
IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 7 Issue 2, February 2020  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 6.248 

www.ijiset.com 

281 
 

Statistical Assessment of the Factors 
Affecting Quality of Hotel Websites from 

the Customers Point of View 
Haider Al-WakeelP

1 

P

1
PFaculty of Business Management & Globalisation  
Limkokwing University of Creative Technology  

Inovasi 1, 1, Jalan Teknokrat 1/1, Cyberjaya, 63000 Cyberjaya, Selangor, Malaysia 
 

Abstract 
Internet has become the main medium for offering customer services as well as marketing in tourism and hospitality 
industry. Hence, there is an increased interest in developing enhanced informative and user-friendly websites for hotels for a 
more competitive advantage in the tourism and hospitality industry. This study addresses the certain aspects in the design 
and management of hotel websites by conducting a statistical analysis of the importance and relevance of several factors 
related to the design of the websites of the hotels under study. The data is collected by a questionnaire to the hotel’s guests. 
SPSS program was used for statistical analysis. It was found that hotel websites are not being used as frequently as expected 
as customers prefer booking apps. It was also found that website activity is the most important standard of evaluation and 
with the highest impact on the evaluation of the hotel’s websites compared to the other standard characteristics of Service 
quality, Information availability and Website accessibility. 
Keywords: Hotel Websites, SPSS, Standard of Evaluation 

 

1. Introduction 

Malaysia is emerging as a fast-growing free market economy with services as the main source of economic 
growth accounting for almost three quarter of Malaysia’s output. Malaysia is experiencing a significant growth 
in the tourism and hospitality sectors. Malaysia has seen brisk growth in the annual numbers of tourist arrival, 
showing a record 25.8 million visitors in 2018 and 28 million visitors in 2019, with a target of 30 million 
visitors for 2020. “With tourism being the second highest contributor in the gross domestic product (GDP) 
growth of Malaysia, the country is keen to grow its tourism industry.  
 
The hotel industry is considered one of the main aspects of the tourism industry and its been experiencing 
healthy growth in Malaysia. Based on Saaid, Executive Director of Malaysian highlighted that the hotel industry 
is growing exponentially due to contribution of tourism (Jaafar, Toh & Sukarno, 2011). According to the 
Malaysia’s Association of Hotels’ Statistics Report 2019, the average occupancy rate in Malaysia’s hotels is at 
56 to 60 percent, which indicates the importance of hotel ratings in the development of tourism industry as a 
whole.  
 
Based on the level of services provided by the hotels, they can be classified into either economy or luxury 
hotels. While economy hotels also known as budget hotels, meet the basic needs of customers by offering clean 
and tidy rooms (Abhijeet, 2013), luxury hotels on the other hand offer more services including entertainment, 
sports centres, spas, transports, tours, etc.  
 
This increase in hotel occupancy rate has led to studying perceptions of people who use tourism facilities, 
particularly luxury hotels and the critical success factors for these hotels, particularly luxury hotels. For the 
purpose of the current study, the Ministry of Tourism groups five-star and four-star hotels as “luxury hotels”; 
hence based on participation and purpose of this study the term “luxury hotels” will be used to refer to the hotel 
under research. 
 
One of the most important parts of using hotel services is their websites. therefore, the design for the hotel 
website is the very first step to have a successful hotel business. Hotels are in a competitive hospitality industry 
for customers, which enhances its quality in building effective sites that provide an effective guide all the 
services needed for customers.  
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This research paper aims to grade some of the websites of the luxury hotels and evaluate how successfully did 
the hotel departments design their websites in order to offer unique services for the customers which enhances 
the level of competition for the hotels in the hospitality industry. 
 
The research paper uses four main factors to grade and evaluate the hotels websites, which are listed below: 

i. Website Activity (Usage): It is the frequency at which the website is being used as well as the ability to 
email or message the hotel and the rate at which the users receive their replies regarding their inquiries.  

ii. Service Quality: it Includes the speed of the website, the attractiveness of the main home page, the type 
of the services offered via the website as well as the quality of the services offered. Hence the 
frequency at which the website gets updated with the latest information.  

iii. Information Availability: It includes the density and variety of the information available regarding 
tourism, travelling, the accessibility and the services that the hotel provides, as well as pictures, 
informative drawings and maps of the area and its surroundings.  

iv. Website Accessibility (User Friendly): this factor includes the simplicity of the website and how user 
friendly it is. Whether it is easy to access and navigate through the pages of the website, logging in and 
exiting the website. Apart from the fast recovery of information regarding the bookings in case of loss 
or crash of the website.  

