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ABSTRACT 
 

Rapid advancement in ICT has led to a more challenging competition among 
hoteliers. Since information can now be obtained anywhere at any time by anyone 
with just a finger tap, hoteliers need to ensure their hotel booking websites are 
more interactive than ever before. The present study aims to investigate the 
influence of perceived website interactivity on perceived usefulness and 
consequently the effect of perceived usefulness towards online hotel booking 
intention. The data were collected through an online survey from 98 hotel 
customers in Malaysia and analyzed using Partial Least Squares - Structural 
Equation Modeling (PLS-SEM) techniques. The results show that perceived 
website interactivity has a significant positive influence on perceived usefulness. 
Consequently, perceived usefulness also has a positive influence on online 
booking intention. Mediation tests also confirm that perceived usefulness 
mediates the relationship between perceived website interactivity and online hotel 
booking intention. Therefore, hoteliers need to ensure interactive website features 
are appropriately used to meet customer needs and preferences to encourage 
direct booking through the hotel official website. However, the present study does 
not examine the role of any moderating variable as part of the model. Hence, 
future researchers are recommended to examine the moderating role of habit and 
technology readiness in understanding e-commerce adoption. 
 

Keywords: Online hotel booking; Perceived interactivity; Perceived usefulness; 
Technology Acceptance Model, SmartPLS 

 
 

INTRODUCTION 
 

Statistics show that there has been an increase in the number of tourists 
using the online booking platform to book travel packages, accommodation, flight 
tickets, and rental car services (Bilgihan & Bujisic, 2015). For example, 57% 
booking tour packages are made via online bookings, and 65.4% of them are 
made via the hotel brand website (Statistic Brain, 2016). Because of that, 
hospitality researchers have devoted considerable attention to developing and 
testing models of online booking (Abdullah, Jayaraman, & Kamal, 2016; Emir et 
al., 2016; Marzuki et al., 2016; Radzi et al., 2016). Previous studies have 
addressed several factors influencing online hotel booking intention: 1) information 
quality (Emir et al., 2016; Rodzi et al., 2016), 2), perceived ease of use (Ujang et 
al., 2016), and 3) perceived interactivity (Abdullah et al., 2016; Emir et al., 2016; 
Marzuki et al., 2016). Even though the direct effect of perceived website 
interactivity on online hotel booking intention has been discussed in several 
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conceptual papers, empirical research investigating the role of perceived 
usefulness in mediating the relationship between these two constructs is scarce. 
Research investigating on these issues is important because the use of advanced 
website features and attributes in developing hotel booking website has made the 
website becoming more complex and complicated for usage, especially among 
customers who are not technology savvy. Furthermore, previous empirical 
research has focused primarily on direct effect. Very little research has been 
carried out to examine the indirect effect of perceived website interactivity on 
online booking intention. Theoretically, by examining the indirect effect, 
researchers will be able to understand the reasons why perceived website 
interactivity is so important in influencing online hotel booking intention. Therefore, 
the present study aims to investigate the influence of perceived website 
interactivity on online hotel booking intention, mediated by perceived usefulness. 

 
 

LITERATURE REVIEW 
 

Online Booking 
 

Online booking refers to the reservation for services made over the Internet 
(Abdullah, Jayaraman, Shariff, Bahari, & Nor, 2017). Hoteliers deploy online 
booking channel to minimize costs and to provide convenient service to travellers.  
The typical online booking platforms include hotel websites, online travel agency 
(OTA) websites, and airline websites. Hospitality scholars have found several 
factors affecting the customer adoption of online booking platform. Besides, by 
deploying appropriate online booking technology and implementation strategy, the 
online booking rate could be increased (Carlson Wagonlit Travel, 2011). For 
instance, other than booking facility deployed for a desktop computer, online 
booking apps on the mobile phone or other portable devices with wireless 
networks may also be used to purchase airline tickets or other tourism products 
as well as to reserve hotel accommodations (Yang, Chu, & Yang, 2006). Due to 
the convenience for checking information, making inquiries, and making 
reservations online, the adoption of online booking technology by service 
providers and customers in the hospitality industry has increased recently 
(Carlson Wagonlit Travel, 2011). 

