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Abstract

This article outlines a conceptual framework for comprehending the variables affecting hotel
visitors' online booking choices. As stimuli, the following five independent variables have been
suggested: 1) perceived interaction, 2) information quality, 3) safety and privacy, 4) price and
promotion, and 5) e-WOM. Survey data was collected from 100 respondents who had experience
booking hotels online. The perceived value construct was the mediating variable affecting hotel
guests' intention to make an online reservation. The study results show that perceived value
influences online booking intention, with a statistically significant level of 5%.
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Introduction

Travelling is discovering new places through personal
exploration (Falk et al., 2012). People travel for many
different reasons, depending on their circumstances
and past. Social and psychological concepts provide
alternatives for this aspect. (Lundberg, 2015).
Initially, communications were employed to secure
most of the people's reservations for lodging.
Travel booking websites have become an essential
medium of information and communication for
the hospitality sector because of technological
innovations' continued development (Park et al.,
2018). This seems as though searching for hotels
while comparing lodging prices is best done online.
Tourists use the internet to compare prices for hotels
and accommodations instantly. Many examine
numerous sites looking for the best purchases and
think the internet is the ideal location to obtain
the most affordable deals. Travellers are provided
with greater choices and a quicker, more effective
method to search for and retain hotel rooms, which
is advantageous to the buyer. Online booking is still
heavily influenced by hotel websites. Opinions about
the elements that influence hotel options show that
low room rates, alongside hotel convenience, service
excellence, room preparation, and prior experience,
are crucial (Toh et al., 2011).

According to Toh et al. (2011), hotel web pages need
to contain a lot of substance, including visuals and
maps specifically targeting women more inclined to
search for more extended stays. Businesses should
also provide bonus hotel rewards and best-rate
guarantees. A significant part of the buying procedure
occurs when the decision to buy occurs.

In order to positively impact customers during the
pre-booking phase, hoteliers must comprehend the
most significant determinants and facilitators of
purchase intentions. Perceived value is important in
predicting people's buying choices; this is particularly
relevant for those who would like to reserve hotels
using third-party internet making reservations (Dong
& Ling, 2015). For instance, as perceived value has
a strong association with price and quality, Krasna
(2008) argues that consumer choices regarding the
choice of hotel and booking intent can be affected
by experienced value (Chiang &Jang, 2007). It is
frequently acknowledged that, even before making

final choices, pricing and promotion can partly affect
people's perception of value (Zeithamel, 1988).

Earlier research (Browning et al., 2013) considers
people's perceptions of their value as a factor
influencing their decision to make a hotel
reservation. Consequently, this study intends to
determine how individuals' experiences of hotel
perceived interaction, information quality, safety
and privacy, price and promotion, and e-WOM affect
their propensity to book an online hotel room. The
researchers present an overview of the literature
on the criteria and their use in online hotel booking.
A discussion of a conceptual research model and
associated hypotheses comes next. The instrument
development plan, data collection, and data analysis
are in the research methodology section.

Conceptual Framework of the Research
Study and Literature Review
A hypothesised model is conceptualised to achieve

the objectives of the present research study, and the
same is depicted in Figure 1.

Figurel: Conceptual Framework of the Research
Study
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Wang et al. (2015) defined reviewer expertise as
information regarding the particular goods provided
by anindividual with extensive knowledge and reliable
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information. Customers are more inclined to buy
travel-related goods on websites that offer adequate
data, enabling them to judge the worth of what they
buy (Dolnicar & Otter, 2003). Understanding travel
products impacts the extent to which consumers
search for information, and the information users
look for on the internet (Lehto et al., 2006).

H1: Information Quality as a Stimulus component
significantly influences/impacts the Perceived value
of online content.

Perceived Interactivity

This idea has been considered essential to efficient
online advertisement (Lee, 2005). According to
Srinivasan et al. (2002), interactivity is "the degree
to which two-way communication with customers is
facilitated, as well as the accessibility and efficacy of
customer support tools on a web." Lee (2005) listed
the following as essential components of interactivity:
(1) user control, (2) response, (3) personalisation, and
(4) connection. The research revealed a favourable
relationship between perceived utility and simplicity
of use regarding web interactivity on mobile websites
(Coursaris & Sung, 2012). In the same way, Pai and
Yeh's (2014) research on social media networks
discovered favourable impacts of interactivity on
users' perceptions of their usefulness and ease of
use.

