 

was published within a week. Collected 105 valid questionnaires. Criteria of Cronbach's alpha 

was used in this research to test each variable's reliability: Excellent (α > 0.9), Good (0.7 < α 

<0.9), Acceptable (0.6 < α < 0.7), Poor (0.5 < α < 0.6), Unacceptable (α < 0.5) (Kline, 2000; 

George and Mallery, 2003; Bhatnagar et al., 2014). 

 

Table 2 Cronbach's Alpha (α) of each variable. 

Variables No. of Items Cronbach's Alpha 

Website quality 6 0.885 

Website usability 6 0.954 

Website security 7 0.771 

Website privacy 6 0.772 

Perceived flow 6 0.853 

Purchase intention 6 0.889 

 

Therefore, the reliability of website usability is excellent, and the reliability of website quality, 

website security, website privacy, perceived flow, and purchase intention are good. 

 

3.4 Correlation Test  

With the data from 105 respondents, the correlations between every two variables are shown 

below. Pearson's correlation was measured in this study. According to the correlation matrix 

table shown in the figure below, the relationship between each changed face is measured 

according to the calculated correlation index.  

According to Evans (1996), the strength of correlating is suggested as followed: (1) 0.00-

0.19 "very weak", (2) 0.20-0.39 "weak", (3) 0.40-0.59 "moderate", (4) 0.60-0.79 "strong", and 

(5) 0.80-1.0 "very strong." The correlation between Website Quality and Website Usability is 

0.818 and has a robust correlation. However, the correlation between Website Quality and the 

other four variables is less than 0.5, and there is a weak and very weak correlation. The 

correlation between Website Usability and the other three variables is also less than 0.4, and 
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there is a weak and very weak correlation.  

The correlation between Website privacy and Website Security is 0.625, which has a strong 

correlation. The correlation between Website privacy and the other two variables is also less 

than 0.4 and greater than 0.2, and there is a weak correlation. The correlation between Website 

Security and Perceived flow is 0.606, which has a strong correlation. The correlation between 

Website Security and Purchase Intentions is 0.531, and there is a moderate correlation. The 

correlation between Perceived flow and Purchase intention is 0.595, which has a moderate 

correlation. 

 

3.5 Statistical Method 

Statistics from an online survey questionnaire to assess respondents' views on the main 

structure of the study. Hotel website marketing is measured using four dimensions, including 

hotel website quality, hotel website usability, and security and privacy (Ali, 2016). Perceived 

flow (Hsu et al., 2012; Novak et al., 2003), purchase intentions are realized (Chen and Barnes, 

2007). All questions range from strong disagreement (1) to strong agreement (7). (From 1 to 7) 

And their attitude to participating. SPSS' s regression is statistical software used to analyze and 

explain the statistical significance of the causality between different variables observed. The 

path coefficients aim to interpret the relationship between each element of the Purchase 

intention.  

Through SPSS regression testing, all β are positive. In Hypothesis 1, Website Quality to 

Perceived flow (β = 0.239, p = 0.014 < 0.05) Hotel website quality has a significantly positive 

influence on perceived flow. In Hypothesis 2, Website Usability to Perceived flow (β = 0.171, 

p = 0.080 > 0.05) does not have a significantly positive influence on perceived flow. In 

Hypothesis 3, Website Privacy to Perceived flow (β = 0.386, p = 0.000 < 0.05) Hotel Website 

privacy has a significantly positive influence on perceived flow. In Hypothesis 4, Website 

Security to Perceived flow (β = 0.606, p = 0.000 < 0.05) Hotel Website security has a 

significantly positive influence on perceived flow. In Hypothesis 5, Website Security to 

Perceived flow (β = 0.595, p = 0.000 < 0.05) Perceived flow has a significantly positive 

influence on purchase intentions. All the p-value under the direct effect category shows the 

significance level except the Website Usability with a value of 0.080 greater than 0.05. 