 
 

Technology Acceptance Model (TAM) 
 

Many theories have been developed, tested and modified to understand 
technology adoption. One of the widely applied technology adoption theory is the 
Technology Acceptance Model (Davis, 1989). Technology Acceptance Model 
(TAM) originates from the Theory of Reasoned Actions (TRA) (Ajzen & Fishbein, 
1975). Theory of Reasoned Actions states that a person's belief can influence 
someone’s attitude, and consequently intentional as well as actual behaviour ( 

 
Figure 1). The linear relationships among attitude, intention, and behaviour 

have been used to developed TAM. Technology Acceptance Model proposes 
several relationships among external variables and perceived ease of use (PEU), 
perceived usefulness (PU), attitudes (A) and behavioural intention (BI) toward the 
user adoption of technology (Figure 2). Based on the Technology Acceptance 
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Model, perceived usefulness and perceived ease of use are two major constructs 
to predict technology acceptance behaviour. Perceived usefulness is defined as 
“the degree to which a person believes that using a particular system would 
enhance his or her job performance (Davis, 1989, p.320). In the context of the 
present study, the outcome of adopting the online hotel booking technology could 
be getting a better choice, better price and better offer compared to offline booking 
channels (Özbek, Günalan, Koç, Şahin, & Kaş, 2015). Perceived ease of use, on 
the other hand, is defined as “the degree to which a person believes that using a 
particular system would be free from effort” (Davis, 1989, p.320). In online booking 
context, PEU refers to less effort in comparison to another alternative. According 
to the Technology Acceptance Model, an individuals’ intentions can be used to 
predict his or her technology adoption. In the present study, perceived usefulness 
is used as a mediating variable in between perceived website interactivity and 
online hotel booking intention. 

 
 

 
 

Figure 1 : Theory of Reasoned Action 

 

 
 

Figure 2 : Technology Acceptance Model 
 
 

CONCEPTUAL MODEL AND HYPOTHESES 
 

The present study reported some partial results of a more complex model 
of online hotel booking website adoption (Figure 3). The theoretical model 
presented in this study is expected to explain why hotel customers have the 
intention or do not have the intention to use or not to use online booking 
technology such as hotel booking website to book for hotel accommodation. Due 
to the advancement of the Internet and online booking technology, demand for 
more interactive hotel website has increased. Previously, customers merely 
browse hotel website to search for hotel information provided by the hoteliers but 
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today customers typically search hotel review from experienced customers 
(Casaló, Flavián, Guinalíu, & Ekinci, 2015). Besides, many hotel customers prefer 
to customize their own hotel stay experience. So they need hotel websites that 
can allow them to customize their accommodation like location of the room (e.g. 
high floor or low floor, sea view or garden view, smoking room or non-smoking 
room, etc.), type of bed (king size, queen, double-double, twin, etc.) and room 
package (with or without breakfast) (Kabadayi & Gupta, 2011). Because of that, 
hotel booking websites need to be more interactive than ever before. 

 

 
 

Figure 3 : Conceptual model 
 
 

Perceived Website Interactivity 
 

According to Steuer (1992), perceived interactivity is defined as “the extent 
to which users can participate in modifying the form or content of a website in real 
time”. Interactivity allows Internet users to interact in real-time in two ways 
between them and service providers. There are several studies that support the 
link between perceived interactivity with TAM's constructs (Coursaris & Sung, 
2012; Lee, Fiore, & Kim, 2006). For example, the image interactivity of a website 
has a positive impact on the perceived ease of use and perceived usefulness (Lee 
et al., 2006). In the context of mobile websites, the study found that there was a 
positive relationship between the level of web interactivity with perceived ease of 
use and perceived usefulness (Coursaris & Sung, 2012). Similarly, studies in 
social networking sites (SNS), Pai and Yeh (2014) also found positive effects on 
interactivity on perceived ease of use and perceived usefulness. Based on the 
results of these studies, we believe that the perceived interactivity of a hotel 
website can influence the desire of users to do online booking if interactive 
features of the website are useful to them. Thus, the following hypotheses are 
developed: 

 

Hypothesis 1. Perceived website interactivity has a positive influence on online 
hotel booking intention. 
Hypothesis 2. Perceived website interactivity has a positive influence on perceived 
usefulness. 
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Perceived Usefulness 
 

According to the Technology Acceptance Model, users’ intentional 
behaviour to use a technology is influenced by their perception towards the 
technology’s ease of use and usefulness (Özbek et al., 2015). Perceived 
usefulness is defined as “the degree to which a person believes that using a 
particular system would enhance his or her job performance”(Davis, 1989, p.320). 
The Technology Acceptance Model states that perceived usefulness influences 
on behavioural intention. This theory is supported by numerous recent studies 
(Abdullah et al., 2017). For instance, consumer of online health services 
highlighted the importance of perceived usefulness both at the initial and later 
stages of technology usage (Mou, Shin, & Cohen, 2016). Buaprommee and 
Polyorat (2016) reported that perceived usefulness has a significant impact on 
consumers’ intention to purchase traceable meat. In another study, both perceived 
ease of use and perceived usefulness influence student’s behavioural intention to 
adopt the e-portfolio (Abdullah, Ward, & Ahmed, 2016). 

