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ABSTRACT

Despite the growing importance of the use of the Internet as a marketing tool in the hotel
industry, the factors that affect the adoption of Internet and Web based marketing
activities IWMA) by the hotel industry have not yet been fully investigated. There have
been no comprehensive studies about the facilitating and inhibiting factors that
distinguish the differences between Thai and Australian hotels in their adoption and diffusion
of IWMA. Therefore, the aim of this study was to make an effort to fill this gap by
investigating factors affecting the successful adoption of IWMA in Thai and Australian
hotels. Furthermore, a specific aim was to develop a conceptual model for the successful

adoption and diffusion of IWMA by Thai and Australian hotels.

To investigate the factors affecting the adoption of IWMA, the analysis of hotel Web
sites, a questionnaire survey of hotels and a series of confirming interviews of hotel
managers were employed. Data were gathered from hotels located in three cities in
Australia (Sydney, Melbourne and Brisbane) and in three provinces in Thailand
(Bangkok, Phuket and Chiang Mai). For this study, the research process was conducted in
three stages.

The first stage was an evaluation of the features and customers’ information needs
provided on a total of 206 Web sites including 107 Thai hotel Web sites and 99
Australian hotel Web sites. Descriptive statistics and the Chi-square test were used to
analyse the differences in the features and customers’ information needs provided on the
hotel Web pages between Thai and Australian hotels. For the second stage, a
quantitative survey methodology was used to test the model for the adoption of IWMA
by Thai and Australian hotels. Data collected from the questionnaire survey of 143
Australian hotels and 152 Thai hotels were analysed and the hypotheses specific to the
main model were tested using four statistical methods: multivariate analysis of variance
(MANOVA); one-way analysis of variance (ANOVA); discriminant function analysis
(DFA); and independent sample - test. In the last stage, confirming interviews with eight
senior hotel managers in both Thailand and Australia were conducted to provide detailed
explanatory information to support the findings from the quantitative questionnaire

survey.



The findings from the first stage indicate that Australian hotel Web sites provided a
greater variety of features and information that met customers’ needs than Thai hotel
Web sites. The findings from the second stage are in line with technological innovation
theories that organisational, technological innovation and environmental factors can
influence innovation adoption in an organisation. For Thai hotels, organisational factors
with regard to size of hotel and organisational readiness, technological innovation
factors with regard to perceive benefits and compatibility and environmental factors with
regard to customers power and level of government support had a significant effect on
their adoption of IWMA. For Australian hotels, the findings indicate that 1)
organisational factors with regard to size of hotel, top management support, CEO'’s
attitude and CEO'’s IS knowledge, 2) technological innovation factors with regard to
compatibility and 3) environmental factors with regard to customers power, competition
intensity and level of technology support had a significant effect on the adoption of
IWMA. Thus, the model for adoption of IWMA by Thai and Australian hotels delivered
from this study consists of three main groups of factors including organisational,
technological innovation and environmental. The findings from the last stage also
provided support for the findings of the second stage that organisational, technological
innovation and environmental factors influenced the use of IWMA in Thai and
Australian hotels. For Thai hotels, the organisational factors, organisational readiness
and the environmental factors, level of the Government support, were identified as
playing a major role in the adoption of IWMA. For Australian hotels, installing
advanced technologies was the most significant factor amongst organisational factors.
Competition intensity and customer power were the external factors that had driven most

Australian hotels to use IWMA.

This study contributes new knowledge to increase understanding of the benefits
regarding the use of IWMA for hoteliers in these two countries since it is the first study
to have empirically tested a model of adoption of IWMA in the context of hotels in
Thailand and Australia. The model that was delivered from findings of this study can
provide guidance for Thai and Australian hoteliers to evaluate and improve their use of
IWMA. The findings of this study also have important implications for both hotel
management and policymakers for developing the use of IWMA. Policymakers in each
country need to communicate effectively with their hotels about their IWMA adoption
intentions. Indeed, further investment in improving the communications infrastructure

and creating environments for developing the use of IWMA is needed.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND

The widespread usage of the Internet and World Wide Web technologies to support or
supplant traditional modes of marketing and selling products and services has recently
become a significant revolution in business. In recent years, developments in the
Internet have increased dramatically and many countries in the world have made efforts
to improve their Internet services. Also, the boom in the online travel industry has
proved to be as much a challenge as it is an opportunity for hotel businesses (Cai et al.,
2004). The Internet allows potential customers to learn about a hotel’s facilities by

proxy and to compare prices without directly interacting with a hotel’s representatives.

According to research reported by Jupiter Media Metrix (2002), the growth of travel
revenues through the Web is significant, and it has been predicted that online travel
bookings will grow from US$ 24 billion (or 11% of all travel bookings) in 2001 to US$
64 billion (or 22% of all travel bookings) by 2007. More specifically, in the US online
travel market, Jupiter Research (2005) predicted that US online travel bookings will grow
from US$ 57 billion in 2004 to US$ 104 billion by 2010, at which time it will represent
34% of the total of US travel revenues.

The hotel industry, a major sector of the travel industry, is the fastest growing sector in
the use of the Web for electronic commerce (Scowsill, 2004). During 2002-2005, the
number of hotel Internet bookings grew from US$ 6.3 billion (or 9% of all hotel
bookings) in 2002 to US$ 17.5 billion (or 20% of all hotel bookings) in 2005
(PhoCusWright, 2002). Also, Carroll and Siguaw (2003) and Scowsill (2004) report that
hotel Internet bookings constitute the second largest segment of online travel, and one
in every five hotel bookings were made online in 2005. Starkov and Price (2006)
support the predictions of increased hotel bookings, estimating that 27% of all hotel
bookings will be influenced by the Internet in 2006, but still done offline by means of

“call centre” and “walk-ins”.
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On the demand side, the Internet consumer base has increased globally every day.
According to a report of research conducted by Internet World Stats (2006), more than 1
billion people around the world will have online access by the year 2006. During 2000-
2005, the number of worldwide Internet users grew from 451.04 million (Nua Internet
Survey, 2001) to 1.01 billion (Internet World Stats, 2006). In addition, Internet hosts
grew from 93 million to over 353 million during this time (Internet Systems
Consortium, 2005). Table 1-1 illustrates the growth of the Internet. According to Mullen
(2000), more than two-thirds of travel and hospitality companies view the Internet site
as a significant competitive weapon within their industry and about 60% describe the

Internet as very significant in new customer acquisition.

Table 1-1: Growth of the Internet Worldwide
Year Number of Users Number of Internet
(in millions)* Domain Hosts (in millions)®
2000 407 93
2002 673 162
2003 814 171
2004 934 285
2005 1070 353
2006 1210 N/A
2007 1350 N/A
* Nua Internet Survey (2001), Internet World Stats (2006)
®Internet Systems Consortium (2005)

With the rapid increase in the number of online consumers and dramatic channel shift,
marketers in the hotel industry are taking full advantage of capitalising on this
opportunity. However, as the Internet grows and expands, it is extremely challenging to
determine how to differentiate their Web sites to get more potential customers, and how
to retain them. Adamic and Huberman (2001) found that 55% of users use the service
only for the top 1% of Web sites. This concentration of visitors into a few sites cannot
be due solely to the fact that people find some types of sites more interesting than
others. Moreover, a survey conducted by Engage Technologies and Nvision companies
(1999) reported that 80% of online customers never returned to the site after their first

visit.
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1.2 RESEARCH PROBLEM

Despite the trend of Internet commerce increasing worldwide, there is still a gap
between developing and developed countries in the use of the Internet and Web
technologies for online business. In the past decade, computer and Internet use has risen
from being concentrated among an extremely small subset of the population in
developing countries to a much large shared of the population. Although computer and
Internet use has expanded rapidly in developing countries in the past few years, a large
digital divide in terms of lack of appropriate products, cost, education, language and
human resources continues to exist between the developed and developing countries

(Parliamentary Office of Science and Technology, 2006).

According to research conducted for the Economist Intelligence Unit/Pyramid (2003),
which rated and ranked each country’s preparedness for e-business, Thailand was
ranked 42™ out of 60 countries while Australia was ranked as the ninth top country out
of the same 60 countries. In the Asia-Pacific region, Thailand was ranked 9™ out of 16
countries while Australia was ranked 1%. Further, Thailand was ranked 44" out of 60
countries worldwide in 2005 (Economist Intelligence Unit, 2005). Table 1-2 provides a
comparison of the rankings of preparedness for e-business by Economist Intelligence
Unit (2003; 2005) between Thailand and Australia.

Table 1-2: Rankings of Preparedness for E-Business
Year/ Country 2003 2004 2005
Thailand 42 out of 60 43 out of 60 44 out of 60
9 out of 16 9 out of 16 9 out of 16
Australia 9 out of 60 12 out of 60 10 out of 60
1 out of 16 3 out of 16 2 out of 16
Sources: Economist Intelligence Unit (2003; 2005)

According to Internet World Stats (2006), only 12.7% of the Thai population used the
Internet in 2005, whereas nearly 70% of the Australian people were Internet users. It is
clear that, although the use of Internet technology is growing worldwide, Thailand is
still behind other countries. Table 1-3 shows a comparison of the number of Internet
users between Thailand and Australia during 2000-2005. Thus, while Internet use in

Thailand is increasing quickly the proportion of the total population usage using it is
still quite small.
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Table 1-3: Comparison of Internet Users in Thailand and Australia During 2000-2005
Users Population
Country Years (million) (million) % Pop % Growth
Thailand 2000 2.30 60.60 3.7 266.1
2005 8.42 66.52 12.7
Australia 2000 6.60 1 19.52 33.8 115.0
2005 13.99 20.50 68.2
Sources: Internet World Stats (2006)

As mentioned by National Electronics and Computer Technology Center (NECTEC,
2005), the diffusion of information communication technology (ICT) among business
establishments was limited and uneven in Thailand. On average, 11% of business
establishments have computers, whereas only 4.2% and 1.2% have access to the Internet
and own Web sites, respectively. The size of firms is related to the extent to which firms
absorb new technology. By and large, the larger the firm is, the more likely it will own
and use ICT in its business. Overall, computer is more widespread and commonly used

than the Internet and Web sites in Thailand (NECTEC, 2005).

The disparity of ICT uptakes also exists among economic activities in Thailand
(NECTEC, 2005). Computer and relate activities is undoubtedly the most advanced
sector, with 89.9% of its establishments having computers, 81.9% and 11.2% having
Internet access and Web sites, respectively. Although hotel was the big sector of
accommodation industry in Thailand, only 8.4 % of Hotel and restaurant have
-computers, whereas 3.2% and 1.7% have access to the Internet and own Web sites

(NECTEC, 2005).

In fact, tourism provides a means for Thailand to attract foreign currency and expand
employment. Both international arrivals and domestic tourism were the target market of
tourism in Thailand. According to the research reported by UNCTAD (2004), tourism
in Thailand represented 5.47% of GDP and 9.71% of the country’s exports in 2003.
Thailand received over 10 million international tourist arrivals in 2003 (Tourism
Authority of Thailand, 2005). Specifically, the Tourism Authority of Thailand (TAT)
set e-tourism as one of the main priorities of the Tourism promotion for 2003-2006 in
order to achieve the goal of 20 million tourist arrivals by 2008 (UNCTAD, 2005).
However, the Web site of the tourism authority of Thailand that marketed Thailand’s
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tourism and online booking facility received around 1.8 million visitors a year but did
not include the facility of online payment on the Web site (UNCTAD, 2005). Internet
transactions still contributed very small percentage in total value across travel and
tourism (Euromonitor International, 2006). Only recently had Thais become more
familiar, as low-cost carriers actively encourage online booking and payment. There
were also more online sites set up both direct supplies and intermediaries, although still
mostly frequented by foreigners. Currently, locals still utilised the Internet as means of
finding out genera information. Traditional travel retails still played an important role in
the market as locals still preferred to contact and made reservations by phone or fax, and
being able to inquire for information in person. According to a study conducted by ITU

(2002), e-commerce in Thailand falls short when compared to neighbouring nations.

In Australia, domestic visitors generated 76 percent of tourism industry gross domestic
product in 2004-2005 (Tourism research Australia, 2006). Australians travelling in
Australia are the biggest market for most tourism businesses. Australians have proven
very accepting of the Internet as a means of information gathering and purchasing over
the Internet. The Australian Government/Department of Foreign Affairs and Trade
(2004) reported that Australia was one of the largest information communication
technology (ICT) markets in the world, and more than 60% of Australian businesses
that were online in 2004 used the Internet to receive orders and more than 55% used it
to make purchases. Moreover, the European Travel Commission (2005) reported the
research conducted in 2004 by Asia Pacific online travel company, Zuji, which found
that more than 80% of Australians used online booking and paying, rather than paying

by phone or in person.

Furthermore, a survey conducted by Hotelclub (2005) showed that Australians made the
highest number of bookings through the Web site Hotelclub.com in 2004. Thus, these
reports indicate that Australians have, in recent years, been one of the most confident
online travellers in the Asia Pacific region (European Travel Commission, 2005). Table

1-4 illustrates Hotelclub’s top ten countries by bookings for 2004.
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Table 1-4: Hotelclub’s Top Ten Countries by Bookings for 2004
Number Countries
Australia
United Kingdom
France
United States
Germany
Japan
New Zealand
Spain
Italy

Ireland
Sources: Hotelclub quoted by hospitalitymagazine.com.au Feb 26, 2005.

SO AW =

In addition, prior studies have shown that there are differences in using the Internet and
Web technologies in the travel and hospitality industries between different regions (Law
and Leung, 2000; Huang and Law, 2003; So and Morrison, 2004). Law and Leung
(2000) noted that North American airlines provided more comprehensive Web sites than
those of European and Middle Eastern, Asian and Australian airlines. Huang and Law
(2003) found that the Web sites of performance of Hong Kong hotels scored higher than
Chinese Mainland hotels, and statistically significant differences exist between the Web
sites of hotels in these two regions. Moreover, So and Morrison (2004) reported that
none of the national tourism organisations (NTOs) in the East Asia region were fully

utilising their Web sites in a marketing role.
1.3 JUSTIFICATION FOR THE RESEARCH

As mentioned above, there is still a gap between developing and developed countries in
the use of the Internet and Web technologies in online business. Based on an assessment
of previous studies, the author found that the factors that affect the adoption of Internet
and Web based marketing activities IWMA) by the hotel industry have not yet been
fully investigated. The small number of studies that were identified provided some

insights but not a comprehensive range of these factors.

In Thailand, Sahadev and Islam (2005) studied factors that influence a hotel’s
propensity to adopt information communication technology (ICT), but they focused
only on hotel characteristics in terms of hotel size, scope of hotel activities, the grade

and age of hotel. As well, Lertwongsatien and Wongpinunwatana (2003) studied factors
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affecting the adoption of e-commerce in small businesses in Thailand in terms of a firm’s
size, top management support, benefits, compatibility, and competition, but did not
include the hotel industry.

In Australia, Van Hoof et al. (1999) investigated the perception of accommodation
industry managers about the importance of the Internet to the accommodation industry
in terms of property size, type and the respondents’ industry experience. Mistilis et al.
(2004) examined and identified the degree of strategic management and implementation
of information communication technology (ICT) for Australian hotel marketing,

including management’s perceptions.

No research was found that studied the differences between Australian and Thai hotels in the
adoption and diffusion of Internet and Web based marketing activities (IWMA). Thus,
these two countries were selected for the present study, Thailand as a less developed
country and Australia as a developed country. This study attempts to bridge this gap by
exploring factors affecting the adoption of Internet and Web based marketing activities
(IWMA) in Thai and Australian hotels.

1.4 RESEARCH AIMS

The general aim of the research was to explore factors affecting the adoption of Internet

and Web technologies for hotel marketing in Thai and Australian hotels.

The specific aims were:

1.4.1 To identify the Internet and Web based marketing activities IWMA) adopted by
Thai and Australian hotels;

1.4.2 To identify and evaluate the differences between Thai and Australian hotels in
their adoption of Internet and Web based marketing activities (IWMA) and its
diffusion;

143 To investigate the different facilitating and inhibiting factors affecting the
adoption of Internet and Web based marketing activities (IWMA) in Thai and

Australian hotels; and
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1.44 To develop a model for the successful adoption and diffusion of Internet and
Web based marketing activities IWMA) by Thai and Australian hotels.

The aims of this study are translated into the three following research questions:

1. To what extent have Thai and Australian hotels adopted and implemented the
Internet and Web based technologies in their marketing activities? (This
question is formulated from research aims 1.4.1 and 1.4.2)

2. What are the potential factors affecting the adoption of Internet and Web based
marketing activities (IWMA) in Thai and Australian hotels? (This question is
formulated from research aims 1.4.3 and 1.4.4)

3. Does the adoption of Internet and Web based marketing activities (IWMA)
differ between Thai and Australian hotels?

If there is a difference, “How does the adoption and implementation of Internet
and Web based marketing activities (IWMA) differ between Thai and Australian
hotels, and what factors are causing this difference?” (These questions are

formulated from research aims 1.4.2, 1.4.3 and 1.4.4).

In attempting to answer these questions, this study first formulates a theoretical model
based on the theory of diffusion of innovation to show what factors affect the adoption
of Internet and Web based marketing activities (IWMA) in Thai and Australian hotels.
The proposed model will be presented in Chapter 2.

1.5 CONTRIBUTION OF THE RESEARCH TO KNOWLEDGE

Web based marketing has become a worldwide trend, and the evaluation of current
factors helps clarify their relationship with the online market and technological
characteristics. This research is a comparative study between Australia and Thailand on
the adoption of Internet and Web based marketing activities IWMA) in their hotels. In
fact, comparative studies are very important for identifying and highlighting the factors
affecting the successful adoption of Internet and Web based marketing activities
(IWMA) around the world.
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This research will provide a better understanding of, and important insights into the key

factors that influence the use of Internet and Web based marketing activities IWMA) in

Thai and Australian hotels. It will help the hotel marketers and managers in both

countries to improve their Web site strategies in their business activities.

In particular, this study will contribute to knowledge about the successful adoption of

Internet and Web based marketing activities (IWMA) by hotels for both business

practitioners and academic researchers as follows:

1.5.1

1.52

1.5.3

This study is based on iﬁnovation diffusion theory, which has been cited widely
in innovation diffusion research. However, there is no empirical study about
innovation diffusion theory in Thai hotels. Thus, this study will be one of the
first to identify and quantify the innovation factors in hotels in Thailand.

This study focuses on Internet marketing in Thai hotels. There are few related
studies focusing on Internet marketing in hotels in Thailand. Therefore, this
research will fill a knowledge gap about the adoption of Internet and Web based
marketing activities (IWMA) in Thai hotels.

This study focuses on hotel marketing activities in two different markets, the
Australian hotel market and the Thai hotel market. Little comparative research
has been conducted on hotel Internet and Web based marketing activities
(IWMA) in different geographic markets. Thus, this research will extend our
knowledge about the adoption of Internet and Web based marketing activities
(IWMA) in the global hotel market.

1.6 SIGNIFICANCE OF THE STUDY

This study will identify the benefits of adopting Internet and Web based marketing
activities (IWMA) in Thai and Australian hotels:

Senior Management will have a better understanding of the benefits of the
Internet and Web technologies, and develop more positive attitudes to, and be
more receptive, towards adoption and implementation of Internet and Web based

marketing activities (IWMA).
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e The policymakers in the hotel and tourism industries will be encouraged to
become more proactive in promoting the adoption of Internet and Web based
marketing activities (IWMA) to increase the chances of success in global
marketing.

e With a better understanding of the benefits of the Internet and Web technologies,
the hotels, by enhancing the knowledge of Internet and Web based marketing
activities IWMA) amongst their employees, will be encouraged to change their

ways of doing business to improve productivity and increase competitiveness.
1.7 SCOPE OF THE STUDY

This study involved an analysis of hotel Web sites, a quantitative questionnaire survey
and a series of confirming interviews to investigate factors affecting the adoption of
Internet and Web based marketing activities (IWMA) in Thai and Australian hotels.
This study focused on hotels located in three provinces in Thailand including Bangkok,
Chiang Mai and Phuket, while in Australia, hotels located in Melbourne, Sydney and
Brisbane were sampled. The total population for this study was 810 hotels including
327 hotels in Thailand and 483 hotels in Australia. The senior manager, for example the
hotel manager or marketing director, who should also be a decision maker in relation to

the hotel’s marketing activities, was the key informant of this study.

1.8 DEFINITIONS OF TERMS USED FOR THIS STUDY

To begin, it is necessary to describe the meaning of terms used in this study as follows:
1) Internet and Web Based Marketing Activities IWMA)

The term “Internet and Web based marketing activities” in the present study involves
the use of e-mail and the World Wide Web for conducting hotel marketing. This may
include the use of e-mail to contact customers directly; the use of a Web page for
promoting and advertising hotel services and products (accommodation, bar &
restaurant, business centre, hotel facilities, conference rooms, and special promotions),

Jor direct selling of hotel products and services, and extend to distribution channels by
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receiving bookings via an online reservation system, as well as make complete

transactions and receive payment online.

2) Information Technology (IT), Information Systems (IS), Information and

Communication Technologies (ICTs) and E-Commerce
The terms of information technology (IT), information systems (IS), information and
communication technologies (ICTs) and e-commerce in the present study involve the
use of technologies that are relevant to Internet and Web based marketing activities.

Details of definitions of IWMA, IT, IS, ICT and e-commerce are presented in Chapter 2.

3) Hotel

The term “Hotel” in the present study refers to both hotels and motels that were identified
as utilising the definition of hotels used by the Thai Hotel Association’s Directory (2003-
2004) and by the Directory of Australian Accommodation (RACV, 2003-2004).

Details of definitions of these terms are presented in Chapter 3.

1.9 Organisation of the Thesis

This thesis is organised into seven chapters.

e Chapter 1 introduces the background information identifying the research

problem, the purpose of the research and its contribution to knowledge.

e Chapter 2 reviews the existing relevant organisational technological innovation
adoption and hospitality literature to provide the theoretical foundation for the
proposed conceptual model. Then, the development of the conceptual model and

its related hypotheses are presented.
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Chapter 3 describes the methodology used to empirically test the conceptual
model in the study, including an analysis of hotel Web sites, a quantitative
questionnaire survey and a series of confirming interviews, development of the
research instruments, the tests for validity and reliability of the research
instruments and ethical considerations. The selection of participants, data
collection methods and the statistical techniques for data analysis are also

discussed in this chapter.

Chapter 4 presents results of the analysis of hotel Web sites of Thai and

Australian hotels.

Chapter 5 reports the results of the quantitative survey of hotels undertaken in
each country and reports on the comparison of the findings of hotels across the
two countries, including the response rates, respondents’ characteristics and

testing of the hypotheses.

Chapter 6 presents the results of confirming interviews of Thai and Australian

hotel managers.

Chapter 7 provides the discussion and conclusion of the analysis of hotel Web
sites, the questionnaire survey and the confirming interview findings. The
limitations of the study and the theoretical and practical implications for Thai
and Australian hotels are discussed. Finally, recommendations for further

research are also suggested in this chapter.

1.10 SUMMARY

In this chapter the research topic has been outlined. The research background, research

problem, research aims, research questions, main area of the study and the significance

of the study were discussed. The scope of the thesis, the outline of the thesis

presentation and definitions were described. The next chapter will present the review of

literature, as well as the theoretical and conceptual model for this study.
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CHAPTER TWO
LITERATURE REVIEW

2.1 INTRODUCTION

Despite the growing importance of the use of the Internet as a marketing tool in the
hotel industry, the factors that affect the adoption of Internet and Web based marketing
activities by the hotel industry have not yet been fully investigated. In this study, the
focus is on the adoption and diffusion of Internet and Web based marketing activities
(IWMA) by hotels in Thailand and Australia. This chapter will provide the theoretical
concepts in developing Web sites and organisational innovations and present the model

for evaluating the factors affecting the adoption of IWMA in Thai and Australian hotels.

2.2 THE IMPACT OF THE INTERNET

Many expect that the Internet and electronic commerce will lead to the “frictionless” or
perfect market (OECD, 1997). Unlike in the physical market, online consumers and
suppliers can easily communicate and exchange their desired information for business
transactions with each other. Moreover, with just a click, consumers can find a better
alternative business. The traditional friction to the consumers is thereby reduced by the
technology. The Internet and Web technologies have the potential to offer customers a

better deal compared to purchase by conventional methods in many situations (Keeney,
1999).

The use of th;: Internet and Web technologies is important and becoming the direct
marketing tool for improving the success of a business in the online environment (Lane
and Cavaye, 1999; Poel and Leunis, 1999; Spiliopoulou and Pohle, 2001; Schneider,
2004). As mentioned by Lane and Cavaye (1999), the development of the Web as a
marketing medium is critical to the success of electronic commerce. The Internet is not
only used as a medium for providing rich information but also as a medium for
communication, conducting transactions, and distributing the product or service to the
customer (Angehrn and Meyer, 1997). Moreover, the Internet and Web technologies
have become elements in the marketing mix, making a traditional marketing effort more

effective and efficient (Cortada, 2001; Zeithaml and Bitner, 2003).
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Under these circumstances, several industries have used the Internet and Web
technologies as an effective marketing tool to keep their customers (Domegan, 1996;
Noh and Fitzsimmons, 1999). Like other industries, several players in the hotel industry
have used the Internet and Web technologies as potential distribution channels to extend
their target markets to reach the global market, to receive online bookings, to enhance
guest services and to generate revenue (Kasavana et al., 1997; Connolly et al., 1998;

O’Connor, 1999; Wood, 2001; Morrison, 2002).

As pointed out by Jeong and Lambert (2001), the Internet has had a significant impact
on competition in the lodging industry. The Internet and World Wide Web have added
significantly to the distribution channels available to hotels. Hoteliers can now promote
directly to customers and sell their rooms inventory more cheaply than using expensive
call centres, global distribution systems (GDS) and central reservation systems (CRS) of
their hotel affiliation (Sigala et al., 2001; Choi and Kimes, 2002; O’ Connor and Piccoli,
2003).

The Internet is a niche instrument and a medium for highly customised contacts with
existing and potential customers (Sigala, 2001). The Internet is a powerful marketing
tool for hotels for building stronger customer relationships to reach customers and to
retain customers, and has been a major driver for success in e-commerce (Gilbert and
Powell-Perry, 2002; Luo and Seyedian, 2003; Hsu et al., 2004). Morrison et al. (1999)
pointed out that there are six major advantages of Web marketing for hotels: 1) cost
reduction; 2) revenue growth; 3) niche marketing; 4) improved customer satisfaction; 5)

quality improvement; and 6) addressing other critical business or customer needs.

