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Keywords: The tremendous development of technology and mobile
Trust: Perceived devices at present is making a significant influence on the
ease of use: Price hotels sector, especially in online hotel reservations via new
and promotion: online travel intermediaries applications like (Booking and
Perceived Trivago applications). These applications have a prominent role
privacy/security; in the hotel sector. Little researches has been done about
Online reviews: customers’ perceptions of the use of booking broker
Online Booking applications. This study examined how some factors related to
Intention. online travel intermediaries tend to influence the intentions of

booking hotels. Therefore, customer questionnaires were
distributed electronically due to the Coronavirus pandemic. The
survey has six variables, i.e. “trust, ease of use, price and
promotion, perceived privacy/security, online reviews, hotel
booking intention.” Kruskal-Wallis Tests, Mann-Whitney U
test and confirmatory factor analysis (CFA) were used to
(JAAUTH) . : o
analyze 204 customers who used online travel intermediaries
Vol. 21, No. 3, AR . : A
before booking in five-star hotels in Cairo. The results indicate
(December 2021), . . .
that the ease of wuse, price, promotion, perceived
PP.101-134. : . . . .
privacy/security, and online reviews of online travel
intermediaries are directly related to the intentions of booking
hotels online. Price, promotion and reviews are considered the
key factors related to the use of travel intermediaries and
because of the customers' passion for special prices as well as
to explore the rating of their hotels before booking through this
application. Thus, hotels can achieve a higher level of service
quality to increase their rating through that application to
attract more customers.

Literature Review

Earlier researches has focused on various factors that affect the intention of customers
to reserve hotel lodging online. Despite some elements like time and sensitivity
content (Wong and Law, 2005), payment method security (Wong and Law, 2005) and
price (Law and Chung, 2003) were broadly explained. Thus, the present research
employs a unique method to investigate the factors that affect the intentions of
consumers to reserve hotel online, via participating in the recent reviews.
Consequently, the current research aims at: (1) identifying factors affecting the
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intentions of consumers while reserving hotel accommodation through online travel
intermediaries; (2) determining the variance in age categories, marital status and
income of customers using online travel intermediaries to reserve hotel rooms via
online applications. The results are expected to aid hotels administrators to recognize
the techniques which boost the intentions of customers to book hotel rooms using
online travel intermediaries.

The online booking system made use of diverse services, such as electronic
reservation of hotel rooms, online booking methods in travel packages, flight tickets
(Paré et al., 2014). Therefore, hotels all over the world rely progressively on
influential online travel intermediaries, to enlarge their incomes (O’Connor, 2003;
Tso and Law, 2005; Brewer et al., 2006). The mounting use of online travel
intermediaries occurs because of diverse factors involving unpreserved and abstract
nature hotel product (Tso and Law, 2005). The development of the internet, to a great
extent, has influenced how hotels allocate and determine the prices of their products.
In the mid-90s, online travel agencies like Expedia and Travelocity — known as online
third-party sites — joined airline tickets and hotel accommodation from numerous
suppliers immediately to customers (Carroll and Siguaw, 2003). Hence, online travel
intermediaries are acknowledged to become extremely successful. One of the chief
causes for the success of these electronic intermediaries lurks in their capability to
offer inexpensive room prices than the ones provided by the hotel websites or their
booking offices (Gazzoli et al., 2008).

As de Carlos et al. (2016) clarified, the internet and its applications aid customers by
supplying data concerning the reservation of hotel rooms. Customers utilize it for
looking up information about room rates. Recently, the internet is extensively
employed as a universal channel in most hotels (Wang et al., 2016). Technology is
gradually progressing, and, thus, customers progressively search for easy sources
from which they can collect information, e.g., social media and other related online
platforms intermediaries (Aeknarajindawat, 2019). In addition, because of cheap
costs, the use of the internet has become swiftly prevalent among customers. It has
become one of the foremost factors in human life (Saengchai and Jermsittiparsert,
2019). It can be utilized whenever needed and, for any purpose, such as to explore
online reviews about a travel destination, hotel accommodation and rates (Masiero
and Law, 2016). Via the internet, travelers can reach essential information previously
and collect any extra information they require, according to their predictions before
planning their holidays. Travelers can now smoothly detect fares and room prices and
can even distinguish between hotels’ rates (Aeknarajindawat, 2019).

Nowadays, several people utilize the internet to implement their work due to the
remarkable development and expansion of using the World Wide Web all around the
globe (Wong and Law, 2005). Nevertheless, research has clarified that hotel visitors
rather choose to make comparisons between various hotel room prices from several
travel websites than merely surfing the websites of hotels (Guillet and Law, 2010).
Further, studies have conveyed that hotel guests rather seek to reserve their lodging
via applications of online intermediaries to get cheaper prices and to save their travel
expenditures (Jauhari et al., 2007). Thus, researches unveil that 32% of hotel income
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is produced via online booking applications (TravelClick, 2012). Not only do hotels
utilize their websites as a chief channel of allocation, but also, they use online travel
intermediaries as these third-parties are capable of reaching worldwide customers and
enhance occupancy rates (Chen, 2014). In addition, online travel applications have
been regarded as efficient channels of marketing to sell falter inventory and reach
customers hotels may not be able to communicate with directly (Kotler, et al., 2010).
In 2013, booking hotel rooms through online travel applications improved to become
14% and is still demanded by consumers (TravelClick, 2013).

Some other studies have to do with the characteristics of the website which are
specifically linked to the kinds and signification of information through websites
(Peng et al., 2013). Customers prefer to buy travel products on websites that provide
adequate data, permitting them to assess the value of products (Dolnicar and Otter,
2003). Undoubtedly, people commonly escort two various stages to accomplish while
looking for information: utilitarian and hedonic considerations (Dhar and
Wertenbroch, 2000). These stages function independently as customers assess and
create attitudes towards products, and, consequently, they permit customers to
differentiate between other options based on utilitarian and hedonic characteristics
(Mano and Oliver, 1993). Considering customers’ behaviours in making decisions for
travel products is now a crucial matter for both researchers and practitioners (Yavas
and Babakus, 2003)

In 2010, sales growth was being accomplished through online booking applications.
Online travel intermediaries’ applications ought to be an extremely significant part of
a hotel marketing policy because customers who reserve rooms through online
applications tend to be more loyal and bring more income (Starkov and Safer, 2010).
Additionally, a survey about hotel marketing revealed that the hotel industry in 2009
gave a huge value to online marketing and acknowledged the internet as the tool
which greatly affects the cost of making revenues (Law et al., 2009). Accordingly, the
internet has altered customer’s behaviors by enabling customers to manage everything
online (Mills and Law, 2004). Before making a booking, consumers surf many
intermediaries on online travel websites. Consumers, then, contact their family and
friends through facebook, conducting internet search via self-phones. (Starkov and
Safer, 2010). Besides, from customers’ perspective, online booking can be a
beneficial element in several ways because it permits customers to compare between
and collect the qualitative data they need, leads to speedy dealings, cost advantages
and fast booking confirmations as well (Aeknarajindawat, 2019). Baltescu (2015)
illustrated that most travelers search for numerous applications of hotels and resorts to
check rates before making any booking. Further, booking through online applications
enables consumers to communicate directly with hotels at any place and any time.

