Website performance:
Hong Kong hotels

This research examines the performance of
Hong Kong hotel websites in terms of infor-
mation quality, and compares the perfor-
mance among different hotel categories.
Different from existing theoretical studies
analyzing hotel websites, this research
incorporates the perceptions of hotel guests
and practitioners in the evaluation develop-
ment process. Empirical results reveal that
significant differences exist in the perfor-
mance scores of luxury, mid-priced, and
aconomy hotels. The authors also discuss
implications far hotel industry practitioners
and policymakers.

t present, the hotel industry
Amakes heavy use of the

World Wide Web for elec-
tronic commerce. In general, hote-
liers hold a positive view toward
bookings on the web because they
perceive it as serving as a low-cost
distribution channel, which has a
significant effect on both businesses
and consumers.'

The distinctiveness of the web
lies in the fact that it offers high-
speed global data transferring, high
levels of interaction, and the possi-
bility of direct links to database and
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reservation systems, all without
any limitations in locations, time
zones, or computer platforms.
These unprecedented advantages
benefit a hotel’s business. When
potential consumers browse the
web, the company has a chance to
extend its marketing reach to the
global marketplace, supplementing
traditional distribution channels.
Van Hoof, et al., conducted a
study with hotel managers in
Queensland, Australia, about their
use and perceptions of the Internet.
The research indicated that the
managers perceived the Internet to
be very important to the future of
the accommodation industry.
However, Internet use in the form
of e-mail and the web is still
limited.? Morrison, et al., presented
a similar argument, stating that
many small hotels are definitely not
realizing all advantages of the
Internet.? In a study of the websites
of 30 small travel agencies in the
Netherlands, van der Pijl stated:
“Although almost all site owners
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acknowledge the importance of the
Internet, the actual behavior does
not always illustrate a real sense of
urgency.”4  Such a statement
appears to be applicable to hotel
websites in Hong Kong, a major
sector of the tourism industry in a
leading Asian travel destination.

Websites provide convenience
In recent years, many hotels
have created websites to promote
services and products, with the ulti-
mate goal of making it easier for
customers to make online reserva-
tions. Despite the growing popu-
larity of online promotions, the
existing hospitality literature does
not contain much in-depth informa-
tion about the information quality
and performance of hotel websites.
Simply counting whether a partic-
ular feature is available on the
website does not provide much
knowledge about the quality of
information contained, and, there-
fore, the site’s performance.
Likewise, using traditional
metrics such as number of hits and
number of unique visitors does not
offer enough reference standards
for both guests and hoteliers to
determine the relative standing of a
specific hotel website. Some published
articles have discussed tourism
marketing on the Internet and the
contents of travel websites.’
However, the number of studies
examining the quality of contents
and features of hotel websites has
been very limited. In an earlier
study, Chung and Law proposed an
incremental website performance
measurement techrique which

used the hotel website function-
ality factors ranked by hotel
managers in equal intervals.®

The technique starts by calcu-
lating an average score (M, for
each attribute of the included
dimensions. This average score is
then transformed to a weighted
score (W, for a total of n factors by:

W, =——1+’:'M" D

[+
M

Depending on its content, each
factor was mapped by a value in the
range of 1 to 5, representing the
rating scale of the factor. Aggre-
gating the average weighted values
and their corresponding rating
values generated an overall perfor-
mance score for a specific hotel
website. However, in their study,
Chung and Law failed to offer
detailed examination of individual
hotel websites. In view of the
emerging need of studying informa-
tion quality on hospitality websites,
this research applies the incre-
mental website performance tech-
nique to investigate and evaluate
the applications of the Internet to
the information quality of hotel
websites and to examine the perfor-
mance of the websites in terms of
content richness for hotels in Hong
Kong. This approach should have
direct applicability to hotel websites
in other regions,

Study is evaluative

This study identifies the
predominant features of hotel
websites, and evaluates the

contents of the websites of Hong
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Kong hotels on the basis of the
selected features, which have been
validated by a group of senior
hotel executives, It then compar-
atively evaluates and compares
the site contents of different cate-
gories of hotels. There are several
important implications for hotels
that are currently adopting or are
considering adopting the Internet
as a medium for marketing,
communications, and reserva-
tions. It portrays current stan-
dards within different hotel
categories, allows hotels to
compare the performance of their
websites with those of the
mdustry at large, and may serve
as a reference in the future devel-
opment of a company-wide e-busi-
ness standard.