In addition, it is clear that e-commerce in travel and hospitality is growing at
unprecedented levels and shows no signs of slowing down (Zickefoose, 2001; Zhou,
2004; Starkov and Price, 2005). E-commerce offers functionality and new ways of
doing business that no business can afford to ignore. As mentioned, on the demand side,
the Internet consumer base increases globally every day. With the rapid increase in the
number of online consumers, hotel Websites are not only the place where a hotel places
information about its products and services, but they also have a commercial value in

terms of profitability (Liang and Law, 2003).
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As a result, the Internet and Web technologies have become integral parts of hotel sales
and marketing activities (Gregory et al., 2005), and can be viewed as important

competitive marketing weapons to survive in online business.

2.3 DEFINITION OF INTERNET AND WEB BASED MARKETING ACTIVITIES

Definitions of Internet and Web based marketing activities TWMA) are available from a
range of different sources but they still relate to each other. As the Internet and Web
technologies are components of information technology (IT), information systems (IS),
information and communication technologies (ICTs), the terms: IT; IS; ICTs; and e-
commerce are used in this study and definitions of these terms from the literature are

reviewed in this section.
2.3.1 Information Technology (IT) and Information Systems (IS)

In terms of IT and IS, Maguire et al. (1994, p. 74) stated that the perspectives from
which IT and IS are viewed can lead to some difficulties in reconciling understanding of
the terms. From the top down, in the macroview, IT is embedded in the information
systems that are the large building blocks of the infrastructure of a society. For example;
the education system or the social services system are examples of information systems
(IS). At the microlevel, however, in the management of any particular organisation,
whatever its mission, it may be better to work within a definition that, while general,

associates IS more closely with the management of organisations.

Thus, they claimed that IS will continue to include both human informants and humans
wanting to be informed. At the same time IT will continue to extend the range and depth
of human knowledge that can be stored and made available to inquirers through IS.

Hence, the need for recognition that IS and IT are closely related concepts.

Also, McKay and Marshall (2004, p. 5) observed that trying to make distinctions
between e-commerce, e-business and what has traditionally been called IS/IT is
probably becoming less and less useful. All three terms will merge in time so that we

will refer to the deployment of IS/IT (including the Internet and communications
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technologies) in business. “In deed” they concluded that most businesses will be e-
businesses in that various IS/IT components will play a vital role in supporting and

enabling a range of business activities.

In the hospitality literature, Sheldon (1997, p. 1) noted that IT includes computers,
peripherals, data and voice communication lines and equipment, and software of all
kinds. The rapid pace of development in IT is creating millions of electronic
connections around the globe, connecting people, the business community, industries,
regional and international communities. The travel and tourism industry is a heavy user
of these connections and some of the largest telecommunication networks spanning the
globe carry travel information. IT, therefore, provides the information backbone that

facilitates tourism.
2.3.2 Information Communication Technologies and Information Technology

Buhalis (2003, p. 8) mentioned that information communication technologies (ICTs), as
it becomes more difficult to distinguish between each element of the technology, should
be regarded as the entire range of electronics, computing and telecommunication
technologies and all hardware, software and netware required for the development and
operation of the “info-structure” of an organisation. Thus, ICTs make up an integrated
system of networked equipment and software that enables effective data processing and

communication for organisational benefits.

According to Wikipedia (2006), information technology (IT), also known as ICT, is a
broad subject concerned with technology and other aspects of managing and processing
information, especially in large organisations. 1T deals with the use of electronic
computers and computer software to convert, store, protect, process, transmit and
retrieve information. For that reason, computer professionals are often called IT
specialists or Business Process Consultants and the division of a company that deals
with software technology is often called the IT department. In the United Kingdom
education system, IT was formally integrated into the school curriculum. With the
arrival of the Internet and broadband connections to all schools, the application of IT

knowledge, skills and understanding in all subjects became a reality. This change in
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emphasis has resulted in a change of name from IT to ICT. ICT in Education can be
understood to be the application of digital equipment to all aspects of teaching and

learning.

Based upon these arguments, the concepts of IT/IS/ICT are closely related together and
may be used interchangeably. The Internet and Web technologies are components of
IT/IS/ICT; therefore, the terms of IT/IS/ICT in the present study are similar in concept
and related to the use of “Internet and Web based marketing activities IWMA)”.

2.3.3 Internet and Web Based Marketing Activities and E-Commerce
2.3.3.1 Internet Based Marketing

According to Chaffey et al. (2003, p. 7), Internet marketing or Internet based marketing
can be defined as the use of the Internet and related digital technologies to achieve
marketing objectives and support the modern marketing concept. Internet marketing
will include the use of a company Web site in conjunction with online promotional

techniques such as search engines, banner advertising and direct e-mail.

Zhou (2004, pp. 94, 213) claimed that Internet marketing or e-marketing refers to
bringing information of the products and services to the target consumers in a timely
and accurate fashion through the Internet. Specifically, Internet marketing is defined as
the process of building and maintaining customer relationships through online activities
to facilitate the exchange of ideas, products and services that satisfy the goals of both
buyers and sellers (Imber and Betsy-Ann, 2000 cited in Ngai, 2003, p. 1).

2.3.3.2 E-Commerce

McKay and Marshall (2004) defined e-commerce as the buying and selling of goods
and services over computer networks, including the Internet. Zhou (2004, p. 56) also
defined e-commerce as a system of conducting business activities using the Internet and
other information technologies. E-commerce can be divided into two categories:

business-to-consumer (B2C) and business-to business (B2B). B2C e-commerce refers to
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e-commerce transacted between business organisations and end consumers, whereas
B2B e-commerce refers to e-commerce transacted between business organisations

(Whiteley, 2000; Schneider, 2004; McKay and Marshall, 2004; Chen, 2005).

In general, applications of the Internet by the hotel industry are categorised in electronic
commerce as B2B and B2C (Yelkur and DaCosta, 2001; Cox and Koelzer, 2004; Kotler
et al., 2003). Much of the B2B in the hotel industry involves businesses that serve the
hotel’s business, particularly restaurant suppliers, manufacturers and retailers of hotel
furnishings (Cox and Koelzer, 2004). In addition, travel agents and tour operators that
do business with hotels for bookings are classified in B2B as well. B2C includes hotels

that do business with customers such as guests and travellers (Cox and Koelzer, 2004).

E-commerce in the hotel industry typically involves (1) a Web site where potential
guests can find information and book a room, (2) an order fulfillment centre that tracks
and ships orders, and (3) a customer service mechanism by which questions and
feedback about products and services and returns can be handled (Zhou, 2004).

However, Internet marketing is used directly to support the sell-side of e-commerce or
B2C (Chaffey et al., 2003, p. 10).

Based upon the above, it can be seen that the terms “Internet marketing or Internet
based marketing” are closely related in a similar context to “e-commerce” and “e-
business”. Therefore, the meaning of adoption of Internet and Web based marketing
activities (IWMA) by hotels used in the present study based upon these observations, is
defined from the marketing perspective as the provision of service between hoteliers
and consumers, including provision of hotel information, payment availability

information, and provision of a confirmation service, for example bookings.

The definition is as follows:

e Adoption of “Internet and Web based marketing activities IWMA)” by hotels
involves the use of e-mail and the World Wide Web for conducting hotel marketing.
This may include the use of e-mail to contact customers directly; the use of a Web

page for promoting and advertising hotel services and products (accommodation,
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bar & restaurant, business centre, hotel facilities, conference rooms, and special
promotions), for direct selling of hotel products and services, and to extend
distribution channels by receiving bookings via an online reservation system, as

well as make complete transactions and receive payment online.

2.4 THE KEYS TO A SUCCESSFUL WEB SITE

In the information age, customers have different and individual needs (Bergsma, 2001).
Consumers are demanding greater convenience and aspire to use the Internet and Web
technologies for buying products and services and therefore the ability of the Internet to
transmit information quickly has great advantages for marketing communications
(Burke, 1997). Bell and Tang (1998, p. 219) stated that Knowing which customers you
want to access and their expectations are crucial factors when starting to consider the

feasibility of developing an Internet Web site for your business.

The importance of the customer in designing Web sites has been highlighted by a
number of researchers. For example, Jarvenpaa and Todd (1997) and Keeny (1999)
pointed out that the perception of product quality in terms of product availability,
product information and product comparison at a particular e-commerce site is one of
the key factors that influence customer purchase behaviour. Convenience or ease of use
is also determinants of the perceived service quality of the Web site (Jarvenpaa and
Todd, 1997; Keeny, 1999; Friend et al., 2006). According to Technology Acceptance
Model (TAM) proposed by Davis (1989), “ease of use” has a dual effect, direct as well
as indirect, on consumers’ intention to shop online. Following this, if consumers
become more experienced with the Internet, they will adjust their perceptions regarding
the “ease of use” of the Internet as a shopping medium in a positive direction (Monsuwe
et al., 2004). Thus, to create interest in a Web site, the site should be easy to use,

interactive and efficient.

In the services marketing literature, Parasuraman et al. (1985; 1988) have identified five
factors that affect customer perceptions of service quality including responsiveness,
assurance, reliability, tangibility and empathy. These can be applied to digital services
as well (Zeithaml and Bitner, 2003). Jarvenpaa and Todd (1997) used survey data to
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show that responsiveness is a major concern of online consumers. Responsiveness deals
with how well the Web site responds to customer needs. Also, Palmer (2002) reported
that responsiveness in terms of feedback options and frequently asked questions (FAQs)
is significantly associated with Web site success. In the World Wide Web, since
customers cannot interact directly with a sales representative, it is essential the Web site

provides appropriate communication channels as part of a customer service program.

Zeithaml and Bitner (2003) also identified tangibility in terms of appearance of the Web
sites could affect customer perceptions of service and product online. In their study,
Mandel and Johnson (1998) found that a background colour or picture could affect the
product attributes as perceived by online customers. In the World Wide Web, the page
design and the use of multimedia are important to this effect. Trust or assurance is an
important phenomenon in the consumer’s mindset with regard to purchasing services
online (McCole, 2002). Lack of trust is cited as one of the most frequent reasons why
people do not shop online (Lee and Turban, 2001; Turban et al., 2004). According to
Hoffman et al. (1999), 94% of Web users in their study had refused to provide
information to a Web site and 40% had given false information. These results have
shown that most online consumers are concerned about disclosing personal information.
Moreover, one study reported that 21% of consumers would not buy things online
because of the fear of hackers (Krantz et al., 1998).

Recent studies have shown how perceptions of Web sites are influenced by delays in
retrieval time (Palmer, 2002; McKinney et al., 2002). Nielsen (1996) reported that if the
download time exceeds 10 seconds, users are likely to lose interest in a Web site. This
implies that quick and easy access and no down time are the key determinants to attract
online customers to a Web site. Pricing strategy has been adapted for most Web sites, as
in the World Wide Web customers can easily view and compare prices. Cao et al.
(2003) reported that the level of pricing was perceived by the customers as an important

determinant when making the decision to purchase online.
In their studies, Schubert and Selz (1999) and Song and Zinkhan (2003) found that even

with many alternative Web sites, only a high-quality Web site has the potential to attract

more consumers and encourage them to purchase products or services and revisit the
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site. If consumers do not find information helpful for making a purchase decision at a
company site, they are likely to visit and eventually buy products from competitors who
happen to provide the necessary information (Salam et al., 1998). These findings
suggest that when a company takes its business to the Web, it should create a Web site

that is flexible enough to meet the needs of many different users.

Spiliopoulou and Pohle (2001) have suggested that the success of a Web site affects,
and reflects directly, the success of the company in the electronic market. In summary,
then, based on the above information, the basic elements of successful Web sites that
can meet customer’s needs should include both marketing functions and technical Web
site characteristics (Palmer and Griffith, 1998) in terms of quality of information, easy
use and access, security and privacy and fast loading (Jarvenpaa and Todd, 1997,

Schubert and Selz, 1999; Song and Zinkhan, 2003; Monsuwe et al., 2004).
2.5 INTERNET APPLICATIONS AND WEB SITE EVALUATION

Having a Web site provides a hotel with important business opportunities and a
competitive edge. However, as more and more hotel Web sites proliferate, the
competition among them is intensifying. In the physical world, consumers can switch to
other Web sites or competitive URLs with a mouse click. Many Web sites suffer from
low awareness among their customer targets. How to differentiate their Web sites from

other sites is still the basic problem in online business.

Yet, it is extremely challenging to determine how to retain Web site customers and
enhance competitiveness. Recent research has suggested that the evaluation of Web sites
by comparing them with other related Web sites is the best practice to improve the
success of Web sites in order to gain competitiveness (Misic and Johnson, 1999). Wan
(2002) has suggested that tourism/hospitality professionals should frequently evaluate the

content of their Web sites in order to meet the needs of consumers.
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2.5.1 The Important Elements of A Successful Web Site

Previous studies focusing on Web sites in the hospitality industry have identified the
important elements of a successful Web site. For example, Murphy et al. (1996)
identified 32 features on hotel Web sites which they grouped into four categories: 1)
promotion and marketing; 2) service and information; 3) interactivity and technology;
and 4) management. The findings indicate that successful Web sites were designed and
developed to allow interaction between the consumer and the hotel marketer that gave

the consumers the easiest and most rewarding access to relevant information.

Gilbert et al. (1999) also identified a number of features on hotel Web sites that can gain
competitive advantage for a hotel. These consisted of information, reservation, loyalty
program, newsletter, special gestures, feedback, customer service, public relations, value-

added services, employee Web site, channel member Web site and customised research.

Jeong and Lambert (2001) identified the 38 attributes of information needs on lodging
Web sites, and grouped these into five categories: 1) general Web information quality;
2) hotel facility information and services; 3) locality; 4) Web design and format; and 5)
room information. Wan (2002) set three criteria for the evaluation of hotel Web sites: 1)
user interface (for example, ease of access and standardised formar); 2) variety of
information (for example, simplicity, current and reliable information); and 3) online
reservation and suggested that these criteria should be considered when designing a

Web site.

Chung and Law (2003) proposed a hotel Web site performance measurement model that
consisted of five dimensions of features of hotel Web sites: 1) facilities information; 2)
customer contact information; 3) reservation information; 4) surrounding area
information; and 5) management of Web sites. Law and Hsu (2005) reported that
customers perceived reservation information and room rates information as the most

important attributes of hotel Web sites.

In addition, many studies have identified the various variables that affect the success of

a hotel Web site. According to Wober et al. (2002) and Hsu et al. (2004), multilingual

22



Chapter 2: Literature Review

content is a crucial factor for the success of a hotel Web site. Ho (2002) indicated that
the number of non-English speaking Internet users will continue to grow faster than the
number of English-speaking Internet users, and suggested that this justifies the need for

multilingual capacity for online communication in the hotel industry.

In their study, Law and Wong (2003) found that a secure payment method is one of the
most important factors for Web site success. Kim and Kim (2004) reported that
convenience, ease of information search, transaction facility, price and safety
significantly influenced online hotel reservation intention. Yelkur and DaCosta (2001)
and O’Connor (2002) found that electronic pricing strategies of hotels were the key

motivators for encouraging customers to purchase online.

A study of Wong and Law (2005), regarding analysing the intention of travellers to
Hong Kong to purchase on hotel Web sites, showed that over 90% of their respondents
(606/638) would consider booking hotel rooms through the Internet as long as there was
a discount of at least 6%. Chu (2001) conducted five focus groups of Hong Kong
travellers about their needs and expectations towards airline/travel Web sites and
reported that special reward strategies constituted the key success factor to encourage
travellers to use online booking and payment facilities. Mason and Roberts (2004)
conducted a customer survey during the booking process in two hotels in New Zealand
and found that travellers want considerably more hotel information about location and

facilities than most hotels actually provide through their brochures and Web sites.

Jeong et al. (2003) also reported that information clarity, ease of use, and navigational
quality were the key motivators for encouraging customers to purchase online. Sigala
(2003) stated that the five market dimensions; product, price, promotion, place and the
customer relationship, are very important considerations for developing effective Web

sites, and stressed that not many hotels consider the customer relationship dimension.

Jeong (2004) and Jeong et al. (2005) adopted the Technology Acceptance Model
(TAM) proposed by Davis (1989) for studying customers’ online purchase-related
behaviour. They found that information completeness and ease of use are important

determinants of perceived Web site quality, which, in turn, influences customers’
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expectations of the quality, value, and attractiveness of the hotel featured on the Web
sites. Also, Wong and Law (2005) proposed a model of the “intention to purchase” on a
hotel Web site that consisted of three dimensions: 1) information quality; 2) sensitivity
content; and 3) time, and indicated that information quality is perceived as the most

significant dimension motivating the intention to purchase.

From these prior studies, several attributes were identified as important in the process of
creating successful Web sites and may potentially encourage travellers to make a
purchase over the Internet. Figure 2-1 summarises the important factors in the success

of a hotel Web site.

Quality of Security on Payment

Information and Personal

(Completeness and Information

Ease of Use) I ‘

Time/ Quick Frmmmmm——— ' Special Rewards /
ime/ Quic : : Promotion
Response . The Successof A :

Hotel Web Site
: f— Multilingual
Reservation ————» : g
Functions | e T ..............
Pricing Strategy

Sources: Murphy et al. (1996); Gilbert et al. (1999); Yelkur and DaCosta (2001); O’Connor (2002);
Ho (2002); Wan (2002); Wober et al. (2002); Jeong et al. (2003; 2004; 2005); Hsu et al. (2004);
Kim and Kim (2004); Wong and Law (2005)

Figure 2-1: Important Factors in the Success of A Hotel Web Site Identified from Hospitality
Literature

2.5.2 The Performance of Hotel Web Sites

Recent studies have shown that the use of Web sites in the hotel industry focuses on
advertising and promotion, or presence in virtual information space (VIS) and virtual
distribution space (VDS) (Murphy et al., 1996; Weeks and Crouch, 1999; Leong, 2002;
Wan, 2002; Sigala, 2003; Baloglu and Pekcan, 2006).

Weeks and Crouch (1999) applied the hotel Web site features identified by Murphy et

al. (1996) to examine the content of 120 Australian-based hospitality and tourism Web
sites. They found that only 34% of the Web sites offered their visitors the opportunity to
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purchase on-line. Benckendorff and Black (2000) conducted content analysis to
evaluate 16 sites of Regional Tourism Authorities (RTAs) in Australia, and reported

that the RTAs did not prbvide online reservations or have multilingual capabilities.

In addition, Lituchy and Rail (2000) reported that most small inns and bed and
breakfasts (B&Bs) in Canada and the U.S.A. did not provide audio, video, or 360-
degree photography. Leong (2002) also utilised the hotel Web site features reported in
Murphy et al.’s (1996) study to analyse the hotel Web sites in Singapore and found that
most botel Web sites in Singapore provided only basic information and did not practice
any online bookings. This suggests that online transactions still need to be considered

when businesses come to design their Web sites.

Liang and Law (2003) evaluated and compared hotel Web sites among 3 categories of
Chinese hotels (3, 4 and 5 Star) in terms of “customer contact information”, “facilities
information”, “management of Web sites”, “reservation information”, and “surrounding
area information”. They found that “reservation information” and “surrounding area
information” presented on 3, 4 and 5 Star Chinese hotel Web sites achieved a poor
performance score. However, they also reported that there were no significant differences in

the performance of Web sites among these three categories of hotels in China.

Nevertheless, a number of research studies (Morrison et al., 1999; Paraskevas and
Buhalis, 2002; Murphy et al., 2003; Sigala, 2003) have found that there are differences
in the performance of hotel Web sites among different hotel categories and different
sized hotels (small, medium, and large businesses). For example, the work of Morrison
et al. (1999) showed that most of the small hotels in Scotland were not effectively using
the Web and were certainly not realizing all of the advantages of the Internet and WWW.

Siguaw et al. (2000) found that the level of information technology application and
sophistication is directly related to hotel categories in terms of lodging segment (budget,
economy, midprice, upscale, luxury), lodging type (all-suites, extended-stay, casino
hotel), and brand affiliation status (chain and independent hotels). In the studies
undertaken by Buhalis and Main (1998), Paraskevas and Buhalis (2002), and Murphy et
al. (2003), the findings indicate that the Web sites of small and budget hotels are not as
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effective in meeting consumers’ needs as those of luxurious hotels because of lack of

knowledge, absence of Internet strategy and lack of resources.

Also, Chun and Law (2003) found that there were significant differences in the
performance score among the luxurious, mid-priced and budget hotel Web sites. Jeong
et al. (2003) reported that Web sites of luxury hotels were perceived to use better colour
combinations than up-scale, mid-scale and economy hotels. According to a study
conducted by Yeung and Law (2004), chain hotels performed significantly better than
independent hotels in the dimensions of language usability and information architecture
usability. Baloglu and Pekcan (2006) conducted content analysis on hotel Web sites and
also reported that 5 star transient hotels performed better than other types of hotels in
terms of site design and marketing features included in their Web sites. These results may
imply that hotel categories and hotel size are related to the likely success of hotel Web sites.

Table 2-1 provides a summary of some of the results of Web site evaluation in the
hospitality industry from previous studies. Most studies used checklist format in terms
of “yes” and “no”, and the number of Web site evaluations ranged between 16 and 139
sites. Despite the fact that most studies of Web sites in the hotel industry have been
conducted in many countries including Australia, Hong Kong, Singapore, Taiwan,
Greece and Turkey (Weeks and Crouch, 1999; Chung and Law, 2003; Leong, 2002;
Wan, 2002; Sigala, 2003; Baloglu and Pekcan, 2006), there is very limited, if any,
research on the Web site practices of hotels in Thailand. Therefore, for this study it was
decided that the content of hotel Web sites in Thailand and Australia should be
evaluated and compared by means of two purpose-designed checklists adapted from
those of past studies. The first checklist instrument was modified from Murphy et al.’s
(1996), Weeks and Crouch’s (1999), and Leong’s (2002) list of features. The second
checklist was modified from the 38 attributes of Jeong and Lambert’s (2001) to evaluate

information that met customer’s needs on hotel Web sites.
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Chapter 2: Literature Review

In the next section factors affecting the adoption of Internet and Web based marketing
activities (IWMA) by the hotel industry are discussed. Also, a theoretical model is
proposed as a conceptual model to provide the foundation for empirical investigation of

the research questions in this study.

2.6 ADOPTION AND DIFFUSION

Prior studies have shown that there are differences in using the Internet and Web
technologies in the travel and hospitality industries between different regions (Law and
Leung, 2000; Huang and Law, 2003; So and Morrison, 2004). It is, therefore, important
to understand the factors that affect a firm’s decision regarding the adoption of the Internet
and Web technologies in its marketing activities.

As with other areas of literature pertaining to Internet adoption, research on the Internet
and Web technologies for marketing is only now beginning to develop (Apigian et al.,
2005). Therefore, to better understand the factors affecting the use of IWMA, the IT/IS
and ICT literature, which has involved the use of the Internet and Web technologies and
has a more comprehensive view of technology, was reviewed. This section outlines the
theoretical background and recent literature regarding factors affecting the adoption of
technology in an organisation. Previous research on the adoption of IT/ICT by the
hospitality and tourism industries is also reviewed. Finally, a conceptual model that was

developed from the literature and was subsequently used in this study is then presented.

2.6.1 Theoretical Background

The theoretical foundation for most technology adoption research is based on the
diffusion of innovation literature (Tomatzky and Klein, 1982; Rogers, 1983, 1995;
Tornatzky and Fleischer, 1990), which includes reports of studies on the process of
technology innovation diffusion and factors influencing technology innovation
adoption. The purpose of this study was to develop a conceptual model and identify
factors affecting the adoption and diffusion of IWMA. Thus, the theoretical basis for

this study is found in the organisational innovation literature that includes innovation

theory.
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Chapter 2: Literature Review

2.6.1.1 Diffusion of Innovation Theory

Rogers (1995, p.5) defined diffusion of innovation as the process by which an
innovation is communicated through certain channels over time among the members of
a social system. He identified the four main elements of a diffusion process as: 1) the
innovation; 2) communication channels; 3) time; and 4) the social system. Rogers
(1995, p. 11) defined innovation as a process, object, or idea that is perceived as new

by an individual or another unit of adoption.

Innovation has been studied at the level of the industry, the firm and the individual
(Damanpour, 1991). This study focuses on innovation at the organisational level, where
it is defined as the adoption of a new idea by the adopting organisation (Damanpour,
1996). In this study, the innovation is defined in terms of adoption of the Internet and
Web technologies by Thai and Australian hotels for their marketing activities.

Communication channels are the means by which messages get from one individual fo
another through the mass media and interpersonal channels (Rogers, 1995, p. 18). In
this study, the diffusion of IWMA in Thai and Australian hotels refers to the channels

through which each hotel manager learns or gains experience for the use of IWMA.

Time is the third element of the diffusion process. Rogers (1983; 1995) identified the
five characteristics of innovation that affect the rate of diffusion. These are relative
advantage, complexity, compatibility, trialability and observability. All these factors,
except complexity, have a positive relationship with the rate of adoption of technology
(Zaltman et al., 1973; Rogers, 1995). Innovation diffusion is faster if potential adopters

perceive the innovation to have a relative advantage and be compatible with their

practices and needs.

According to Rogers (1995), there are five types of innovation adopters: 1) innovators;
2) early adopters; 3) early majority; 4) late majority; and 5) laggards. Innovators are the
fastest adopters while laggards are the slowest adopters. Table 2-2 illustrates the
different types of innovation adopters and their characteristics (Rogers, 1995; Cain and
Mittman, 2002). In this study, time refers to the relative earliness or lateness of the

adoption of Internet and Web based marketing activities by Thai and Australian hotels.
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Table 2-2:Innovation Adopters and their Characteristics

Category Characteristics Percent of Adopters

Innovators Venturesome and eager to try new ideas 2.5
Cosmopolite

Geographically dispersed contacts

High tolerance of uncertainty and failure
May or may not be respected by peers

Early Adopters Well-respected opinion leadership 13.5

Well integrated in social system
Judicious and successful use of innovation

Early Majority Deliberate before adopting new idea 34.0
Highly interconnected with a peer system
Just ahead of the average

Approach innovations with caution and 34.0
skepticism

Responsive to economic necessity
Responsive to social norms
Limited economic resources

Low tolerance for uncertainty
Hold on to traditional values 16.0
Relatively isolated

Precarious economic situation

Suspicious of new innovations and change
agents

Source: adapted from Rogers (1995); Cain and Mittman (2002)

Late Majority

Laggards

Rogers (1995, p. 23) defined a social system as a set of interrelated units that is
engaged in joint problem-solving to accomplish a common goal. The members of units
of a social system may be individuals, informal groups, organisations, and/or
subsystems. At the organisational level, the unit of adoption is the organisation while the
social system is the organisation’s external environment. In this study, the unit of adoption
is the hotel firm in Australia and Thailand, and the social system is the hotel’s external

environment such as competition, customers, government and technology support.