Various researches have determined elements that shape customers willingness to
book hotel rooms online, highlighting creating value for customers (Francis and
White, 2004), customer commitment and trust (Chen, 2006; Arnott et al., 2007; Kim
and Ok, 2009; Kim et al., 2011; Ponte et al., 2015), perceived ease of use (Agag and
El-Masry 2016), price and promotion (Emir et al., 2016), safety and privacy (Kim et
al., 2014; Emir et al., 2016) and online reviews (Zhao et al., 2015; Emir et al., 2016).
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Nonetheless, slight attention has been paid to consolidating these factors into a whole
model (Wang, 2008; Kim et al., 2012). Finally, a great deal of research evaluated the
impact of individual features upon online booking behaviors for hospitality services,
like demographics, knowledge of the product, online experiences and personality
(Park et al., 2011; Amaro and Duarte, 2013). Among these, personal experiences (or
familiarity) and knowledge mirroring individual dissimilarities have been focused on
as chief causes of the process of making decisions online (Kim and Kim, 2004).
Being familiar with the product prompts great confidence, leading customer’s concern
towards brands. Knowledge about hotel services affects the extent to which people
play role in the information search process (Lehto et al., 2006; Lin and Chen, 2006;
Park and Kim, 2010).

This research investigates the factors influencing customer perception of using online
travel intermediaries’ applications for online hotel booking intentions. This assists the
hotel sector to identify weaknesses of applications and enhance them to achieve guest
satisfaction and loyalty. In addition, these applications can increase the occupancy
percentage all-round the year.

Trust toward online intermediaries

Trust is perceived as the person's believes that the online provider will accomplish its
transactional obligations because those obligations are understood by the customer
(Kim et al., 2008). Trust in applications plays a supreme role in tourism and
hospitality as consumers may not book online if they do not trust the application (Kim
et al., 2011). Alsajjan and Dennis (2010) concluded that trust affects customer
attitude and willingness to occupy part in behaviour. Customers who trust online
travel intermediaries’ applications will have a positive intention towards them and
may even book through these applications. Along the same lines, Ashraf et al. (2014);
Amaro and Duarte (2015) found a noteworthy path from trust to customer attitude and
booking intentions. Trust is particularly significant in booking online since customers
may not book online if they do not trust the online travel intermediaries’ applications
(Kim et al., 2011).

From customers' perspective, trusting information supplied by the website plays a
chief role (Muir and Moray, 1996; Liu and Arnett, 2000; Kim and Eom, 2002;
Flavian et al., 2009). Accordingly, some researchers have highlighted the effect of
customers trust and perceptions of the value generated by the information provided by
the applications (Ranganathan and Ganapathy, 2002; Richard, 2005; Ganguly et al.,
2010) on booking intentions. Trust positively affects the customer intention to use the
online websites several times as stated by Poon (2008). Trusting information about a
hotel website is extremely significant as hotel customers will normally surf the hotel
website to get the hotel information. (Jylhd and Suvanto, 2015). According to Wong
and Law (2005), information credibility is a substantial factor in determining the
success of a hotel website inside online applications of intermediaries. All the details
and information ought to be communicated to the customers clearly and concisely. If
the hotel website can supply information accurately, customers will be content and
faithful to the hotel (Emir et al., 2016). Scholars have shed light on five indicators to
determine whether a website provides quality information. These indicators are: a
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variety of hotel web characteristics, connection to other sites, usefulness of content,
visual appearance and information of rate (Wong and Law, 2005). Consequently, the
following hypothesis can be suggested:

Trusting online intermediaries has a positive impact on intentions of booking hotels
online.

Perceived Ease of Use

customer intentions are influenced by the ease of use (Chan et al., 2010). In addition,
perceived ease of use has a noteworthy effect on customer’s satisfaction and their
intention to continue using an information system (Wu and Wang, 2005). Davis et al.
(1989) stressed that ease of use positively influences the system's effectiveness. This
positive correlation ship between ease of use and frequency of use is confirmed by
(Bruner and Kumar, 2005). Emir et al. (2016) concluded that observed application
interactivity affects booking intention via perceived utilitarian value and online trust.
Thus, the following hypothesis can be proposed:

Perceived ease of use of online travel intermediaries positively affects intentions of
booking hotels online.

Price and Promotion

Price is the only variable of the marketing mix that produces profits for a hotel, while
all other elements of the mix are related to costs (O’Connor, 2003; Kotler, et al.,
2006; Shoemaker, et al., 2007). Price discrimination is predominant in the hotels
industry; it is a major tool utilized for prompting demand and amplifying profit
opportunities for hotels (Kotler et al., 2010). Hotels, restaurants, and some other
travel suppliers use various pricing techniques to obtain targeted revenues. For
instance, hotels use a room rate strategy according to demand and customers' price
sensitivity. Previous studies reveal that price dispersion and differentiation are
common among tourism suppliers in the online environment (Clemons, et al., 2002;
Toh, et al., 2011). Nevertheless, this can be challenging for hotels since room rates
and product information can be easily retrieved by online customers. Therefore, hotel
managers reported that “price wars” were the most threatening issue for management
(Kimes, 2009). To remain competitive, hotels must constantly supervise market
conditions and, accordingly, make room rate adjustments (Chen, 2014).

Hotels make use of diverse strategies to set prices for their offers. Hotel’s managers
usually choose various pricing methods according to a blend of numerous factors,
namely: a hotel's cost structure, competitors’ prices, and customer value perceptions
of hotels services and products (Raab, et al., 2009). Shoemaker et al. (2007) proposed
that pricing is a strong power in attracting attention and raising occupancies, and that
it can also greatly affect customer faithfulness. In the meantime, sales promotions in
hospitality e-commerce involve several formats such as price-reductions, coupon
codes, premiums, and extra loyalty program points (Kotler et al., 2010; Christou
2011). Online sales promotions have attractive features and innovative ways to attract
consumers to online travel applications (Sigala, 2013). For instance, the developing
trend of enhancing online deals (accessible for a specific periods and with restricted
inventory) has become widespread. These sales cause lack of product and raise
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consumers’ impulsive purchases (Sigala, 2013). Generally, the effective promotion
strategy determines hotel accommodation and amenities prices and, thus, the intention
to book will increase (Emir et al., 2016). Price is the most important factor for users
to purchase hotel accommodations (Law and Chung, 2003) and tourism products
online (Law and Chung, 2003). Thus, the following hypothesis is proposed:

Concerning the reservation on online travel intermediaries, price and promotion have
a positive effect on intentions to book a hotel online.

Perceived privacy/security

In several studies, privacy and security system including method of payment have
been regarded as the chief causes of boosting online customers' trust to purchase any
product (Arnott et al., 2007). Online travel intermediaries’ applications are available
online to everyone. Consequently, hotel customers are concerned with the security
and privacy of the information they share on the application. For example, customers
may be asked to reveal their personal information like name, gender, address, age,
and credit card number to be able to make an online booking. That information may
be liable to be violated by several risks such as online hacked and so on (Emir et al.,
2016). Accordingly, the applications should be capable to provide great protection to
keep customers’ personal information safe. Tan (2015) mentioned that hotel website
should provide a warrant that all the customers’ personal information can only be
accessed by official personnel and, thus, customers’ privacy should be secured.
Customers may use online booking when they trust the hotel booking website itself
(Emir et al., 2016). Therefore, researchers presume the following hypothesis:

Perceived privacy/security has a positive influence on intentions to book hotel
through online travel intermediaries.