 

2. Literature Review  

In the early years of using online systems for marketing, Tony Chung and Rob Law (2003) constructed 
and validated an instrument for the measurement of website characteristics and related those 
characteristics to website performance, using structural equation modelling. The two researchers achieved 
results indicating that small and medium size hotels in the Balearic Islands in Spain, a developed touristic 
destination, and in the South of Brazil, a developing destination, have been using their websites as mass 
media tools, ignoring the potential for interactivity and one-to-one communication. According to their 
view, it is suggested that hoteliers should adopt a more strategic approach to the web, making the 
platform more suitable for direct contact with the customers. 
 
A couple of years later, the researchers James Wong and Rob Law (2005) collected data and managed to 
analyze it by means of a main component factor analysis. Three different dimensions of motivation were 
derived, namely: information quality, sensitivity content, and time. This study was important for hoteliers 
both strategically and practically. As hotel websites became the main tool for arranging bookings, the 
results of this study helped hotel practitioners to specialize in what makes a hotel website successful through 
making more accurate pricing decisions, thereby achieving better revenue management. 
 
A few years later the topic gained more interest in the hotel industry and a new model was created by 
Serje Schmidt et. al (2008). The researchers presented an information quality evaluation model for 
measuring the performance of hotel websites. The model was developed based on the idea of a conceptual 
framework consisting of five major hotel website dimensions, including facilities information, contact 
information for the customers, reservations information, information about the surrounding area, and 
management of websites. The dimensions and their related attributes were obtained and modified from 
published articles within the hospitality and tourism literature. Likewise, a preliminary study was performed 
with hotel managers in Hong Kong in order to rate the importance of the different levels and their attributes. The 
model was then applied to initially measure the performance of the websites of Hong Kong hotels. The 
performance results of an internet site is expressed by the entire performance score of the location. The 
researcher’s findings show significant differences in performance scores for all dimensions among the 
luxurious, mid-priced, and budget hotel websites. This research should be of interest to hotel practitioners and 
researchers, since the findings have shed light on the further development of quantitative measurements for 
hotel websites. 
 
Aykan Akincilar and Metin Dagdeviren (2014) conducted a study aimed at the development of a robust 
and reliable model which evaluates the quality of hospitality websites or, more specifically, hotel 
websites. The literature was deeply overviewed, and a planning board and advisers was consulted for the 
determination of the critical factors affecting the standards of a hospitality website. Appointed criteria are 
organised as a hierarchy consistent with their orientation. A hybrid model including two multi-
criteria deciding approaches, namely the Analytic Hierarchy Process (AHP) and the Preference Ranking 
Organisation Method for Enrichment Evaluations (PROMETHEE), is proposed in order to attain the purpose of 
the study. The AHP is used to weigh the standards, whereas PROMETHEE provides a ranking of the 
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alternatives. For the case study, the websites of five-star hotels in Ankara, Turkey, were taken into account. The 
proposed model provides reliable and robust results for any qualitative or quantitative criteria to 
evaluate hospitality websites which may be a vital task for both customers and enterprises, as well as for 
governments. 
 
Chen Hsiangting Shatina (2017) conducted a study that used an experimental design approach looking 
into promotional and preventative messages to manipulate the information levels. In total, 402 completed 
questionnaires were collected and analyzed by using a quantitative research method. The results indicated 
that perceived risks and perceived benefits lead toward different paths as regards purchase intentions as 
well as inquiries. To make a final booking decision, consumers need to undergo a “debating” process, which 
involves assessing the general value of the hotel deal claimed on the web site. 
 
Researcher Rob Law (2019) returned after 16 years with a study on website evaluation. Website 
evaluation has gained considerable attention from academic researchers since the emergence of hotel 
websites in the late 1990s. Previous studies have developed and adopted various methodologies and 
approaches for website evaluation. However, studies tracking changes in hotel website 
evaluation alongside their rapid development are scant. Rob Law (2019) submitted a paper on website 
evaluation. This study traced the chronological changes in website evaluation models and provided future 
research directions. The main findings indicated that information quality was the biggest focus although 
different terms or expressions are accustomed to representing the concept. In addition, many diverse website 
evaluation models have been advocated within the past decade. Findings of these studies can provide practical 
implications for hotel managers to ensure online hotel information quality and to achieve high-level 
communication of information. 
 
Sarminah Samad et. al (2019) submitted a research at aims to provide a multi-criteria decision making 
approach to evaluate hotel websites through a set of important quality factors. Using Loiacono’s 
WebQualTM scale to examine the quality of hotel websites, the researchers have collected data from the 
users of the world's largest travel platform, TripAdvisor. In order to perform data analysis on the 
collected data. The multi-criteria decision making approach adopted was: Technique for Order of 
Preference by Similarity to Ideal Solution (TOPSIS). Results have shown that trust, reply time, transaction 
capability and informational fit-to-task are the foremost important factors from the customers’ perspectives. 
These findings offer useful implications for hotel websites managers to consider the identified factors in the 
design of websites to attract and retain the consumers for long term. 
 