2.6.1.2 Dimensions of the Innovation Process

According to Damanpour (2002), organisational change occurs when organisations
evolve from old behaviours and methods of operations to new ones. The difference
between the current state prior to change to the future state of an organisation can be a
consequence of the generation or adoption of innovation. This means that

organisational innovation is a subset or sub-process of organisational change
(Damanpour, 2002).
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Damanpour (2002) distingushed the two dimensions of the innovation process:
1) generation; and 2) adoption. The generation of innovation is a process that results in
the creation of an innovation that is new to at least one organisational population (p.
1726). If the outcome of the generation process is then acquired by another
organisation, the second organisation goes through another process, the adoption of
innovation. The adoption of innovation process is a process that results in the inclusion

of an innovation that is new to the adopting organisation (p.1726).

The adoption process concerns a sequence of stages that a potential adopter of an
innovation passes through before acceptance of the new process, product or idea.
Rogers (1995) defines the adoption process as the process through which an individual
or other decision making unit passes from first knowledge of an innovation, to forming
an attitude towards the innovation, to a decision to adopt or reject, to implementation of

the new idea, and to confirmation of this decision.

The innovation process can be considered a success to the extent that the innovation is
accepted and integrated into the organisation (Zaltman et al., 1973; Rogers, 1995). With
respect to organisational adoption, commonly two main stages are distinguished:
initiation and implementation (Zaltman et al., 1973; Tornatzky and Klein, 1982). Rogers
(1995, p. 21) stated that adoption is a decision to make full use of an innovation as the
best course of action available. In the initiation stage, the organisation becomes aware
of the innovation, forms an attitude towards the new process, product or idea and
evaluates it. In the implementation stage, the organisation decides to purchase and make
use of the innovation (adoption and continued use). In this study, thus, the full and
actual adoption of innovations in an organisational context implies that adoption occurs

within the hotel organisations and is integrated into ongoing business practices.

2.6.1.3 Innovation Types

The characteristics of an innovation can be differentiated along four dimensions
(Poutsma et al., 1987 cited in Thong, 1999): 1) product and process innovations; 2)

radical and incremental innovations; 3) technology-push or market-pull; and 4) planned

and incidental innovations.
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1) Product and Process Innovations

Product innovations involve the development, production, and dissemination of new
consumer and capital goods and services while process innovations are innovations that
improve the production process through the introduction of new methods, machines or
production systems. Damanpour (1996) noted that process innovations are: (1) less
observable and perceived to be relatively less advantageous, as they are merely related
to the delivery of outcomes, rather than being the outcome themselves; and (2) more
difficult to implement, as their successful implementation depends upon more

widespread changes in organisational structure and administrative systems.

2) Radical and Incremental Innovations

Radical innovations are innovations that produce fundamental changes in the activities
of an organisation and large departures from existing practices while incremental

innovations are minor improvements or simple changes in current technology.

3) Technology-Push or Market-Pull

Innovations can occur because of technology-push or market-pull. Technology-push
implies that an innovation is developed and offered in a matured form on the capital-
good market. Under pressure exerted by the competing suppliers and the ascribed
superiority of the new innovation, the market is required to absorb the new innovation.
In a market-pull situation, a social need is felt, acknowledged, and translated into

technical demand. In response to this demand, a new technology is developed.

4) Planned and Incidental Innovations

Planned innovations are innovations that are carried out according to plan where the
business aims to control the market through its innovation. Innovations are considered

to be incidental when they occur as a specific reaction of a business to new market

demand.
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In this study, the adoption of IWMA is the result of a radical innovation. For Thai hotels
the adoption of IWMA is likely to cause change in work procedures and to increase
computer anxiety among the employees. Thus, not only is an innovation a renewal by
means of technology, but it can also be a renewal in terms of thought and action

(Poutsma et al., 1987 cited in Thong, 1999).

2.7 FACTORS AFFECTING TECHNOLOGICAL INNOVATION ADOPTION

Previous technological innovation studies have identified various groups of variables
that are possible determinants of organisational adoption of an innovation. For example,
Kimberly and Evanisko (1981) identified three clusters of predictors for innovation
adoption in a hospital: 1) characteristics of the organisation; 2) characteristics of the
leader; and 3) characteristics of the environment. Tornatzky and Fleischer (1990)
proposed a technological innovation model, which consisted of three contexts affecting
adoption and implementation of technology in firms: 1) organisational context; 2)
technological innovation context; and 3) external environment context. Figure 2-2 on

page 33 shows the facets of the model proposed by Tornatzky and Fleischer (1990).

Environmental

Organisation
Characteristics

Characteristics

Technological
Innovation
Decision Making

Technological
Characteristics

Source: Adapted from Tornatzky and Fleischer’s (1990) Model

Figure 2-2: The Context of Technological Innovation

Furthermore, Thong (1999) divided the organisational context into characteristics of the
organisation and characteristics of the organisational decision-makers. He identified

four elements for information system adoption in small and medium businesses: 1)
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characteristics of the organisational decision-makers (CEO characteristics); 2)
characteristics of the organisation; 3) characteristics of the technological innovation;

and 4) characteristics of the environment.

Both Tornatzky and Fleischer’s (1990) model and Thong’s (1999) elements are the
basis for this study developing the conceptual model. In order to have a better
understanding regarding factors affecting the use of IWMA, four characteristics of
technological ipnovation adoption are reviewed and presented as follows: 1)
technological innovation; 2) organisations; 3) organisational decision-makers; and 4)

environment.

2.7.1 Characteristics of the Technological Innovation

Based on an analysis of the organisational innovation literature, it appears that
technological innovation characteristics are widely and frequently used as a key
determinant of innovation adoption. As mentioned earlier, Rogers (1983; 1995)
identified the five attributes of an innovation and it is proposed that in the case of this
study the technological innovation can influence innovation adoption in terms of these
attributes: 1) relative advantage; 2) complexity; 3) compatibility; 4) trialability; and 5)
observability. Also, Tornatzky and Fleischer (1990) identified perceived barriers and
perceived benefits as technological innovation characteristics. Moore and Benbasat
(1991) added another two attributes to test their effect on the decision to adopt an
information technology (IT) innovation; these were 1) image, and 2) voluntariness of use.

Consequently, in subsequent studies researchers applied different innovation attributes
when testing the adoption of innovation by an organisation. The perceived innovation
characteristics as presented by Rogers (1983; 1995) have been discussed extensively.
Studies undertaken by Kendall et al. (2001) and Seyal and Rahman (2003) revealed that
the five attributes of innovation characteristics proposed by Rogers (1995) do influence
the adoption of e-commerce in firms. Furthermore, several studies have revealed that
perceived barriers and perceived benefits are the most important groups of innovation
characteristics that affect the adoption of innovation in firms (Poon and Swatman, 1997;

Iacovou et al., 1995; Chau énd Tam, 1997; Scupola, 2003).
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2.7.2 Characteristics of Organisations

Organisational factors have also frequently been used as a key determinant of
technological innovation adoption. Several previous studies have investigated a range of
organisational characteristics. For example, Grover (1993) investigated organisational
factors including top management support and championship on the adoption decision
for a customer-based interorganisational system (CIOS). Results indicate that top
management support and championship had a direct influence on the adoption decision
for a CIOS.

Doll (1985) mentioned that top management is responsible for providing general
guidance information systems activities. lacovou et al. (1995) identified and tested
organisational readiness as an organisational factor in the adoption of electronic data
interchange (EDD. They reported that low levels of information technology
sophistication and lack of resources influenced the adoption of EDI. Thong (1999)
identified three organisational attributes: 1) business size; 2) employee’s information
system (IS) knowledge; and 3) information intensity. He found that organisational
characteristics influenced the adoption of IT for small businesses. Dholakia and Kshetri
(2004) also reported that business size had a significant effect on Internet adoption
among SMEs in the New England region of the U.S.A.

Seyal and Rahman (2003) also investigated size, type and nature of the business as
organisational attributes in the adoption of electronic commerce. Results indicate that
management support was a major determinant of e-commerce adoption. However, they
found that there was no statistically significant difference between small and medium
sized organisations in the adoption of e-commerce. Scupola (2003) investigated four
variables of organisational characteristics: 1) financial and technological resources; 2)
employee’s IS knowledge; 3) innovation champion; and 4) company size. Results show

that the project champion and employee’s knowledge were important factors for the

company to adopt e-commerce.
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2.7.3 Characteristics of Organisational Decision-Makers

Previous studies have found that through the lack of top executives’ support, technology
cannot be successfully implemented (Cooper and Zmud, 1990; Thong et al., 1993).
Subsequently, recent studies identified fop management support, top managers’
attitude, chief executive officer’s (CEQ’s) innovativeness, and CEO’s IS knowledge as
an additional group of factors of CEO characteristics or managerial attributes (Boynton
et al., 1994; Tan and Teo, 1998; Thong and Yap, 1995; Armstrong and Sambamurthy,
1999; Thong, 1999; Seyal and Rahman, 2003; Pollard, 2003). In their study, Thong and
Yap (1995) concluded that businesses with CEOs who are more innovative have a more
positive attitude towards adoption of IT, are more knowledgeable about IT and are more

likely to adopt IT.

2.7.4 Characteristics of the Environment

Environmental characteristics are important factors that have also been studied in many
previous studies (lacovou et al., 1995; Thong, 1999; Tan and Teo, 2000; Scupola, 2003).
The external environmental context describes the characteristics of external factors that
present constraints and opportunities for technological innovations. According to Chau
and Tam (1997), market conditions, in terms of competitive market forces and market
uncertainty, constitute a major factor in the innovation process. Also the competitive
pressure, which firms face within the industry, has been shown in several studies to have
an influence on the company’s decision to adopt information technology or e-commerce

(Tacovou et al., 1995; Lertwongsatien and Wongpinunwatana, 2003; Dholakia and Kshetri,
2004).

Due to differences in the technological infrastructures built in various countries, several
studies have investigated external factors in terms of level of government support, level
of technology support, government intervention, and public administration (Tan and
Teo, 2000; Scupola, 2003). Results indicate that government intervention and public
administration were very important for the adoption and implementation of

technological innovations (Tan and Teo, 2000; Scupola, 2003).
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Many different factors have been identified in previous studies as affecting
technological innovation adoption in an organisation. As mentioned earlier, the
theoretical foundation for most technology adoption research has been based on the
diffusion of innovation literature (Tornatzky and Klein, 1982; Rogers, 1983, 1995;
Tornatzky and Fleischer, 1990). Consequently, a conceptual model for understanding
technology adoption in an organisation has been developed from the models of Rogers

(1995) and Tornatzky and Fleischer (1990).

Table 2-3 (pp. 38-39) gives an overview of major studies that have investigated

explanatory variables for technological innovation adoption in an organisation.

The factors identified in the above studies can be grouped into the three main groups of
factors: 1) organisational and CEO/owner/manager; 2) environmental; and 3)

technological innovation, as shown in Table 2-4.

Table 2-4: Summary of Groups of Factors Affecting Technological Innovation Adoption in
An Organisation Identified from Previous studies

Authors Groups of Factors

Organisational Environmental | Technological Innovation
and CEQ

Kimberly and Evanisko (1981)

+ Grover (1993)

| Iacovou et al. (1995)

Chau and Tam (1997)

Thong (1999)

Kendall et al. (2001)

N

P[P PR

Scupola (2003)

TR et bl balbalte
I Ea i et bl bl b

Seyal and Rahman (2003)

AN
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Chapter2: Literature Review
2.8 THE ADOPTION OF IWMA BY THE HOTEL INDUSTRY

Several previous studies in the hospitality industry have investigated the adoption of
information technology (IT) in different types of organisations in various situations. For
example, Buhalis and Main (1998) examined the use of IT in small and medium
hospitality organisations (SMHOs) by using a push and pull type of innovations
adoption model in SMHOs. They reported that push factors, e.g. education and training,
and strategic partners, and pull factors, e.g. customer demand, enable SMHOs to

incorporate IT in their strategic and operational management.

Sigala (2003) investigated the Internet marketing strategies in the hotel sector in Greece
by using the information communication distribution and transaction (ICDT) model
proposed by Agehrn and Meyer (1997). The results indicate that most hotels in Greece
used the Internet for disseminating information and receiving reservation requests
through e-mail, whereas very few used the Internet for more enhanced and sophisticated

activities.

Buhalis and Deimezi (2004) adopted diffusion innovation theory to examine the level of
information communication technology (ICT) diffusion in small and medium-size
tourism businesses in Greece. The results indicate that both ICT and e-commerce in

Greece were in their infancy stage.

Yeh et al. (2005) investigated business travellers’ perceptions and needs in
contemporary e-commerce and IT applications and found that business travellers had
positive perceptions of, and needs for, hotel e-commerce and IT applications. This

implies that hotels should adopt IT and e-commerce in order to meet customer’s needs.

The role of hospitality organisation managers regarding the use of information
technology has been analysed in several studies. For example, Main (1995) studied the
use of IT in the independent sector of the hotel industry in South Wales, and reported
that the profile of the hotel manager in terms of age, gender and level of education was a

significant determinant in the adoption of IT.
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Van Hoof and Combrink (1998) analysed the perception of U.S. lodging managers
regarding the use of the Internet. They reported that the level of industry experiences and
the level of technology training or education did not affect the use of the Internet, but
respondents over the age of 55 years rated its effectiveness significantly lower than the
younger age groups did. In addition, they found that the potential for property exposure
and for marketing and advertising were the two most important benefits of the Internet.

Further, Van Hoof et al. (1999) investigated the perception of accommeodation industry
managers in Australia about the importance of the Internet to the accommodation
industry. Results indicate that property size, type, and the respondents’ industry
experience had a significant effect on their use of e-mail and perceptions about the
Internet. Managers in limited-service properties felt that the effectiveness of the Internet
for making and advertising purposes, for making reservations, and as a means to check
out the competition was significantly less than did managers in resort and full service
properties. Also, managers of large hotels (more than 300 rooms) rated the issue
regarding the effectiveness and importance of the Internet in terms of making
reservations, checking competition, communicating with colleagues, suppliers and
vendors, and corporate office significantly higher than did managers in smaller

properties.

Mistilis et al. (2004) examined and identified the degree of strategic management and
implementation of ICT for Australian hotel marketing, including management’s
perceptions. They found that the adoption of information technology is not dependent
on the education level of senior hotel managers, and is not related to hotel sizes, but IT
knowledge is associated with the adoption of ICT. Sahadev and Islam (2005) studied
ICT adoption in Thailand and reported that hotel class and age each had a significant

effect on ICT adoption, whereas size of hotel did not have an impact on the adoption of
ICT.

Thus, these results from studies done in the past on hotel sector for adoption of IT and
ICT have, in fact, been divided on the influence of firm size on adoption propensity
with some finding a positive relationship (Van Hoof et al., 1999; Siguaw et al., 2000)
and others finding a negative relationship on the adoption of IT and ICT (Mistilis et al.,
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2004; Sahadev and Islam, 2005). Furthermore, the results relating to the effect of the
level of a hotel manager’s education on adoption of IT and ICT are mixed, with some
indicating a positive impact (Main, 1995), and others indicating a negative impact (Van

Hoof and Combrink, 1998; Mistilis et al., 2004).

Winata and Mia (2005) investigated the role of hotel managers’ use of information
technology for communication (ITC) in the relationship between the managers’
perceived performance and their budgetary participation in Australia. The results
indicate that the department managers’ perceived performance in the hotels was
positively associated with the interaction of their use of the ICT and budgetary
participation. Gregory et al. (2005) investigated the perceptions of convention hotel
managers in the U.S.A. and found that the Internet and Web based marketing tools have
become an integral part of hotel sales and marketing activities, though convention hotel
managers do not perceive that the use of the Internet and Web technologies alone

increases hotel occupancy and sales.

Barriers to the use ICT have been investigated in several previous studies. For example,
Anckar and Walden (2001) analysed the barriers that affect the use of IT and Internet
commerce in SMHOs in Finland. They found that there were four important barriers,
which still inhibit small and medium hospitality organisations from fully capitalising on
information technology and the Internet; 1) lack of financial resources, 2) lack of IT
knowledge and experience, 3) resistance to change, and 4) peripheral location.

Heung (2003) also investigated barriers to implement e-commerce in the travel industry
in Hong Kong. The findings of Heung (2003) indicate that travel agencies when they
decided to implement e-commerce were mostly concerned about: 1) the Management
support including financial resources, staff training and customer’s demand; and 2)
Partner’s participation including trading partners and cost of implementation.
Similarly, Olsen and Connolly, 2000) suggested that technology could not be successfully

implemented in the hotel industry if there was no top executives’ support.

Garces et al. (2004) analysed companies’ reasons to use e-commerce, and difficulties

with it in the Aragonese hospitality industry. Results indicated that smaller hotels
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perceived more benefits, including an increase in bookings, than larger hotels did. Also,
smaller companies assessed more than larger companies did because of the greater
importance to the expansion of the market and cost reduction as reasons to adopt e-

commerce.

Many different issues have been reported in the literature on the diffusion of ICTs and
e-commerce in the hospitality industry. The issues investigated in several studies can be
separated into three groups: 1) characteristics of the property including size, fype of
hotel, chain membership and management structure (Siguaw et al., 2000; Paraskevas
and Buhalis, 2002; Murphy et al, 2003; Sigala, 2003; Mistilis et al., 2004); 2)
characteristics of owners/managers including education level, age, technical expertise
and training (Van Hoof and Combrink, 1998; Van Hoof et al., 1999; Mistilis et al.,
2004); and 3) characteristics of technological adoption including perceived benefits and
barriers for the use of ICTs (Garces et al., 2004; Buhalis and Deimezi, 2004).

Figure 2-3 provides a summary of these factors affecting technology adoption from the
hospitality literature.

Characteristics of the Characteristics of IT
Characteristics of Property - Perceived Benefits
Owner/Manager - Size (expand market, increase
- Education Level - Type of bookings, marketing
- Age - Star Rating System tool, reduce cost)
- IT Knowledge - Chain Membership - Perceived Barriers
- Structural Management (lack of resources, cost,
lack of IT knowledge,
l training)

The Use of IT and ICT in the Hospitality Industry r/

Sources: adapted from Van Hoof & Combrink, 1998; Van Hoof et al., 1999; Siguaw et al., 2000;

Paraskevas & Buhalis, 2002; Murphy et al., 2003; Sigala, 2003, Buhalis & Deimezi, 2004 Garces et al.,
2004:; Mistilis et al.. 2004.

Figure 2-3: Factors Identified from the Hospitality Literature as Affecting Technology
Adoption in the Hospitality Industry
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2.9 DEGREE OF ADOPTION OF IWMA

The levels of Internet and Web technology adoption have been described in a number of
studies illustrating the transition from the use of e-mail to a fully complete transaction.
For example, Nambisan and Wang (2000) classified and studied Web technology
adoption at two levels: 1) adoption of Web technology for information dissemination; 2)
adoption of Web technology for work collaboration. They also defined the term of
“information dissemination” as the establishment of the corporate Web site, and defined

“work collaboration” as the implementation of the corporate intranet.

Sellitto and Martin (2003) categorised the degree of Internet Web site adoption of
Australian Wineries into just three levels: 1) no Web site adoption (only e-mail and
Web searching activity); 2) basic Web site (brochure); and 3) basic Web site also
providing online sales facilities. Similarly, Martin (2004) also classified the stage of
Internet adoption in small UK hospitality firms into three levels: 1) having e-mail; 2)
having Web site; and 3) having the Internet and Web technologies for e-commerce and

cash transactions online.

In contrast, in the UK, Daniel et al. (2002) classified the degree of e-commerce adoption
into four clusters: 1) Developers refer to companies that are at the very start of their e-
commerce adoption, use e-mail to communicate with customers, and use the Web for
advertising; 2) Communicators refer to companies that use e-mail to communicate with
customers, suppliers and employees; 3) Web Presence refers to companies that can
receive orders online; and 4) Transactors refer to companies that undertake all of the

activities in the above three clusters, and can receive payment online.

Scupola (2003) described the level of e-commerce adoption and implementation using
four levels of capabilities ranking from “have almost no capability” through to “being
able to complete transactions and receive payment”. Level 1 represents organisations
with very basic or no online capabilities. Level 2 represents organisations with a Web
site, but no advanced capabilities. Level 3 includes organisations that are able to take
orders and provide customer service on their Web site, while Level 4 represents

organisations that can make complete transactions and receive payment on their Web site.
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In this study, two stages of adoption of Internet and Web based marketing activities by
hotels: 1) early adopter hotels; and 2) non-early adopter hotels, have been identified
based on the literature utilising the work of Rogers (1995) and also prior studies on
Internet and Web technologies and e-commerce (Nambisan and Wang, 2000; Daniel et al.
2002; Scupola, 2003; Sellitto and Martin, 2003; Martin, 2004).

For the purposes of this study, “early adopters” are defined as hotels that have e-mail, a
Web site for advertising, receive online bookings, confirm bookings immediately,
receive payment by a secure system, and complete transactions on their Web site. The

definition of “non-early adopters” is hotels that have no Web site and only have e-mail;
aqave no e e

hotels that have e-mail and_q_ ‘basic Web page &f‘advert’ising; and hq{e_ls that have e-

—_—

mail and a Web site for receiving online bookings.

2.10 A CONCEPTUAL MODEL OF ADOPTION OF IWMA BY HOTELS

Based on an assessment of these prior studies, it is clear that the factors affecting the
adoption and implementation of IWMA by the hotel industry have not yet been fully
investigated. As Tornatzky and Klein (1982) pointed out, studies of organisational
adoption should examine multiple explanations of adoption behaviour in order to assess
the power of different forces. More specifically, Mistilis et al. (2004) suggested that
diffusion of innovation theory is useful to examine information communication
technology adoption in hotels. Thus, a conceptual model for the adoption of IWMA by
hotels was developed by utilising diffusion of innovation theory and also by
incorporating those factors affecting the use of IT in an organisation, a concept readily

denived from the organisational innovation and hospitality industry literature.

As there was no previous research on the adoption of IWMA by hotels in Thailand,
pilot interviews was employed to supplement the literature review. Therefore, during
the months of September and October 2004, pilot interviews were conducted at each of
six hotels in Thailand. Each interview took approximately one hour to complete.
Participants were two general managers, one executive assistant manager, three
marketing managers and one front office manager. The pilot interview questions (see

Appendix C2) were designed to determine:
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¢ General information about firm demographics,

e Main reasons for, and problems influencing the adoption of IWMA by hotels in
Thailand,

e Benefits and cost of the adoption of IWMA by hotels in Thailand,

e Environmental factors in Thailand that support the use of IWMA.

The results of these interviews (for example, opinions, suggestions and experiences)
provided direction as to what factors were imperative for hotels in Thailand and how

these factors were being assessed by occupants of these senior management positions.

Consequently, for this study, the proposed conceptual model was developed
incorporating key variables derived from a review of the research literature on innovation
adoption in organisations and from the results of the pilot interviews in Thailand. In Table

2-5 the research variables used in this study are summarised.

Table 2-5: Research Variables Used for this Study

Groups of Factors Theoretical Representation Variables

Organisational Factors Organisational Decision-Makers Size of Hotel

Top Management Support

Organisational Structure Organisational Readiness

Organisational Process CEO’s Attitudes

CEO’s IS Knowledge

Technological Innovation Technological Innovation Context Perceived Benefits

Factors Complexity

Compatibility

Perceived Barriers

Image

Environmental Factors Organisational Environment Customer Power

Competition Intensity

Level of Government Support

Level of Technology Support

Sources: Groups of Factors (adapted from Tornatzky and Fleischer, 1990; Thong 1999)
: Research Variables (adapted from organisational innovation adoption, hospitality literature and the
results of pilot interviews)

In this study, the proposed conceptual model incorporates three key groups of factors:
organisational; technological innovation; and environmental, based on Tornatzky and

Fleischer (1990) (see Figure 2-4, p. 48).
The organisational factors, consist of the inherent characteristics of both 1) the hotel

(organisational structure in terms of size of hotel, and organisational process in terms

of top management support and organisational readiness), and 2) the decision-maker
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(CEO’s attitudes and CEO’s IS knowledge). The technological innovation factors
consist of five factors, including 1) perceived benefits, 2) complexity, 3) compatibility,
4) perceived barriers and 5) image which represent technological innovation adoption
theory. The environmental factors for the organisational environment consists of four
factors, including 1) customer power, 2) competition intensity, 3) level of government
support, and 4) level of technology support, which represents organisational

environment theory.

This model proposes that there is a direct relationship between these factors and the
adoption of IWMA by hotels. The degree of adoption of IWMA will be measured in
two levels of using IWMA in terms of early adopter and non-early adopter hotels.

Hence, the proposed conceptual model provides the foundation for empirical
investigation of the effect of the three main groups of factors in terms of organisational,
technological innovation, and environmental factors on the adoption of IWMA in Thai

and Australian hotels. Each of these factors is discussed below.

1) Organisational Factors

The following organisational factors were included in this study: size of hotel; top

management support, organisational readiness;, CEQ’s attitude, and CEO’s IS

knowledge.
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Organisational Factors

Size of Hotel

Top Management Support

Organisationl Readiness /

CEO’s Attitude Adoption of Internet and Web Based

Marketing Activities by Hotels

CEO’s IS Knowledge

Early Adopters

Hotels that have e-mail, Web site for advertising,

receiving online bookings, confirm bookings

Innovation Factors :
i) ‘ immediately, receiving payment by a security

system, and completing transactions on their Web

- site.
Perceived Benefits

Complexity ( Non-Early Adopters

Hotels that have no Web site and only have e-
Compatibility /] f-—» mail; Hotels that have e-mail and a basic Web
page for advertising; and Hotels that have e-mail
and a Web site for receiving online bookings.

Perceived Barriers v

Image

5 0 : Enﬁrqnméhhl' Factors

Customer Power

Competition Intensity

Level of Government Support

Level of Technology Support

Sources:

Groups of Factors (adapted from Tornatzky and Fleischer, 1990; Thong, 1999)
Research Variables (adapted from Organisational innovation adoption, hospitality literature and the results of
in-depth interviews)

Degree of Adoption (adapted from Rogers (1995); Nambisan and Wang (2000); Daniel et al. (2002); Scupola
(2003); Sellitto and Martin (2003); Martin (2004) AN,

Figure 2-4: A Conceptual Model of Adoption of Internet and Web Based
Marketing Activities by Hotels
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Size of Hotel

Some studies in organisational innovation adoption have indicated that there is no
significant relationship between business size and organisational innovation
adoption (see Seyal and Rahman, 2003 and Scupola, 2003; Mistilis et al., 2004;
Sahadev and Islam, 2005). However, a number of previous studies have shown that
business size does influence the use of technology (Rogers 1983; Grover, 1993;
Thong et al., 1993; Thong and Yap 1995; Thong, 1999; Dholakia and Kshetri,
2004). Similarly, the study of Van Hoof et al. (1999) reported that property size and
type have a significant effect on the use of e-mail and Web technology in the
Queensland accommodation industry. Moreover, Siguaw et al. (2000) indicated that
other hotel characteristics, such as whether the hotel is independent or part of a
chain, or whether luxury, upscale or budget, influenced the adoption of technology.
Therefore, it is expected that hotels at higher levels of IWMA would be larger in

. size than hotels at lower levels.