Online reviews

Online reviews are referred to as eWOM (electronic word of mouth). Potential
consumers can be influenced by the fact that people can post negative or positive
analyses related to accommodation experiences. This results in increasing the
credibility of customers. By using eWOM, hotels can get more enduring value than
customers that are attained via traditional marketing channels (Bateson and Hoffman,
1999; Villanueva et al., 2008; Trusov et al., 2009). Online reviews are noteworthy
due to their twofold role as they provide information about products and services and
introduce recommendations to customers (Berbegal-Mirabent et al., 2016). Amaro
and Duarte (2015) clarified that the foremost online travel agencies like Orbitz,
Travelocity, Expedia and Priceline have their star rating systems and ratings
generated by customers. For example, the well-known sites of Trip Advisor and
Booking permit customer’s ratings which mirror their service quality from customers’
viewpoints shown on their websites (Aeknarajindawat, 2019)

Varkaris (2017) pinpointed how negative content displayed on social media platforms
does not dismiss hotels but aims to make potential travellers quite uncertain about
selecting a specific hotel. Nunthapirat, (2016) explicated how a mounting number of
expected guests rely on reviews before making a booking. In cases of lodging and
boarding in specific, it is obvious that customers trust the online reviews as one of the
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standards for decision making or booking. The review provided by Jain and Prabhu
(2018) is regarded as significant and authentic information in booking decisions.
Recently, customers freely express their individual experiences. Hotels are not the
only source that provides customers with information. Hence, the present paper
proposes the following hypothesis:

Online reviews have a positive influence on intentions to book hotel through online
travel intermediaries.

Online Booking Intention

Online booking is considered one of the most desirable sections for customers.
Electronic commerce based on the internet has changed noticeably when goods and
services were enormously vended online (Bicen and Sadikoglu, 2016). Online
booking system involves the fact that consumers need to pay in advance and,
afterwards, experience the service in person. Online booking is the situation where
physical distribution after booking does not exist; this entirely differs from online
shopping for physical goods (Bicen and Sadikoglu, 2016; Elci, et al., 2017). Gossling
(2017) clarified that online businesses swiftly increase annually. This has taken place
because of the rising number of service providers that rely on using the web. This is
in addition to the amplified number of multi-channel service providers that have
multiple channels and who carry out the business online and offline. This policy
which has multiple channels provides service providers with a competitive advantage
over other suppliers who shed light merely on channels of online distribution. Further,
customers think that booking hotel rooms online can be a beneficial element in many
ways as it allows consumers to make comparisons and collect the qualitative data
required. Online booking also permits rapidity in dealings, cost benefits and swift
booking confirmations (Aeknarajindawat, 2019). Baltescu (2015) stated that the most
customers surf various hotels websites or online travel agents for the sake of checking
prices before decision-making. Additionally, online booking enables consumers to
deal with hotels directly at any time and at any place. Therefore, Emir et al. (2016)
concluded that the intention of booking hotel rooms online is understood as the
possibility that the user of a hotel website or online travel intermediaries to purchase
or book hotel accommodation via applications of travel intermediaries soon.

The dependent variable of the model is consumers' intentions of booking hotel rooms
online.

Research Framework and Hypotheses
Therefore, five hypotheses and a proposed model (see Fig. 1) are presented below.
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Trust Ease of use Price and Promotion privacy/security Online reviews

v

Intentions to book hotel Online

Fig.1. Proposed research model of the factors affecting customers’ intentions in booking
hotels through online travel intermediaries’ applications

Survey Instrument

Despite the fact that using mobile applications to book hotels online through travel
intermediaries (e.g., booking.com and trivago) plays an essential role in the
hospitality industry (specifically in hotels) little research have approached this topic
to investigate customers' perceptions concerning the factors affecting intentions to
book online travel intermediaries. There is a tool that measures these factors by using
a questionnaire that was distributed among customers to recognize customer
perception toward using online hotel intermediaries’ applications for determining
customers’ intentions towards hotel booking. The survey includes six constructs i.e.,
“trust; perceived ease of use; price and promotion; perceived privacy/security; online
reviews; and intentions to book a hotel online.

This paper utilized an electronic survey as the data-aggregation tool, which was
reviewed and redacted from former research (Bigné et al., 2010; Emir et al., 2016;
Kim et al., 2017). The ultimate questionnaire items are presented in table (1) along
with their sources. The questionnaire was adjusted through discourses with academic
staff, hotels' managers, IT technicians, and several customers who use hotel booking
mobile applications via online travel intermediaries. The questionnaire was carried
out through a pilot study utilized to evaluate the language used in the questions, the
question sequence, and length. The customers filled up the questionnaires to rate 22
items to answer the following question: to what extent do you agree or disagree with
each statement? There are 5 points on the Likert scale: “strongly disagree,”
“disagree,” ‘“neutral,” “agree” and “strongly agree”. Each group of questions
measured a specific aspect or point as follows:

- Trust construct as in questions 1-4

- Perceived ease of use as in questions 5-7

- Price and promotion as in questions 8-11

- Perceived privacy/security as in questions 12-15

- Online reviews as in questions 16-19

- Intentions to book a hotel via online travel intermediaries’ applications as in
questions 20-22
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The previous section enquired hotels customers about their perception concerning
online travel intermediaries. The second section asked customers for demographic
characteristics (i.e., gender, age, income, and education).

Population, Sampling, and Procedures

Questionnaire forms were distributed to a sample of 250 customers who stayed in
five-star hotels and booked these hotels via online travel intermediaries (e.g.,
booking.com and trivago). The data was collected from these hotels with convenience
sampling techniques, in which the researchers choose participants by judgmental
sampling. Two hundred and eight questionnaire forms were valid for statistics use,
representing 83.2 percent response rate.

There are five independent variables, namely: 1) trust, 2) perceived ease of use, 3)
price and promotion, 4) perceived privacy / security, and 5) online reviews. The
impact of such variables is generated on online hotel booking intention. The main
objective of the present study is to determine the effects of the identified stimuli on
online hotel booking intention.