Internet transforms sales

Sanders estimated that global
sales conducted over the Internet
would reach US$6.8 trillion in
2004, and that North America
would remain the leader of online
sales, attaining a value of US$3.2
trillion.” The same study predicted
that the regions with the second
and third largest volume of sales
will be Asia-Pacific (US$1.6 trillion)
and Western Europe (US$1.5 tril-
lion}. The rapid growth of Internet-
based business transactions can be
expected to continue, judging from
a global survey of more than 500
business leaders in which most
believed that the Internet would
transform the market in the near
future.®

In Asia, the number of active
Internet users has been growing

Law and Chung

considerably. E-marketers expect
that the region’s Internet users will
increase from 64 million 1n 2001 to
173 million by the end of 2004.
Although business-to-consumer
(B2C) e-commerce growth is still at
an early stage of development, busi-
ness-to-business (B2B) e-commerce
1s quickly expanding in many Asian
countries. The total amount of
revenues from B2B e-commerce is
anticipated to grow from US$36.2
billion in 2000 to more than
US$300 billion in 2004.°

The Internet provides a platform
for the largest and fastest revolution
ever seen in tourism marketing
and distribution. The technology can
help trace and meet the needs of
rapidly changing consumer patterns.
Gerry McGovern, president of NUA
Internet Surveys, has said that the
Internet is an important marketing
channel and that this channel will
make a company stronger.’® The
major challenge, however, is how fo
attract visitors to a site. Providing
high-quality and timely informa-
tion appears to be a major factor in
ensuring such an atiraction. As a
result, companies have to act and
react quickly.

McGovern expected that one-
third of all bookings in the business
travel sector would be channelled
through the Web by the end of 2003.
According to José Luis Zoreda,
former chief executive officer of the
World Tourism Organization Busi-
ness Council, Internet technology
offers Spanish tourism a unique
opportunity to regain control over
sales of its own holiday products,
but the sector needs to get onto the
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web as quickly as possible. Zoreda
commented that, given the size of
tourism interests, Spain could not
afford to miss this opportunity, and
that the country had to position
itself strongly in the new informa-
tion channels that are progres-
sively revolutionizing distribution
methods.”

Online travel grows

Using the web to make travel
arrangements is one of the largest
commercial applications in the
Internet.” It has been forecast that
online U.S. leisure travel and reser-
vation sales will rise from US$12.2
billion in 2000 to US$32.7 billion in
2005, representing 22 percent of
the industry’s total sales.® The
World Tourism Organization also
predicted that the value of online
leisure travel bookings will grow as
much as tenfold to some US$29.4
billion by the end of 2003,

There are numerous successful
cases of online travel sales and
transactions. One example is Price-
line.com. The president of Price-
line.com, Tim Brier, explained how
his company used the Internet to
boost sales of airline tickets and
hotel rooms to US$400 million and
US$100 million, respectively, in a
year. After a customer has made a
bid for an airline ticket, for example,
Priceline.com lets the airlines
decide if they will accept the client’s
offer, based on whether there are
seats available at the price the
client wants to pay. If so, the sale is
made; vacant seats are filled, and
people who want to travel can do so
at their own prices.’

Similar to the rapid growth of
Priceline.com, travel agent book-
ings through Global Distribution
Systems (GDS) increased signifi-
cantly at a rate of 8.3 percent in
2000, illustrating continuously
strong growth in what is already the
dominant electronic distribution
channel for hotels. Currently, 95
percent of GDS related hotel book-
ings are made by travel agents. The
remaining 5 percent of electronic
hotel bookings through GDS
engines are consumer Internet
bookings made through websites of
major online retail fravel agencies,
such as Travelocity and Expedia.
Travel CLICK’s data indicate that
more than 17 percent of consumer
hotel bookings on the Internet were
made via GDS in 2000, up consid-
erably from 11 percent in 1999.
Internet hotel bookings on GDS in
the previous year were more than
triple compared to the 1999 level.'®
Existing hospitality literature has a
very limited number of published
articles investigating the perfor-
mance of websites, thus, hoteliers
generally have no benchmark te
follow for developing professional
and useful websites to attract online
purchasers. This study makes an
attempt to bridge such a gap by
setting up an evaluation approach
that measures the averall perfor-
mance of a hotel website.