3. Problem Statement 

Tourism and hospitality industries use the internet as one of their main media for offering new services to their 
customers and to achieve new factors of competitive advantage, in addition to marketing activity and the 
continuous improvement of tourism performance. Therefore, the internet plays a role on every aspect of the 
hospitality industry mainly competitive challenges, and with that the two main problems that need to be 
addressed in this research paper are, the external challenge from competitive pressure that the main international 
chain hotels put on other hotels in the industry. Secondly the internal challenge which is represented by the 
competition between the local hotels in the industry. Therefore, having a perfect website which provides all the 
services needed by the user with ease of use, well maintained and supported by all the technical needs is a key 
factor to gain an edge and a competitive advantage in internet marketing. The success of hotel management 
online is measured by the design of the website and managing as well as regularly maintaining its actively and 
regularly in order to increase the platform of customers and offer unique fast services.  
 

4. Research Objectives  

i. To provide a theoretical framework for the standards of developing a website in the hotel industry in 
general and the unique characteristics for the hospitality websites. 

ii. To evaluate the websites for the hotels under study and analyse their characteristics according to the 
variables chosen in the research.  

iii. To compare the websites of the hotels in the sample under study according to the standards of 
evaluation specifying which characteristic is of utmost importance and the factors that need developing, 
to provide the recommendations needed. 
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5. Research Question  
The research aims to answer one main question and two sub questions: 
What is the impact of the characteristics and properties of the websites on evaluating the websites of the hotels 
under research from the customers point of view?  

i. What is the significant difference between the properties of the hotel websites from the customers point 
of view? 

ii. What is the significant difference between the characteristics of evaluation for the hotel websites in the 
customers point of view? 

 

6. Hypothesis  

• H1: There are statistical significance differences in the characteristics of the sample’s hotels’ websites 
from the customers point of view. 
 

• H0: There are no statistical significance differences in the characteristics of the sample’s hotels’ 
websites from the customers point of view. 
 

• H2: There is a statistical significance of relative importance to the factors of evaluation for the 
sample’s hotels’ websites from the customers point of view. 
 

• H0: There is no statistical significance of relative importance to the factors of evaluation for the 
sample’s hotels’ websites from the customers point of view. 

 

7. Methodology  

7.1 Data Collection 

The information needed and the data for the research were collected in several methods some of which: 
a. Questionnaires, whereas ninety questionnaires were given out. 
b. By visiting the hotels online websites that are under research. 
c. Referring to previous research and books on the same topic. 

 
i. A five-point Likert scale ranging from strongly disagree, disagree, neutral, agree to strongly agree was 

used to answer the fourteen questions in the four-part questionnaire. 
ii. Descriptive statistical analysis was used in the research for the answers of the questionnaires given. 

Whereas the mean, and standard deviation were calculated for each question of each of the four parts of 
the questionnaire.  

iii. T-test was used to find the availability of statistical significance to the properties of the websites of the 
hotels under research.  

iv. Factor analysis was used to state the impact percentage for the characteristics of evaluation of the 
hotel’s websites from the customers point of view.  

v. The program SPSS v25 was used to calculate the mean, standard deviation, Eigen value, T-value, Of 
variance percentage, Cumulative percentage for each question.  

vi. Population and sample size, three hotels in the city centre of Kuala Lumpur were chosen to represent 
the total population of hotels in Kuala Lumpur. Ninety questionnaires were given out, thirty to each 
hotel to be distributed over a period of thirty days to guests who booked on the hotel’s website. 
Approximately ten forms from each hotel were dropped out due to loss, unfinished questionnaires and 
errors in answering the questionnaires. Therefore, it was averaged out to use twenty forms from each 
hotel, total of sixty forms collected from the hotel’s guests to be used as the sample size for the 
research. 
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7.2 Data Analysis  

The data collected from the hotels can be arranged in a table form to show the types of booking and its 
percentages as well as the occupancy rates per month for each hotel and its percentage of the total rooms 
available. Since the questionnaires were given out over a period of thirty days. Therefore, the rooms offered for 
sell for each hotel has to be calculated for the whole thirty days period. 
 
Hotel A has 167 rooms in total. Therefore, 167*30 = 5010 rooms offered to sell per month. 
Hotel B has 80 rooms in total. Therefore, 80*30 = 2400 rooms offered to sell per month.  
Hotel C has 92 rooms in total. Therefore, 92*30 = 2760 rooms offered to sell per month.  