Top Management Support

Top management support refers to the level of support given by the Chief Executive
Officer (CEO) that influences the effectiveness of information systems (Grover,
1993; Seyal and Rahman, 2003). Several previous studies have shown that top
management support is a significant predictor of technology adoption and leads to
more successful computer use in both large and small businesses (Grover, 1993;
Thong et al., 1993; Tan and Teo, 1998; Seyal and Rahman, 2003). In addition, the
findings of Heung (2003) indicate that “Management support” is an important factor
for travel agencies when they decide to implement e-commerce. Therefore, it is
expected that hotels at higher levels of IWMA would have a higher level of support

from their top management than hotels at lower levels have.

Organisational Readiness

Organisational readiness refers to the level of (1) financial and (2) technological
resources that the firm has (lacovou et al., 1995). This factor is considered because
small hotels and budget hotels tend to lack the resources that are necessary for
Internet and Web based marketing activities (Buhalis and Main, 1998; Paraskevas
and Buhalis, 2002; Murphy et al., 2003). In addition, the findings of Heung (2003)
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indicate that financial resources and well-trained staff are important factors for
travel agencies when they decide to implement e-commerce. Therefore, it is
expected that hotels with higher levels of IWMA would have been in a better state
of readiness towards the use of IWMA than hotels at lower levels would have been.

CEO’s Attitude
Past studies have found that CEOs who have a better attitude towards the adoption
of IT are more likely to adopt information technology and e-commerce (Thong and
Yap, 1995, and Seyal and Rahman, 2003). Therefore, it is expected that managers or
CEOs at hotels with higher levels of IWMA would have a more positive :gttitlllde
than managers or CEOs at hotels with lower levels of IWMA. o

CEO’s IS Knowledge *

As mentioned earlier, the terms of IT/IS/ICT in the present study are similar in
concept and related to the use of Internet and Web based marketing activities
(IWMA); therefore, the IT/IS and ICT literature, which has involved CEOs’
knowledge regarding the use of Internet and Web technologies, was reviewed.
Armstrong and Sambamurthy (1999) found that the IT knowledge of senior business
executives was not a significant influence on IT assimilation in firms. However, a
number of previous studies have shown that CEO’s technical knowledge is related
to adoption of IT in firms (Boynton et al., 1994; Thong and Yap, 1995; Thong,
1999; Mistilis et al., 2004). In their study, Boynton, et al. (1994) found that higher
levels of managerial IT knowledge will directly and positively influence an
organisation’s extent of IT use. Thong and Yap (1995) and Thong (1999) have
shown that CEOs who are more knowledgeable about IT/IS are more likely to adopt
the information technology. Moreover, Mistilis et al. (2004) reported that technical
knowledge had a strong relationship with ICT adoption in Sydney hotels. Therefore,
it is expected that owners, CEOs and managers of hotels with higher levels of
IWMA would be more knowledgeable about IWMA than owners, CEQs and

managers of hotels with lower levels of IWMA.
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2) Technological Innovation Factors

The following technological innovation factors were included in this study: perceived

benefits; complexity; compatibility; perceived barriers; and image.

Perceived Benefits

Rogers found that relative advantage or perceived benefits had a positive
relationship to the adoption of technology. Similarly, Moore and Benbasat (1991),
lacovou et al. (1995), Poon and Swatman (1997), Thong (1999), Tan and Teo
(2000), and Kendall et al. (2001) found that relative advantage or perceived benefits
was the best predictor of the adoption of innovation. According to O’Connor and
Frew (2004), the increased volume of transactions and of revenue that could
potentially be generated were the key factors for consideration in the electronic
channel adoption process in the hotel industry. This suggests that positive
perception of benefits of the electronic channel should provide an incentive for the
hotels to develop the use of their Internet and Web technologies. Therefore, it is
expected that managers at the early adopter hotels would perceive more benefits

than would managers at the non-early adopter hotels.

Complexity

Complexity is defined as the degree to which an innovation is perceived as
relatively difficult to understand and use (Rogers, 1983). Rogers generalised that the
complexity of an innovation is negatively related to its rate of adoption. In contrast,
some studies indicated that there is no relationship between complexity and
innovation adoption (Tan and Teo, 2000; Kendall et al., 2001; Seyal and Rahman,
2003). This implies that some innovations are clearly understood by the adopter and
are rapidly accepted while others are not and so will affect the rate of adoption
(Nambisan and Wang, 2000). Specifically, O’Connor and Frew (2004) reported that
ease of use is an important factor for the hotel industry in the adoption of electronic
channels of distribution. Therefore, it is expected that hotels at higher levels of

IWMA would perceive less complexity towards the use of IWMA than hotels at

lower levels.
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Compatibility

Compatibility is defined as the degree to which an innovation is perceived as
consistent with the existing values, past experiences, and needs of potential adopters
(Rogers, 1983). Several previous studies have shown that compatibility is associated
with the adoption of innovation (Moore and Benbasat, 1991; Thong, 1999; Tan and
Teo, 2000; Seyal and Rahman, 2003). In addition, O’Connor and Frew (2004) found
that the potential of the channel to open up new market segments, and to address
current market segments are important factors affecting the adoption of the Internet
and Web technologies in the hotel industry. This implies that the adoption of the
Internet and Web technologies in the hotel industry is compatible with the hotel’s
objectives. Therefore, if the innovation is compatible with existing work practices,
environments, and firms’ objectives, firms will be more likely to adopt it. In this
regard, it is expected that managers at hotels with higher levels of IWMA would

perceive more compatibility than managers at hotels with lower levels of IWMA.

Perceived Barriers

A perceived barrier is defined as an impediment to the establishment of barriers of
the use of Internet and Web technologies for hotel marketing (Nambisan and Wang,
2000; Heung, 2003). Scupola (2003) noted that perceived barriers in terms of lack of
competence, lack of knowledge and awareness of the technology and its potentials,
and losing competitive advantage by selling products through a Web catalogue were
important in the adoption and implementation of e-commerce. Also, Chau and Tam
(1997) found that perceived barriers in terms of high cost for migration, existing IS
personnel are only familiar with proprietary systems, and infeasible to dispose of
existing proprietary systems significantly affected the adoption of an open system.
Anckar and Walden (2001) found that barriers in terms of lacking financial
resources, lacking IT knowledge, resistance to change and location in peripheral
regions had an effect on the use of IT and of the Internet in SMHOs. Therefore, it is

expected that early adopter hotels would perceive fewer barriers than non-early

adopter hotels would.
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Image

Image is defined as the degree to which adoption/usage of the innovation is
perceived to enhance one’s image or status in one’s social system (Moore and
Benbasat, 1991). Moore and Benbasat (1991) suggested that image associated with
users of information technology (IT) and of IT itself is an important determinant of
the adoption decision. Rogers (1983; 1995) also suggested observability as a general
attribute of innovation that influences adoption decisions. The observability of an
innovation, as perceived by members of a social system, is positively related to its
rate of adoption. Karahanna et al. (1999) reported that pre-adoption attitude towards
IT adoption is based on perceptions of usefulness and ease of use whereas post-
adoption attitude is based on perceptions of image enhancement. Moreover, in their
exploratory study, Mistilis et al.’s (2004) hotel respondents commented that if a
hotel did not have an Internet site its image in the marketplace could suffer. This
suggests that the IT adoption decision in most businesses is not strictly based on
usefulness and ease of use, but may also be based on perceived impressions that a
firm projects towards its internal and external environment by having IT resources.
Therefore, it is expected that hotels at higher levels of IWMA would perceive that the
hotel has a higher level of image than hotels at lower levels have.

3) Environmental Factors

The following environmental factors were included in this study: customer power,

competition intensity; level of government support; and level of technology support.

Customer Power

Customer power refers to the demands of major hotel customers and the degree of
loyalty of major customers, which can affect the way a hotel’s business is conducted
(Chau and Tam, 1997). The study of Chau and Tam (1997) indicated that market
uncertainty in terms of the demand of their major customers; the degree of loyalty of
their major customers did not have a significant affect on the adoption of an open
system. In contrast, Buhalis and Main (1998) reported that customer demand is the
pull factor for small and medium hospitality organisations (SMHOs) to use IT.
Specifically, Yeh et al. (2005) found that business travellers had positive

perceptions and needs towards hotel e-commerce and IT applications. These results
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suggest that customer demand may have an effect on the adoption of IT and e-
commerce by hotels. Therefore, it is expected that management of the early adopter
hotels would perceive higher customer pressure than management of the non-early
adopter hotels would.

Competition Intensity

Competitiveness refers to the intensity of the level of competition in the
environment within the industry where the firms operate (Lertwongsatien and
Wongpinunwatana, 2003). As mentioned by Porter and Millar (1985), to gain a
competitive edge in their industries, firms need to differentiate themselves from
competitors, positioning their products and services as premium goods. In highly
competitive markets, innovation adoption may be necessary to maintain one’s
market position (Robertson and Gatignon, 1986). Also, Gatignon and Robertson
(1989) reported that higher levels of competition stimulate innovation adoption.
This is supported by the work of Dholakia and Kshetri (2004), Scupola (2003), and
Lertwongsatien and Wongpinunwatana (2003) who showed that the competitive
environment was associated with the adoption of IT. Therefore, it is expected that early
adopter hotels would perceive a higher degree of competitiveness than non-early
adopter hotels would.

Level of Government Support

Previous studies have suggested that a government can encourage a country’s
private sector to adopt e-commerce by providing supporting infrastructure, legal and
regulatory frameworks, and directions on e-commerce use (Kuan and Chau, 2001).
Several studies have tested the impact of government pressure on e-commerce
adoption. For example, Tomatzky and Fleischer (1990) studied the effect of three
groups of environmental factors: industry factors, technology support infrastructure
factors and role of government. They concluded that these factors could have both
positive and negative impacts on the adoption of innovation. Iacovou et al. (1995),
Tan and Teo (2000), Scupola (2003), and Wang and Cheung (2004) found that
government intervention and public administration were very important for the
adoption and implementation of technological innovations. Thus, governments can

play an intervention and leadership role in the diffusion of innovation (Molla and
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Licker, 2005). Hence, it is expected that the greater the extent of perceived
government support for the use of IWMA, the more likely that it will be adopted by

hotels at the early adopter stage.

Level of Technology Support

Level of technology support refers to the technology competence as an enabling
factor, which is readily available for the use of IWMA (Tan and Teo, 2000). In this
study, the factors considered related to technology support are the advances in
Internet technology in terms of providing Internet security for safer transactions and
purchasing online, and the high speed of Internet technologies. Past studies have
suggested that the level of technology support could impact on the intensity of use
of IWMA in an organisation. For example, Xu et al. (2004) has found that the
significant difference of technology competence between China and the United
States is related to Internet adoption. The literature review indicates that the most
important component for the use of the Internet and Web technologies is the
underlying telecommunications infrastructure upon which the Internet services are
built (Bazar et al., 1998). Tan and Teo (2000) have also reported that technology
infrastructure is the key determinant, which shifts to organisational capabilities in
terms of integrating to leverage existing information systems and databases, that is
significantly associated with organisational innovation adoption. Based on the
above, it may be expected that, if supporting technological infrastructures become
easily and readily available, the use of IWMA at the early adopter hotels will also

become more feasible.

2.11 RESEARCH QUESTIONS AND HYPOTHESES

Based on the literature review above, it can be concluded that there are several groups

of factors: organisational, technological innovation and environmental, which contribute
to the adoption of Internet and Web based marketing activities. Therefore, the proposed

conceptual model provides the foundation for empirical investigation of the following

research questions in this study.

1. To what extent have Thai and Australian hotels adopted and implemented the

Internet and Web based technologies in their marketing activities?
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2. What are the potential factors affecting the adoption of Internet and Web based
marketing activities IWMA) in Thai and Australian hotels?

3. Does the adoption of Internet and Web based marketing activities (IWMA)
differ between Thai and Australian hotels?
If there is a difference, “How does the adoption and implementation of Internet
and Web based marketing activities (IWMA) differ between Thai and Australian

hotels, and what factors are causing this difference?”

In order to address these questions, the following hypotheses (H) were specifically

examined in the study.
H1: “Thai and Australian hotels differ in the extent to which they use IWMA”.

H2: “Organisational, technological innovation and environmental factors have an effect

on the adoption of IWMA in Thai hotels”.

H3: “Organisational, technological innovation and environmental factors have an effect

on the adoption of IWMA in Australian hotels™.

H4: “There is a difference between Thai and Australian hotels in terms of type of hotel

management: (a) independent management and (b) chain management, in the

extent to which they use IWMA”.

HS: “There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of type of hotel

management”. (Independent or chain management; which is dependent on the

results from Hypothesis 4)

H6: “There is a difference between Thai and Australian hotels in terms of size of hotel:

(a) small, (b) medium and (c) large hotels, in the extent to which they use
IWMA”.
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H7: “There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of size of hotel”.
(dependent on the results from Hypothesis 6).

2.12 SUMMARY

In summary, this chapter has described the importance and the success of the use of the
Internet and Web technologies for marketing in the online environment. The purpose of
this chapter was to propose a conceptual model for the adoption of Internet and Web
based marketing activities by Thai and Australian hotels. Studies related to the adoption
of technological innovation in an organisation and hospitality and tourism businesses
were reviewed. The findings of a comprehensive analysis of all factors affecting the use
of IWMA derived from extensive analysis of secondary sources, mainly existing
adoption and diffusion literature and the literature on the diffusion of ICTs and e-
commerce in the hospitality industry, and complemented through pilot interviews, were
integrated into the proposed model. The three key groups of factors: organisational,
technological innovation, and environmental were combined into a proposed model to
describe and explain the facilitating and inhibiting factors for the use of Internet and

Web based marketing activities.

The organisational factors consist of 1) size of hotel, 2) top management support, 3)
organisational readiness, 4) CEQ’s attitudes and 5) CEO’s IS knowledge. The
technological innovation factors consist of 1) perceived benefits, 2) complexity, 3)
compatibility, 4) perceived barriers and 5) image, which represent technological
innovation adoption theory. The environmental factors for the organisational
environment consist of 1) customer power, 2) competition intensity, 3) level of
government support and 4) level of technology support. The degree of adoption of
IWMA will be measured in two levels in terms of early adopter and non-early adopter

hotels.
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Hence, the proposed conceptual model provides the foundation for empirical
investigation of the research questions (see section 2.11) in this study. The next chapter
will present the research methodology, as well as the research process to accomplish the

research aims and answer the research questions.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 INTRODUCTION

The purpose of this chapter is to describe the research methodology and design used to
complete this study. The methods involve an analysis of hotel Web sites, a
questionnaire survey of senior hotel managers in Thailand and Australia, and a series of
confirming interviews with some of the aforementioned senior managers that have been
considered appropriate for the goal of this study. The method of development of the
research instruments, the measurement of validity and reliability of the research
instruments, the methods of selection of the population and the sample, data collection
and the data analysis techniques for this study are described.

3.2 RESEARCH METHODS

When considering the method that may be used in a research study, there are three main
options: 1) a quantitative method, 2) a qualitative method and 3) a mixed method
(Kaplan and Duchon, 1988; Jennings, 2001; Creswell, 2003). The distinctions between

these three methods are important in choosing a suitable approach for the research.

o Quantitative methods involve statistical analysis and rely on numerical evidence to
test hypotheses (Brunt, 1997; Creswell, 2003). Quantitative methods focus on the
measurement and analysis of causal relationships between variables (Denzin and
Lincoln, 1994). A quantitative method is grounded in a positivist social sciences
paradigm that primarily reflects the scientific method of the natural sciences
(Jennings, 2001). The advantage of a quantitative method is that the findings have
broad, generalisability (Patton, 2002).

e According to Maanen (1979, p. 520), “qualitative method is an umbrella term
covering intrepretive techniques which seek to describe, decode, translate, and
otherwise come to terms with the meaning, not the frequency, of certain more or

less naturally occuring phenomena in the social world”. Qualitative methods also
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use strategies of inquiry such as narratives, phenomenologies, ethnographies,
grounded theory studies and case studies (Patton, 2002; Creswell, 2003). Qualitative
methods facilitate the study of issues in a wealth of detailed information about a

smaller number of people and cases (Patton, 2002).

o A mixed method is “one in which the researcher tends to base knowledge claims on
pragmatic grounds. It employs strategies of inquiry that involve collecting data
either simultaneously or sequentially to best understand research problems”
(Creswell, 2003, p. 18). There are five purposes for the use of mixed methods for a
study: 1) triangulation, or seeking convergence of results, 2) complementarity, or
examining overlapping and different facets of a phenomenon, 3) initiation, or
discovering paradoxes, contradictions or fresh perspectives, 4) development, or
using the methods sequentially, so that results from the first method inform the use
of the second method, and 5) expansion, or mixed methods adding breadth and
scope to a project (Greene et al., 1989 cited in Tashakkori and Teddlie, 1998). Also,
there are four designated possibilities for the complementarity of quantitative and
qualitative data (Miller and Crabtree, 1994), as shown in Table 3-1.

Table 3-1: Design Possibilities

Design Explanation

Possibility

Concurrent Where quantitative and qualitative data are used simultaneously

Sequential Where qualitative data are used first in order to develop quantitative instruments

Nested Where both are used in a conceptual framework to form checks and balances to
ensure that the “wrong problem” is not addressed

Combination | Where qualitative data contextualises situation specific cases

Sources: Miller and Crabtree, 1994

Many authors have suggested that the use of a combination of methods is likely to be
more productive because it can reduce the biases and increase the validity and reliability
of research data (Jick, 1979; Kaplan and Duchon, 1988; Miles and Huberman, 1994;
Creswell, 2003). Also, using different methods to collect data provides a wider range of
coverage that may result in a fuller picture (Bonoma, 1985; Babbie, 2001). Eisenhardt
(1989) mentioned that the combination of qualitative and quantitative data can be highly
synergistic. The synergy between qualitative and quantitative methods is highlighted by
Mintzberg (1979, p. 587) as follows:

60



Chapter 3: Research Methodology

For while systematic data create the foundation for our theories, it is the
anecdotal data that enable us to do the building. Theory building seems to
require rich description, the richness that comes from anecdote. We
uncover all kinds of relationships in our hard data, but it is only through the
use of this soft data that we are able to explain them.

Each type of research strategy has strengths and weaknesses and no single research
strategy is singularly superior to any other (Benbasat et al., 1987; Babbie, 2001; Yin,
2003). In tourism research, Davies (2003) noted that several roles for qualitative and
quantitative data within multiple methods of mixing are important.

By comparing the strengths and weaknesses of these three methods of research, the
mixed methods approach was considered to be appropriate for this study as well as
enhancing, by triangulation, the strengths of both the qualitative and quantitative
methods. Hence, an analysis of hotel Web sites, a questionnaire survey of senior hotel
managers in Thailand and Australia, and a series of confirming interviews were
employed in combination for this research in order to overcome biases that stem from

the use of a single method.
3.3 RESEARCH PROCESS

As mentioned in Chapter 1, the aim of the present study was to explore factors affecting
the adoption of IWMA in Thai and Australian hotels. The following three research

questions were used as the guide for the research design in order to achieve the aim of

this study.

(1) To what extent have Thai and Australian hotels adopted and implemented the

Internet and Web based technologies in their marketing activities?

(2) What are the potential factors affecting the adoption of Internet and Web based
marketing activities IWMA) in Thai and Australian hotels?

(3) Does the adoption of Internet and Web based marketing activities (IWMA) differ
between Thai and Australian hotels?
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If there is a difference, “How does the adoption and implementation of Internet and
Web based marketing activities (IWMA) differ between Thai and Australian hotels,

and what factors are causing this difference?”

Thus, the research process to accomplish the research aims and answer the research
questions was conducted in three stages: 1) the analysis of hotel Web sites; 2) the
quantitative method using structured, closed item surveys; and 3) the confirming

interviews, as follows.

o The first stage involved a quantitative method involving an analysis of hotel Web
sites. Owing to the newness of the research area, in this study when investigating the
use of IWMA in Thai and Australian hotels, it was first necessary to obtain

preliminarily data regarding the Web technology features of hotel Web sites that are
available in Thailand and in Australia.

The main objectives of the analysis of hotel Web sites were to:

» evaluate and compare the features and the extent to which customer’s
information needs are met on hotel Web sites in Thai and Australian
hotels;

» evaluate and compare the features and the extent to which customer’s
information needs are met on hotel Web sites between independent and
chain hotels in each country;

> start to answer Research Questions 1 and 3, and provide support for the
hypothesis H1: Thai and Australian hotels differ in the extent to which
they use IWMA and hypothesis H4: There is a difference between Thai
and Australian hotels by type of hotel management: (a) independent
management and (b) chain management, in the extent to which they use
IWMA; and

> supplement the results of both the questionnaire survey and the

confirming interviews.

Thus, a quantitative method on the analysis of hotel Web sites utilising two checklist

instruments was chosen at the first stage of this study to evaluate and compare features
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provided on the hotel Web sites in these two countries, and as a source of preliminary
data and to answer the Research Questions 1 and 3. There were seven major steps in the

analysis of hotel Web sites. These are shown in Figure 3-1 and will be discussed in later

sections of the chapter.

Step 1: Literature Review (see Chapter 2, section 2.5, pp. 21-28)
Step 2: Instrument Design (see Section 3.4.1, p. 66)

Step 3: Define term of Hotel (see Section 3.4.2, pp. 67-69)

Step 4: Define Population Size (see Section 3.4.2, pp. 67- 69)

Step 5: Define Sampling Techniques (see Section 3.4.2.2, pp.69-70)
Step 6: Data Collection (see Section 3.4.3, p. 70)

Step 7: Data Analysis (see Section 3.4.4, p. 70)

Figure 3-1: Seven Steps of the Research Process for the Analysis of Hotel Web Sites

e For the second stage, the quantitative questionnaire survey method using
structured, closed item questions was chosen as an appropriate way to obtain a profile
of hotel businesses in Thailand and Australia in terms of whether they used or did not

use the Internet and Web based marketing activities.

The main objectives of the questionnaire surveys conducted in the two countries

were lo:

» identify the IWMA adopted by Thai and Australian hotels;

> identify and evaluate the differences between Thai and Australian hotels
in their adoption of IWMA;

> investigate the different facilitating and inhibiting factors affecting the
adoption of IWMA in Thai and Australian hotels; and

» develop a model for the successful adoption and diffusion of IWMA by
Thai and Australian hotels.

Thus, the quantitative questionnaire surveys provided the main method to test the model

and all the hypotheses (H1-H7), and to provide answers to Research Questions 1, 2 and

3, as shown in Table 3-2.
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Table 3-2: Research Questions and Hypotheses

Research Questions

Hypotheses

(1) To what extent have Thai and Australian hotels
adopted and implemented the Internet and Web based
technologies in their marketing activities?

HI:

Thai and Australian hotels differ in the extent to
which they use IWMA.

(2) What are the potential factors affecting the adoption
of IWMA in Thai and Australian hotels?

H2:

H3:

Organisational, technological innovation and
environmental factors have an effect on the adoption of
IWMA in Thai hotels.

Organisational, technological innovation and
environmental factors have an effect on the adoption of
IWMA in Australian hotels.

(3) Does the adoption and implementation of IWMA
differ between Thai and Australian hotels?

If there is a difference, how does the adoption and
implementation of IWMA differ between Thai and
Australian hotels, and what factors are causing this
difference.

H4:

Hé6

H7:

There is a difference between Thai and Australian

hotels in terms of type of hotel management: (a)
independent management and (b) chain management, in the
extent to which they use IWMA.

: There is a difference in the effects of the three main

groups of factors: 1) organisational, 2) technological
innovation and 3) environmental, on the adoption of
IWMA between Thai and Australian hotels in terms of
type of hotel management (independent or chain
management; which is dependent on the results from H4).

: There is a difference between Thai and Australian

hotels in terms of size of hotel (a) small, (b) medium
and (c) large hotels, in the extent to which they use
IWMA.

There is a difference in the effect of the three main
groups of factors: 1) organisational, 2)technological
innovation and 3) environmental, on the adoption

of IWMA between Thai and Australian hotels in

terms of size of hotel (dependent on the results from H6).

There were twelve major steps in the research process for the quantitative questionnaire

surveys. These are shown in Figure 3-2 and will be discussed in later sections of this

chapter.

Step 10: Data Collection (see Section 3.5.4, p. 78)

Step 1: Define Questionnaire Survey Methods (see Section 3.5.1, p. 71)
Step 2: Pilot Interviews (see Section 3.5.2, pp. 71-72)
Step 3: Instrument Design (see Sections 3.5.2.1, 3.5.2.2, 3.5.2.3 pp. 72-75)

Step 4: Pre-Test of Questionnaire (see Section 3.5.2.4 p. 76)

Step 5: Pilot Study (English Version) in Australia (see Section 3.5.2.4, pp. 76-77)

Step 6: Back Translation of Questionnaire from Thai to English Version (see Section 3.5.2.5, p. 77)
Step 7: Pilot Study (Thai Version) in Thailand (see Section 3.5.2.4, pp. 76-77)

Step 8: Define Population Size (see Section 3.4.2.1, pp. 67-69, Section 3.5.3, pp. 77-78)

Step 9: Define Sampling Techniques (Section 3.5.3, pp. 77-78)

Step 11: Test for Validity and Reliability (see Section 3.5.5, pp. 78-87)
Step 12: Data Analysis (see Section 3.5.6, pp. 87-92)

Figure 3-2: Twelve Steps of the Research Process of the Stages of the Quantitative
Questionnaire Surveys
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o In the last stage, confirming interviews were used. Although the questionnaire
survey, which was employed at the second stage of this study, provided useful
quantitative data and profile of Thai and Australian hotels using IWMA, it did not
involve an investigation the key issues related to the adoption of IWMA by hotels in
details. Therefore, confirming interviews with senior hotel managers was an

appropriate approach for this stage of this study.
The main objectives of the confirming interviews were to:

» identify and evaluate the differences between Thai and Australian hotels
in their adoption of IWMA;

> investigate the different facilitating and inhibiting factors affecting the
adoption of IWMA in Thai and Australian hotels in detail;

» supplement the results of the analysis of hotel Web sites and

questionnaire surveys in the two countries.

Thus, the confirming interviews was chosen as a supplementary method to investigate
the factors affecting the use of IWMA in hotels for providing information for answering

Research Questions 2 and 3, and to provide support for hypotheses H2, H3, H5 and H7.

There were four major steps of the research process for the confirming interviews.