Hotel sites evaluated

Applying the incremental
website performance measurement
technique, the study quantitatively
evaluates the performance of hotel
websites in terms of the richness of
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the information they contain. This
was achieved by developing an
information quality evaluation
approach that measures a hotel
website’s performance, and was
developed based on a coneeptual
framework of five hotel website
components, including facilities
information, customer contact
information, reservations informa-
tion, surrcunding area information,
and management of website.

Thirty-nine wehsite attributes
were further set up on the basis of
these five components. The compo-
nents and attributes were modified
from published articles in the hospi-
tality and tourism literature that
examine websites'” and then vali-
dated by a panel of senior hotel
executives in Hong Kong. The
research process was then divided
into three stages, rating the impor-
tance of hotel website atiributes,
measuring the website attributes,
and producing a performance score,

The research commenced by
surveying the perceptions of 4G
hotel customers with online experi-
ence, many of whom were also
hotel practitioners, on the impor-
tance attributes. Respondents
were asked to rate the importance
of the 39 attributes in five compo-
nents; 2 mean score was calculated
for each attribute. In order to
reflect a weighted valuc of impor-
tance for further analysis, the
mean score was then transformed
to an average weighted score.

A rating scale was then devel-
oped using the 39 attributes in five
components. The scale was modi-
fied to a detailed checklist with a
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five-point judgmental rating level
for each attribute. A score of
website attributes was then
produced using the developed
checklist. To more accurately repre-
sent managers perceptions, the
average weighted score of impor-
tance and the score of website
attributes were combined to form
an overall score of performance
which indicated the performance of
the website in the context of the
selected attributes and dimensions.
The score of performance was then
multiplied by a factor to transform
the score from a five-point scale to a
commonly used 100-point scale.

The final stage of the research
was to evaluate the performance of
the websites of all 80 member hotels
of the Hong Kong Hotels Associa-
tion in 2001. This last stage also
compared and contrasted website
performance among different cate-
gories of hotels.

Hypotheses tested

Six hypotheses were devel-
oped to explore and examine the
contents of hotel websites. This
section discusses the establish-
ment of these hypotheses.

Internet users can go online at
any time and access any information
that they wish. Sinilarly, hospitality
service/product suppliers can display
service/product information on their
websites for global customers to view
and purchase.® This study is, there-
fore, to test the performance among
different hotel categories in providing
information about their fucilities on
the website. Hypothesis 1 (Hol) was
thus developed as follows:

37

Contents © 2003 by FIU Hospitality Review.
The reproduction of any
artwork, editorial or other
material is expresslv prohibited without written permission

from the publisher, excepting thatone-time educational reproduction is allowed without express permission.



¢ Ho1: There are no significant
differences among different
hotel categories in providing
online information on hotel
facilities.

Hospitality and  tourism
researchers have agreed that the
Internet allows suppliers to set up
a direct link of communications
with their customers. The website
thus enables hotels to overcome
communications barriers and
establish a dialogue directly with
online guests.® The channel
provides a useful tool for suppliers
to implement micro marketing and
customer relationship marketing.
Additionally, electronic inquiry
forms are available on the web for
customers; hotels can therefore
reply to inquiries directly via e-mail.
In this way, a good customer rela-
tionship is developed and the rela-
tionship contributes to the building
of customer loyalty® The study
tests the performance of different
categories of hotels in customer
communications information on
websites. Hypothesis 2 (Ho2) was
then developed, as follows:

* Ho2: There are no significant
differences among different
hotel categories mn providing
online customer contact infor-
mation.