H2: Perceived Interactivity as a Stimulus component
has a significant influence/impact on the Perceived
value of the online content.

Safety and Privacy

Applications for online travel intermediaries are
accessible to all users. As a result, hotel visitors have
concerns about the privacy and security of the data
they provide on the application itself. For instance, to
make an online reservation, clients could have to give
up personal details such as name, gender, address,
age, and credit card number. Various hazards might
compromise the information, including internet
attacks (Emir et al., 2016). As such, applications must
offer significant protection to ensure that users'
private information is secure. Clients who trust the
hotel booking website will use it online (Emir et al.,
2016).

Consequently, applications should offer sufficient
safety while protecting users' data privacy. Tan
(2015) stated that a hotel's website should ensure
guests' privacy by restricting access to all personal
information to permitted personnel only. When
clients trust the hotel booking website, they are
prone to use it online (Emir et al., 2016).

H3: Safety and privacy as a Stimulus component
significantly influence/impact the Perceived value of
online content.

Price and Promotion

Customers occasionally forget the actual price of
a certain thing. As an alternative, they effectively
express prices (Zeithaml, 1988). Whenever
consumers purchase online, they typically check
reference prices—pricing supplied by other
vendors—with actual prices—prices offered by the
current vendor—before establishing an opinion (Kim
etal, 2012). It is easier to see price as a heuristic cue
than quality (Yoon et al., 2014). Low or fair prices give
hotels a lasting lead in their product marketplaces in
an increasingly competitive environment (Bojanic,
1996). When choosing what to purchase, price is
one of the most critical factors in determining value.
Customers discover the more reasonable choice by
comparing the prices provided by online retailers
with reference prices (Gupta & Kim, 2009). It seems
that hotel customers' views and decisions are greatly
influenced by promotions (Lee et al., 2015). Chang
(2017) found a substantial relationship between
intent to purchase and promotions. According to
Christou (2011), customers' inclination for price
reductions and rewards had an important impact
on when and how they would book. According to
Shoemaker et al. (2007), price has a significant
impact on consumer loyalty in addition to capturing
attention and rising occupancy.

Meanwhile, hotel e-commerce sales promotions use
various forms, including price reductions, discount
codes, premiums, and additional loyalty program
points (Christou, 2011). Online sales promotions
entice customers to use travel applications with
appealing features and creative approaches (Sigala,
2013). As an illustration, the growing trend to boost
online offers (available for a limited time and with
limited stock) has gained popularity.
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H4: Price and promotion as a Stimulus component
significantly influence/impact the Perceived value of
online content.

e-Wom.

Consumers in the age of technology usually employ
word-of-mouth (WOM) using electronic word-
of-mouth (e-WOM) through online interaction
(Chakraborty & Bhat, 2018). Accordingto Ismagilova et
al. (2020), the most commonly employed description
of EWOM is any online positive or negative feedback
from individuals and organisations shared by past,
present, or potential customers about a company or
a product.

H5: e-WOM, as a Stimulus component, significantly
influences the perceived value of online content.

Perceived Value

Worth-for-money, or the trade-off between price
and quality, is a common definition of perceived
value. It has been recognised as a prominent
element that significantly impacts customers'
decision-making processes and plays a major role
in influencing customer satisfaction, decision-
making, and purchasing behaviour. Most research
on perceived value has discovered an association
between value and online purchase intention. This
study also anticipates a link between perceived value
and intention to book rooms online in the context of
online hotel booking.

H6: Perceive value has a significant influence/impact
on the intention of making online hotel bookings.

Intentions to book online Consumers consider
that using the web to book hotel rooms can be
advantageous in various ways, as it enables them to
compare prices and gather the necessary qualitative
data. Online reservations provide quick transactions,
cost savings, and instant booking confirmations.
(2019, Aeknarajindawat). According to Baltescu
(2015), most users browse different hotel websites or
use online travel agencies to compare prices before
deciding. Online booking also allows customers to
interact directly with hotels anytime and anywhere.
Consequently, Emir et al. (2016) believe that it is
possible for a website user for a hotel or travel-related
intermediaries to buy or book accommodation using
applications of travel intermediaries.