These are shown in Figure 3-3 and will be discussed in later sections of this chapter.

Step I: Instrument Design and Pre-Testing (see Sections 3.6.1, 3.6.2, p. 93)
Step 2: Define Sampling Technique (see Section 3.6.3, pp. 94-95)

Step 3: Data Collection (see Section 3.6.4, pp. 95-96)

Step 4: Data Analysis (see Section 3.6.5, pp. 96-97)

Figure 3-3: Four Steps of the Research Process for Confirming Interviews

Thus, in summary, the research process was divided into 3 stages: 1) a quantitative
method to analyse hotel Web sites utilising the two checklist instruments to examine
Thai and Australian hotel Web sites; 2) a quantitative method via self-completing,
closed item questionnaires to investigate the factors affecting the adoption of IWMA in

hotels in the two countries; and 3) the confirming interviews to investigate the key

65



Chapter 3: Research Methodology

issues related to the use of IWMA in hotels with the hotel managers in each country in

details.

Details of each stage of the research process are provided in the following sections

(sections 3.4, 3.5 and 3.6).

3.4 THE ANALYSIS OF HOTEL WEB SITES

The analysis of hotel Web sites was undertaken as the first stage of this research to gain
a better understanding of the features presented on hotel Web sites in Australia and
Thailand.. This section consisted of four parts: 1) instruments for the analysis of hotel
Web sites including two checklist instruments; 2) sampling of hotel Web sites including
population size and sample selection method; 3) data collection; and 4) data analysis.

3.4.1 Instruments for the Analysis of Hotel Web Sites

For this study, the researcher modified two checklist instruments based on the literature
review to evaluate features and customer’s information needs provided on hotel Web

sites in both countries.

o The first checklist instrument used for this study was built upon the work of Murphy
et al. (1996), Weeks and Crouch (1999), and Leong (2002). The modified checklist
grouped 32 attributes into 7 categories: 1) basic information; 2) e-commerce; 3)
promotions; 4) service; 5) technology; 6) secondary information; and 7) management

functions. The first checklist instrument is provided in Appendix Al.

e The second checklist instrument aimed to investigate the extent to which hotel Web
pages meet customer’s information needs. Attributes relating to cusfomer’s
information needs employed in this study were based on the attributes used in the
study of Jeong and Lambert (2001) when studying the intentions of customers to use
lodging Web sites. This checklist has 32 attributes grouped into 5 categories: 1)
general Web information quality; 2) hotel facility information and service; 3) locality;
4) Web design and format; and 5) room information. The second checklist instrument

1s provided in Appendix A2.
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3.4.2 Sampling

For standardisation, the criteria applied for the selection of the population and the

sample were the same in both countries and are presented below.
3.4.2.1 Population Size
The population for this study was selected by applying three criteria.

Criterion 1: Hotels selected for this study had already adopted IWMA.

Criterion 2: Hotels selected for this study were identified utilising the definition of
hotels (see p. 68) used by the Thai Hotel Association’s Directory (2003-
2004) and by the Directory of Australian Accommodation (RACV, 2003-
2004).

Criterion 3: Hotels selected for this study were located in three areas in each

country, as follows:

e in Thailand: the hotels were located in three provinces, including
Bangkok, Chiang Mai and Phuket, with their names listed in the
Thai Hotel Association’s Directory (2003-2004).

L4 1

n Australia, the hotels were located in Melbourne, Sydney and
Brisbane and listed in the Directory of Australian Accommodation
(RACV, 2003-2004).

The directories of both the Thai Hotel Association and Australian Accommodation (RACV)
were chosen because they included a large number of hotel members and were among the

largest organisations for providing a list of hotels in each country.

These regions have been chosen because they are tourist destinations, and have both a

sufficient number and variety of suitable hotels for this study.
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Definitions of hotels used by the Thai Hotel Association’s Directory (2003-2004) and by
the Directory of Australian Accommodation (RACV, 2003-2004) are described below.

Definition of Hotels Selected in Thailand

In Thailand a hotel, according to the Thai Accommodation Business Act 1935, No 3
(Government of Thailand, 1935), provides accommodation that is charged on a daily
basis. Hotels for this study were selected from those registered by the Thai Hotel
Association and listed in the Association’s Directory (2002-2003). Criteria for
registration with the Thai Hotel Association include: possession of a hotel licence and
can provide guest accommodation and meals and beverages through a coffee shop,
restaurant, or club. In this study, the term of “Hotel” as used by the Thai Hotel
Association includes hotels, motels, inns and resorts that have a hotel licence and
provide guest accommodation and meals and beverages through a coffee shop, restaurant,

or club.

Definition of Hotels Selected in Australia
For Australia this study used the definition of both hotels and motels provided by AAA
Tourism Pty. Ltd (RACV, 2003-2004). Within these definitions resorts may be

classified/listed as hotels or motels and inns as motels or hotels. AAA Tourism provides
the following definitions: 4 Hotel is defined as an accommodation that “provides sole
occupancy accommodation and will provide meals and beverages through cafés,
restaurants and bars” (RACV, 2003-2004, p. 20). A Motel is defined as “all
accommodation in units or suites, adequate parking within or near the motel boundary,
all accommodation with individual bathing and toilet facilities, may be single or multi
storeys, and in some instances, converted buildings” (RACV, 2003-2004, p. 20). 4
Resort is defined as “a property situated in spacious ground, which is self sufficient in
service and facilities providing meals and a wide range of recreational facilities. It
should have full time activities staff/guides, a tour activities desk and a variety of eating
outlets on site. This type of accommodation will be listed as hotel or motel” as
appropriate (RACV, 2003-2004, p. 20). Similarly, /nn is listed as hotel or motel
(RACV, 2003-2004, p. 20).
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As hotels and motels are grouped in separate categories by AAA Tourism (RACV,
2003-2004), in this study these two categories were combined to provide a list that had
a similar composition to the Directory of the Thai Hotel Association. For the purpose of
this study then, the term “Hotel” refers to both hotels and motels.

In summary, from these sources there was a total population of 816 hotels: 333 hotels in
the three areas of Thailand (Directory of Thai Hotel Association, 2003-2004), and 483
hotels in the three areas of Australia (RACV, 2003-2004).

3.4.2.2 Sample Selection

The techniques of sample selection were modified from the work of Murphy et al. (1996),
and Weeks and Crouch (1999). There were two steps for sample selection.

(1) During January - February 2004, hotels in each area were identified via on-line search
engines (Yahoo and Google) by using the search terms “hotel name” and “location” to
identify hotels with a Web site. From this activity, a total population of 560 hotels with
Web sites (69% of the hotel population) was identified; 207 Thai hotels (62%) and 353
Australian hotels (73%).

(2) For this study, the population of hotel Web sites was further refined by using three
search engines: Alta Vista, Yahoo and Google with the keywords <“hotel”,
“accommodation”, and “the area’s name” such as “Bangkok hotels”, “Melbourne
hotels”. This produced a subsequent sample of 107 Thai hotel Web sites (22 Thai
chain hotel Web sites and 85 Thai independent hotel Web sites), and 99 Australian
hotel Web sites (23 Australian chain hotel Web sites, and 76 Australian independent
hotel Web sites).

The 22 Thai chain hotel Web sites represented 51 hotels, whilst the 23 Australian chain
hotel Web sites represented 153 hotels. Consequently, the number of Thai hotels
represented in the sample was 136 (51 chain hotels and 85 independent hotels). In
Australia, the number of Australian hotels represented in the sample was 229 (153 chain
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hotels and 76 independent hotels). As most hotels within a single chain used the same

Web site, the number of hotel Web sites was less than the number of hotels.

Thus, the total sample of hotel Web sites for this study was 206 sites, including 107
sites (including 85 independent and 22 chain hotel Web sites) from the three areas in
Thailand and 99 sites (including 76 independent and 23 chain hotel Web sites) from the

three areas in Australia.

3.4.3 Data Collection

Each hotel’s Web site was assessed by two checklist instruments for the presence or
otherwise of the aforementioned 32 attributes of hotel features, and 32 attributes of
customer’s information needs provided on hotel Web sites. The researcher coded

“Presence (Yes)” as “1”” and “Absence (No)” as “0”.

3.4.4 Data Analysis for Hotel Web Sites

Data analyses were conducted by using the Statistical Package for Social Sciences
version 14.0 (SPSS 14.0). Descriptive statistics and chi-square test were used with
appropriate consideration about the nature of the data (Pallant, 2005; George and
Mallery, 2003). Descriptive statistics including frequency and percentages were used to
quantify the presence or otherwise of the attributes as mentioned by the two checklists.
The chi-square test was used to test for differences in the attributes between hotel Web

sites in each country and across the two countries.

3.5 QUANTITATIVE QUESTIONNAIRE SURVEY

A closed item self administered questionnaire was utilised as the main method at the
second stage of this study in order to test the model and all hypotheses, and to answer
the research questions. This section consisted of six parts: 1) the method of the
questionnaire survey; 2) development of the survey questionnaire; 3) population and
sampling; 4) data collection; 5) validity and reliability of the survey questionnaire; and

6) data analysis.
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3.5.1 The Method of the Questionnaire Survey

Questionnaire surveys have been commonly used in recent studies regarding the use of
IT, ICT, Internet and e-commerce in the hotel industry (e.g. Van Hoof et al., 1999;
Leong, 2001; Sahadev and Islam, 2005; Wong and Law, 2005; Yeh et al., 2005), and
also widely used in the previous studies on organisational technological innovation
adoption (e.g. Chau and Tam, 1997; Thong, 1999, Teo, 2001; Pollard, 2003; Seyal and
Rahman, 2003). This is because questionnaire surveys enable researchers to obtain data

fairly easily, and the questionnaire responses are easily coded (Sekaran, 1992).

After assessing the advantages and disadvantages of the methods appropriate for the
questionnaire survey (personal interviews and self-completion questionnaires), self-
completion questionnaires by mail were considered the most straightforward method of
collecting data as well as being the quickest and most cost effective. In addition, the
respondents can complete the survey questionnaires at their own convenience (Sekaran,
1992; Zikmund, 2003). Specifically, the respondents of this study were the senior hotel
managers that were very busy and had limited free time; therefore, they were best
contacted by mail because an envelope can be addressed to a particular individual and

thus ensure successful delivery.

3.5.2 Development of Survey Questionnaire

An extensive search of the literature in the area of the Internet and Web technologies
and innovation adoption in the hotel industry revealed that there has been very limited
research in this field. No existing questionnaire was found to be directly applicable,
specifically addressing all issues, including Internet based marketing innovation and

diffusion in the hotels, focused on in this study.

Therefore, during the months of September and October 2004, pilot interviews were
conducted at each of six hotels in Thailand. Each interview took approximately one
hour to complete. Participants were two general managers, one executive assistant
manager, three marketing managers and one front office manager. These managers were
chosen because they were decision makers in relation to the hotel’s marketing activities.

The interview questions were designed to determine:
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o General information about the hotel’s profile;

e The main reasons for, and problems influencing, the adoption of IWMA by
hotels in Thailand;

e The benefits and cost of IWMA adoption in hotels in Thailand;

o Environmental factors in Thailand that support the use of IWMA.

The results of these interviews (for example, opinions, suggestions and experiences)
provided direction as to what factors were imperative for the adoption of IWMA by

hotels, which were then elaborated upon to design the main questionnaires.

The results of the pilot interviews are included in Appendix A3.

3.5.2.1 Development of Questionnaire Items

For this study, in order to draw up appropriate questions for the questionnaires, key
variables from the review of the research literature on innovation adoption in
organisations were combined with variables identified from the results of the pilot
interviews. Variables that were utilised to formulate the questions for inclusion in the

questionnaires are listed in Table 3-3 (p. 73).
From Table 3-3, variables that were used in the identification of factors affecting the

adoption of IWMA in Thai and Australian hotels consisted of independent and

dependent variables.
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Table 3-3: Operationalisation of Variables

Variables

| Definitions

Independent Variables

1. Organisational Factors

1.1 Size of Hotel

Number of rooms ( Leong, 2001).

1.2 Top Management Support

The level of influence of CEO support on IS effectiveness (Grover, 1993; Seyal and
Rahman, 2003).

1.3 Organisational Readiness

The level of financial and technological resources of the firm (lacovou et al.,
1995).

1.4 CEO’s Attitude

Individual’s positive or negative feelings about performing a target behavior
(Seyal and Rahman, 2003).

1.5 CEO’s IS Knowledge

Level of computer literacy of CEO (Grover, 1993; DeLone, 1983 cited in Thong,
1999).

2. Technological Innovation Factors

2.1 Perceived Benefits

The level of recognition of the relative advantage that innovation can provide the
organisation (lacovou et al., 1995).

2.2 Complexity

The degree to which an innovation is perceived as relatively difficult to
understand and use (Rogers, 1983).

2.3 Compatibility

The degree to which an innovation is perceived as consistent with the existing
values, past experiences and needs of potential adopters (Rogers, 1983).

2.4 Perceived Barriers

Barriers of establishing a corporate Web site or internet or implementing e-
commerce (Chau and Tam, 1997).

2.5 Image

The degree to which adoption/usage of the innovation is perceived to enhance
one’s image or status in one’s social system (Moore and Benbasat, 1991).

3. Environmental Factors

3.1 Customer Power

Power of the buyer in the industry (Grover, 1993; Chau and Tam; 1997; Thong,
1999).

3.2 Competition Intensity

The level of e-commerce capability of the firm’s industry, and most importantly to that of
its competitors (Iacovou et al., 1995).

3.3 Level of Government
Support

Availability of government support (Tan and Teo, 2000).

3.4 Level of Technology Support

Availability of technology support (Tan and Teo, 2000).

Dependent Variable

Adoption of Internet and Web Based
Marketing Activities

Early adopter and non-early adopter hotels (Daniel et al., 2000; Scupola, 2003;
Sellito and Martin, 2003).

The dependent variable in this context is the adoption of IWMA by hotels that, in this

study, is defined in terms of the Internet and Web based marketing activities used to

support Thai and Australian hotel businesses. The dependent variable was measured in

terms of early adopter and non-early adopter hotels.

o Early adopter hotels have e-mail, a Web site for advertising, receive online bookings,

confirm bookings immediately, receive payment by a secure system and complete

transactions on their Web site.

Non-early adopter hotels include: hotels that have no Web site and only have e-

mail; hotels that have e-mail and a basic Web page for advertising; and hotels that

have e-mail and a Web site for receiving online bookings.
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The independent variables in this study were placed into three main groups of factors:

1) Organisational factors (size of hotel, top management support, organisational
readiness, CEQ’s attitude and CEQ’s IS knowledge),

2) Technological innovation factors (perceived benefits, complexity, compatibility,
perceived barriers and image), and

3) Environmental factors (customer power, competition intensity, level of

government support and level of technology support).
3.5.2.2 Scoring Method

Almost all of the questions in the questionnaire were designed in a closed form.
Dichotomous scales and categorical scales were used for the questions regarding hotel

characteristics in the first section of the questionnaire.

For questions regarding factors affecting the adoption of IWMA in the second section a
Likert rating scale was used. The Likert scale is appropriate for measuring attitudes,
beliefs or feelings (Singleton & Straits, 1999, p. 289). In addition, for data obtained
using an interval scale, parametric statistical analysis may be used (Hair et al., 2003;
Zikmund, 2003). Thus, the Likert scale was selected for its ability to measure attitudes,

beliefs, or feelings.

For most of the questions in the second section respondents were asked to rate the extent
of their agreement or disagreement with the statements on a seven-point Likert rating
scale, ranging from 1 = strongly disagree, 2 = disagree, 3 = slightly disagree, 4 = neither
disagree nor agree, 5 = slightly agree, 6 = agree and 7 = strongly agree. A seven-point
scale was selected as scales with more response categories have been found to be more
reliable and valid than shorter scales (Duane Alwin 1992, 1997 cited in Singleton &
Straits, 1999).

74



3.5.2.3 Questionnaire Design

Chapter 3: Research Methodology

The questionnaire (see Appendices Bl and B2) consisted of 65 questions within two

parts printed in a seven-page booklet on pale coloured paper (yellow and blue).

The details of each part are as follows:

¢ Part I (questions 1-14) was designed to gather background information about the

respondent’s hotel operation.

o Part II (questions 1-51) was designed to examine the factors affecting the adoption

of Internet and Web based marketing activities in hotels. Questions in this section

were developed and divided amongst three main concepts: organisational,

technological innovation and environmental factors.

Variables and corresponding questions in the questionnaire for each concept according

to the conceptual model are summarised in Table 3-4.

Table 3-4: Questions in the “Adoption of IWMA” Questionnaire

. Question (s)
Variables Items Part 1 f Part II
Organisational Factors
Size of Hotel 1 3
Top Management Support 3 1-3
| Organisational Readiness 2 22-23
CEQ’s Attitudes 5 8-12
CEO’s Knowledge 1 51
Technological Innovation Factors
Perceived Benefits 6 24-29
Complexity 4 4-7
Compatibility 4 18-21
Perceived Barriers 3 35-37
Image 2 13-14
Environmental Factors
Customer Power 3 15-17
Competition Intensity 5 30-34
Level of Government Support 3 38-40
Level of Technology Support 3 41-43
Adoption of IWMA 1 13
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3.5.2.4 Pre-Testing Questionnaire

Before final administration of the questionnaire, each question in the questionnaire was
rigorously evaluated by means of a pre-test. The purpose of the pre-test was to evaluate
how each question was understood and to check the range of variation in the responses
(De Vaus, 2002). For this study, the pre-test of the questionnaire was conducted both in
Australia and Thailand. There were three steps of pre-testing.

Firstly, the questionnaires were pre-tested with research professionals at Victoria
University to identify any difficulties with question wording, including effective use of
language and clarity of content, formatting, instructions and timing to complete the

questionnaire.

Secondly, all comments and suggestions obtained were used to correct and adjust the

questionnaire before running a pilot study.

Thirdly, a pilot study was done with the senior managers, including managing directors,
general managers or marketing directors of the hotels, who made the decisions
regarding the hotel marketing activities. These managers were selected as participants
in this study since they were in the best possible position to provide answers about their

hotel.

o In Australia, the pilot study was done with 21 respondents who were hotel general
managers, owners and marketing managers in Adelaide and Perth in November
2004.

e In Thailand, the pilot study was conducted after the back translation process with
20 respondents who were hotel general managers, owners and marketing managers

in Pattaya and Hua-Hin in January 2005.
Although these pilot hotels were located in different areas to the target hotels in the final

sample, they had characteristics similar to the target hotels for this study in terms of

being in major locations that were tourist destinations.
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Based on feedback from these hotel managers, modifications were made to the

questionnaire for the questionnaire survey stage of the study.
3.5.2.5 Back Translation of Questionnaire

The researcher acknowledges that the major problem in cross-cultural research is to
determine whether or not the translation is accurate, particularly in terms of nuance and
colloquialism. For this study, back-translation was used to check for conceptual and
experimental equivalence. Back translation is the process of taking a questionnaire that
has previously been translated into another language and then having a second,
independent translator translate it back into the original language (Zikmund, 2003, p.
361). After the first pilot test in Australia, the final English version of the questionnaire
was translated into Thai. In order to ensure that the Thai and English versions of the
questionnaire have equivalent meanings, back-translation was necessary. The first
English version was translated into Thai by translators whose native language was Thai
and who were fluent in both languages. In order to avoid translation mistakes and
linguistic errors, the Thai version of the questionnaire was translated back from Thai
into English by independent translators. The original and back translated copies were
then compared by a panel which confirmed the adequacy and accuracy of the back

translation and thus also of the Thai version of the questionnaire.
3.5.3 Population and Sampling

As mentioned in section 3.4.2.1 (pp. 67-69), hotels selected for this study were
identified utilising the definition of hotels from the Thai Hotel Association’s Directory
(2003-2004) and the Directory of Australian Accommodation (RACV, 2003-2004). There
was a total population of 816 hotels: 333 hotels in the three areas of Thailand, and 483

hotels in the three areas of Australia.

Unfortunately, on 26 December 2004, more than 50 hotels in Phuket, Thailand were
damaged because of the effect of the Tsunami. However, hotels in the target population
in Phuket were not greatly affected because most of them could reopen in February and

March 2005. There were only 6 hotels in Phuket that could not reopen in 2005.
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Therefore, the final population of target hotels in the three areas of Thailand in May
2005 was 327 hotels. Due to the relatively small population, this study surveyed the entire
population of 810 hotels including 327 hotels in Thailand and 483 hotels in Australia
thereby providing data that were not only accurate but also precise (Zikmund, 2003, pp.
369-370).

3.5.4 Data Collection

The questionnaire was addressed to 810 particular management individuals at the 327
hotels in Thailand and 483 hotels in Australia.

e In Australia, the questionnaire survey was conducted in February 2005. A package
was mailed to each of 483 general managers of the hotels in Melbourne, Sydney and
Brisbane. The package contained three items: a covering letter (see Appendix B3);
one questionnaire in English; and a prepaid reply envelope. The covering letter
explained the purpose of the survey and asked the general manager to return the
completed questionnaire within three weeks in the prepaid reply envelope.

e In Thailand, in May 2005, packages were mailed to each of the 327 general
managers of the hotels in Bangkok, Phuket and Chiang Mai. The package also
contained three items: a covering letter in Thai (see Appendix B4); one

questionnaire in Thai; and a prepaid reply envelope.

In order to increase the response rate, a follow-up procedure was also employed in this
study that involved a second mailing of questionnaires to those hotels that had not

responded within three weeks.

3.5.5 Validity and Reliability of the Survey Questionnaire

In order to ensure that the instruments developed for this study made precise and
accurate measurements, it was necessary to assess the “goodness” of measures. There

are two criteria for testing the goodness of measures: validity and reliability (Sekaran,

1992).
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3.5.5.1 Test for Validity

In this study, content validity and construct validity, used by many researchers, were
chosen to establish the validity of the survey questionnaire (Thong and Yap, 1995;
Thong, 1999; Teo, 2001).

(1) Content Validity

Content validity is a method to evaluate the validity of an instrument by the judgement
of a group of experts to ensure that the questionnaire includes an adequate and

representative set of questions that reflect the real meaning of the concept (Cavana et
al., 2001; Zikmund, 2003).

For this study, the content validity of the survey questionnaire was chosen because it
was tested by means of a pre-test approach using research professionals and senior
managers in the hotels as described earlier. In addition, development of the
questionnaire for this study was based upon the results of the pilot interviews and the
findings from the relevant literature review on innovation adoption. In this way, it was
ensured that the survey questionnaire for this study would provide data that related to

accepted meanings of the concepts involved.

(2) Construct Validity

Construct validity is an assessment of the questionnaire’s capacity to record data that
accurately reflects the theory upon which questionnaire is based (Sekaran, 1992). Most
researchers test the construct validity by means of factor analysis (Thong and Yap,
1995; Thong, 1999). In the questionnaire instrument development process, factor analysis
is often used to test the validity of ideas about items in order to decide how items should
be grouped together into subscales and which items should be dropped from the
instrument entirely (Hair et al., 1998; Munro, 2005).

For this study, the construct validity of the survey questionnaire was tested by means of
factor analysis. The reason for using factor analysis in this study was its ability to assess
the degree to which items were measuring the same concepts or dimensions enabling the
assessment of the factorial validity of the questions (Cramer, 2003). As mentioned in

section 3.5.2.3 (p. 75), the questions in the questionnaire had already been grouped into

79



Chapter 3: Research Methodology

three main concepts (organisational, technological innovation and environmental factors)
according to the proposed conceptual model. Therefore in this study factor analysis was
used to confirm these three main concepts. In addition, in this study, if the variable
consisted of only one item, such as size of hotel and CEO’s IS knowledge, it was not
placed in a group by itself.

(2.1) The Assumptions of Factor Analysis

Before considering the use of factor analysis, the data from the questionnaire survey in
this study were tested to ensure that the assumptions underlying the application of factor

analysis were not violated.

e Data should be interval level or such that the researcher has specifically decided to
treat them as interval level. In addition, data should be approximately normally
distributed. In general, when the data are measured using an interval scale and the
sample size is large, it is also assumed that sample data are collected from populations
with normal distributions (Hair et al., 2003). For this study, the data collected from
part II of the survey questionnaire were in the Likert scale form and were normally

distributed (see Appendix BS).

e Factor analysis cannot be used for a sample of fewer than 50 observations and the
ratios of cases per item are lower than five cases per item (Hair et al., 1998). It is
widely accepted that a sample of at least 100 cases is required for factor analysis
(Tabachnick and Fidell, 2001; Hair et al., 1998; Munro, 2005). For this study, the
data met the acceptable level of sample size in terms of cases per item as follows: (1)
for the data relating to organisational factors there were 295 respondents and 10 items,
representing a ratio of 29.5 cases per item; (2) for the data relating to technological

innovation factors there were 295 respondents and 19 items, representing a ratio of 15

cases per item; and (3) for the data relating to environmental factors there were 295

respondents and 13 items, representing a ratio of 21 cases per item.

e In terms of statistics, factor analysis is based on correlations among the items. If
there are no significant correlations among items, the data are inappropriate for

using factor analysis. To assess the factorability of the data, Bartlett’s Test of
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Sphericity and Kaiser-Meyer-Olkin (KMO) were used to measure sampling
adequacy (Hair, et al.,, 1998; De Vaus, 2002; Pallant, 2005). The use of factor
analysis is considered appropriate if Bartlett’s test of sphericity is significant with a
value of less than 0.05 (p < 0.05) and the KMO measure of sampling adequacy is
greater than 0.7 (De Vaus, 2002). The data of this study had both the significant
values of Bartlett’s test and the acceptable values of KMO at 0.813, 0.807 and 0.847

for the organisational, technological innovation and environmental factors,

respectively, as shown in Table 3-5.

[ Table 3-5: KMO and Bartlett’s Test of the Organisational, Technological Innovation and
Environmental Factors towards the Use of IWMA

Results Factors affecting the use of [WMA
Organisational Technological Environmental
Innovation
Kaiser-Meyer-Olkin Measure 0.813 0.807 0.847

| of Sampling Adequacy

Bartlett’s Test of Sphericity

Approx. Chi-Square 1410.601 3176.950 2032.081
Degree of freedom 45 17 91
Significant 000 000 000
Source: data from part II of the 10 items 19 items 13 items

survey questionnaire

Therefore, the data were appropriate for the use of factor analysis.

(2.2) Results of the Factor Analysis

Principal components analysis was employed to confirm the dimensions of the construct
and to check whether measures constructed for each dimension were correctly grouped
and met the expected concepts as theorised. In this analysis, eigenvalues and factor

loadings were used to interpret the results.

o Eigenvalues greater than 1, or at least 5% of variance for each factor indicate that
certain groupings of questions are consistently answered in a similar manner, and
may be viewed by respondents as belonging in the same conceptual category (Hair
et al., 1998; Monro, 2001). This study used eigenvalues and % of variance as
criteria for selecting the number of factors.

o Factor loadings were used to indicate the degree of the correlation between the
variable and the factor; for which a higher loading makes the variable representative
of the factor. As a rule of thumb, “factor loadings greater than 0.30 are considered to

meet the minimum level; loadings of 0.40 are considered more important; and if the
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Joadings are 0.50 or greater, they are considered practically significant” (Hair et al.,
1998, p. 99).