The Marriott was one of the
first hotel chains to start utilizing
the Internet not merely for promo-
tion but also for making reserva-
tions to its 1,000 hotels around the
world by accessing the TravelWeb
website in 1996.* Similarly, many

airlines have introduced online
reservations- systems to allow the
purchase of tickets directly from the
Internet® It has been commented
that well-designed online reserva-
tions services with useful informa-
tion provided to customers before
purchasing can help increase the
sales volume and improve the
hotels’ reputations. This study will
therefore also test the performance
of different hotel categories in
providing reservations information
on the sites. Hence, Hypothesis 3
(Ho3) was developed, as follows:

* Ho3: There are no significant
differences among different
hotel categories in providing
online reservations information.

In a study conducted by Chu,
it was found that Internet
users expect to get travel/
destination-related information
from airline/travel websites.? The
same study also revealed that
customers want to have a one-stop
service  provided by an
airline/travel website. Specifically,
the customers wanted to have
better itinerary planning, and
wanted information about such
things as transportation and major
attractions mn a city. For this
reason, another objective of this
study is to test the performance
among different hotel categories in
providing information about a
hotel’s surrounding area on the
website. Hypothesis 4 (Ho4) was
then developed, as follows:

* Ho4:There are no significant
differences among different
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hotel categories in providing
online information about a
hotel’s surrounding area.

Gilbert and Powell-Perry
stated that a website is potentially
a strategic information center for
the hotel industry, and hotels
generally have provided detailed
descriptions and images of most of
their facilities.* To maintain the
overall quality of a hotel website,
management of the website 15 a
crucial aspect for hotels to remain
competitive. Hypothesis 5 (Ho5)
was then developed to test the
performance among different hotel
categories In managing their
websites.

* Ho5: There are no significant
differences among different

hotel categories in the
management of their
websites.

The Internet is an ideal

medium for tourism marketing as
it allows travel suppliers to set up
a direct link of communications
with customers and eliminates
unequal barriers for customers
and suppliers.® As a result,
companies with different back-
grounds can compete with each
other equally. Therefore, it is
itmportant to test the overall
performance among different hotel
categories in their hotel websites.
Hypothesis 6 (Ho6) was thus
developed as:

* Hob: There are no significant
differences among different
hotel categories in website
performance.

Scores vary greatly

Primary and secondary data
were collected and a total of 80
Hong Kong hotel websites were
then assessed with a Pentium Iil
personal computer. Overall perfor-
mance scores among hotel classes
are shown in Tables 1 to 3.
Websites in each hotel category
have a wide range of performance
scores. In general, websites of
luxury hotels received higher
scores than mid-priced hotels,
which in turn outperformed their
economy counterparts. The
overall website performance for
luxury (High Tariff A in Hong
Kong’s local classification), mid-
priced (High Tariff B in local clas-
sification), and economy (Medium
Tariff in local classification) hotels
were 64.22, 51.45, and 34.99,
respectively.

Having collected the necessary
data for evaluation, a comparison
of the attributes’ performance
among the three hotel categories
was conducted and the mean score
was used to measure the perfor-
mance of the websites. One Way
ANOVA and Post Hoc (Tukey) tests
were used to compare the perfor-
mance scores of the hotel websites.
Empirical results showed signifi-
cant differences in all dimensions
of website attributes and in total
score among different hotel cate-
gories. The websites of luxury
hotels generally scored signifi-
cantly higher than those of hotels
in other categories (see Table 4).
The results were consistent with
prior studies, which stated that
luxury and upscale hotels adopted
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Table 1
Results of website performance for luxury hotels

g 5

- §§ s 2f B 2

= EE SE 3% -

8 66.98 68.16 88499 9942 100 B1.28
4 90.14 76.98 94.40 63.13 57 .52 79.94
9 66.98 4510 88.99 99.42 100 76.80
15 53.81 57.49 8923 90.14 65.71 68.81
11 50.65 5749 85.98 9942 65.71 68.40
12 49.98 5749 89.23 90.14 65.71 67.64
16 72.54 50.35 84.23 62.78 50.64 66.12
7 77.44 4342 79.85 68.41 50.64 66.09
10 71.61 59.81_ 76.38 4710 57.52 64.91
Z 68.17 61.23 84.77 28.26 5752 63.40
1 65.73 7.74 60.13 51.36 57.52 62.52
13 53.56 63.16 76.38 4122 5064 59.19
14 73.31 43.42 71.57 3968 50.64 59.18
17 59.58 4510 76.38 5110 53.54 58.31
5 50.66 76.94 78.31 54.26 21.07 57.72
18 6404 3816 7224 4565 5064 56.27
6 49.86 623 75.58 28.26 43.75 54.08
3 5143 38.16 4462 36.87 5064 4531
Average Score 63.14 96.78 78.74 60.92 58.30 64.22
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Table 2
Results of website performance for mid-priced hotels