 

In the context of online booking, perceived usefulness refers to the Internet 
users feeling that using online booking is useful in making online reservations or 
online payments. Perceived usefulness can be one of the determinants to predict 
whether or not they will use online booking (Agag & El-Masry, 2016; Kucukusta, 
Law, Besbes, & Legoherel, 2015; Özbek et al., 2015). The effect of perceived 
usefulness of the online booking technology on usage intention is more than the 
effect of perceived ease of use (Kucukusta et al., 2015). Thus, the scholar 
suggested that functionality, efficiency and effectiveness of the online booking 
technology are more important than its ease of use. In contrast, perceived ease of 
use has no significant effect on perceived usefulness (Pai & Yeh, 2014). Hence, 
we offer the following hypotheses: 

 
 

Hypothesis 3.Perceived usefulness has a positive influence on online hotel 
booking intention. 
Hypothesis 4.Perceived usefulness mediates the relationship between perceived 
website interactivity and online hotel booking intention. 

 
 

RESEARCH METHOD 
 

Sampling method 
 

In the present study, the target population was adult hotel guests. 
Respondents were solicited from three different hotel market segments including 
limited-service (4 hotels), mid-priced (4 hotels) and upscale (4 hotels). The 
sampling frame includes the hotel guests who stayed in several preselected hotels 
located in major cities of Peninsular Malaysia inclusive of Kuala Lumpur 
(representing centre region), Johor Bahru (representing South region), 
Georgetown (representing North region), and Kuala Terengganu (representing 
East Coast region). The sampling frame selection criteria include 1) hotels guests 
with age of 18 years old or older, and 2) hotel guests who had visited any hotel 
website in the past 12 months. In this study, the respondents were selected using 
purposive sampling procedures. Participants were intercepted at the hotel lobby 
and they were invited to participate in the study by completing a structured self-
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administered questionnaire. The minimum sample size requirement for the 
present study was determined using Gpower software version 3.1 (Faul, Erdfelder, 
Buchner, & Lang, 2009). A priori power analysis was run to achieve a medium 
effect size of 0.15 and a power of 0.80 (Cohen, 1992). Since the model has a 
maximum of 2 predictors (pointing toward endogenous variable), the minimum 
sample size required to test this model was 107. Therefore, it was planned to 
collect data equal to or slightly larger than the minimum sample size required. 

 
 

Measures 
 

The questionnaire was designed based on multiple item measurement 
scales adapted from previous studies. The survey questionnaires included a cover 
letter to tell respondents the purpose of the study. The questionnaire consisted of 
three sections: 1) two filtering questions to identify qualified respondents, 2) four 
questions on perceived website interactivity, four questions on perceived 
usefulness, and three questions on hotel booking intention, and 3) six questions 
asking about demographic profile of the respondents including gender, age group, 
education, employment, monthly gross income, and race group. In the second 
section, a 7-point Likert-type scale was used where 1 means “strongly disagree” 
and 7 mean “strongly agree.” Items for perceived website interactivity were 
adapted from Wu (2005). Items for perceived usefulness were adapted from 
Koufaris, (2002), and finally items for online hotel booking intention was adapted 
from Wang, Law, Guillet, Hung, and Fong (2015). Prior to the final survey, the 
questionnaires were reviewed by two academic scholars in hospitality 
management to establish content validity. Besides, the structured self-
administered questionnaire was pretested as a pilot study. No issue was found in 
relation to validity and reliability of the items, as well as the length of the 
instrument. Thus, the final version of the survey questionnaire was administrated 
without any modifications. 

 
 

Data Collection Procedures 
 

Data was collected using an intercept survey procedure through a self-
administered questionnaire. The respondents were approached in the lobby area 
of selected hotels. They were invited to participate in the survey and informed that 
their participation was on a voluntary basis. Thus, they could refuse to participate 
or withdraw from the study at any time. Once they have agreed to participate in 
the survey, they were given a brief explanation of the study. Out of 213 hotel 
customers approached at the hotel lobby, 161 were interested to participate in the 
survey. Out of that number of respondents, 152 usable responses were analyzed. 
44.1% of the respondents were male and 55.9% were female. Majority of the 
respondents were aged between 36 and 45 years (34.9%). 37.5% of the 
respondents have a bachelor degree. Out of the 152 respondents, 71 (46.7%) of 
them were employed and 135 (88.8%) had a monthly gross income below 
RM10,000. Finally, 54.6% of the respondents were Malay, 27% were Chinese, 
14.5% were Indian, and 3.9% from other race groups. The study data was 
collected over a period of three months and a detailed profile of the respondents 
is summarized in Table 1. 
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Table 1 : Summary of respondents’ profile (n=152) 