The results of factor analysis for the three groups of factor items are listed in

Tables 3-6 to 3-8.

Table 3-6: Rotated Component Matrix for Organisational Factors

Organisational Factor Items Factor | Eigenvalue | % of Variance
Loading Explained
Items: Top Management Support
2 | Top management supports, and allocate resources for, the adoption 892
and implementation of Internet and Web based technologies.
3 | Top management has effectively communicated its support for the .881
adoption and implementation of Internet and Web based 4.34 43.45
technologies.
1 | Top management considers the Internet and Web based technologies 861
as important.
Items: CEQ’s Attitude
9 | Itis very important for my hotel to organise information on its Web 830
page to be reliable, relevant, and accurate.
10 | Itis very important for my hotel to design a web page with enough 815
information about hotel products to satisfy customers.
11 | All hotels will use Internet and Web based technologies in the future. .634 1.51 15.17
8 | My hotel continuously updates information on its Web page. ST72
12 | Using Internet and Web based technologies is a fast and efficient 519
way to get more information.
Items: Organisational Readiness
22 | My hotel gave its staff formal training in the use of Internet and Web 799
technologies before it adopted these technologies. 1.08 10.85
23 | The budget was the important factor that my hotel had to deal with 779
before adopting Internet and Web based marketing activities.
Cumulative Variance Explained (N=295) 69.48

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.813
Bartlett’s Test of Sphericity: (Approx. Chi-Square = 1410.601, df =45, Sig. = .000)

» Table 3-6 shows the results of factor analysis for groups of organisational factors.

There were 3 initial eigenvalues greater than 1 in the concept relating to the
organisational factors: top management support (4.34), CEO’s attitude (1.51) and
organisational readiness (1.086), with 69.48% of cumulative variance explained (43.45%
of cumulative variance is accounted for by top management, 15.17% of cumulative
variance is accounted for by CEO’s attitude and 10.85% of cumulative variance is
accounted for by organisational readiness). In addition, the rotated solution revealed that
all 10 items of three variables (top management support, CEQ’s attitude and
organisational readiness) had factor loadings greater than 0.5, therefore they were
considered to be significant value making these variables representative of the

organisational factors (Hair et al., 1998).
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Based on these results, all three variables in terms of top management support, CEO’s

attitude and organisational readiness were retained in the group of organisational

factors, which were defined in the theoretical model (Chapter 2: section 2.10, p- 48).

Thus, dimensions of the construct were confirmed to group correctly and met the

expected concepts as theorised.

» Table 3-7 shows the results of factor analysis for the groups of items for the

technological innovation factors.

Table 3-7: Rotated Component Matrix for Technological Innovation Factors

Technological Innovation Factor Items Factor | Eigenvalue | % of Variance
Loading Explained
Items: Perceived Beunefits
26 | My hotel can extend market reach by using Internet and Web based .783
technologies.
27 | My hotel can improve customer service by using Internet and Web 759
based technologies.
25 | My hotel can reduce operating costs by using Internet and Web based 748
technologies.
29 | My hotel can capture and analyse data quickly when using Internet and 724 6.54 34.45
Web based technologies.
24 | My hotel can increase sales and enlarge market share by using Internet .678
and Web based technologies.
28 | My hotel can establish strong relationships with client business partners .636
when using Internet and Web based technologies.
Items: Complexity
7 | Internet and Web based technologies are clear and understandable for my .887
customers to use.
6 | Internet and Web based technologies are clear and understandable for my 850
employees to use. 2.14 11.30
5 | Internet and Web based technologies are easy for my customers to use. .832
4 | Internet and Web based technologies are easy for my employees to use. .731
Items: Compatibility
20 | Use of the Internet to conduct hotel bookings is available to my 779
customers.
21 | Use of the Internet to complete transactions js available to my .748
customers. 1.98 10.43
18 | Using Internet and Web based technologies is compatible with the way 571
my hotel does business.
19 | Using Internet and Web based technologies fits well with the way my 541
employees like to work.
Items: Perceived Barriers
36 | Most of my customers are not familiar with conducting online hotel 927
bookings.
37 | Most of my customers are not familiar with conducting online hotel 912 1.33 7.03
transactions.
35 | Using Internet technology cannot reduce the costs of providing .468
products and services to our customers.
Items: Image
14 | Hotels that use Internet technology have higher standards than those 875
that do not. 1.21 6.40
13 | Hotels that use [nternet technology are more sophisticated than those .839
that do not.
Cumulative Variance Explained (N=295) 69.60

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.807

Bartlett’s Test of Sphericity: (Approx. Chi-Square = 3176.950, df = 171, Sig. = .000)
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As shown in Table 3-7, there were 5 initial eigenvalues greater than 1 in the concept
relating to the technological innovation factors: perceived benefits (6.54), complexity
(2.14), compatibility (1.98), perceived barriers (1.33) and image (1.21), which ranged from
1.21 to 6.54, with 69.60% of cumulative variance explained. To assist the interpretation of
the five groups of items for the technological innovation factors, varimax rotation was
performed and the results show that nearly all 19 items of these five variables had factor
loadings above 0.5, with the exception of only one item (item 35: barrier), the value for
which was still very close to 0.50 (0.468). This was considered to be the significant value
making all five variables representative of the meaning of the dimensions according to the
theoretical concept of technological innovation factors, as defined in the theoretical model
(Chapter 2: section 2.10, p. 48).

»Table 3-8 shows the results of factor analysis for the groups of items for the

environmental factors.

Table 3-8: Rotated Component Matrix for Environmental Factors

Environmental Factor Items Factor | Eigenvalue | % of Variance
Loading Explained
Items: Customer Power
15 | My hotel is actively involved in building and maintaining direct 824
customer contacts.
16 | Customers are considered an important reason for my hotel to .768 5.32 37.98
adopt the Internet and Web based technologies.
17 | My customers demand the Internet and Web based 754

technologies.

Items: Competition Intensity

33 | The rivalry between my hotel and its competitors is very .823
intense.
| 32 | My hotel has many competitors. 752
34 | Information about competitors use of the Internet and Web 733 1.94 13.86

technologies was considered important when my hotel was
making a decision to use those technologies.

31 | My hotel monitors its competitors’ moves very closely. .686
30 | My hotel actively keeps abreast of new and innovative uses of 542
technology by my competitors.

Items: Level of Government Support

39 | My government is active in setting up the facilities to enable 928

Internet commerce.
|_40 | My government promotes the use of the Internet for commerce. 907 1.42 10.11

38 | The government endorses Internet commerce in my country. .885

Items: Level of Technology Support

43 | Internet technology makes doing business easier in the hotel 835
industry.

42 | Faster Internet access speed is important for Internet commerce .789 1.35 8.10
in the hotel industry.

41 | Advances in Internet security technology provide for safer 599

transactions and purchasing online.

Cumulative Variance Explained (N=295) 70.06

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.847
Bartlett’s Test of Sphericity: (Approx. Chi-Square = 2032.081, df =91, Sig. =.000)
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As shown in Table 3-8, there were 4 initial eigenvalues greater than 1 in the concept
relating to the environmental factors: customer power (5.32), competition intensity
(1.94), level of government support (1.42) and level of technology support (1.35), with
70.06% of cumulative variance explained. In addition, the results of factor loadings of
all 14 items were above 0.5, therefore they were considered to be significant values
making all four variables representative of the meaning of the dimensions according to
the theoretical concept of environmental factors, as defined in the theoretical model

(Chapter 2: section 2.10, p.48).

From these analyses, most of the factor loadings as shown in Tables 3-6 to 3-8 are
greater than the cut-off point of 0.50 as recommended by Nunnallly (1978), with the
exception of only one item (item 35: barrier), the value for which was still very close to
0.50 (0.468). Hence, the dimensions of the construct were confirmed to group correctly

and met the expected concepts as theorised.
3.5.5.2 Test for Reliability

For this study, the survey questionnaire (instrument) was assessed for its internal
consistency reliability. This type of reliability is used to assess a summated scale where
several items are summed to form a total score for a construct (Hair et al., 2003). Hence,
this type of reliability (the internal consistency reliability) was appropriate with the data
of this study (Part II in the survey questionnaire), which were in the Likert scale form.
The internal consistency reliability is checked by calculating the value of Cronbach’s
alpha coefficient (Cavana et al., 2001; Hair et al., 2003).

The value of Cronbach’s alpha coefficient can range from zero (no internal consistency)
to one (complete internal consistency) (Bryman and Bell, 2003). Cronbach’s alpha
value is inflated by a larger number of variables, so there is no set interpretation as to
what is an acceptable alpha value. In general, researchers agree that an alpha value of at
Jeast 0.7 is considered acceptable for reliability (Nunnary, 1978; De Vaus, 2002; George
and Mallery, 2003; Sekaran, 2003). Hair et al. (2003, p. 172) described rules of thumb
about the size of Cronbach’s alpha coefficient, as shown in the following table

(Table 3-9).
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[ Table 3-9: Rules of Thumb about the Size of Cronbach’s Alpha Coefficient
Alpha Coefficient Range Strength of Association
<.6 Poor
6t0<.7 Moderate
Jto<.8 Good
9 Excellent

.Source: Hair et al. (2003, p. 172)

As a rule of thumb, the closer Cronbach’s alpha coefficient is to 1, the higher the
internal consistency and the more reliable the scale (De Vaus, 2002; George and

Mallery, 2003; Hair et al., 2003).

In the present study, Cronbach’s alpha coefficients were calculated for the two versions of
the survey questionnaires (English and Thai versions) for the multi-item measures of the
major constructs of the three main groups of factors: 1) organisational including top
management support, organisational readiness and CEQ’s attitude, 2) technological
innovation including perceived benefits, complexity, compatibility, perceived barrier and
image, and 3) environmental factors including customer power, competition intensity,

level of government support and level of technology support.

Table 3-10 presents the reliability results of the Cronbach’s alpha coefficient for key

variables used in the survey questionnaires in this study.

Table 3-10: Reliability Results of the Survey Questionnaires in Australia and Thailand
Cronbach Aipha Coefficient (a)
Variables and Groups of Factors English (N = 143) Thai (N = 152)
Organisational Factors
Top Management Support (3 items) .90 .92

- Organisational Readiness (2 items) .61 .55

- CEO’s Attitude (5 items) .19 .78
Technological Innovation Factors

- Perceived Benefits (6 items) 81 91

- Complexity (4 items) 92 .83

- Compatibility (4 items) 77 .82

- Perceived Barriers (3 items) .65 .74

- Image (2 items) 74 .79
Environmental Factors

- Customer Power (3 items) .69 .85

- Competition Intensity (5 items) .78 .86

- Level of Government Support (3 items) .94 92

- Level of Technology Support (3 items) .70 .70

As shown in Table 3-10, the values for the Cronbach alpha coefficients of the English
version ranged from 0.61 to 0.94, and were considered to be acceptable for this study
(Sekaran, 2003). Most of the values of the Cronbach alpha coefficients of the Thai
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version ranged from 0.70 to 0.92. However, there was one variable in terms of
organisational readiness for which the value of the Cronbach alpha coefficient was 0.55.
This is because this variable consisted of only two items (Thong, 1999; Hair et al.,
2003). Overall, the results of the reliability coefficient were satisfactory for this study.

3.5.6 Data Analysis

Quantitative data from the questionnaire survey were analysed by utilising the

Statistical Package for Social Science version 14.0 (SPSS 14.0).

After assessing the use of appropriate statistical tests in data analysis, nine statistical
techniques, which were Cronbach’s coefficient alpha method, factor analysis technique,
descriptive statistics, the chi-square test, independent sample t-test, one-way analysis of
variance (ANOVA), multivariate analysis of variance (MANOVA), Pearson correlation
analysis and discriminant function analysis (DFA), were considered to be suitable and

relevant to provide answers to the research questions.
These statistical techniques were chosen for the following purposes:

. Cronbach’s Coefficient Alpha and Factor Analysis Techniques

To ensure that the survey questionnaire (instrument) developed for this study
produced precise and accurate measurements, Cronbach’s coefficient alpha and
factor analysis techniques were selected as appropriate statistical tests for assessing
the reliability and validity of the survey questionnaire of this study. These

measurements have already been discussed in section 3.5.5 (pp. 78-87).

° Descriptive Statistics

To obtain the primary information regarding the characteristics of hotel samples
and respondents in the two countries, descriptive statistics were appropriate
statistics. Frequency distributions, percentages and means were used to describe
the data regarding the characteristics of hotel samples and respondents in each

country.
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The Pearson Correlation Analysis

To ensure that there was no problem with multicollinearity among the research
variables, Pearson correlation analysis was an appropriate statistic to assess the
extent of multicollinearity among these variables. It was used to assess the
multicollinearity or high correlation among the independent variables (size of hotel,
top management support, organisational readiness, CEO’s attitude, CEO’s IS
knowledge, perceived benefits, complexity, compatibility, perceived barriers, image,
customer power, competition intensity, level of government support and level of
technology support). The Pearson correlation analysis requires interval data or data
that are treated as interval data (Pallant, 2005). A high correlation will make
determining the contribution of each independent variable to the dependent variable
difficult because the effects of all independent variables are mixed or confounded. If
any pair of variables has a Pearson correlation coefficient of 0.8 or more, it means
that these two variables have high multicollinearity (Steven, 1996, p. 76). For this
study, Pearson correlation analysis was used to check that there was no problem

with multicollinearity among the research variables.

To provide answers to the research questions fully, a wide range of statistics: the chi-

square test; independent sample t-test; one-way analysis of variance (ANOVA;

multivariate analysis of variance (MANOVA); and discriminant function analysis

(DFA), which was appropriate with the data, was chosen to test the hypotheses.

The Chi-square Test

The chi-square test was used to analyse the differences between the Thai and

Australian hotels for the effect of hotel characteristics towards the extent to which
they use IWMA, and to test hypotheses H1, H4 and H6. Also, the chi-square test
was used to analyse the relationship between the effect of hotel characteristics and

the extent of use of IWMA in hotels in each country.

Multivariate Analysis of Variance (MANOVA)

Multivariate Analysis of Variance (MANOVA) is similar to multiple ANOVAs
(Field, 2005). There are four multivariate tests: 1) Pillai’s Trace; 2) Wilks’s
Lambda; 3) Hotelling’s Trace; and 4) Roy’s Largest Root. One of the most
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commonly reported statistics is Wilks” Lambda. However, Tabachnick and Fidell
(2001, p. 348) recommended that if the data have problems, for example, small
sample size, unequal N values, violation of assumptions, Pillai’s trace is more robust
than Wilks’ Lambda. For this study, when the data had problems in terms of
violation of assumptions, Pillai’s trace statistics were considered to be more robust

(Pallant, 2005).

MANOVA was chosen as a statistical technique for use in this study for several
reasons as mentioned by Field (2005, p. 572). Firstly, MANOVA is mostly used
instead of multiple ANOVAs because MANOVA can reduce the error rate across
statistical tests conducted on the same experimental data, which is known as
familywise error rate. Moreover, MANOVA can reduce the chance of a Type I error
occurring. “Type I error occurs when we think there is a difference between our
groups, but there really isn’t”, stated Pallant (2005). Secondly, important additional
information can be gained through MANOVA, for example, the relationship
between dependent variables is ignored in the multiple ANOVAs, whereas
MANOVA takes account of the relationship between these variables. Finally,
MANOVA has the power to detect whether groups differ along a combination of
dimensions whereas the multiple ANOVAs can detect whether groups differ along a

single dimension.

For these reasons, MANOVA is an appropriate technique for this study as a
preliminary analysis to find out if there were any differences in factors affecting the
use of IWMA between the different groups of hotels in each country and across the
two countries to test hypotheses H2, H3 and H7.

One-Way Analysis of Variance (ANOVA)
ANOVA is used to assess the statistical differences between the means of two or

more groups (Munro, 2005). ANOVA is used as a multiple +-test (Field, 2005), and

requires interval or ratio data for independent or dependent variables. The F-test
assesses the differences between the group means when using ANOVA. However,
ANOVA does not identify where the differences are. It can be used to determine

that there are significant differences somewhere between the groups (Munro, 2005;
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Field, 2005). ANOVA has similar assumptions to MANOVA as discussed in the
section on MANOVA (Field, 2005).

ANOVA was chosen as a statistical technique for following a significant
MANOVA. When these ANOV As are used following a significant MANOVA they do
not protect against a Type I error (Field, 2005). Due to a significant MANOVA, it is
reflecting a difference from only one rather than all dependent variables. Subsequent
ANOVAs are then carried out on all of the dependent variables, but the MANOVA
protects only the dependent variable for which group differences genuinely exist.

Field (2005, p. 594) also stated that:

The ANOVA approach to following up a MANOVA implicitly assumes that the
significant MANOVA is not due to the dependent variables representing a set
of underlying dimensions that differentiate the groups. Therefore, some
researchers advocate the use of discriminant analysis, which finds the linear
combination (s) of the dependent variables that best separates (or
discriminates) the groups. This procedure is more in keeping with the ethos of
MANOVA because it embraces the relationships that exist between dependent
variables and it is certainly useful for illuminating the relationship between
the dependent variables and group membership. The major advantage of this
approach over multiple ANOVAs is that it reduces and explains the dependent
variables in terms of a set of underlying dimensions thought to represent
substantive theoretical or psychological dimensions.

Moreover, Field (2005) recommended that following up a MANOVA with both a
one-way ANOVA and with discriminant analysis is the way to help researchers

understand the data fully.
For these reasons, ANOVA was one of the appropriate statistical techniques for

following a significant MANOVA in order to find out which of the factors differed
significantly across the groups for testing hypotheses H2 and H3.

Discriminant Function Analysis (DFA)

Discriminant function analysis (DFA) was chosen as an appropriate statistical
technique for following a significant MANOVA in order to obtain a fuller picture of
the data (Field, 2005). DFA was used to see how the dependent variables
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discriminate the groups (Field, 2005). DFA identifies variates and indicates how
many variates are significant by using the probabilities for the F-statistics (Cramer,
2003; Hair et al, 2003; Francis, 2004). Once the significant variates were identified,
Standardised Canonical Discriminant Function Coefficients were used to find out
how the dependent variables contributed to the variates. High scores indicate that a
dependent variable is important for a variate. Finally, the functions at group
centroids were used to find out which groups are discriminated by a variate (Cramer,

2003; Hair et al., 2003).

DFA is the appropriate statistical technique when the dependent variable is
categorical (e.g. early adopter or non-early adopter hotels) and the independent
variables are interval data (Steven, 1996; Thong and Yap, 1995). The probabilities
for the F-statistics, indicating a p-value less than 0.05, identify the independent
variables that were significant discriminators between the two groups. For this
study, DFA was chosen to test hypotheses H2 and H3 since it can identify the
combination of independent variables which best account for the statistically
significant differences between early adopter and non-early adopter hotels with

respect to two or more independent variables simultaneously (Steven, 1996, p. 261).

Independent Sample ¢-test

The independent Sample f-test was used to compare the means from two
independent samples, which require interval or ratio data (Munro, 2005). The
homogeneity assumption was checked by means of SPSS using Levene’s test. If the
value of Levene’s test is bigger than 0.05, the significant value of equal variances
assumed will be used to interpret the data (Munro, 2005; Field, 2005). However, if
the value of Levene’s test is less than 0.05, then the assumption of homogeneity of
variance has been broken, therefore the significant value of equal variances is not
assumed and will not be used to interpret the data (Munro, 2005). For this study, the
i-tests were used to follow up the ANOVA and DFA to determine where the
differences lie to compare the means between two groups of hotels in each country
and across two groups of hotels in both countries. Specifically, the r-tests were used
to test hypotheses H2, H3, H5 and H7. |
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Table 3-11 summarises the objectives of the statistical techniques that were utilised in

the analysis of the data obtained from the survey in the present study.

Table 3-11: Summary of the Objectives of Statistical Techniques Utilised in the Analysis of

the Data Obtained from the Questionnaire Survey

Statistics

Objectives

Hypothesis Testing

The Cronbach’s
coefficient alpha

To analyse the instrument reliability.

Factor analysis

To analyse the instrument validity.

Descriptive Statistics

To describe the data regarding the characteristics
of hotel samples and respondents in each country.

The Pearson
correlation analysis

To analyse the multicollinearity among the
research variables.

["The Chi-square Test

To analyse the relationship between the effect of
hotel characteristics and the extent of use of
IWMA in Thai and Australian hotels.

To analyse the differences between Thai and
Australian hotels for the effect of hotel
characteristics towards the extent of use of IWMA.

H1, H4 and H6

MANOVA

To find out if there were any differences in factors
affecting the use of IWMA between the different
groups of hotels in each country and across the two
countries.

H2, H3 and H7

ANOVA

To follow the significant MANOVA.

To test which of the factors differed significantly
across the different groups of hotels in each
country and across countries

H2 and H3

DFA

To follow the significant MANOV A to see how the
dependent variables discriminate the groups.

To examine the effects of organisational,
technological innovation and environmental factors
on the adoption of IWMA in hotels in Thailand and
in Australia

H2 and H3

The t-test

To follow the ANOVA and DFA to determine
where the differences lie in order to compare the
means between two groups of hotels in each
country and across countries.

H2, H3, HS and H7

3.6 CONFIRMING INTERVIEWS

In this study, the interview approach was chosen as a supplementary method at the last

stage of the research process to investigate the factors affecting the adoption of IWMA

in Thai and Australian hotels to provide information for answering Research Questions

2 and 3, and to provide support for hypotheses H2, H3, H5 and H7. This section

consisted of five parts: 1) instruments used for interviews; 2) pre-testing of the

interview questions; 3) sampling techniques; 4) interview procedures; and 5) data

analysis.
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3.6.1 Instruments Used for Interviews

Semi-structured interviews are commonly used for the interview (Minichiello et al.,
1990 cited in Punch, 1998). For this study, the semi-structured interview approach was
selected because it can provide some structure and guidance to keep the researcher
focused and on track as data collection proceeds (Arksey and Knight, 1999; Caldeira
and Ward, 2003). Successful use of the interview technique requires a great deal of
preparation by the researcher. For this study, guide questions for the confirming
interview were prepared and developed from the literature review and the results of the

pilot interviews, as mentioned in section 3.5.2, pp 71-72.

Open questions or open-ended questions were chosen because this type of question
allows the interviewee a wider choice of possible answers than structured questions do
(Cavana et al., 2001). The questions were presented in a language that interviewees
could understand. A similar procedure as described in section 3.5.2.5, p.77, for the back
translation process of the interview questions, was also done. Consequently, there were
two versions of the interview questions including English and Thai (see Appendixes C1
and C2). The English version was used for interviewing the hotel managers in Australia.

The Thai version was employed for collecting data in Thailand.
3.6.2 Pre-Testing of the Interview Questions

Proper use of pre-testing is a means of testing the research design, the data collection
procedures and certain interview questions (Yin, 2003). For this study, in order to
evaluate how each question was understood and clarify areas that may not have been
fully defined, the interview questions were pre-tested when conducting the pilot

interviews with seven hotel managers in six hotels in Thailand.
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6.3 Sampling Technique

n general, sampling designs are classified as probability and nonprobability.

Probability sampling can be classified as simple random, stratified and cluster, whereas

nonprobability sampling consists of convenience, purposive or judgement and quota

sampling (Singleton and Straits; 1999, Cavana et al., 2001; Churchill and Iacobucci,

2002; Zikmund, 2003). However, Veal (2006) stated that qualitative research generally

made no claim to quantitative representativeness and, by definition, did not involve

statistical calculations demanding prescribed levels of precision. In addition, Veal

(2006) noted that the qualitative sampling methods used should be adequately

described. Miles and Huberman (1994, p. 28) listed 16 types of sampling strategies in

qualitative inquiry. Some of these are presented in Table 3-12.

Table 3-12: Selected Qualitative Sampling Methods

. Type of Sampling

Characteristics

rcgnvenience Use of conveniently located persons or organisations, e.g, friends, colleagues, students,
organisations in the neighbourhood, tourists visiting a local popular attraction.

Criterion Individuals selected on the basis of a key criterion, e.g. age group, membership of an
organisation.

Opportunistic Similar to convenience but involves taking advantages of opportunities as they arise,
e.g. studying a major sporting event taking place locally, or a holiday resort the
researcher is holidaying at.

Purposeful Similar to criterion but may involve other considerations, e.g. maximum variation,

typicality.

Source: Veal (2006, p. 295)

The number of hotels in the sample for the interviews could not be selected using

sample logic as in survey research (Eisenhardt, 1989; Babbie, 2001; Yin, 2003).

In order to achieve the aim and answer the research questions, this study used the

criterion sampling methods to select the hotel sample based upon two criteria.

e Firstly, they were participants in the earlier questionnaire survey.

o Secondly, they were either early adopters of IWMA or non-early adopters of

IWMA, as mentioned in section 3.5.2 (pp. 73-74)

Criteria for selection of the respondents for each hotel were firstly that the person

should be a senior manager, for example the hotel manager or marketing director, and

secondly should also be a decision maker in relation to the hotel’s marketing activities.
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As mentioned in section 3.5.2.4 (p. 75), these managers were selected as participants in
this study since they were in the best possible position to provide answers regarding the
use of IWMA.

Researchers in previous studies that have employed the interview method in the area of
the Internet and Web technologies in the hotel industry and innovation adoption have
generally selected from five to seven hotels or companies (Iacovou et al., 1995; Gillbert
et al., 1999; Scupola, 2003). For example, Gillbert et al. (1999) used semi-structured
interviews following an analysis of hotel Web sites with five senior directors of
marketing from five hotels about to what extent the hotel chains adopt, or will adopt, the

Web as a relationship marketing tool.

For this study the criterion sampling method was followed. In both countries, after
sending the request letter, telephone calls were made to respondents who had responded
to the first request letter and granted permission for the interviews in order to make an
appointment. A follow-up letter was first sent to hotel managers that did not reply to the
first letter within three weeks. A second follow-up letter was then sent to hotels that did
not reply to the first follow-up letter. At the end, eight hotel managers in each country
had granted the interviews with their managers, who were decision makers in relation to

the hotel’s marketing activities.
3.6.4 Interview Procedures

The confirming interviews were conducted in Australia during the months of March and
May 2005 and in Thailand during the months of June and August 2005. Interviews for
this study were conducted face-to-face and one-on-one, and took approximately one

hour to complete.