Table 1 shows reservation methods and its percentages from total bookings 

Type of Hotel Guest 
Bookings 

Hotel A has 5010 Rooms 
Per Month 

Hotel B has 2400 Rooms Per 
Month 

Hotel C has 2760 Rooms 
Per Month 

Rooms 
Booked 

Percentage of 
Total 

Rooms 
Booked 

Percentage of 
Total 

Rooms 
Booked 

Percentage of 
Total 

Via Hotel Website 99 5.08% 76 5.26% 27 2.17% 
Via Phone Call 125 6.41% 45 3.12% 32 2.57% 
Walk in Guests 80 4.10% 64 4.43% 55 4.41% 

Via Travel Agents 420 21.54% 275 19.05% 463 37.13% 
Via Application 1226 62.87% 984 68.14% 670 53.72% 

Total 1950 100% 1444 100% 1247 100% 
Monthly Occupancy 

Rate 
38.92% 60.16% 45.18% 

Data collected from the three hotels under research are shown in table 1. The data that will be used in this 
research is regarding guests who booked using the hotel websites, for example in hotel B 76 rooms were booked 
via the hotel website, adding up to a percentage of 5.26% of the total rooms booked over a period of 30 days 
which is the highest percentage compared to hotel A 99 rooms were booked via hotel website, with a percentage 
of 5.08% of the total rooms booked, followed by hotel3 27 rooms were booked via hotel website with a 
percentage of 2.17% of total rooms booked in a 30 days period. 
 
Hence bookings via hotel websites for all three hotels is 99 + 76 + 27 = 202.  
Therefore, the sample percentage =  
(Sample size/ number of rooms sold on hotel websites) *100 = (60/202) *100 = 29.7%  

Table 2 shows Mean, Standard deviation, Eigen value for each question. 

Question Number Mean Standard Deviation Eigen Value 
1 3.0500 0.9284 12.192 
2 3.9833 0.8334 0.554 
3 4.0333 0.9737 0.343 
4 3.2500 1.2436 0.262 
5 4.5333 0.6756 0.166 
6 3.0667 1.1179 0.127 
7 3.8667 1.0965 0.103 
8 3.2500 1.3100 6.426 
9 4.1667 0.8862 5.196 

10 3.1333 1.2685 4.430 
11 4.5167 0.5039 3.077 
12 4.2000 0.7768 2.495 
13 3.6000 1.2782 2.195 
14 4.0667 0.9364 1.572 

Using SPSS V25 the values in table 2 above were obtained including the means, standard deviation and the 
eigen value for each factor of the fourteen questions on the questionnaire which has four parts contributing to 
the characteristics of hotel online websites. Nevertheless, no factors were excluded. 
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8. Results 
 

Table 3 shows the hypothesis testing results according to the T-Value for each standard of evaluation. 
Standards of Evaluation T-Value Degree of 

freedom 
Significance  Hypothesis Result 

Website Activity 37 59 .000 Reject 
Service Quality 51 59 .000 Reject 

Information Availability 69 59 .000 Reject 
Website Accessibility 25 59 .000 Reject 

Each standard of evaluation was measured by a set of factors that were represented as questions in the 
questionnaire. Website Activity was measured by factors (1, 2, 3) on the questionnaire. Service Quality was 
measured by factors (4, 5, 6, 7). Information Availability was measured by factors (8, 9, 10, 11). Website 
Accessibility was measured by factors (12, 13, 14). All measurements were taken using a five-point Likert scale 
on the questionnaire. 
 
The first hypothesis was tested using T-test on SPSS V25 for each and every factor of the standards of 
evaluation. Its shown that the calculated T-Value is greater than the table value at freedom degree of (59). 
Therefore, the null hypothesis is rejected and the opposed is accepted and approved. Which means there is 
statistical significance differences in the characteristics of hotels’ website in the customers point of view. 
 