Table 1
Construct measurement and sources
Construct Items Measure Source
Trust TRUL | | feel online booking intermediaries’ | Kim et al.
applications are reliable. (2017)
TRU2 | | think online booking intermediaries
applications will always be credible.
TRU3 | | trust the information provided by these
applications.
I think online travel intermediaries’
TRU4 | applications are honestly concerned about
me.
Perceived PEUL | | believe that learning to make use of hotel | Agag and
Ease of Use online travel intermediaries would be easy. El-Masry
(PEUV) PEUZ2 | | believe that dealing with hotel online travel | (2016)
intermediaries does not need a lot of mental
effort.
PEU3 | I believe that it is not difficult to use online
travel intermediaries to implement my travel
tasks.
Price and | Pl |1 think online travel intermediaries offers | Emir et al.
Promotion reasonably priced the hotel (2016)
P2 | | always check hotel prices through travel
websites to be sure | get the best value.
P3 || enjoy spending time comparing prices
through different websites.
P4 |l think online booking intermediaries present
special packages and promotions distinguish it
Continued
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Perceived PSC1 | I am worried about the privacy of my data
privacy/security throughout any transaction. Kim et al.
PSC2 | The online travel intermediaries implements | (2009);
security standards to protect me. Emir et al.
PSC3 | The thought of booking a room over the | (2016)
application gives me an unwanted feeling of
anxiety.
PSC4 | 1 believe that booking a room over the
application makes me feel psychologically
uncomfortable.
Online reviews | OR1 |1 am more concerned with negative or Zhao
positive reviews when selecting the hotel et al.
OR2 | I am more concerned with hotels that have | (2015);
larger ratings on online applications. Emir et al.
OR3 | A larger volume of online reviews will (2016)
increase my booking intentions
OR4 | The latest reviews can mirror the most
updated performance of the hotel
Intentions to | INT1 | My intentions to book hotel rooms from | Bigné et
book hotel these  online  travel  intermediaries’ | al. (2010);
Online applications are high. Kim et al.
INT2 | I would put into consideration booking hotel | (2012);
rooms from these applications if | were to | Emir et al.
book rooms. (2016)
INT3 | In the future, | plan to book a hotel room
through online travel intermediaries.

Data Analysis

The technique employed was represented in the Structural Equation Modeling (SEM)
technique via using Analysis of Moment Structure (AMOS). AMOS is described as
statistical software and it means analysis of moment structures. It is characterized by
being an added SPSS module, and is used in specific for Structural Equation
Modeling, path analysis, and confirmatory factor analysis. It is also acknowledged as
an analysis of covariance or causal modeling software. Firstly, Confirmatory Factor
Analysis (CFA) was employed to track the measurement model of mobile application
satisfaction. Secondly, Cronbach’s a and composite reliability (CR) were used as well
to test the reliability of the constructs. Thirdly, the maximum likelihood was
employed to measure the causal relationship amongst all variables. Fourthly, the
Mann-Whitney U test and Kruskal-Wallis were used to investigate the distinctions
between customers’ gender, age, Status and income.

Respondents Profile

Table (2) presents the customer profile who participates in the research. It is worth
mentioning that 208 customers contributed to the study; 59.6% of whom were males
and 40.4% were females. About 73.1% of participants’ ages ranged from 21 to 40
years old. Those participants represented most of the customers, followed by 21.6%
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whose ages ranged from 41 to 60 years old, and 2.9% were less than 20 years old.
Meanwhile, 2.4% of the sample ages exceeded 60 years old and 66.3% of all the
samples were single. Moreover, 27.9% of them were married with children. On the
other hand, 5.8% of them were married with no children. The income of most of the
sample (49%) ranged from 4001 to 6000 Egyptian pounds, followed by 30.3% of a
sample whose income is more than 6000 Egyptian pounds. Finally, only 20.7 %
whose income ranged from 2000 to 4000 Egyptian pound.

Table 2
Customers’ profiles (N=208)
Variables | Frequencies | Percentage
Gender
Male 124 59.6
Female 84 40.4
Age
Less than 20 years old 6 2.9
From 21 to 40 years old. 152 73.1
From 41 to 60 years old. 45 21.6
More than 60 years old 5 2.4
Status
Single 138 66.3
Married with children 58 27.9
Married with no children 12 5.8
Income
From L. E 2000 to L. E 4000 43 20.7
From L. E 4001 to L. E 6000 102 49.0
More than L. E 6000 63 30.3

A descriptive analysis of the factors affecting customers’ booking intention

SPSS version 23 was used to analyze the factors affecting hotels customers’ booking
intention through online travel intermediaries’ applications (i.e., 22 items)
descriptively. Twenty-two items were tested by their means and standard deviations.
Table (3) shows that customers were mostly pleased with the hotels booking
application through online travel intermediaries they utilized and the positive effects
of hotels booking software options on the future booking processes, as follows: “I am
more concerned with negative or positive reviews when selecting the hotel.” (M=
4.37); “I am more concerned with hotels which have larger ratings on online
applications.” (4.29); “The latest reviews can mirror the most updated performance of
the hotel” (M= 4.26); “I believe that it is not difficult to use online travel
intermediaries to implement my travel tasks.” (M= 4.18); “I always check hotel prices
through online travel intermediaries’ applications to be sure | get the best value.”
(M=4.18). However, most customers expressed their dissatisfaction with hotels
booking intention through online travel intermediaries as follows: “I believe that
booking room over the application makes me feel psychologically uncomfortable.”
(M =4.39); “I am worried about the privacy of my data throughout any transaction.”
(M = 3.24); “I think online booking intermediaries’ applications will always be
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credible.” (M = 3.40); “I trust the information provided by these applications.” (M=

3.46).
Table 3

A descriptive analysis of the factors affecting customers” intentions in booking hotels

through online applications of travel intermediaries

Items Mean Std.
Deviation
Trust
| feel online booking via travel intermediaries’ applications are | 3.72 .956
reliable
| think online booking intermediaries’ applications will always | 3.40 948
be credible.
| trust the information provided by these applications. 3.46 .889
| think online travel intermediaries’ applications are honestly | 3.65 914
concerned about me.
Perceived Ease of Use (PEU)
| believe that learning to make use of hotel online travel | 4.16 .858
intermediaries would be easy.
| believe that dealing with hotel online travel intermediaries does | 3.87 1.006
not need a lot of mental effort.
| believe that it is not difficult to use online travel intermediaries | 4.18 .801
to implement my travel tasks.
Price and Promotion

I think online booking intermediaries offer reasonable prices for | 3.70 903
the hotel.
I always check hotel prices through online travel intermediaries’ | 4.18 797
applications to be sure | get the best value.
I enjoy spending time comparing prices through different applications. | 3.91 1.015
I think online booking intermediaries present special packages | 4.02 .830
and promotions distinguish it

Perceived privacy/security
| am worried about the privacy of my data throughout any | 3.24 1.116
transaction.
The online travel intermediaries implements security standards to | 4.06 871
protect me.
The thought of booking a room over the application gives me an | 4.15 .809
unwanted feeling of anxiety.
| believe that booking a room over the application makes me feel | 4.39 127
psychologically uncomfortable.

Online reviews
| am more concerned with negative or positive reviews when | 4.37 .661
selecting the hotel
I am more concerned with hotels that have larger ratings on | 4.29 797
online applications.
Continued
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A larger volume of online reviews will increase my booking | 4.13 940
intentions.
The latest reviews can mirror the most updated performance of | 4.26 730
the hotel

Intentions to book hotel online
My intentions to book hotel rooms from these online travel | 3.70 .855
intermediaries’ applications are high.
| would put into consideration booking hotel rooms from these | 3.81 903
applications if | were to book rooms.
In the future, I plan to book a hotel room through an online | 4.00 .851

intermediaries travel application.

