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E-Tourism

» Atype of e-commerce

e Definition: “the digitalization of all the
processes and value chains in the tourism,

travel, hospitality and catering industries™
(Buhalis, 2003)

 Tourist businesses: web-based travel agencies,
airline companies, travel sources, room
reservations, transports and other enterprises
that combine the promotion and sale of tourist
services through internet (Mourdoulas, 2010)



Online Purchase of airline tickets

e Provide low-cost airline services in order to
support their marketing activities (Sam & Tahir,
2009)

» They utilize the method of auctions

 The airline websites have been become smarter
and more flexible (e.g. weather information of
the destination, car rental, online check-in)
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|_iterature review

 |S success model as theoretical framework
» By DelLone and McLean

e They attended to develop a taxonomy of IS
success

e |t has been used as the theoretical basis for
many published papers

e In two versions
*»The original D&M model (1992)
“*The updated D&M model (2003)




Theoretical framework: the updated
version of 1S success model




Website quality dimensions

» Information quality: regards information
characteristics (accurate, up-to-date, useful,
relevant and its presentation)

o System quality: describes the elements of a
system which affect the way that the users
Interact with it (e.g. availability and usability)

» Service quality: represents the quality of the
support that the user receives from an IS
(customer support service, personalization,

assurance) [LQ,\LUJALW




Customer Satisfaction

e It’s a complex and broad concept

» “The customer s reaction to the state of
fulfillment” (Oliver, 1997)

* “An emotional response to the purchasing
experience of product or service” (Grigoroudis
& Siskos, 2009)

* In e-tourism, satisfaction is determined by the
initial customer’s expectations for a tourist
destination (Hapenciuc & Condratov, 2007)

» However, satisfaction Is influenced also by the
orice and the perceived value of the
product/service




Customer Perceived Value

o It is related to “the quality received
at a particular price”(Oliver, 1997)

» The impact of customer perceived value on
satisfaction is confirmed by the American and
European Customer Satisfaction Indexes (ACSI
and ECSI) (Fornel et al., 1996)



Tourist profile as moderating factor

» Atourism market constitutes of travelers with a
particular motivation to visit a destination or an
attraction (Williams, 2008)

 Tourist market segmentation based on the trip

preparation:
1. organizec
2. Individua

3. individua
the trip

groups through travel agencies
bookings through travel agencies
bookings with organization before

4. individual bookings without accommodation

and transports reservations



Proposal Research Model
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Two Research Questions

o Which are the elements of a website that cause
satisfaction depending on the tourist profile?

» Does customer perceived value determine
satisfaction?
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Methodology

» Questionnaire: consisted of 29 multiple
choice guestions

» The respondents were 290, mainly
University students

 All items were measured on a seven point
Likert-type scale with 1=not at all to
7=extremely

» Similar items have been used extensively In
many previous related studies (Zeitham,
1988;Ho & Lee, 2007; Guo & Barnes, 2009)




Results
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Tourist profile

organized groups through travel agencies

mdrvidual bookmgs
mdividual bookmgs

mdividual bookmgs
reservations

through travel agencies
with organization before the trip

without accommodation and transport




Exceptions

e Information quality: not significant for the
tourists who organize their trips through travel
agencies

 Personalization: not significant for travelers who
prefer organized groups through travel agencies

» Assurance: not significant influence for the
tourists who make individual bookings without
accommodation & transport reservations



Practical Implications [

Marketers should provide:

Particular and detailed informauon
content

Simple but captivating user interfaces

Guarantee for the availability and
assurance

Feedback services

Tourism products/services in order to
meet the customer’s specific needs

High customer perceived value



Limitations and
future research directions

» The sample is mainly consisted of students
between 20-26 years old

 The study took part only in Greece

< Future research could consider other
variables: cultural features, prior experience
with organization and perceived risk
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