5 S8 Es g i g
SE  EE  EE 8= 23S
it 32 32 & 38 E &
15 438 5310 8374 7342 6138 6711
o 884l 4716 7517 4232 3867 6400
6 6748 6013 7066 3806 5064 6023
20 6432 3913 7830 4675 5064 5802
2 §525 5142 7839 4020 5064 5675
3 6274 6123 6584  28.26 50,64 5664
21 §738 4342 7183 4130 5064 5459
17 4704 6640 7180 2826 5257 5443
12 4833 4510 7258 5110 50.64 5362
9 4690 4320 7867 2826 6633 5341
18 4913 4510 7638 4565 4375 5291
13 4577 4510 7258 5110 5064 5284
16 6251 6649 3693 3730 5064 5261
28 6488 4342 3800 4557 6633 5256
% 5138 5045  69.81 9.42 5945 5246
T 4419 4500 7258 5110 5064 5236
o3 4837 5142 7313 3116 5064 52.29
© 25 4477 4342 6832 4565 5945 51.89
5 872 5313 7505 616 2796 5135
R 5953 6627 2819 5080 4086 5134
7 5265 5488 5091 14.70 50,64 49.44
14 4524 6123 5120 1846 5945 48.16
27 4725 5945 3668 2672 59.45 46.42
8 42.08 54.20 6988 000 5257 46.31
24 5526 5142 4002 1794 5064 4552
10 3764 4647 6855 1846 5084 4530
2 4758 3110 6128 1922 4967 4381
29 4010 6123 268 942 5945 4161
19 3377 3816 1306 490 4375 2780
Average Score 5251  S171 6192 3158 5170 5145
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Table 3
Results of website performance for economy hotels

g g

s Sg g =f 2

0nS 52 £ X ES £

ZE EE EE 3= B &5

Hotel Code g2 ZE g GE =3 X

34.83 47.84 7953 18.46 4967 46.97

8 37.78 5145 7559 9.42 50.64 46.66

BT 39,02 54.88 64.16 1359 50.64 4582

6 43.01 47.81 56.37 18.48 5752 4569

4 42.19 54.20 £3.93 18.12 33.97 4470

30 36.04 38.16 67.48 13.77 50.45 44.00

31 36.64 38.16 67.48 13.77 50.45 43.91

15 41.31 38.16 76.38 490 4375 4368

14 33.35 61.23 60.31 4.90 50.64 43.32

5 32,84 4617 70.12 9.42 47.74 4251

29 32.76 47.84 69.88 0.00 4375 40.89

2 46.36 38.04 3554 19.22 5752 40.45

32 25 31 38.16 7313 9.42 50.64 39.89

7 3459 38.16 45.01 64.49 23.00 39.80

9 2337 4342 69.09 4,90 50.64 38.60

T 23.26 46.20 27 40 41.30 5257 35.45

33 34.00 38.16 20.62 26.81 59.45 34.81

16 T 4806 4617 6.50 2826 33.97 33.99

12 2566 38.16 38.07 14.70 5267 33.33

22 30.74 33.16 2219 19.22 59.45 33.12

24 28.20 58.45 23.87 0.00 52.57 33.02

3 27 47 38.16 65.23 18.46 441 32.96

19 18 66 38.16 38.13 18.46 5257 31.71

21 2934 47.84 2219 19.22 29.88 30.12

27 27 85 38.16 10.29 19.22 50.45 2969

23 25.78 43.42 28.03 0.00 4375 28.92

25 35.41 38.16 36.53 490 11.29 2843

10 32.34 2475 34.88 9.42 29.88 27.95

0 2319 38.16 1437 0.00 52,57 2551

13 1782 23.13 2873 490 5159 2439

26 12.86 38.16 13.60 9.42 4375 2213

28 23.46 3013 9.31 9.42 1419 18.54

20 18.77 8.03 6.50 4.90 33.97 14.47

Average Score 30.75 40.64 42.40 4.3 44.26 34.99
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Table 4
Summary of hypothesis testing results

Research Hypotheses

Ho: There are no significant differences
among different hotel categories in
providing anline information about

hotel facilities.