Variance Analysis
A statistical analysis of variance between genders in terms of application
satisfaction

The Mann-Whitney U test was used to determine if there is a significant difference
between males (N=124) and females (N=84) in terms of hotels booking intention
through online travel intermediaries’ applications. Furthermore, the mean rank score
is used to determine which group is higher. Table (4) shows this issue. For example,
do females and males vary regarding online hotels booking intention?

As shown in Table (4), it can be noticed that the Mann-Whitney U test revealed no
significant difference between males and females in terms of customers’ perception of
the 21 items regarding hotels booking intention through online travel intermediaries’
applications. Female and male customers had identical perception in terms of hotels
booking intentions through online travel intermediaries’ applications. On the other
hand, the test revealed statistically one significant difference between female and
male customers in terms of online hotels booking intentions items. The results
indicated that male customers had higher agreement and expectations towards “I
believe that it is not difficult to use online travel intermediaries to implement my
travel tasks.” by achieving a higher mean rank score (M=113.84) than female
customers (M= 90.71).

Table 4
The effect of gender variation on the intentions in booking hotels through online
applications of travel intermediaries

Items Gender Mean Rank | Mann-Whitney U | Asymp. Sig. (2-tailed)
TRU1 Male 106.08 5012.5 .627
Female 102.17
TRU?2 Male 107.32 4858.5 .380
Female 100.34
TRU3 Male 104.00 5145.5 .875
Female 105.24
TRUA4 Male 102.05 4904.0 447
Female 108.12
PEU1 Male 108.07 4765.0 .263
Continued
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Female 99.23

PEU?2 Male 111.10 4389.0 .042
Female 94.75

PEU3 Male 113.84 4050.0 .003*
Female 90.71

P1 Male 104.49 5206.5 .997
Female 104.52

p2 Male 104.84 5166.0 914
Female 103.99

P3 Male 104.83 5168.0 .920
Female 104.02

P4 Male 99.08 45355 .094
Female 112.51

PSC1 Male 110.29 4489.5 .079
Female 95.95

PSC2 Male 103.76 5116.5 .818
Female 105.59

PSC3 Male 103.25 5053.5 .695
Female 106.34

PSC4 Male 107.03 4894.0 412
Female 100.76

OR1 Male 106.45 4966.0 .528
Female 101.63

OR2 Male 109.81 4550.0 .092
Female 96.67

OR3 Male 105.13 5130.0 .842
Female 103.57

OR4 Male 106.26 4990.0 578
Female 101.90

INT1 Male 102.13 4914.0 460
Female 108.00

INT2 Male 99.40 4575.0 116
Female 112.04

INT3 Male 102.27 4932.0 .485
Female 107.79

P-value< 0.05= Significant

The variance analysis among age categories regarding the intentions in booking
applications:

The Kruskal-Wallis H test was used in this study to compare the customers’
perceptions among the four age categories regarding hotels booking intentions
through online travel intermediaries’ applications. This is to determine if there is a
significant difference between them. The following table presents this issue.

As shown in Table 5, it can be seen that the Kruskal-Wallis H test revealed ten
significant differences among the age categories (four groups) regarding customers’
intentions in hotels booking through online travel intermediary’s applications in terms
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of “I trust the information provided by these applications”; customers’ ages ranging
from 20 to 40 years old achieved the highest mean rank score (M=110.91). On the
other hand, customers’ ages above 60 years old achieved the lowest score by an
average of (34.60). This means that customers’ ages 20 to 40 had higher agreement
and expectations towards this issue than other groups. Secondly, customers’ ages
ranging from 20 to 40 years old achieved the highest mean rank score (M=108.80)
regarding that “l believe that learning to make use of hotel online travel
intermediaries would be easy.” which means that this group had a higher perception
to learn how to book online easily than other age groups. Thirdly, the results
presented that customers’ ages ranging from 20 to 40 years had a higher perception
towards “I believe that dealing with hotel online travel intermediaries does not need a
lot of mental effort.” (111.14). Fourthly, customers’ ages ranging from 20 to 40 years
old achieved the highest mean rank score (M=108.97) towards “I believe that it is not
difficult to use online travel intermediaries to implement my travel tasks.”. Fifthly,
customers who are less than 20 years old achieved the highest mean rank score
(M=119.00) towards “l always check hotel prices through online travel
intermediaries’ applications to be sure | get the best value.” which means that
customers under 20 years of age are the most people who compare between different
online booking intermediaries’ applications to know the best prices for hotels.
Sixthly, customers’ ages which are less than 20 years old achieved the highest mean
rank score (M=123.33) towards “I believe that booking room over the application
makes me feel psychologically uncomfortable.” This means that booking through
these applications raises their fears and concerns. Seventhly, customers’ ages that are
less than 20 years old achieved the highest mean rank score (M=168.00) towards
“Larger volume of online reviews will increase my booking intentions.” which means
that this category is significantly affected by online reviews than others. Eighthly,
customers who are less than 20 years old achieved the highest mean rank score
(M=163.50) towards “The latest reviews can mirror the most updated performance of
the hotel”. This means that ages under 20 years old have an idea that the online travel
intermediaries’ ratings, which are characterized by their modernity, give an
impression of the current performance to a great extent. Ninthly, customers’ ages less
than 20 years old achieved the highest mean rank score (M=142.67) towards “My
intentions to book hotel rooms from these online travel intermediaries’ applications
are high.”. This means that young people under 20 years of age are most welcome to
book through online travel intermediaries. Finally, customers’ ages which are less
than 20 years old achieved the highest mean rank score (M=136.67) towards “I would
put into consideration booking hotel rooms from these applications if | were to book
rooms.”. This may be because young people are affected by technology and its
modernity, and, hence, online travel intermediaries are their first choice in the case of
booking hotels.
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Table 5
The variance analysis among customer age categories regarding the intentions in
booking hotels through online applications of travel intermediaries