H7: Overall Stimulus factor mediates (Partial/Full)
the relationship between the Perceived value of
the online content and the Intention of online Hotel
booking.

Research Methodology

The research survey questionnaire for the present
research was designed based on literature reviews.
In the present study, 30 Likert-based questions
were designed, asking the respondents to rank
their importance of agreement on a scale of 1 to
5, with ‘1 as Strongly Disagree’ and ‘5 as Strongly
Agree’. Regarding data collection, 100 respondents
were interviewed through a structured online
guestionnaire from randomly selected people for
online hotel booking. A simple random technique
was adopted to collect the data.

Results and Analysis
Descriptive Statistics

In depicting the sample respondents' characteristics,
75 % of respondents belong to the group less than
40 years old. In comparison, 9 % of the sample
representation is in the age group 40 to 50 years
old, and 16 % are above 50 years old. Furthermore,
44% of the respondents have an annual income of
fewer than two lakhs, 29 % have an income between
Rs 2.0 to R 5.0 lakhs, and 27 % have more than 5
lakhs per annum. Regarding educational status, 37.0
% are post-graduates, 56 % have completed their
graduation, and 7 % have completed their primary
education. Finally, 91 %of respondents reside in the
urban sector, 7 % in the semi-urban localities and 2 %
in rural areas.

Journal of Management and Entrepreneurship, 18 (3), 2024: 69-78



Pilot Study Analysis-Influence of Customer Reviews on Online Hotel Booking Intentions of Indian Consumers /73

Table 2: Reliability and Item Loading of Constructs influencing online Hotel Booking
Intentions

Factor Iltem/Indicators Loading CR CA AVE

I book a hotel if the information that is clear, accurate, complete
and in a concise manner (INF_QUL_1) 0.518

My intention to book a hotel increases based on the websites'
characteristics of visual appearance, clarity and useful content

0.657
increases my intention to book a hotel online (INFQUL_2)
Information
. o . L . 0.727 0.729 0.402
Quality In a situation where there is conflicting information about a hotel
from different sources, | look for review content and regency 0.660
before | book a hotel online (INF_QUL_3) ’
I think about the logical reasons behind a review , mark them
credible and act towards a hotel booking intentions (INF_QUL_4) 0.688
I check the customers' and hoteliers ' messages at time of booking 0.614
a hotel online (PERC_INT_1) '
| check for reviews that are in contrast or similar in nature 0.683
(PERC_INT_2) '
Perceived . . .
. o | prefer those reviews that have text, videos, pictures etc. (PERC_ 0.745 0.746 0.423
interactivity 0.648
INT_3)
| prefer websites where it is easy for me to choose the content
and the sequence of communication is in order (PERC_INT_4) 0.654
I think price is the most important factor to book a hotel online 0.673
(PRC_PRM_1) '
I check hotel prices on travel websites to be sure of best value 0.904
(PRC_PRM_2) '
| spend time comparing prices on different websites (PRC_ 0.837
PRM_3) '
Price and I rely on reviews to check whether price ensures a quality (PRC_
. 0.857 0.904 0.906 0.617
Promotion PRM_4)
Price reductions ,coupon codes, premiums and extra loyalty
points lead my intention to book a hotel online (PRC_PRM_5) 0.758
Promotional deals like room availability for a specific period and
restricted availability raise my impulse hotel booking intentions 0.652
(PRC_PRM_6)
| am worried about the privacy of my data throughout the hotel
booking and the information | share is exposed to risk (SAF_ 0.588
PRIV_1)
I believe that hoteliers implement security standards to protect
me from various internet issues (SAF_PRIV_2) 0.685
Safety and
. 0.766 0.767 0.452
privacy

The thought of booking a room through the internet gives me an
unwanted feeling of anxiety (SAF_PRIV_3) 0.687

| use online booking when | trust the hotel booking website
(SAF_PRIV_4)