The confirming interviews for this study were organised and conducted in the following

manner:

e An official letter (see Appendix C3; C4) was sent from the researcher to contact

the managers of all sample hotels located in the study area.
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e The researcher introduced herself to the managers and gave details about the
objectives and ethical issues for the research through the official letter. The
manager’s assistance was later requested in collecting the data relating to the use
of the Internet and Web based technologies in its marketing activities.

o Once the managers of hotels had volunteered to participate in the interviews they
were then contacted via e-mail, telephone, or letter and asked for a convenient
time to be interviewed.

e The interview was then conducted using the interview guide and the interview
was tape recorded.

¢ The accuracy and completeness of data were then checked.

o A “Thank you” letter was sent to all sample hotels’ managers for their participation

in the research.
3.6.5 Data Analysis

According to Miles and Huberman (1994), an analysis of the interviews consists of
three processes: 1) data reduction; 2) data display; and 3) conclusion drawing and

verification.

Data reduction refers to “the process of selecting, focusing, simplifying, abstracting, and
transforming the data that appears in written-up field notes or transcriptions” (Miles and
Huberman, 1994, p.10). It is a useful process for the researcher to focus on the
important data. A display is “an organised, compressed assembly of information that
permits conclusion drawing and action” (Miles and Huberman, 1994, p.11). The data
display can enable the researcher to understand the message or data clearly. Conclusion
drawing and verification are the final processes of analysis, where the researcher

interprets the data displays to form conclusions (Miles and Huberman, 1994).

For this study, the analysis was made through critical evaluation of the transcribed
interviews and themes were determined and grouped into categories. The data were
analysed in two stages. Firstly, the data were analysed for within each country in terms
of non-early adopter and early adopter groups of hotels. The results were used to

support hypotheses H2 and H3. Secondly, the data were analysed by comparing factors
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sffecting the use of IWMA between hotels in the two countries in terms of medium
independent hotels and large chain hotels. The results were used to support for
hypotheses H5 and H7.

3.7 ETHICAL CONSIDERATIONS

Before conducting the main survey, the research proposal, interview questions and
questionnaire for the survey were submitted to the Human Research Ethics Committee
of Victoria University. Approval of the project had to be granted by the Human
Research Ethics Committee of Victoria University to conserve the safety, liberty and

rights of participants before conducting the interviews and mail survey.

A cover sheet for the survey questionnaire was provided and attached to the
questionnaire to explain the aims of the study. Participants had to be informed that
under the research ethics rules, their participation was entirely voluntary and that there
were no legal, psychological, moral or other risks. In addition, if they felt that the study
was intrusive or they were reluctant to answer questions, they could withdraw at any

stage of the process.

The confirming interviews also had to be conducted with the interviewees’ consent.
Before conducting the interviews, the aims of the project and the ethical rules had to be
explained to participants. Each participant was also requested to sign the consent form

before starting the interview.

Complete questionnaires of the survey, transcripts and tape recording of the interviews
must be stored at the School of Hospitality, Tourism, and Marketing at Victoria
University after analysis by the researcher. All data are now held at the School of
Hospitality, Tourism, and Marketing at Victoria University. Only the researcher and
supervisors can access the data. In addition, the research results had to be presented in a

form in which participants could not be identified.
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3.8 SUMMARY

Mixed methods, including an analysis of hotel Web sites, a questionnaire survey of
senior hotel managers in Thailand and Australia, and a series of confirming interviews

with some of the aforementioned senior managers, were selected as an approach for this

study.

Hotels selected for this study were hotels that had already adopted IWMA. They were
identified utilising the definition of hotels used by the Thai Hotel Association’s
Directory (2003-2004) and by the Directory of Australian Accommodation (RACV, 2003-
2004) and were located in three areas in each country, three provinces in Thailand,
including Bangkok, Chiang Mai and Phuket, and three cities in Australia, including
Melbourne, Sydney and Brisbane. There was a total population of 816 hotels: 333 hotels
in the three areas of Thailand and 483 hotels in the three areas of Australia.

In this study, the research process was conducted in three stages.

Firstly, the analysis of hotel Web sites utilising the two checklist instruments to
examine the Web technology features and customer’s information needs provided on
the hotel Web sites that were available in Thailand and in Australia was carried out. The
results contributed to answering Research Questions 1 and 3 and as a source of

preliminarily data.

» The techniques of sample selection were modified from the work of Murphy et al.
(1996), and Weeks and Crouch (1999), which produced a total sample of hotel Web
sites for this study of 206 sites, including 107 sites from the three areas in Thailand

and 99 sites from the three areas in Australia.

e FEach hotel’s Web site was assessed for the presence or otherwise of the
aforementioned 32 attributes of hotel features and 32 attributes of customer’s

information needs provided on hotel Web sites. Descriptive statistics and the Chi-

square test were used to analyse the data.
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Secondly, the quantitative questionnaire surveys were used as the main method to test the
model and all of the hypotheses (H1- H7) and contributed to answering Research Questions
1,2and 3.

o The questions in the survey questionnaire were designed by using findings from the
literature review and the results of the semi-structured interviews from the
exploratory study. Dichotomous scales and categorical scales were used for the
questions regarding hotel characteristics and hotel respondents. For questions on the
issues regarding the factors affecting the adoption of IWMA in hotels, respondents
were asked to rate the extent of their agreement or disagreement with the statements

provided on a seven-point Likert rating scale.

¢ In order to ensure that the instruments developed for this study made precise and
accurate measurements, a pilot study was conducted in both countries: with 21
respondents in Adelaide and Perth in Australia and with 20 respondents in Pattaya

and Hua-Hin in Thailand affer the back translation process.

¢ Due to the relatively small population, this study surveyed the entire population from
the Directory of Thai Hotel Association (2003-2004) and RACV (2003-2004)
databases of 810 hotels including 327 hotels in Thailand (after the effect of the
Tsunami on 26 December 2004) and 483 hotels in Australia. In order to increase the

response rate, a follow-up procedure was also employed in this study.

¢ Two forms of statistical analyses were used to test instrument reliability and
validity: alpha internal consistency reliability and factor analysis. Descriptive
statistics were chosen to describe the data regarding the characteristics of hotel
samples and respondents in each country. Pearson correlation analysis was used to
analyse the multicollinearity among the research variables. Five statistical methods,
chi-square test, multivariate analysis of variance (MANOVA), one-way analysis of
variance (ANOV A), discriminant function analysis (DFA) and independent sample

1- test, were chosen for testing the hypotheses.
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‘inally, the confirming interviews were chosen as a supplementary method to
nvestigate the factors affecting the use of IWMA in hotels in order to contribute to
mswering Research Questions 2 and 3 and to provide the results to support hypotheses

H2, H3, H5 and H7.

o Confirming interviews were selected by using a set of open-ended questions as a
guide for data collection. The interview questions were pre-tested by means of the
exploratory depth interviews. There were two versions of the interview questions: 1)
English and 2) Thai.

o This study used the criterion sampling method to select the hotel sample based upon

two criteria. Firstly, they were participants in the earlier questionnaire survey.
Secondly they were either early adopters of IWMA or non-early adopters of IWMA.

Criteria for selection of the respondents for each hotel were firstly that the person

should be a senior manager, for example the hotel manager or marketing director,
and secondly should also be a decision maker in relation to the hotel’s marketing

activities.

¢ In both countries, following the criterion sampling method, after sending the request

letters to the hotel managers, eight managers in each country granted interviews.

¢ The data were analysed in two stages. Firstly, the data were analysed for within each
country in terms of non-early adopter and early adopter groups of hotels. The results
were used to support hypotheses H2 and H3. Secondly, the data were analysed by
comparing factors affecting the use of IWMA between hotels in the two countries in
terms of medium independent hotels and large chain hotels. The results were used to

support hypotheses H5 and H7.

Figure 3-4 summarises the research process for this study.
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Figure 3-4: Research Process
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CHAPTER FOUR
AN ANALYSIS OF HOTEL WEB SITES

4.1 INTRODUCTION

In this chapter, the results of analysis of hotel Web sites in Thailand and Australia are
reported. As mentioned in Chapter 2, most studies of Web sites in the hotel industry
have been conducted in many countries such as Australia, Hong Kong, Singapore,
Taiwan, Greece and Turkey, but there is very limited, if any, research on the Web site
practices of hotels in Thailand (Weeks and Crouch, 1999; Chung and Law, 2003;
Leong, 2002; Wan, 2002; Sigala, 2003; Baloglu and Pekcan, 2006). Therefore, the
purpose of this study was to analyse and compare features provided on hotel Web sites
in Thailand and Australia. The findings of the preliminary analysis of the features
provided on the hotel Web sites in the two countries were used to provide support to
answer Research Questions 1 and 3 and to provide support for hypotheses H1 and H4,

as follows.

Research Question 1:

To what extent have Thai and Australian hotels adopted and implemented the Internet

and Web based technologies in their marketing activities?

H1: Thai and Australian hotels differ in the extent to which they use Internet and
Web based marketing activities (IWMA).

Research Question 3:

Does the adoption and implementation of Internet and Web based marketing activities

(IWMA) differ between Thai and Australian hotels?
If there is a difference, how does the adoption and implementation of Internet and Web

based marketing activities (IWMA) differ between Thai and Australian hotels, and what

factors are causing this difference.
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H4: There is a difference between Thai and Australian hotels in terms of type of

hotel management: (a) independent management and (b) chain management, in the

extent to which they use IWMA.

In order to achieve these purposes, two checklist instruments were used to evaluate and

compare features provided on hotel Web sites in these two countries.

o The first checklist comprised 32 attributes grouped into seven categories: 1)
basic information; 2) e-commerce; 3) promotions; 4) services; 5) technology; 6)
secondary information; and 7) management functions, and was used to evaluate

and compare features provided on hotel Web sites in Thailand and Australia.

e The second checklist comprised 32 attributes of information on customer’s
needs grouped into five categories: 1) Web design and format; 2) general Web
information quality; 3) hotel facility information and services; 4) room information;
and 5) locality, and was used to evaluate and compare features in relation to the

information on the Web sites that met customer’s needs or not.

For this study, a total sample of 206 hotel Web sites was involved, including 107 sites
(including 85 independent and 22 chain hotel Web sites) from the three areas in
Thailand and 99 sites (including 76 independent and 23 chain hotel Web sites) from the

three areas in Australia.

Analysis involved three major comparisons of hotel Web sites in order to answer

Research Questions 1 and 3 as follows:

1) Comparison of features provided on hotel Web sites between independent and
chain hotel samples in each country by using the first checklist instrument in
order to have a better understanding on the extent of use of the Internet and Web

technologies as a marketing tool in each country.
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2) Comparison of features provided on hotel Web sites across hotel samples in the

two countries by using the first checklist instrument for:

2.1) Comparison of features provided on all hotel Web site samples
across the two countries including 107 sites in Thailand and 99 sites
in Australia. The results were used to support hypothesis H1.

2.2)  Comparison of features between independent hotel Web sites across
the two countries, and between chain hotel Web sites across the two

countries. The results were used to support hypothesis H4.

3) Comparison of features in relation to the information on the Web sites that met
customer’s needs between all hotel Web site samples across the two countries,
and between independent hotel Web site samples across the two countries by
using the second checklist instruments. The results were used to supplement the

findings of the first checklist instrument.

The three major comparisons of hotel Web sites are summarised in Figure 4-1.

Thailand Australia
(107 Web Sites: 85 Independent & 22 Chain) (99 Web Sites: 76 Independent & 23 Chain)

omparison (2.2, 3)
85 Independent ‘ 76 Independent
Comparison
Comparison 2.. 3 Comparison
@ Il Comparison (2.2) > 23 Chain

Figure 4-1: Three Major Comparis:)n_s of the Analysis of Hotel Web Sites

Descriptive statistics and the chi-square test were used for testing the features and
customer’s information needs provided on hotel Web sites in both countries.
Descriptive statistics were used to quantify the presence or otherwise of the 32 attributes
of features and customer’s information needs provided on Thai hotel Web pages. The

chi-square test was used to test for differences in the 32 attributes between: 1) hotel
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Web sites of the independent and chain hotels in each country; 2) all hotel Web site
samples across the two countries; and 3) independent Web sites across the two

countries, and chain hotel Web sites across the two countries.

This chapter consists of three main sections: 1) assessment of features on hotel Web sites
between independent and chain hotels in each country; 2) comparison of features on hotel
Web sites across the two countries; and 3) comparison of features of customer’s

information needs on hotel Web sites across hotel Web sites in the two countries.

4.2 ASSESSMENT OF FEATURES ON HOTEL WEB SITES OF INDEPENDENT
AND CHAIN HOTELS IN THAILAND AND AUSTRALIA

In this section, comparison of the current use of Web technologies between independent
and chain hotel Web sites in each country was carried out, based on a sample of 107
Thai hotel Web sites (including 85 independent and 22 chain hotel Web sites), and 99
Australian hotel Web sites (including 76 independent and 23 chain hotel Web sites).
The contents of the hotel Web sites were measured for the presence on each of the
features, and for each country. The findings for all features and their comparison between

independent and chain hotel Web sites in each country are presented in Appendix D.

Table 4-1 (p. 106) summarises the significant differences of features between

independent and chain hotel Web sites in each country.

As the results of comparison between independent and chain hotel Web sites in each
country in Appendix D (Tables D-1 and D-3) show, there was a significant difference
between independent and chain hotels in the two countries in providing features on
their hotel Web sites. Chain hotels in both countries provided a wider range of features
than independent hotels in terms of four categories: 1) e-commerce; 2) promotions; 3)

secondary information; and 4) technology.
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o In Thailand the results in Table 4-1, p. 106 indicate that chain hotels than
independent hotels provided significantly more:
» Basic information features in terms of tourism information;
» Features for full functional e-commerce including full reservation functions
and a secure payment system,
> Promotion features in terms of business promotions;
» Secondary information features in terms of links to partners;

Technology in terms of downloading information on their hotel Web sites.

o In Australia the results in Table 4-1, p. 106 indicate that significantly more chain
hotels than independent hotels provided:
» E-commerce features in the provision of secure payment system;
» Promotional features in the provision of restaurant promotions, special
promotions, and business promotions,
» Secondary information features in the provision of linking to partners;

» Technology features in the provision of downloading information.

o It was found that more Thai chain hotels provided basic information features in

the provision of tourism information than Thai independent hotels.

This may be because the majority of chain hotels’ customers came from overseas. As a
result, tourism information, like nearby attractions or businesses and direction to hotel,
was provided on more chain hotel Web sites than independent hotel Web sites in order

to encourage international customers to select their hotels.

o In terms of e-commerce features, the results indicate that Thai chain hotels
provided e-commerce features in terms of full reservation functions more than

Thai independent hotels.

Such differences may reflect that chain hotels were likely to have more advantages in
terms of technical and human resources for the use of IWMA than independent hotels.
Perhaps the number of customers that demanded to book online was higher in more

chain hotels than independent hotels. Hence, full reservation function features were
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provided on more Thai chain hotel Web sites than independent hotel Web sites in order

to meet their customer demand and to improve services.

o In addition, e-commerce features in terms of secure payment systems were
provided on more chain hotel Web sites than independent hotel Web sites in the

two countries.

This may be because more chain hotels seemed to have more online customers that had
familiarity with the Internet and were concerned about the safety in payment when
making purchases online than independent hotels. Also, it is possible to explain that
chain hotels were likely to have more advantages in terms of technical and financial
resources for establishing advanced secure payment systems for the use of IWMA than

independent hotels.

o In terms of promotion features, chain hotels in each country provided business

promotion features more than independent hotels.

This may be because target customers of most chain hotels were business customers
who preferred to use the booking online facility. However, in Australia the results also
indicate that chain hotels provided more restaurant promotions and special promotions
than independent hotels. A possible explanation is that more chain hotels than
independent hotels were likely to have more advantages in terms of hotel products (e.g.
large hotels, having various types of hotel rooms, having restaurants with a special
menu or various menus) and human resources (chefs and marketing team) to create

various promotions to encourage customers to book online.

o In terms of secondary information features, chain hotels provided features of

linking to partners more than independent hotels in each country.

It was not surprising to find that links to partners were provided on more chain hotel
Web sites than independent hotel Web sites. This may be because most independent
hotels did not seem to have any partners in terms of other businesses and other hotel

partners as chain hotels. A possible explanation is that more chain hotels than

108



Chapter 4: An Analysis of Hotel Web Sites

independent hotels perceived the value of adding these features as value-added service

to their customers during online interactions with their hotels.

o In terms of technology features, chain hotels provided features of downloading
information on their hotel Web sites more than independent hotels in each

country.

A possible explanation is that more chain hotels than independent hotels were likely to
take greater advantage of technical resources for setting up a strategic information
centre to offer users the facility to download information including a directory of hotels,

a brochure, corporate information, fact sheets and hotel maps.

Based on the results of this study, it seems that chain hotels were likely to have had
more advantages in terms of technical, financial, and human resources for the use

of Internet and Web based marketing activities than independent hotels.

These findings are supported by O’Connor (2003, p. 91) who noted that major
international hotel chains’ electronic-distribution activities are indicative of industry
patterns, because recent research has shown that large companies are most active on the
Web - perhaps because their size often gives them an advantage in terms of fechnical
expertise and financial resources. Findings from this analysis are also consistent with
those of previous studies that managerial characteristics of hotel companies in terms of
chain membership are positively related to the amount of information offered through

the hotel Web sites (Yeung and Law, 2004).

43 COMPARISON OF FEATURES ON WEB SITES BETWEEN THAI AND
AUSTRALIAN HOTELS

The purpose of this section is to compare features provided on hotel Web sites across hotel
samples in the two countries by using the first checklist instrument. The results of
comparison of features provided on all hotel Web site samples across the two countries,
including 107 sites in Thailand and 99 sites in Australia, were used to support
hypothesis H1. The results of the comparison of features between independent hotel
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Web sites across the two countries, and between chain hotel Web sites across the two

countries, were used to provide support for hypothesis H4.

The Chi-square test was used to test for differences in the 32 attributes between hotel
Web sites in Thailand and in Australia. The results of all comparisons are shown in
Appendix D (Tables D-5 to D-7) while Table 4-2 (see page 111) and Figure 4-2 (see
page 112) summarise the significant differences of features between hotel Web sites
across the two countries. Details of each comparison and each category are discussed
and reported in this section which consists of seven main parts: 1) basic information; 2)
e-commerce; 3) promotion; 4) secondary information; 5) services; 6) technology; and 7)

management functions.
4.3.1 Basic Information

The results in Table 4-2 (p. 111) and Appendix D (Table D-5) of the comparison of
107 Thai and 99 Australian hotel Web sites indicate that:

o Most of the hotel Web sites in Thailand and in Australia provided basic information
including own URL, e-mail address, maps of location, and tourism information. In
both countries most hotel Web sites did not provide the date when the Web pages
were last updated. Only 7.5% of Thai and 7% of Australian hotel Web sites
provided the dates for when the page was updated. In addition, no Web sites in

either country provided safety or security tips.

o In both countries the tourism information provided on the hotel Web site usually
described the various attractions around the hotel including special events. As
shown in Table 4-2 (p. 111), there was a significant difference (x2=6.789, df=1, p-
value .009) between hotel Web sites in Thailand and Australia in terms of providing
tourism information. This may result from the fact that of the hotel Web sites in
Australia, 76.8% provided tourism information, whereas only 59.8% of Thai hotel

Web sites provided such information.
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The results in Table 4-2, p. 111 and Appendix D (Table D-6) of the comparison of
22 Thai chain and 23 Australian chain hotel Web sites indicate that there was no
significant difference in basic information features provided on the Web sites across

hotels in the two countries.

The results in Table 4-2 (p. 111) and Appendix D (Table D-7) of the comparison of
85 Thai independent and 76 Australian independent hotel Web sites indicate that:

o There was a significant difference in providing tourism information (y2 = 8.829, df
=1, p-value 0.003). More independent Australian hotels (72.4%) provided
information for tourists than did independent Thai hotels (49.8%).

o This may be because most customers of independent hotels in Thailand came from
tour operators that had a tour guide to organise information for customers. Another
possible explanation is that most customers of independent hotels in Australia more
than in Thailand were likely to directly book the hotels by themselves. As a result,
the provision of tourism information like nearby attractions or businesses and
directions to the hotel was provided on more independent hotel Web sites in

Australia than independent hotel Web sites in Thailand.

o These results may also explain the significant difference in providing fourism
information in cross comparison between overall hotel Web sites in the two

countries.

Findings from this study indicate that even though customers do not come back to a
static Web site, it is still necessary for hotel Web sites to keep information current
(Cano and Prentice, 1998; Cai et al., 2004), and yet most hotel Web sites in both
countries did not provide the date when the Web pages were last updated. However,
hotels in both countries have taken advantage of the Web for advertising their hotels by
introducing location, e-mail address for contacting the hotel and information for
tourists. These findings are consistent with those of previous studies (Weeks and
Crouch, 1999; Leong, 2002; Hsu et al., 2004), which claimed that basic information is a
feature on the majority of hotel Web sites.
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4.3.2 E-Commerce

The results in Table 4-2 (p. 111) and Appendix D (Table D-5) of the comparison of
107 Thai and 99 Australian hotel Web sites indicate that:

o For the e-commerce systems, more Australian than Thai hotel Web sites provided
the features of reservation functions and secure payments systems. Of the 206 Web
sites in Thailand and Australia that were assessed, online reservations were offered
on most of the Thai (95.3%) and Australian (96%) Web pages. There were two main
types of online reservations offered by hotel Web sites: 1) some Web sites could
confirm bookings immediately, and 2) other Web sites could not confirm bookings
immediately, but could only respond to the enquiry by using “contact us” or using
an enquiry form and requesting that it be submitted to the hotel while still online

either from the Web site or by e-mail.

o More Australian than Thai hotel Web sites provided reservation functions (85.9%,
36.4% respectively) that could confirm bookings immediately. Indeed, most hotels
in Thailand required guests to fill in a separate form and to e-mail it through their
own personal e-mail account to book a room. Even on line reservations offered on
most hotel sites in Thailand did not make provision for immediate confirmation and the

usual practice was to confirm through e-mail, contacting the guest within 24-48 hours.

o In Australia, most Web sites provided information on room types, room rates and
the availability of rooms. On these Web sites, the guest could check the availability
of the rooms and then fill in the form with their credit card number to confirm
bookings. In addition, most hotels gave confirmation immediately. Similarly, a
secure payment system was provided on more of the Australian hotel Web sites
(55.6%) than on the hotel Web sites in Thailand (33.6%). Indeed, there were
significant differences between hotel Web sites in Thailand and Australia in their
provision of reservation functions (x2 = 52.394, df=1, p-value 0.000) and also in their

provision of a secure payment system (x2 = 10.011, df =1, p-value 0.002).
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The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web sites
indicate that there was no significant difference in e-commerce features provided on their

Web sites across hotels in the two countries (see Table 4-2 and Appendix D: Table D-6).

The results in Table 4-2 (p. 111) and Appendix D: Table D-7 of the comparison of
85 Thai independent and 76 Australian independent hotel Web sites indicate that
more Australian independent hotels provided the features of reservation functions, and
secure payment system than Thai independent hotels. Also, there were significant
differences in providing reservation functions (32 = 56.618, df =1, p-value .000) and a
secure payment system (2 = 12.455, df =1, p-value .000).

o These results were similar to the results of comparison of independent and chain
hotels in Thailand in section 4.2 (pp. 105-109). It seems that the use of Web
technology for hotel marketing in Australian independent hotels was likely to be at
the same level as that of chain hotels in Thailand. Also, these results may be the
reason for the significant difference in providing reservation function and secure
payment system features of cross comparison across hotel Web sites in the two

countries.

Findings from this study imply that the use of hotel Web sites in Australian hotels was
more sophisticated than in Thai hotels. In addition, the use of hotel Web sites for e-
commerce in Thailand was at the same level as that of other countries that did not
provide fully functional e-commerce features e.g. Switzerland (Frey et al., 2002),
Taiwan (Wan, 2002), Greece (Sigala, 2003), and Turkey (Baloglu and Pekcan, 2006).

4.3.3 Promotions

In both countries, the results shown in Tables 4-2 (p. 111) and Appendix D (Tables
D-5 to D-7) indicate that there was no significant difference between hotel Web sites
in relation to any of the features of promotion in terms of 1) cross comparison
between overall hotel Web sites, 2) cross comparison between independent hotel Web

sites and 3) cross comparison between chain hotel Web sites.
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o The majority of promotions provided on hotel Web sites in the two countries were
restaurant promotions, special promotions and business promotions. Most hotels
promoted their restaurants by presenting pictures of various menus. Special
promotions in terms of special rates for Internet users were provided by most hotel
Web sites in both countries. Business promotions included offering special corporate
rates, package of conferences or meetings plus breakfast or lunch and providing a
business centre. In both countries few hotels offered group travel promotions, family
or kid promotions, and what’s new. In terms of promotions, some elements were
promoted on very few hotel Web sites, for example promoting group travel (0.9% of
Thai, 2.0% of Australian hote]l Web sites), whilst other elements were promoted by a
high proportion of the hotel Web sites, for example promoting restaurants (81.3% of
Thai, 76.8% of Australian hotels).

The results of a comparison of independent hotel Web sites in both countries show
that most independent hotels in both countries provided and focused on restaurant
promotions, special promotions, and business promotions. These results are similar to

the results of @ comparison of chain hotel Web sites in both countries.

This means that hotels in both countries still focused only on certain markets, such as
business travellers, pleasure customers, and Internet users who are all common target
markets of hotels. These findings relating to the use of hotel Web sites for promotion in
both countries are similar to those reported by Leong (2002). However, there clearly is a
challenge for hotel marketers in both countries to access new and different target

markets via their Web sites.

4.3.4 Secondary Information

For secondary information provided on overall hotel Web sites (107 Thai and 99
Australian hotel Web sites) in each country, the results show that there were no

significant differences in the provision of features for linking to partners, listing all

hotels and searching capability (see Table 4-2, p. 111 and Table D-5 in Appendix D).
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o Approximately half of the hotel Web sites in both countries provided features for

linking to partners such as hotel partners, travel agents and airline companies. Only
5.6% of Thai and 7.1% of Australian Web sites had site maps to assist users.

In addition, no significant differences were evident between independent hotel Web
sites (see Table 4-2, p. 111 and Appendix D: Table D-7), or between chain hotel Web
sites (see Table 4-2 and Appendix D: Table D-6) in Thailand and Australia in the
provision of features for linking to partners, list of all hotels and hotel search
capability. The feature of linking to partners was available as secondary information in
most Thai and Australian independent and chain hotel Web sites. Few sites included the

features of a hotel search capability function.