Items age Mean Rank | Chi-Square |Asymp. Sig. (2-tailed)
TRU1 Less than 20 years 121.00
20-40 105.13 10.275 016
41-60 108.86
More than 60 26.30
TRU2 Less than 20 years 101.00
20-40 106.86 6.870 076
41-60 104.18
More than 60 40.00
TRUS3 Less than 20 years 67.00
20-40 110.91 13.516 .004*
41-60 95.60
More than 60 34.60
TRU4 Less than 20 years 102.33
20-40 108.59 5.989 112
41-60 96.86
More than 60 51.70
PEU1 Less than 20 years 82.50
20-40 108.80 17.983 .000*
41-60 104.08
More than 60 3.90
PEU2 Less than 20 years 23.33
20-40 111.14 19.729 .000*
41-60 99.29
More than 60 46.80
PEU3 Less than 20 years 42.17
20-40 108.97 22.889 .000*
41-60 108.18
More than 60 10.40
P1 Less than 20 years 53.00
20-40 108.39 10.204 017
41-60 104.28
More than 60 49.90
P2 Less than 20 years 119.00
20-40 106.68 14.710 .002*
41-60 105.56
More than 60 11.20
P3 Less than 20 years 59.67
20-40 106.78 9.522 .023
41-60 109.28
More than 60 46.10
P4 Less than 20 years 127.00 7.497 .058
20-40 107.59
41-60 97.62
More than 60 45.40
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PSC1 Less than 20 years 86.00 3.003 391
20-40 105.96
41-60 08.22
More than 60 138.80
PSC2 Less than 20 years 117.00 12.117 ..007
20-40 105.51
41-60 108.91
More than 60 19.20
PSC3 Less than 20 years 120.50 7.006 072
20-40 102.23
41-60 115.84
More than 60 52.20
PSC4 Less than 20 years 123.33 16.866 .001*
20-40 104.00
41-60 114.00
More than 60 11.60
OR1 Less than 20 years 160.50 11.356 .010
20-40 102.55
41-60 109.24
More than 60 54.00
OR2 Less than 20 years 157.00 7.593 .055
20-40 102.39
41-60 108.22
More than 60 72.00
OR3 Less than 20 years 168.00 15.048 .002*
20-40 101.43
41-60 112.93
More than 60 45.80
OR4 Less than 20 years 163.50 13.183 .004*
20-40 107.16
41-60 93.33
More than 60 53.40
INT1 Less than 20 years 142.67 13.842 .003*
20-40 103.88
41-60 110.58
More than 60 23.00
INT2 Less than 20 years 136.67 16.990 .001*
20-40 107.88
41-60 99.46
More than 60 8.50
INT3 Less than 20 years 97.50 12.541 .006
20-40 108.74
41-60 100.48
More than 60 20.30

P-value< 0.05= Significant
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The variance analysis among customer social status categories and income groups
regarding the intentions in booking applications:

Table 6 shows that the Kruskal-Wallis H test revealed that there are no significant
differences regarding customer social status except two significant differences among
customer status (three groups) in terms of intentions in hotels booking through online
travel intermediaries’ applications. The results showed that single customers had a
higher perception towards “I trust the information provided by these applications.” (m
= 110.67). This means that single customers trust the information provided in the
online travel intermediaries’ applications more than others. Moreover, married
customers with children achieved the highest mean rank score (M=110.11) towards
“The online travel intermediaries implements security standards to protect me.”. This
means that these customers prefer to use online travel applications more than other
customers because online travel intermediaries have standards to maintain customer
confidentiality and these applications are safe. Meanwhile, as shown in Table 6, it can
be noticed that the Kruskal-Wallis H test did not reveal any substantial differences
between customers’ income whether their income was from 2000 to 4000 L.E, from
4001 to 6000 L.E or more than 6000 L.E regarding online booking intention through
online travel intermediaries’ applications. This may be due to that hotel booking via
online travel intermediaries is not mainly affected by customers’ income.
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Table 6
The variance analysis among customer social status categories and income groups regarding the intentions of booking hotels
through online applications of travel intermediaries:

Items Status Mean Chi-Square| Asymp. Income Mean Rank | Chi- Asymp.
Rank Sig. (2- Square | Sig. (2-
tailed) tailed)
TRU1 Single 104.26 504 T77 2000 to 4000 107.58 329 .848
Married with children 107.15 4001 to 6000 105.13
Married with no children 94.46 More than 6000 101.38
TRU2 Single 102.86 1.330 514 2000 to 4000 105.48 118 943
Married with children 110.76 4001 to 6000 105.34
Married with no children 93.08 More than 6000 102.47
TRU3 Single 110.67 13.893 .001* 2000 to 4000 95.67 1.499 473
Married with children 101.47 4001 to 6000 105.42
Married with no children 48.17 More than 6000 109.04
TRU4 Single 107.39 5.778 .056 2000 to 4000 102.37 077 .962
Married with children 105.47 4001 to 6000 105.03
Married with no children 66.58 More than 6000 105.09
PEU1 Single 107.17 7.871 .020 2000 to 4000 101.92 138 933
Married with children 107.26 4001 to 6000 105.69
Married with no children 60.50 More than 6000 104.34
PEU Single 104.53 7.502 .023 2000 to 4000 113.79 3.341 .188
Married with children 112.93 4001 to 6000 106.89
Married with no children 63.42 More than 6000 94.29
PEU3 Single 105.85 7.783 .020 2000 to 4000 106.83 .826 .662
Married with children 110.17 4001 to 6000 106.81
Married with no children 61.58 More than 6000 99.17
P1 Single 109.51 6.360 .042 2000 to 4000 107.28 443 .801
Married with children 100.16 4001 to 6000 105.73
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Married with no children 67.88 More than 6000 100.61

P2 Single 110.49 10.106 .006 2000 to 4000 105.20 103 .950
Married with children 99.71 4001 to 6000 105.36
Married with no children 58.83 More than 6000 102.63

P3 Single 109.55 3.793 150 2000 to 4000 104.55 .038 981
Married with children 96.89 4001 to 6000 105.17
Married with no children 83.21 More than 6000 103.39

P4 Single 113.44 10.501 .005 2000 to 4000 100.24 .353 .838
Married with children 88.54 4001 to 6000 104.85
Married with no children 78.79 More than 6000 106.83

PSC1 Single 106.86 907 .635 2000 to 4000 108.20 .030 .985
Married with children 98.36 4001 to 6000 104.65
Married with no children 107.08 More than 6000 101.73

PSC2 Single 106.64 10.915 .004* 2000 to 4000 109.28 1.597 450
Married with children 110.11 4001 to 6000 106.55
Married with no children 52.79 More than 6000 97.92

PSC3 Single 101.26 6.143 .046 2000 to 4000 102.92 027 .987
Married with children 117.50 4001 to 6000 104.25
Married with no children 78.92 More than 6000 105.99

PSC4 Single 106.93 3.686 .158 2000 to 4000 106.74 304 .859
Married with children 104.69 4001 to 6000 104.51
Married with no children 75.67 More than 6000 102.95

OR1 Single 103.00 .689 .709 2000 to 4000 110.97 1.070 .586
Married with children 105.66 4001 to 6000 104.61
Married with no children 116.13 More than 6000 99.91

OR2 Single 103.26 237 .888 2000 to 4000 107.98 .284 .868
Married with children 107.47 4001 to 6000 104.48
Married with no children 104.42 More than 6000 102.16
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OR3 Single 104.80 014 .993 2000 to 4000 115.91 2.994 224
Married with children 104.00 4001 to 6000 104.34
Married with no children 103.42 More than 6000 96.98

OR4 Single 110.67 9.362 .009 2000 to 4000 98.85 .755 .686
Married with children 86.08 4001 to 6000 104.48
Married with no children 122.54 More than 6000 108.39

INT1 Single 104.59 5.658 .059 2000 to 4000 110.81 1.087 581
Married with children 111.58 4001 to 6000 105.03
Married with no children 69.21 More than 6000 99.33

INT2 Single 109.64 4.464 107 2000 to 4000 105.37 116 .944
Married with children 97.64 4001 to 6000 105.39
Married with no children 78.50 More than 6000 102.46

INT3 Single 109.37 4.061 131 2000 to 4000 106.52 539 764
Married with children 97.86 4001 to 6000 106.31
Married with no children 80.58 More than 6000 100.18

P-value< 0.05= Significant
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Analysis of Measurement Model

1) Confirmatory factor analysis (CFA)

In this study, a confirmatory factor analysis (CFA) model fit test was done to test the
reliability and validity of the six constructs (i.e., trust, perceived ease of use, price and
promotion, perceived privacy/security, perceived ease of use, online reviews, and
online booking intentions). Table 7 presents the results of the structural model with
factor loading. Given this, not all factors loading is higher than 0.6 which means that
the initial model was not a satisfactory fit. Hence, some modification indices are
necessary before the testing to improve the model fit. More specifically, modification
indices suggested remedies to four items from the research scale (i.e., P3; PSC1;
OR1; OR4) have been deleted to achieve model fit indices).