 

Table 3 Path coefficient for variables 

Variables β t statistics p-value 

Website Quality to Perceived flow 0.239 2.498 0.014 

Website Usability to Perceived flow 0.171 1.766 0.080 

Website Privacy to Perceived flow 0.386 4.250 0.000 

Website Security to Perceived flow 0.606 7.733 0.000 

Perceived flow to Purchase intention 0.595 7.514 0.000 

 

4. Results  

4.1 Hypotheses Testing 

Based on all analyses of variables and accessible value indicators, the hypothesis test results 
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are shown in the following figure. Each hypothesis has data to prove that only Website usability 

and Perceived flow have a negative effect, and the rest have a positive correlation. 

 

Table 4 Results of Hypotheses Testing 

No. Hypotheses Results 

1 Hotel website quality has a significantly positive influence on 

perceived flow. 

Supported 

2 Hotel Website usability has a significantly positive influence on 

perceived flow. 

Refuted 

3 Hotel Website privacy has a significantly positive influence on 

perceived flow. 

Supported 

4 Hotel Website security has a significantly positive influence on 

perceived flow. 

Supported 

5 Perceived flow has a significantly positive influence on purchase 

intentions. 

Supported 

 

5. Conclusions and Implications 

5.1 Discussions 

This research is based on the study of hotel marketing for customers' purchase intentions, and 

the hotel website defines hotel marketing. From previous research that the hotel website is the 

most efficient source of all online channels for travelers to research and book rooms (Amaro 

and Duarte, 2015). As a significant source channel, the hotel website has formed a 

communication channel, and customers can more conveniently post it to obtain hotel 

information. It can be seen from the research that people pay more attention to the quality of 

the hotel website when ordering hotels, such as whether it is ornamental or design. It also pays 

attention to the privacy and security of hotel websites.  

These affect the customer's perceived flow when browsing the website, and the depth of the 

perceived flow is also destined to increase the customer's intention to book hotels. The 

empirical findings of this study confirm the quality of the hotel website, the security, and the 

privacy of the hotel website. These findings are consistent with the study by Bai et al. (2008) 

and Wang et al. (2015). Therefore, this study emphasizes that in the context of online hotel 

websites, website quality, security, and privacy are all important factors that affect customers 

'perceived traffic, which leads to customers' willingness to buy. Therefore, hotel managers need 

to develop better website navigation structures to ensure better website availability, which may 

cause customers to enter their perceived flow.  

Besides, website usability was not a key factor affecting customer's perceived flow in the 

study. This is contrary to previous research where Kim et al. (2006) mentioned about usefulness, 

it refers to whether the website can satisfy the user's intended purpose, and the function relates 

to whether the website service can be provided in the hotel industry. 

 

5.2 Managerial Implications 

This study demonstrates the impact of hotel marketing on customer buying intentions. 
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Analyzing the results from the data, with the development of modern technology, more and 

more people tend to order hotels online. If hotels want to be competitive in the market, the 

management of hotel websites needs to be improved. When a customer flows to a hotel website, 

the Purchase intentions of the customer are increased by increasing the customer's Perceived 

flow. The quality, privacy, and security of a hotel's website are what keeps customers focused 

on browsing the site. For managers, it is crucial to increase investment in hotel website 

marketing. Hotel managers should strengthen the sense of website design and invest more 

innovative elements in giving customers a better experience. 

It can be seen from the research that people pay more attention to the quality of the hotel 

website when ordering hotels, such as whether it is ornamental or design. It also pays attention 

to the privacy and security of hotel websites. These affect the customer's perceived flow when 

browsing the website, and the depth of the perceived flow is also destined to increase the 

customer's intention to book hotels. On these sites, it is possible to refine the quality provided 

on their website and to summarize the overall quality of service provided to the hotel. Therefore, 

hotel managers should use website-quality services to create a good feeling for customers. This 

means that customers who visit the hotel's website will tend to have higher satisfaction and a 

positive willingness to buy. 