Demographic variables Categories Frequency Percentage (%) 

Gender Male 67 44.1 
 Female 85 55.9 

 Total 152 100.0 

Age 18 years and below 0 0.0 
 19 to 25 years 45 29.6 
 26 to 35 years 40 26.3 
 36 to 45 years 53 34.9 
 46 to 55 years 10 6.6 
 56 years and above 4 2.6 

 Total 152 100.0 

Education Secondary school 22 14.5 
 Certificate/Diploma 46 30.3 
 Bachelor degree 57 37.5 
 Master degree 19 12.5 
 Doctorate degree 4 2.6 
 Others 4 2.6 

 Total 152 100 

Employment Student 8 5.3 
 Employed 71 46.7 
 Self-employed 24 15.8 
 Professional 35 23.0 
 Unemployed 0 0.0 
 Others 14 9.2 

 Total 152 100 

Monthly gross income Less than RM2,500 64 42.1 
 RM2,501 – RM5,000 43 28.3 
 RM5,001 – RM10,000 28 18.4 
 RM10,001 – 

RM20,000 
5 3.3 

 RM20,001 – 
RM35,000 

8 5.3 

 RM35,001 and above 4 2.6 

 Total 152 100 

Race group Malay 83 54.6 
 Chinese 41 27.0 
 Indian 22 14.5 
 Others 6 3.9 

 Total 152 100 

 
 

RESULTS 
 

Measurement Model Estimation 
 

The research hypotheses were tested using a Partial Least Squares (PLS) 
approach (Hair, Hult, Ringle, & Sarstedt, 2017). SmartPLS software version 3.2.6 
was used. First, the measurement model for all constructs was examined for 
reliability, convergent validity, and discriminant validity. Table 2 presents the 
results of the measurement model. It was found that all item loadings were higher 
than the threshold level of 0.7 (Hair et al., 2017). The average variance extracted 
(AVE) of all constructs exceeded the threshold value of 0.5. The composite 
reliability (CR) were all higher than 0.7 (Hair et al., 2017). Therefore, convergent 
validity is established. 
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Table 2 : Measurement model assessment 

Construct Item Loading AVE CR 

Online Hotel Booking Intention 
(OHBI) 

OHBI1 0.804 0.713 0.881 

 OHBI2 0.865   
 OHBI3 0.862   
Perceived Usefulness (PU) PU1 0.839 0.725 0.913 
 PU2 0.849   
 PU3 0.844   
 PU4 0.874   
Perceived Website Interactivity 
(PWI) 

PWI3 0.827 0.748 0.856 

 PWI4 0.901   

Note: AVE = Average Variance Extracted, CR = Composite Reliability 
 
 

Table 3 shows the test results for discriminant validity. According to Fornell 
and Larcker (2016), the AVE of each construct should be higher than the 
correlation between it and any other constructs in the model. Since all constructs 
meet this criterion, the discriminant validity is established. 

 
 

Table 3 : Discriminant validity (Fornell-Larcker criterion) 

Construct OHBI PU PWI 

Online Hotel Booking Intention (OHBI) 0.844   
Perceived Usefulness (PU) 0.053 0.851  
Perceived Website Interactivity (PWI) 0.151 0.319 0.864 

Note: Values in the diagonal are the square root of AVEs while the off-diagonals are squared 
correlations 

 
 

Another test of discriminant validity is cross-loadings (Hair et al., 2017). The 
scholars suggested that the loadings of each item (measured variables) should be 
higher than the cross-loadings by at least 0.1. The study results show that the 
loadings of all constructs satisfy this criterion (Table 4). As such, we can conclude 
that discriminant validity is established. 

 
 

Table 4 : Discriminant validity (cross-loadings) 

Item OHBI PU PWI 

OHBI1 0.804 0.302 0.302 
OHBI2 0.865 0.362 0.462 
OHBI3 0.862 0.450 0.508 
PU1 0.444 0.839 0.519 
PU2 0.420 0.849 0.431 
PU3 0.314 0.844 0.472 
PU4 0.343 0.874 0.496 
PWI3 0.410 0.400 0.827 
PWI4 0.483 0.561 0.901 

 
 

Structural Model Estimation 
 

Following the bootstrapping procedure (Hair et al., 2017), the structural 
model estimation was carried out using 5,000 resamples to determine the t-values. 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 

 

53 
 
 