Table 7
Factor loadings, validity analysis, and reliability test of the measurement model
Code Construct Factor | CR | A |AVE
Loading
Independent Variables
1- Trust .820 |.818]| .534
TRUL1 | | feel online booking intermediary’s .698
applications are reliable.
TRU?2 | | think online booking intermediaries 761
applications will always be credible.
TRUS3 | I trust the information provided by these 810
applications.
I think online travel intermediaries’ .642
TRU4 | applications are honestly concerned about me.
2- Perceived Ease of Use .801 |.800]| .575
PEU1 | I believe that learning to make use of hotel 796
online travel intermediaries would be easy.
PEU2 | I believe that dealing with hotel online travel .685
intermediaries does not need a lot of mental
effort.

PEU3 || believe that it is not difficult to use online travel| .788
intermediaries to implement my travel tasks.

3- Price and Promotion 773 |.770] .533
P1 | I think online booking intermediaries offers 748
reasonably priced the hotel
P2 | I always check hotel prices through travel .650

websites to be sure | get the best value.
P3 | I enjoy spending time comparing prices —
through different websites.

P4 | I think online booking intermediaries present .785
special packages and promotions distinguish it
4- Perceived privacy/security .789 |.778]| .556

PSC1 | I am worried about the privacy of my data | —
throughout any transaction.
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PSC2 | The online travel intermediaries implements .705
security standards to protect me.

PSC3 | The thought of booking a room over the 748
application gives me an unwanted feeling of
anxiety.

PSC4 | | believe that booking a room over the 782
application makes me feel psychologically
uncomfortable.

5- Online reviews .752 |.750| .602

OR1 |1 am more concerned with negative or | —
positive reviews when selecting the hotel

OR2 |1 am more concerned with hotels that have .806
larger ratings on online applications.

OR3 | A larger volume of online reviews will 745
increase my booking intentions

OR4 | The latest reviews can mirror the most —_—
updated performance of the hotel

Dependent Variable

Online booking intentions .785 |.774| .550

INT1 | My intentions to book hotel rooms from these 679
online travel intermediaries’ applications are

high.

INT2 | I would put into consideration booking hotel 755
rooms from these applications if | were to
book rooms.

INT3 | In the future, I plan to book a hotel room 787

through travel websites.

CR = Composite reliability; o = Alpha reliability; AVE = average variance extracted

Results from the model estimate showed that total fit indicators for the good model fit
for the acceptable threshold were achieved, with X2 (51) = 213.835; p < .000, 2/df =
1.07 lower than the acceptable value of 3. According to Nejatian et al. (2011), the
model is well fitted to the evaluation criteria-based data, including GFI, CFI, TLI and
RMSEA. To determine the model fit, at least three indices must be fitted well (Hair et
al., 2010). GF1=0.830 (>.80 Hu and Bentler, 1999). IFI= 0.905, TLI=0.920 and CFI=
0.940 indicating model Good Fit, within the upper threshold of > .90 (Tucker and
Lewis 1973; Hu and Bentler, 1999). RMSEA = 0.069 (<0.08, Hair et al., 2010;
Arbuckle, 2011).

123|Page
https://jaauth.journals.ekb.eq/



https://jaauth.journals.ekb.eg/
https://jaauth.journals.ekb.eg/
https://jaauth.journals.ekb.eg/

Hany E.Mohamed and Fatma Abdelaal (JAAUTH), Vol. 21 No. 3, (December2021), pp.101-134.

&3 - TRUT .
&3 - TRUZ2 e
€2 TRU3 -6 i
1
&7 TRU4
&) 1 PEU1 79
o ! PEUZ =
;
€D PEUS
&1 | P11 | 74
&1 —
=
.
CE> | P4 |
1 53
©28 PSC2 70
@D . PSC3 T
55 ! Psc4
€1 : [ ORZ 50
) T
I> L
5 . TNT1 &7
653 ! TNT2 =
p
5 INT3

Figure.2. CFA of Latent Variable Construct of the Final Model

Reliability, Convergent validity and Discriminant validity

To test the reliability, table 7 as shown above presents the results of CFA which
showed that the lowest value of CR and Cronbach’s a for all the constructs was 0.75,
which exceeded the minimum acceptable value of 0.70 (Pallant, 2005), proving that
data are reliable. Similarly, to test the convergent validity, CR and AVE were used.
Correspondingly, to test the discriminant validity, MSV and ASV were used.
Convergent Validity with the indices of CR and AVE exceeded the minimum
acceptable level representing good convergent validity. On the other hand, The AVE
of each study construct was larger than the squared correlation for the two constructs,
showing good discriminant validity (see Table 8). This means that the measures are
satisfactorily cohesive, and there are several common convergence points (Hair et al.,
2010).

Table 8
Discriminant Validity for the Measurement Model
Variables TRU|PEU| P |PSC| OR | INT

Trust 534
Perceived Ease of Use 327 | .575
Price and Promotion 412 | 484 | .533
Perceived privacy/security .304 | .355 | .508 | .556
Online reviews 032 | .106 | .123 | .337 | .602
Online booking intentions 283 | .279 | .378 | 512 | .109 | .550
Note: The bold values along the diagonal line are the AVE values for the constructs,
and the other values are the squared multiple correlations for each pair of constructs
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Structural model and Hypotheses testing

The hypothesized relationships

In view of the above, the hypothesized relationships were tested using standardized
path coefficients () as shown in table 9. Overall, the structural model achieved
acceptable fit (2 = 141.219, df = 10, p < 0.01, CFI = 0.936, RMSEA = 0.036) (Hair
et al., 2010). These estimates can be described as two factors (i.e., price and
promotion and online reviews) are positively strong since its Absolute t-value > 3.29,
p< 0.001. The results showed that perceived ease of use, price and promotion,
perceived privacy/security, and online reviews positively affected customers' online
booking intention, supported H2 ( = .200; t-value = 2.655), H3 (B = .422; t-value =
5.040), H4 (B = .088; t-value = 2.059) and H5 (B = .032; t-value = 3.442),
respectively. Meanwhile, trust did not have any effect on customers' intention to book
online; this is contrary to the assumption that customers who trusted well in online
website will raise their intention to book online (Reject H1).

Table 9
Standardized Parameter Estimates of the Structural Model
H Path Beta t-values Results
coefficients (1
H1 | Trust — | Online booking .072 .950 Rejected
intentions
H2 | Perceived Ease | s} Online booking .200 2.655** | Supported
of Use intentions
H3 | Price and — 5| Online booking 422 5.040*** | Supported
Promotion intentions
H4 | Perceived >| Online booking .088 2.059* | Supported
privacy/security intentions
H5 | Online reviews 5| Online booking .032 3.442*** | Supported
intentions

*Absolute t-value > 1.96, p< 0.05; **Absolute t-value > 2.58, p< 0.01; ***Absolute t-value > 3.29, p< 0.001.