0.722
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Factor Item/Indicators Loading CR CA AVE
| read online reviews before | book a hotel online (E_WOM_1) 0.772

| feel that online reviews reduce uncertainty and risk when | make a decision to

book a hotel (E_WOM_2) 0.757

| consider online reviews important because they mention about experienced

goods rather than goods that have been searched (E_WOM_3) 0.830
E-WOM 0.858 0.860 0.552

| consider both positive and negative reviews before | make up my mind to book a

hotel online (E_WOM_4) 0.766
| consider negative reviews more informative and diagnostic while taking decisions
(E_ZWOM_5) 0.560
| consider value as a salient factor in the decision making process (PER_VAL_1) 0.599
| consider the monetary savings at the time of intending to book a hotel online
Perceived 0.552
Va (PER_VAL_2) 0.643 0.645 0.377
alue
| consider the non monetary benefits like convenience ,service excellence and
emotional factors while deciding to book the hotel online (PER_VAL_3) 0.683
My intention to book a hotel room online factors such as price and promotion,
e-WOM, perceived values and so on are high (ON_BKG_INT_1) 0.595
| decide to book a hotel where | get online reviews and feel that they are complete
and accurate (ON_BKG_INT_2) 0.757
Online hotel
booking A few issues difficulties faced during the check in time has led me to book the hotel 0.833 0.835 0.559
intention online rather than online (R) (ON_BKG_INT_3) 0.736

| would recommend my friends and relatives to have a high intention for online
booking as it would be reliable information about the hotel in advance (ON_BKG_ 0.875
INT_4)

Note: CR - Composite Reliability, CA - Cronbach Alpha, AVE — Average Variance Explained

Table 2: Discriminant Validity of independent dimensions:

INF_QUL PERC_INT PRC_PRM SAF_PRIV E-WOM
INF_QUL 0.634"
PERC_INT 0.579 0.650"
PRC_PRM 0.361 0.427 0.785"
SAF_PRIV 0.409 0.249 0.136 0.672"
E-WOM 0.641 0.916 0.381 0.129 0.743"

* Square Root of AVE values shown in Table 2

First, the Cronbach’s alpha reliability coefficient was calculated to assess the questionnaire's psychometric
properties. Cronbach’s alpha value ranges from 0 to 1, with a value closer to 1 indicating greater stability
and consistency; however, for basic research, the cutoff value is 0.60 (Nunnally, 1978) [Kalthom Abdullah &
Others, 2012]. The results of Cronbach’s alpha are depicted in Table 1, indicating the acceptable consistency
and stability of the instrument. Secondly, concerning composite reliability, Table 1 shows that most items
demonstrated a loading greater than 0.50, which validates the convergence. Also, the Cronbach alpha
values of each dimension are above 0.60, more than the accepted value. Similarly, the Discriminate Validity
result depicted in Table 2 establishes the discriminant validity among the latent variables in that they do
not statistically overlap each other [since the inter-item correlation values are less than the square root of
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the AVE value] and are free from the problem of
multidisciplinary.
SEM analysis result:

After running the CFA to check the reliability and
validation of the items (questions), the defined
research hypotheses shown in the conceptual
framework (Fig 1) are tested for path analysis, and
the results are shown in Figure 2 and Table 3.

Fig 2: SEM result of dimensions influencing online
Hotel Booking Intentions

Information
Quality
Perceived
Interactivity
Price and
Promotion

Online
Booking
Intention

Perceived
Value

Goodness-of-fit result

Fit Indices | Accepted | Model
Safety and Value Value
Privacy y2/af <5 1.760
GFI =0.90 0.846
RMSEA <0.10 0.086
AGFI >0.80 0.828
NFI 0.879
CFI 0.902
=0.90
TFI 0.883
RF1 0.896
PCF1 0.661
>0.50
PNFI 0.593

* Significant at 5 % level

Table 3: Standardized Regression weights for direct
relationship between dimensions of online hotel
booking intentions

Standard
. C.R. P Remark
Estimate
Perceived Information . |H,
<--- ) 0.676 3.398 |0.000
Value Quality Supported
Perceived Perceived L |H
<--- 0.902 4.276 |0.000 2
Value Interactivity Supported
Perceived Price and . H
< ) 0.389 2.397 [0.017" | 3
Value Promotion Supported
Perceived Safety and . |H,
<--- X 0.373 2.148 [0.032
Value Privacy Supported
Perceived L |H
<--- |E-WOM 0.696 3.405 |0.000 >
Value Supported

Standard
. C.R. P Remark
Estimate
Online .
. Perceived . |Hg
Booking <--- 0.457 2.612 [0.009
. Value Supported
Intention