The second hypothesis was tested using factor analysis by implementing principal component analysis, with the 
help of SPSS V25 program in order to generate the values Of Variance percentages and Cumulative percentages 
as shown in the table below  

Table 4 shows the Of Variance percentage and Cumulative percentage for the factors that scored above 1 Eigen Value. 
Factor Number Total Of Variance Percentage Cumulative Percentage 

1 12.192 87.08% 87.082% 
8 6.426 0.459% 98.645% 
9 5.196 0.371% 99.016% 
10 4.430 0.316% 99.333% 
11 3.077 0.220% 99.553% 
12 2.495 0.178% 99.731% 
13 2.195 0.157% 99.888% 
14 1.572 0.459% 100.000% 

Factors for which the Eigen value was less than 1 were excluded to generate more accurate and precise data of 
use to the research. From Table 4 it can be seen that the first factor with total (12.192) regarding website activity 
is the most important factor in the evaluation of hotel’s online websites. Whereas the Of Variance percentage of 
that factor (87%) is way larger than all the other factors combined. Followed by the factor number 8 which was 
regarding the density and variety of information about the hotel, with an Of Variance (0.459%) slightly larger 
than 1. After that factor number 9 which was regarding general information about tourism and traveling 
provided by the website. Fourth on the table was factor number 10 regarding the provided pictures, informative 
drawings and maps of the area and its surroundings. Factor 11 regarding the accuracy of the information 
provide. All four factors mentioned (8, 9, 10, 11) on the table all contributed to the part of the availability of 
information on the website. Next, the last three factors on the table (12, 13, 14) with the least Eigen Values 
contributed to the part of the website accessibility.  

 
From the given information above the results proved that the second hypothesis and showed that “there is 
statistical significance of relative importance to the factors of evaluation for the sample’s hotels’ websites from 
the customers point of view.” 
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9. Conclusion 
 

i. The hotel websites are not being used as frequently as expected due to switching to booking apps which 
are easier to use and provide bigger range and variety of hotels to choose from with very competitive 
pricings that can be even lower than the original hotel website. 

ii. Each of the standard characteristics of evaluation that was used (Website activity, Service quality, 
Information availability, Website accessibility) are considered vital properties in evaluating hotels 
online websites. Whereas these characteristics are of utmost importance for a successful hotel website. 

iii. By evaluating each of the standard characteristics for developing hotels websites, it was found that 
website activity is the most important and with the highest impact on the evaluation of the hotel website 
compared to the other standard characteristics. 

 
Appendix  

Questionnaire 
A four-part Questionnaire with fourteen questions related to each of the standards of evaluation characteristics.  

 
Part 1: Website Activity: This standard characteristic is to evaluate the frequency at which the website is being 
used as well as the ability to email or message the hotel and the rate at which the users receive their replies 
regarding their inquiries. 

 Question Strongly 
Disagree 

Disagree Neutral Agree Strongly 
Agree 

1 The hotel’s online reservation 
system is efficient 

. . . . . 

2 The hotel’s online system has an 
effective automated query service 
system 

. . . . . 

3 The hotel’s online system replies 
fast and frequent to E-mails 

. . . . . 

 
Part 2: Service Quality: This standard characteristic is to evaluate the speed at which the website loads, the 
attractiveness of the main home page, the type of the services offered via the website as well as the quality of 
the services offered. Hence the frequency at which the website gets updated with the latest information.  

 Question Strongly 
Disagree 

Disagree Neutral Agree Strongly 
Agree 

4 The hotel’s online system loads fast . . . . . 
5 The home page of the hotel’s 

website is attractive and eye 
catching 

. . . . . 

6 The hotel’s online system offers 
high quality services 

. . . . . 

7 The hotel’s online system gets 
updated frequently with the latest 
information and promotions 

. . . . . 
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Part 3: Information Availability: This standard characteristic is to evaluate the density and variety of the 
information available regarding tourism, travelling, the accessibility and the quantity of services that the hotel 
provides, as well as pictures, informative drawings and maps of the area and its surroundings. Whereas the more 
the website is rich in accurate information supported by accessibility and services the more successful the 
website is. 

 Question Strongly 
Disagree 

Disagree Neutral Agree Strongly 
Agree 

8 The hotel’s online system is dense 
in a variety of information about the 
hotel 

. . . . . 

9 The hotels online system has 
general information about tourism 
and traveling  

. . . . . 

10 The hotel provides pictures, 
informative drawings and maps of 
the area and its surroundings 

. . . . . 

11 The hotel’s online system 
information is accurate and 
supported by ease of access 

. . . . . 

 

Part 4: Website Accessibility (User Friendly): this factor includes the simplicity of the website and how user 
friendly it is. Whether it is easy to access and navigate through the pages of the website, logging in and exiting 
the website. Apart from the fast recovery of information regarding the bookings in case of loss or crash of the 
website. 

 Question Strongly 
Disagree 

Disagree Neutral Agree Strongly 
Agree 

12 The hotel’s online system is user 
friendly, uses simple language and 
for everyone to use with ease.  

. . . . . 

13 The hotel’s online system is easy to 
log in and log out from, simple to 
navigate through its pages. 

. . . . . 

14 The hotel’s online system has auto 
recovery for booking information in 
case of loss or crash. 

. . . . . 
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