Figure 4 illustrates the structural model estimation and Table 5 shows the results 
of the hypothesis testing. The result shows a positive relationship (β = 0.388, p< 
0.001) between Perceived Website Interactivity (PWI) and Online Hotel Booking 
Intention (OHBI). PWI was also positively related (β= 0.565, p< 0.001) to 
Perceived Usefulness (PU) explaining 31.9% variance. Furthermore, PU also has 
positive relationship (β = 0.231, p< 0.01) with OHBI. Hence, all hypotheses 
estimating the direct effects represented by H1, H2 and H3 were supported. To 
test the indirect effect (H4), the Preacher and Hayes (2004, 2008) method of 
bootstrapping was used. The result of the bootstrapping analysis showed that the 
indirect effect β = 0.131 (0.565*0.231) was significant with a t-value of 2.616. 
Besides, as indicated by Preacher and Hayes (2008), the indirect effect 0.131, 
95% Boot CI: [LL = 0.058, UL = 0.220] does not straddle a 0 in between indicating 
there is mediation. Therefore, it can be concluded that the mediation effect is 
statistically significant, suggesting that H4 was also supported. 

 

 
Figure 4 : Results of structural model estimation 

 
 

Table 5 : Results of the hypotheses testing 
Hypotheses Relationship Std. Beta Std. Error t-value Decision 

H1 PWI → OHBI 0.388 0.087 4.444*** Supported 
      
H2 PWI → PU 0.565 0.073 7.767*** Supported 
      
H3 PU → OHBI 0.231 0.079 2.936** Supported 
      
H4 PWI → PU → OHBI 0.131 0.050 2.616** Supported 

Note: *p<0.05, **p<0.01, ***p<0.001 
 
 

DISCUSSION 
 

The aim of the present research was to investigate the influence of 
perceived interactivity on perceived usefulness and subsequently the influence of 
perceived usefulness on online hotel booking intention among hotel customers. 
Besides, the role of perceived usefulness in mediating the relationship between 
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perceived interactivity and online hotel booking intention was also examined. The 
result of SEM analysis revealed that all hypothesized relationships were 
supported. Perceived interactivity was found to have a positive influence on 
perceived usefulness and online hotel booking intention. It was consistent with the 
work of Coursaris and Sung (2012), stating that perceived mobile website 
interactivity has positive effects on perceived usefulness and mobile website’s 
usage intention. Theoretically, the present finding contributes to the existing body 
of knowledge by re-examining the role of perceived interactivity in relation to 
TAM’s variables but this time, in the context of online hotel booking. The present 
study revealed that hotel customers’ perception of the interactivity of the hotel 
website they have visited influence their perception on both the usefulness of the 
website and their intention to book hotel accommodation on the website. From the 
practical perspective, the present findings suggest that hoteliers who are adopting 
online booking technology need to develop not only websites with many interactive 
features but the website features must be useful to the website users. Thus, 
practitioners need to examine how their customers use their website from time to 
time. Website features that are not frequently used by customers may be replaced 
with more useful features. For instance, if hotel customers are not interested to 
watch online video, it can be replaced with 360-degree or 3D images to exhibit the 
hotel properties and facilities. The result also indicated that perceived website 
usefulness has a positive influence on online hotel booking intention. The result 
was consistent with the result of the recent studies, stating that the perceived 
usefulness of the Internet is influential in forming Internet users’ purchase intention 
(Kucukusta et al., 2015). This finding confirmed the well-established relationship 
between among TAM variables in the context of online booking. Therefore, 
hoteliers need to periodically monitor website usage behaviour among their 
customers to identify any website features that are not well utilized. The more 
popular website features like online review section, chatbot, and high-resolution 
images need to be made available to enhance the website usefulness and 
consequently stimulate booking intention. The present research also investigated 
the role of perceived usefulness in mediating the relationship between perceived 
website interactivity and online hotel booking intention. The result indicated that 
perceived usefulness significantly mediates this relationship. Thus, it can be 
posited that customers’ perception of the website’s interactivity will only influence 
usage intention if only they perceived it as useful to them.  

 
 

CONCLUSION AND RECOMMENDATION 
 

The present study concludes that perceived website interactivity positively 
influences both perceived usefulness of the hotel booking website and the 
customers’ online hotel booking intention. In addition, while the perceived 
usefulness of a hotel booking website positively influences online hotel booking 
intention, the construct also mediates the relationship between perceived website 
interactivity and online hotel booking intention. However, the present study does 
not measure any moderating effect that could influence these relationships. 
Hence, future studies may consider the role of moderating variables such as habit 
and technology readiness of the website users. 
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