* Significant at 5% level

The findings of SEM indicated that the research model
almost satisfied the requirement of model fit with
chi-square/df showing a value of 1.760 (Figure 2).
The GFI, CFl and GFI are close to the standard cutoff
of above 0.90. RMSEA, with a value of 0.086, fulfilled
the cutoff value of 0.10. On the regression analysis
result depicted in Table 3, Information Quality has a
significant (with a p-value of 0.000, p<0.05) influence
on Perceived Value. Thus, hypothesis H1 is accepted
at a 95 % level of confidence. The regression (B
= 0.676) indicates that for every additional ten
respondents agreeing on the statements under
Information Quality, one would expect an average
of seven respondents rating in agreement on the
perceived value dimension.

Similarly, theremainingfourindependentdimensions,
Perceived Interactivity, Price and Promotion, Safety
and Privacy and e-WOM, significantly influence
perceived value and the hypotheses are accepted
at a 5 % significance level. Likewise, the perceived
value is 50% (B = 0.457) influence on online booking
intention, with a statistically significant level of 5%.
This suggests that one in every two people expect
perceived value when booking hotels online.

Discussion and Conclusion

By examining the information quality, perceived
interactivity, price and promotion, safety and privacy,
and e-WOM on customers' intentions to book rooms
online in Indian hotels, this study investigates the
customers' perceptions regarding factors influencing
hotel booking intentions via the applications of
online hotel intermediaries. The study also discusses
and assesses an updated model consisting of six
hypotheses. In order to address the variables that
affect an individual's decision to book a hotel on an
online booking site, this study provided a research
model. Thisstudy usesanonline surveyasitsapproach
to obtain accurate data from 100 respondents in
order to test the proposed hypotheses.
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The study's results on price and promotion show
a significant relationship between those factors
and consumers' intentions to make an online
hotel reservation. This is likely because most travel
intermediaries rely on discounts to draw clients,
create exclusive price packages to entice clients
to book through them and carry out marketing
campaigns by providing multiple days at competitive
rates through travel intermediaries.

The study's main topic is the importance of perceived
security and privacy of online travel middlemen. The
findings complement H4 by illustrating the beneficial
impact of perceived privacy and security on online
booking intentions.

Customers value the privacy of their bank accounts
and personal information about their families,
so perceived privacy and security rank highest
among customer concerns. This is especially true
for applications that take credit card payments.
Therefore, maintaining privacy and perceived security
is crucial to customers' intentions to book online.

Online travel intermediaries' applications should
verify that client privacy is maintained and that
only permitted workers may access personal data.
Customers are more likely to use online booking
when they believe in hotel booking applications. The
study highlights the importance of internet reviews.
The findings complement H5 by demonstrating the
beneficial influence of internet reviews on intentions
to make online reservations.

An online review is a major factor influencing booking
intentions, particularly since users can readily access
comments on these applications. While internet
travellers rate each hotel with a star, hotels must
improve their quality to enhance their rating on their
applications. The research concluded that internet
reviews are among the most significant factors
influencing a customer's intention to book since they
allow them to examine all the comments for the
hotel of their choice and select the best offer. The
findings of this study indicate that perceived value
is the most important factor in online hotel booking.
Consumers are more likely to book a hotel online if
they believe in the benefits of more affordable pricing
and higher quality hotels. Managers and hoteliers
need to be aware of how introducing the advantages
that customers prioritise—price and quality—can

promote the perception of value. Knowing how
customers view their value enables managers to
effectively craft operational offerings that balance
price and quality.

Limitation and Suggestions for Future
Research

There are several limitations to this study. Initially,
the sole tools used in this study were customer-
distributed online questionnaires. In order to learn
more about the expectations and perceptions of
restaurant patrons regarding online food delivery
applications (FDAs) and how they make decisions at
Indian restaurants regarding online hotel booking
environments, additional research might potentially
employ the qualitative method to conduct more
interviews with patrons. The study's data was
obtained in India. This aligns with the goal of Indian
hotel environments. However, it does not reflect
cross-cultural consumer behaviour in any way or
reflect similar research or data analysis from other
cultures. Therefore, to achieve generality, future
research must gather a more extensive data set with
a broader participation across different demographic
segments.
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