Significant Results
Luxury hotels > Mid-priced hotels, Econamy hotels
Mid-priced hotels > Economy hotels

Ho2: There are no significant differences
armgong ditferent hotel categeries in providing
online customer contact information.

Ho3: There are no significant ditferences
amgng different hotel categories in providing
online reservations information.

Luxury hotels, Mid-priced hotals > Economy hotels

Luxury hotels > Mid-priced hotets, Econpmy hotels
Mid-priced hotels > Economy hatels

Hod: There are no significant differences
among different hotef categories in
providing onting information about a hotels
surrounding area.

Luxury hotels > Mid-nriced hotels, Economy hotels
Mid-priced hotels > Economy hotels

Ho3: There are no significant differences
among ditferent hotel categories in the
management of their websites.

Luxury hotels > Econamy hotels

Ho6: There are no significant differences
among different hotel categories in website
performance.

Luxury hotels > Mid-priced hotels, Econormy hotels
Mid-priced hotels > Economy hotels

more information technology than
economy and budget hotels™
Furthermore, Morrison, et al.,
commented that many small
hotels did not effectively use their
websites and did not realize the
advantages of the Internet.”

Performance is measured

Most previous studies focused
on the availability of common
features on hotel websiles and did
not provide detailed insights into
measuring the performance of a
website. The current study makes

an mitial attempt to use a more
sophisticated approach to measure
the performance of websites by
including the views of hotel practi-
tioners and returning a total
performance score. This study has
provided empirical evidence that
the approach that has been devel-
oped can be used as a good
framework for measuring the
performance of hotel websites.
Empirical results of this research
show that the most comprehensive
hotel websites are in the luxury
category, luxury hotels used
Internet functions and Internet
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marketing values more effectively.

This study will offer important
insights for hospitality marketers
and practitioners.  Apparently
hotels require a framework that can
bridge the gap between simply
connecting to the web and
harnessing its power for competi-
tive advantages.® Jeong and
Lambert commented that
improving customers’ perceptions of
the effectiveness of hotel websites
and maintaining their positive atti-
tude toward hotel websites are the
key factors that keep them using
the sites.™ Internet users want to
get timely, accurate, relevant, and
important information such as loca-
tion maps, room rates, room avail-
ability, and online responses to their
decisions to purchase. These
attributes should be incorporated
into a hotel’s Internet marketing
efforts to gain competitive advan-
tages in a customer-focused cyber
business market.

As revealed in Tables 1 to 3,
hotels in general and the economy
properties in particular need to
rework their websites on the
dimensions which received low
performance scores. Additionally,
hoteliers have to determine the
groups of potential customers that
are valuable for their website
efforts in order to have a large
impact on business, and hence to
maximize commercial benefits.
Working closely with web
designers, hotel managers should
actively examine the feasibility of
applying some existing business
practices such as using mapping to
build web presentations as

suggested by Emercik, et al,®or
following the dimensions and
attributes of quality criteria for
website excellence.®

Research on hotel websites in
the context of hospitality and
tourism 1s in an early stage. There-
fore, more work should be done to
further improve the approach used
in this study. Future research can
repeat this study with another
group of respondents, and make
comparisons by hotel size, hotel
chains, or group affiliations. Future
studies can also be extended to
other travel and tourism websites,
and the impact of hotel websites on
the purchase decisions of customers
is another area for future research.
Lastly, the actual ways of how
hotels can build sites that will
improve their performance rating
and the associated business return
certainly deserve future research
efforts.

The hotel industry has been
facing continuous competitions
and challenges which always
have a large impact on existing
sales and marketing strategies.
To remain competitive, hotels
need to apply new marketing
skills to meet new changes and
requirements. The Internet can
certainly serve as an effective
marketing channel to provide a
good opportunity to develop new
strategies for success. #
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