 

5.3 Limitations and Future Research 

It can be found from the article that although the results of this study illustrate several important 

issues, there are still many limitations in the research process. First, in the process of collecting 

questionnaires, the limitations of participants. Participants were mainly young people aged 18-

25 years old, and they covered more age groups. Second, the participants are mainly college 

students, but for hotel users, more are working people with income. Third, in the process of 

questionnaire expression, due to the influence of Chinese and English language differences, 

participants had different understandings when they understood. Finally, future research may 

include various emotional factors in the proposed model, such as perceived excitement, 

pleasure, or enjoyment, to understand their impact on customers' purchase intentions. 
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APPENDIX  

Questionnaire design 

 

Part1 profile 

 

1. Gender 

 Male 

 Female 

 

2. Age 

 Below 18 

 18–25  

 26–35  

 36–45  

 46 and above 

 

3. Education 

 Less than high school  

 college  

 university 

 Graduate school or higher  

 

4. Degree of Internet Experience？ 

 0-3 years 

 4-6 years 

 more than 6 times 

 

5. Monthly Income? 

 Below 2000 

 2001-4000 

 4001-6000 

 6001-8000 

 Over 8000 

  



 17 

Part 2 

A. Website Quality 

Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

1 2 3 4 5 6 7 

1. I think web appearance is important.        

2. I think the entertainment of website is 

important. 

       

3. I think the informational fit-to-task is 

important. 

       

4. I think the transaction capability of 

website is very important. 

       

5. I think the response time is very 

important. 

       

6. I think the trust of website is very 

important. 

       

 

B. Hotel Website Usability 

Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

1 2 3 4 5 6 7 

1. I think the clear language is important.        

2. I think easily understandable information 

is important. 

       

3. I think the user-friendly layout is 

important. 

       

4. I think the well-organized information is 

important. 

       

5. I think the graphics matched with texts is 

important. 

       

6. I think the simple website navigations is 

important. 

       

 

C. Hotel Website Privacy 

Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

1 2 3 4 5 6 7 

1. I trust the ability of hotel website to 

protect my privacy. 

       

2. I trust that my personal information is 

secure on the web. 

       

3. I trust that a web vendor can only use my 

personal information for the purpose of 

the transaction and must have my 

authorization to use I in any other way. 

       

4. I think that too much of my personal and 

financial information will be collected by 

trading systems. 

       

5. I am concerned about the privacy of my 

personal and financial information during 

a transaction. 
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6. I trust the information of the transaction 

will be unaltered during the process. 

       

 

D. Hotel Website Security 
Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

 1 2 3 4 5 6 7 

1. I feel that the details of my financial 

information may be compromised and 

misused if I shop online. 

       

2. I have security on this website.        

3. I might get overcharged if I shop online 

as the seller has my financial information. 

       

4. I feel that my personal information given 

for transaction to the seller may be shared 

with to the 3rd party. 

       

5. I believe this website will help me reduce 

consumer uncertainty. 

       

6. I feel safe when I release credit 

information through website. 

       

7. 11. I believe use online hotel website is 

financially secure. 

       

 

E. Perceived Flow 
Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

 1 2 3 4 5 6 7 

1. I felt totally captivated while browsing 

hotel's website. 

       

2. I felt time seemed to pass very quickly 

while navigating hotel's website. 

       

3. I felt nothing seemed to matter to me 

while browsing hotel's website. 

       

4. When I browse the hotel page, I will 

concentrate on seeing its information. 

       

5. When I browse the hotel page, I don't 

want to be bothered by other things. 

       

6. When I browse the hotel website, I will 

read every message carefully and follow 

my progress throughout the process. 

       

 

F. Intention to Use 
Rating from 1 (Strongly 

Disagree) to 7 (Strong Agree) 

 1 2 3 4 5 6 7 
1. When I after reviewing the hotel website, the 

likelihood of booking the hotel is high. 
       

2. If I am going to book the hotel, I would 

consider booking this hotel at the price 

shown. 

       

3. I intent to use hotel's website.        
4. I predict that I should use hotel's website in 

the future. 
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5. When purchasing from this website, I am not 

worried about the product failing to perform 

to my satisfaction. 

       

6. It is likely that I will transact with hotel's 

website in the future. 
       

 

 