Discussion, Implications, and Conclusion

This study explores the customers’ perception regarding factors influencing hotel
booking intentions via online hotel intermediaries’ applications through examining
the effect of trust, perceived ease of use, price and promotion, perceived
privacy/security, online reviews on customers’ intentions to book rooms online in
Egyptian hotels. Furthermore, this paper shows and tests an adapted model that is
composed of five hypotheses. The result of the study concluded that four hypotheses
were supported and corresponded with analogous results in several studies as
mentioned above.

Regarding trusting online travel intermediaries, the results of this research revealed
that there is no significant relationship between trust and online booking intention.
This is probably because most customers do not have enough experience to deal with
these sites for their modernity, and, thus, those sites have not been trusted before, and
it is possible to try to make a reservation through it without trust at the first time. For
this reason, the H1 model is not supported. These findings differ from those of
Alsajjan and Dennis (2010) who both found that trust lays an impact upon consumers’
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attitudes and intention to book rooms online. Consumers who trust online travel
intermediaries’ sites will have a positive attitude towards them and are more likely to
rebook. Moreover, Kim et al. (2012) mentioned that when consumers trust online
travel intermediaries, they tend to exert less effort to look for information about hotels
and to compare between them. Lack of trust can cause consumers to evade online
booking (Wu and Chang, 2005).

The findings of this paper presented considerable relationship of perceived ease of use
regarding online intermediaries and intentions to book a hotel online. Therefore, it
can be said that the ease of use of any application and site for booking hotels online
raises customers’ intentions to book through such sites or applications. Consequently,
online travel intermediaries should design websites and applications that are easy to
be used by their customers of different ages and this will affect their use and
reservation of hotels. For this reason, the H2 model is supported. These results are
like the study of Consult (2002) who indicated that perceived ease of use is referred to
as the capability of respondents to try to use creative technology where they could
assess its benefits effortlessly. It has been acknowledged as a significant element to
change consumers’ attitude and behavioral intentions and start the acceptance of
technology usage amongst consumers (Cho and Sagynov, 2015).

With regards to price and promotion, the results of this research presented that there is
a significant relationship between price, promotion and intentions to book a hotel
online. This is probably due to that most of the travel intermediaries’ applications rely
on discounts to attract customers and make special price packages to motivate their
customers to book through them, in addition to making promotional campaigns by
offering several days with competitive prices through travel intermediaries.
Moreover, hotels have recently relied on online travel intermediaries to sell their hotel
rooms, especially after the Corona pandemic period, by reducing their prices through
these applications, particularly after the occupancy rates have dropped due to the
conditions of the Corona pandemic. Therefore, we find that the third hypothesis is
supported. These findings agree with those of Law et al. (2007) who stated that online
travel intermediaries are recognized by customers as offering a variety of choices at
low prices. They are considered by many as the dominant choice when it comes to
making travel arrangements as well as Pham and Ahammad (2017) who mentioned
that the existence of online information allows customers to compare the benefits and
prices of the product and services provided through the internet before making a
purchase decision. Therefore, online businesses need to have a high perceived value,
comparison between the benefits and sacrifices to obtain a product.

The study focuses on the significance of perceived privacy/security regarding online
travel intermediaries. The results confirm the positive effect of perceived
privacy/security online booking intentions, supporting H4. Perceived privacy/security
is the most important issue for customer due to that personal and family data is
significant to customers and it must be confidential, in addition to the privacy of bank
accounts, especially since those applications accept payment by credit cards.
Therefore, customers’ intentions of online booking depend largely on maintaining the
privacy and perceived security. These results are like the study of Tan (2015) when
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they indicated that online travel intermediaries’ applications should confirm that all
the customers’ personal information can only be reached by official personnel and
customers’ privacy should be sustained. When customers trust hotel booking
applications, they will have a greater intention to adopt online booking.

The research emphasizes significance of online reviews. The results confirm the
positive effect of online reviews on online booking intentions, supporting H5. Online
review is one of the most important factors that affect booking intentions, especially
since customers can access comments easily on these applications. Hence, hotels are
forced to improve their quality to increase their rating on online travel intermediaries’
applications, because online travel intermediaries put rating with stars for each hotel.
The customer can review all the comments for the desired hotel and choose the ideal
deal, and thus the research summarized those online reviews are one of the most
important influences that affect the intention to book. Moreover, due to the conditions
of the Covid-19 pandemic these applications provide a special evaluation for hotels
that apply precautionary measures. These results are consistent with the study of
Jeong and Jeon (2008) who stated that hotel customers provide their ratings and
reviews relying on their individual experience, contentment, and reconsider their
intention. To a great extent, this affects how potential consumers understand the
suggested product, and, thus, influences decision-making. Similarly, Hua (2016) added
that the suggestions about products or services can be negative or positive. In
addition, online comments offer pleasant and trustworthy and new data. Star ratings
of hotels are defined relying on the value of the hotel. It is one of the guidelines that
hotel customers can use to select the chosen hotel and book the room.

Hence, it may be deduced that the study in hand attempts to confirm that if hotels
ignore using online travel intermediaries, this may weaken hotels marketing and lead
to losing more customers who use these applications. Hence, this causes failure in
creating revenues. Designing online travel intermediaries’ applications and sites
characterized by speed, efficiency, privacy, and ease of use is considered a good
investment and generates more business for hotels which ultimately promotes their
growth. On the other hand, online travel intermediaries help in making appropriate
rating after visiting hotels; this rating is left in these applications as a benefit to other
customers because the hotels can enhance their service quality to improve their
ratings via customers’ ratings on these applications. Moreover, designing trustworthy
online travel intermediaries’ applications - which display photos of hotels in addition
to presenting comments for customers who have visited the hotel before - can raise
new customers’ expectations and intentions in booking and in taking decisions. Many
managers understand the importance of online travel intermediaries, and,
consequently, hotel managers may benefit from knowing the most factors influencing
online booking intentions. In addition, putting new marketing strategies depends on
online travel intermediaries to raise their occupancy percentage and make a
competitive advantage. Furthermore, hotel managers may employ the results of this
study to gain new approaches which could be useful during implementing marketing
strategies. These strategies depend on online booking applications and effectively
increase customers’ intentions to book continuously through these applications.
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Limitation and Suggestions for Future Research

This study involves diverse limitations. First, this study utilized only online-
questionnaires which were distributed to customers because of the Covid-19
pandemic. Further study could also use qualitative method to do more interviews with
restaurants’ customers to identify the customers’ expectations and perception of
online food delivery applications (FDAS) and how they make decisions at restaurants
in Egypt during the covid-19 pandemic period. Second, the existing study
investigated the effect of 19 independent variables on one dependent variable, namely
customer’s intentions to book hotels online. Moderator variables should be added to
find out the relationship between the factors of independent variables which influence
the purchasing decisions (FDAS) to give a clearer understanding of such relationship.
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