Even though links to additional information sources constitute another popular form of
value-added service, the majority of hotel Web sites in both countries fall short in
providing secondary information to their customers. These findings are consistent with

those of previous studies (Leong, 2002; Frey et al., 2002).
4.3.5 Services

For Services offered, the results of the comparison of 107 Thai and 99 Australian
hotel Web sites presented in Table 4-2 (p. 111) and Appendix D (Table D-5) show
that significantly more multilingual facilities were provided by Thai hotels (23.4%) than
by Australian hotels (8.1%), (x2 = 8.929, df =1, p-value .003).

* Most hotels in Thailand and in Australia provided a direct e-mail address, but few
offered e-mail newsletters, frequently asked questions, gift certificates, an online
Jorum, or frequent visitor program. Of the sites surveyed, 81.3% of Thai and 89.9%
of Australian sites provided direct e-mail back to their hotels without having to go
through any intermediaries. Provision of an online forum and a frequent visitor
program was less common than e-mail facilities. In Australia, only 1% of sites
incorporated online forum features and 2% provided frequent visitor programs while

in Thailand none of the sites incorporated these features.
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The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web sites
indicate that there was no significant difference in service features provided on their Web
sites across hotels in the two countries (see Table 4-2, p. 111 and Appendix D: Table D-6).

When only the independent hotel Web sites in both countries were compared, it was
still evident that more Thai independent hotels provided multilingual facilities (21.2%)
than Australian hotels (5.3%) did. In addition, there was a significant difference in the
provision of multilingual hotel Web sites (32 = 8.613, df =1, p-value 0.003) between the
two countries (see Table 4-2, p. 111 and Appendix D: Table D-7).

o This may be because non-English speaking customers, particularly Chinese and
Japanese, were the majority of the target market in Thailand more than in Australia.
As a result, more hotels in Thailand provided these languages on their Web sites
than in Australia. This result may also be the reason for the significant difference in
the provision of multilingual hotel Web sites of cross comparison of overall hotel

Web sites between the two countries.

Findings from this study indicate that despite the fact that services features could add
value for customers during their online interactions with the hotels, hotels in both
countries provided limited value-added services. Specifically, multilingual facilities,
particularly English, Chinese and Japanese were considered as value-added services in
the Thai hotels more than in the Australian hotels. This implies that Thai hotels were
developing their Web sites to communicate and attract both English speaking and non-

English speaking customers.

4.3.6 Technology

For technology, the results of the comparison of 107 Thai and 99 Australian hotel
Web sites show that there were no significant differences in the provision of information

for downloading, video and audio features (see Table 4-2, p.111).

* As shown in Appendix D (Table D-5), just over one quarter of hotel Web sites
(26.2% of Thai and 29.3% of Australian Web sites) allowed users to download

information (including a directory of hotels, a brochure, corporate information, fact
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sheets and hotel maps). However, far fewer hotels provided audio features with

Australian hotels providing more audio features (6.1%) than Thai hotels (0.9%).

Furthermore, when only chain hotel Web sites were compared and independent
hotel Web sites were compared (see Table 4-2, p. 111 and Appendix D: Tables D-6
and D-7), there were no significant differences in providing these technological features
between hotel Web sites in the two countries. It can be seen that few independent hotel
Web sites in either country included technological features like downloadable
directories, video, and audio. However, the technological feature for downloading

information was available on the majority of chain hotel Web sites in the two countries.

Findings from this study indicate that although offering a variety of technology designs
is an important way to attract consumers, the potential of the Web for the hotel industry
in both countries as a marketing tool is still largely ignored. These findings are
consistent with those of previous studies (Weeks and Crouch, 1999; Lituchy and Rail,
2000; Leong, 2002).

4.3.7 Management Functions

For management functions, the results show that there were no significant
differences between overall hotel Web sites in Thailand and in Australia in the
provision of features for employee of the month, employment opportunities and

shareholder information (see Table 4-2, p. 111 and Appendix D: Table D-5).

¢ The use of hotel Web sites in both countries was extremely low for management
functions. None of the hotel Web sites provided the facility for displaying employee
of the month. Few hotel Web sites presented corporate information for shareholders.
However, approximately 14% of Thai and 18.2% of Australian hotel Web sites
featured employment opportunities.

The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web
sites indicate that there was no significant difference in the provision of management
function features provided on the Web sites across hotels in the two countries (see Table

4-2,p. 111 and Appendix D: Table D-6).
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Also, when only independent hotel Web sites were compared, no significant
differences between independent hotel Web sites in Thailand and in Australia in the
provision of features for employee of the month, employment opportunities and
shareholder information were evident (see Table 4-2, p. 111 and Appendix D: Table D-
7). Specifically, no independent hotels in either country provided employee of the month
and shareholder information. Only 5.9% of Thai and 13.2% of Australian hotel Web
sites featured employment opportunities.

Findings from this study indicate that the majority of the hotels in both countries did not
use the Web as an internal marketing tool to build relationships with their employees
and shareholders. Findings from this study are similar to those of previous studies
(Gilbert et al., 1999; Leong, 2002).

4.3.8 Summary

In this section the current use of Web technologies in Thai and Australian hotels has
been explored, based on a representative sample of 206 Web sites including 107 Thai
hote] Web sites (85 independent and 22 chain hotel Web sites) and 99 Australian hotel
Web sites (76 independent and 23 chain hotel Web sites).

* The results indicate that Australian hotels provided significantly more features on
their Web sites than Thai hotels did, particularly tourism information, reservation
Junctions and secure payment system. However, a multilingual feature was provided
on more Thai hotel Web sites than on Australian hotel Web sites. From these
results, it may be inferred that there was a significant difference between hotels in
the two countries in the use of Web technology for their hotel marketing. These
findings were used to provide support for hypothesis (H1): Thai and Australian
hotels differ in the extent to which they use IWMA, and support for answer research
question (1): To what extent have Thai and Australian hotels adopted and

implemented the Internet and Web based technologies in their marketing activities?

* Similarly, the results of analysis of independent hotel Web sites in the two countries

indicate that more independent Australian hotel Web sites provided features in terms
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of tourism information, reservation functions and a secure payment system than
Thai independent hotel Web sites. However, a multilingual feature was provided on
more Thai independent hotel Web sites than Australian independent hotel Web sites.
In addition, there was no significant difference in providing features in the seven
categories between chain hotels in the two countries. From these results, it may be
inferred that there was a significant difference between only independent hotels in
the two countries in the use of Web technology for their hotel marketing. These
findings were used to provide support for hypothesis H4: there is a difference
between Thai and Australian hotels in terms of independent management in the
extent to which they use IWMA, and thus provides part of the answer for
Research Question 3: Does the adoption and implementation of Internet and Web

based marketing activities (IWMA) differ between Thai and Australian hotels?

44 COMPARISON OF FEATURES OF CUSTOMER’S INFORMATION NEEDS
ON HOTEL WEB SITES BETWEEN THAILAND AND AUSTRALIA

The purpose of this section is to compare features in relation to whether the information
on the Web sites met customer’s needs between all hote]l Web site samples across the
two countries and between independent hotel Web site samples across the two countries
by using the second checklist instrument. The results were used to supplement the

findings of the first checklist instrument.

Descriptive statistics were used to quantify the presence or absence of the 32 attributes
of customer’s information needs on hotel Web pages in Thailand and Australia. The
Chi-square test was used to test for differences in the 32 attributes of customer’s
information needs between hotel Web sites in the two countries. The results of
customer’s information needs and their comparisons between hotel Web sites in both

countries are reported in Table 4-3 (see page 122) and Appendix D (Table D-8 to D-10).
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mSigniﬁcant Differences of Features of Customer’s Information Needs between
Hotel Web Sites Across Thai and Australian Hotels

22 Thai
Categories 107 Thai & 99 Australian 85 Thai & 76 Australian &
(Overall Hotel Web Sites) (Independent Hotel Web Sites) 23 Australian
(Chain Hotel Web Sites)
1 Web Design and Not significant Not significant Not significant
Format
2 General Web ® Security of Personal ® Security of Personal Not significant
Information Quality Information Information
(2 = 6.772, p-value = .009) (x2 =9.104, p-value = .003)
o Confirmation of o Confirmation of
Reservation Immediately Reservation Immediately
(x2 = 7.470, p-value = .006) (x2 =10.530, p-value = .001)
3 Hotel Facility o Nearby Attractions or o Nearby Attractions or Not significant
Information and Businesses Businesses
Services (%2 = 6.789, p-value = .009) (x2 = 8.829, p-value = .003)
4 Room Information o Room Rate e Room Rate Not significant
(12 = 8.974, p-value = .003) (x2 = 10.554, p-value = .001)
® Special Room Rate ® Special Room Rate
(x2 =4.671, p-value = .031) (%2 = 5.663, p-value = .017)
¢ Room Availability © Room Availability
(12 = 8.462, p-value = .004) (%2 =9.983, p-value = .002)
§ Locality ® Direction to the Hotel ® Direction to the Hotel Not significant
(x2 = 5.030, p-value = .025) (%2 =3.991, p-value = .046)

Degree of freedom (df) = 1

Table 4-3 summarises the significant differences of features between hotel Web sites
across the two countries. Details of each comparison and each category are discussed
and reported. This section consists of five main parts or categories: 1) Web design and
format; 2) general Web information quality; 3) hotel facility information and services;
4) room information; and 5) locality.

4.4.1 Web Design and Format

The results presented in Table 4-3 (p. 122) and Appendix D (Table D-8) of the
comparison of 107 Thai and 99 Australian hotel Web sites indicate that:

» Nearly 100% of Thai and Australian hotels designed and formatted their Web sites
with features to meet their customers’ information needs in terms of Web design and
format by providing a text-only version of the site. Most hotel Web sites in both

countries did not provide frames, banners or noise.

Furthermore, when only chain hotel Web sites were compared and independent

hotel Web sites were compared, as shown in Table 4-3 (p. 122) and Appendix D
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(Table D-9 and D-10), the results indicate that there was no significant difference in the
provision of Web design and format features provided on their Web sites across hotels in

the two countries in terms of the independent and the chain hotels.

Findings show that hotels in both countries provided features on their Web sites that

could meet customer’s information needs in terms of Web design and format.
4.4.2 General Web Information Quality

The results of the comparison of 107 Thai and 99 Australian hotel Web sites
indicate that the customer’s information needs features including response time, 2-3
clicks for needed information, e-mail address, phone number, mailing address, and
online reservation were considered as basic customer information needs attributes on
the Web sites and found on nearly all hotel Web sites in both countries (see Table 4-3,
p. 122 and Appendix D: Table D-8).

o Even though the date of the last update of hotel Web sites was recognised as a
customer’s information needs feature, it was provided on few hotel Web sites in
either country. Moreover, security of personal information and immediate
confirmation of reservation were considered to be important features of customer’s
information needs and were provided on more Australian hotel Web sites than on
Thai hotel Web sites. Also, there was a significant difference between hotel Web
sites in Thailand and Australia in the provision of security for personal information
(X2 =6.772, df = 1, p-value = .009) and in immediate confirmation of reservation (2
=17.470, df = 1, p-value = .006).

The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web
sites indicate that there was no significant difference in the provision of general Web
information quality features provided on their Web sites across hotels in the two
countries. Findings from this study confirm that most chain hotels in both countries
were likely to have an advantage in terms of technical expertise and financial resources
for the use of the Internet and Web technologies for their hotel marketing (see Table

4-3, p. 122 and Appendix D: Table D-9).
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When analysing independent hotel Web sites in both countries, the results presented

in Table 4-3, p. 122 and Appendix D: Table D-10 indicate that:

o There was a significant difference between independent hotel Web sites in both
countries in the provision of immediate confirmation of reservations (x2 = 10.530,
df = 1, p-value = .001), and security of personal information (x2 = 9.104, df = 1, p-
value = .003). It was not surprising to find that immediate confirmation of
reservations and security of personal information features were provided on more

Australian independent hotel Web sites than Thai independent hotel Web sites.

o This may be because the use of hotel Web sites for hotel marketing in Australian
hotels was likely to be more sophisticated than in Thai hotels as mentioned in
section 4.3.2. Also, these results may be the reason for the significant difference in
providing these two features of general information quality for the cross comparison
between overall hotel Web sites in the two countries since the majority of hotel Web

sites in the sample were independent hotel Web sites.

Findings from this study indicate that not only reservation function and secure payment
system features (as found in section 4.3, pp. 109-121) but also immediate confirmation
of reservations and security of personal information features were provided on
significantly more Australian hotel Web sites than on Thai hotel Web sites. Such
differences may reflect that Australian hotels have more advantages in terms of

technical resources including network communication infrastructure than Thai hotels.
4.4.3 Hotel Facility Information and Services

The results presented in Table 4-3, p. 122 and Appendix D: Table D-8 of the
comparison of 107 Thai and 99 Australian hotel Web sites indicate that:

e Features of information on hotel facilities and services including hotel facilities,
room service menu, pictures of hotel facilities, personal reservation history, on-
site restaurant, type of hotel and nearby attractions or businesses were provided

on most hotel Web sites in both countries.
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o Nevertheless, the results indicate that significantly more Australian than Thai
hotel Web sites provided features of customer’s information needs on nearby

attractions or businesses (x2 = 6.789, df = 1, p-value = .009).

Similarly, when only independent hotel Web sites were compared, the results
presented in Table 4-3 (p. 122) and Appendix D (Table D-10) show that more
Australian than Thai independent hotel Web sites provided features of information
needs on nearby attractions or businesses and there was a significant difference at y2 =

8.829, df = 1, p-value = .003.

However, the results of the comparison of 22 Thai chain and 23 Australian chain
hotel Web sites indicate that there was no significant difference in features of
information on hotel facilities and services provided on their Web sites across hotels in

the two countries (see Table 4-3, p.122 and Appendix D: Table D-9).

Findings from this study support and confirm the results of the analysis of features
provided on hotel Web sites in section 4.3 (pp. 109-121) that significantly more
Australian than Thai hotel Web sites could meet customer’s information needs in terms

of information for tourists (nearby attractions).
4.4.4 Room Information

The results in Table 4-3 (p. 122) and Appendix D: Table D-8 of the comparison of
107 Thai and 99 Australian hotel Web sites indicate that:

¢ Features of customer’s information needs on room information including room
type, room rate, special room rate, in-room amenities, non-smoking
accommodations and room availability were available on most hotel Web sites

in Thailand and Australia.
o However, room rate and room availability were considered as important features

for information provision and were provided on more Australian hotel Web sites

than Thai hotel Web sites. Also, there were significant differences between hotel
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Web sites in the two countries in the provision of information needs including

room rate (x2 = 68.974, df = 1, p-value = .003), and room availability (x2 =
8.462, df = 1, p-value = .004).

o Specifically, more Thai than Australian hotel Web sites provided a special room
rate as a feature for meeting customer’s information needs, and there was a
significant difference between hotel Web sites in both countries in the provision of a
special room rate (y2 = 4.671, df = 1, p-value = .031).

The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web
sites indicate that there was no significant difference in the provision of room
information features provided on their Web sites across hotels in the two countries (see

Table 4-3, p. 122 and Appendix D: Table D-9).

However, when only independent hotel Web sites were compared, the results

presented in Table 4-3 (p. 122) and Appendix D (Table D-10) indicate that:

o Significantly, more Thai than Australian independent hotel Web sites provided
special room rate as a feature to meet customer’s information needs (x2 = 5.663, df
= 1, p-value = .017). This may be because there was a higher degree of competition
among Thai hotels in the samples than in Australian hotel samples. As a result, Thai
hoteliers needed to encourage their customers to book their hotels by setting a
special room rate on their hotel Web sites. These results may be the reason for the
significant difference in providing special room rate features of cross comparison

between overall hotel Web sites in the two countries

e Significantly, more Australian than Thai independent hotel Web sites provided
features of information on room rate (y2 = 10.554, df = 1, p-value = .001) and room
availability (x2 = 9.983, df = 1, p-value = .002). Such differences may reflect that
Australian hotels had more sophisticated booking systems, so that customers can
check the rate and room availability by themselves before booking, than Thai hotels.

Also, these results may cause a significant difference in providing room rate and
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room availability features of cross comparison between overall hotel Web sites in

the two countries.

Findings from this study indicate that Australian hotels seem to have more sophisticated
technology for reservation system in terms of checking room rate and linking to room

availability than Thai hotels.
445 Locality

The results in Table 4-3 (p. 122) and Appendix D: Table D-8 of the comparison of
107 Thai and 99 Australian hotel Web sites indicate that:

o Features to meet customer’s information needs on locality including directions to
the hotel and map of surrounding area were provided on most hotel Web sites in
Thailand and Australia. Directions to the hotel were available on significantly more

Australian than Thai hotel Web sites (¥2 = 5.030, df = 1, p-value = .025).

o Nearly half of the hotel Web sites in both countries provided the feature of linking to
a hotel partner. In addition, not many hotel Web sites in either country provided
information on local weather. Less than 10% of hotel Web sites in both countries had

features of information on local mass transportation and links to car rental.

The results of the comparison of 22 Thai chain and 23 Australian chain hotel Web
sites indicate that there was no significant difference in the provision of locality
features provided on their Web sites across hotels in the two countries (see Table 4-3, p.

122 and Appendix D: Table D-9).

When independent hotel Web sites in both countries were compared, the results

presented in Table 4-3 (p. 122) and Appendix D (Table D-10) indicate that:

* Few independent hotel Web sites in either country provided features of information

on local mass transportation and links to car rental.
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e No Thai independent hotel Web sites and very few Australian hotel Web sites
provided a link to car rental.

o In addition, the feature of information giving directions to the hotel was available on
significantly more Australian than Thai independent hotel Web sites (x2 = 3.991, df
= 1, p-value = .046). This may be because there was no shuttle bus and public
transport to go directly to the sample hotels in Thailand in Phuket and Chiang Mai.
Owing to the complexity of infrastructure in Thailand, it was too difficult for
customers to understand the right direction to the Thai hotel. Also, most hotels in
Thailand provided cars and taxi services for their customers. As a result, directions
to hotel features were provided on Thai independent hotel Web sites less than on
Australian independent hotel Web sites. These results reflect the significant
differences in directions to hotel features of cross comparison between overall hotel

Web sites in the two countries

Findings from this study are consistent with the results in section 4.3.1 (pp. 110; 113)
that more Australian than Thai hotel Web sites provided information on directions to the
hotel. These results suggest that Thai hotels should pay attention to the amount of basic
information provided on their Web sites in order to meet the increasing online

marketing demand.
4.4.6 Summary

The results presented in this section are based on a representative sample of 206 Web
sites including 107 Thai hotel Web sites (85 independent and 22 chain hotel Web sites)
and 99 Australian hotel Web sites (76 independent and 23 chain hotel Web sites).

e The results indicate that significantly more Australian than Thai hotel Web sites
provided features that can meet customer’s information needs in terms of 1) security
of personal information, 2) immediate confirmation of reservation, 3) nearby
attractions or businesses, 4) room rate, 5) room availability and 6) direction to
hotel. However, special room rate promotions were provided on more Thai than

Australian hotel Web sites. From these results, it was found that there was a
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significant difference between hotels in the two countries in the use of Web
technology for their hotel marketing in terms of providing customer’s information
needs. These findings were used to provide partial support for hypothesis H1: Thai
and Australian hotels differ in the extent to which they use IWMA.

Similarly, the results of analysis of independent hotel Web sites in the two countries
indicate that significantly more Australian than Thai independent hotel Web sites
provided features of information that could meet customer’s information needs in
terms of 1) security of personal information, 2) immediate confirmation of
reservation, 3) nearby attractions or businesses, 4) room rate, 5) room availability
and 6) directions to hotel. However, more special room rate features were provided
on Thai than Australian independent hotel Web sites. These findings imply that
more Australian than Thai independent hotel Web sites provide an amount of
information that can meet customer’s information needs. These findings were used
to provide partial support for hypothesis H4: there is a difference between Thai and
Australian hotels in terms of independent management in the extent to which they
use IWMA.

4.5 CONCLUSION

In this chapter the results of analysis of hotel Web sites in the sample of Thai and

Australian hotels have been presented. The findings can be summarised as follows:

From the cross comparison between chain and independent hotel Web sites in each

country, the results indicate that chain hotels in each country provided a wider range of

features on their Web sites than independent hotels.

From the cross comparison between hotel Web sites in the two countries in terms of

independent and chain hotel Web sites, the results indicate that:

o There was no significant difference between 22 Thai and 23 Australian chain
hotel Web sites in providing features and amount of information on their Web

sites across hotels in the two countries.
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o Significantly, more Australian (76 Web sites) than Thai (85 Web sites)
independent hotel Web sites provided a wider range of features and amount

of information that can meet customer’s information needs on their Web sites.

From the cross comparison between 107 Thai and 99 Australian hotel Web sites, the
results indicate that overall more Australian than Thai hotel Web sites provided a wider

range of features and amount of information that can meet customer’s information needs.

Overall, findings from this study show that there was a significant difference in the
extent of use of IWMA between hotels in the two countries.

o In Thailand, the results indicate that the use of the Internet and Web technologies
by the Thai hotels was primarily for advertising, not for a fully interactive site
providing the full range of marketing functions, particularly e-commerce features
and services. From a marketing perspective, hotel Web sites in Thailand were still
simple static Web sites containing basic information of product and company. Thus,

they functioned as “electronic brochures™ rather than as “marketing tools”.

¢ In Australia, the findings show that Australian hotels provided full e-commerce
sites. In general, provision of an e-commerce site is one of the key factors that
influences sales and customer purchases. Most Australian hotels had their own Web
sites for receiving online bookings and provided secure payment systems.
Specifically, they could give confirmation of bookings immediately. These findings
show that Australian hotel Web sites were more interactive and sophisticated than the
Thai hotel Web sites, indicating that the Web sites of hotels in Australia functioned as

more “marketing tools” than Thai hotel Web sites.

Furthermore, findings from this study also suggest that hoteliers in both countries need
to make more efforts in their implementation of IWMA in order to meet the increasing
online marketing demand. Hoteliers in both countries should fully utilise these 32
features and provide an amount of information that can meet customer’s information

needs to be more effective.

Factors that affect these differences will be tested in the next chapters, Chapters 5 and 6.
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CHAPTER FIVE
THE QUESTIONNAIRE SURVEY FINDINGS

5.1 INTRODUCTION

As explained in Chapter 3, the quantitative method via a questionnaire survey was
chosen as an appropriate way for the second stage of this study. One aim of this method
was to obtain a profile of hotel businesses in Thailand and Australia in terms of whether
they used or did not use the Internet and Web based marketing activities IWMA).
Specifically, the quantitative questionnaire survey was used as the main method to test
the model and all of the hypotheses (H1-H7), and to answer the Research Questions
(1,2 and 3), as re-stated below.

Research Question 1:

To what extent have Thai and Australian hotels adopted and implemented the Internet

and Web based technologies in their marketing activities?
H1: Thai and Australian hotels differ in the extent to which they use IWMA.

Research Question 2:
What are the potential factors affecting the adoption of IWMA in Thai and Australian

hotels?

H2: Organisational, technological innovation and environmental factors have an

effect on the adoption of IWMA in Thai hotels.

H3: Organisational, technological innovation and environmental factors have

an effect on the adoption of IWMA in Australian hotels.
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Research Question 3:

Does the adoption and implementation of Internet and Web based marketing activities

differ between Thai and Australian hotels?

If there is a difference, how does the adoption and implementation of Internet and Web
based marketing activities differ between Thai and Australian hotels, and what factors

are causing this difference?

H4: There is a difference between Thai and Australian hotels in terms of the type of
hotel management: (a) independent management and (b) chain management, in the
extent to which they use IWMA.

HS: There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of type of hotel

management (independent or chain management which is dependent on the results
from H4).

H6: There is a difference between Thai and Australian hotels in terms of size of hotel:

(a) small, (b) medium and (c) large hotels, in the extent to which they use IWMA.

H7: There is a difference in the effects of the three main groups of factors:
| 1) organisational, 2) technological innovation and 3) environmental, on the
adoption of IWMA between Thai and Australian hotels in terms of size of hotel
(dependent on the results from H6).

The purpose of this chapter is to report and discuss the results of the questionnaire
survey in each country, and the results of comparison of these surveys between the two
countries. Data analyses were conducted by using the Statistical Package for Social
Sciences version 14.0 (SPSS 14.0). Seven statistical techniques as shown in Table 3-11
(p. 92) were utilised in the analysis of the data and empirically used for testing the

hypotheses.
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This chapter outlines the response rate and profile of hotel samples in each country. The
differences in the characteristics of hotels in the two countries and the effect of the hotel
characteristics towards the extent of use of IWMA between hotels across the two
countries are presented. Factors affecting the adoption of IWMA in hotels in each
country and differences in these factors between hotels in the two countries are also

presented. Finally, the testing of hypotheses in this study is then addressed.

5.2 THE RESPONSE RATE

A review of the survey literature indicated that there are concerns about the percentage
response rates for mail surveys. Babbie (2001) stated that achieving a high response rate
means that there is less chance of a significant response bias than for a low response
rate. Cavana et al. (2001) mentioned that a 30 percent response rate for mail

questionnaires is considered acceptable.

For this study, the mail survey was conducted with hotels in Thailand and in Australia.
In order to increase the response rate, a follow-up procedure was also employed that
involved a second mailing of questionnaires to those hotels that had not responded
within three weeks. In Australia, the questionnaires were mailed to 483 general
managers of hotels in Sydney, Melbourne and Brisbane in February 2005. The number
of the two mailings was as follows: the first mailing yielded 90 responses; the second
mailing yielded 53 responses. In the end, seven undelivered questionnaires were
returned, effectively reducing the population survey size to 476. One hundred and forty-
three questionnaires were completed and returned giving an effective response rate after

two matilings of 30.04%, which is.an acceptable percentage response rate (see Table 5-1a).

Table 5-1a: Response Rate in Australia
Number of Questionnaire
L Cities Sent Received Returned Total Response Rate
| Sydney 191 61 5 186 32.79
Melboume 185 59 - 185 31.89
Brisbane 107 23 2 105 21.90
Total 483 143 7 476 30.04

In Thailand, the questionnaires were mailed to 327 general hotel managers in Bangkok,
Phuket and Chiang Mai in May 2005. The first mailing yielded 102 responses and, from

the second mailing, 50 more responses were received. In the end, nearly half (152) of
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the questionnaires were completed and returned after two mailings. This represented a
response rate of 46.48%, which is a higher percentage than was achieved in Australia
(see Table 5-1b).

Table 5-1b: Response Rate in Thailand
Number of Questionnaire
o Cities Sent Received Returned Total Response Rate
Bangkok 144 65 - 144 45.13
Phuket 115 55 - 115 47.82
Chiang Mai 68 32 - 68 47.05
@,ﬂ 327 152 - 327 46.48

The response rate of 30.04% achieved in Australia and 46.48% achieved in Thailand
were both considered to be acceptable for a mail survey (Cavana et al., 2001). Indeed,
the response rate of the survey in the present study was a higher percentage rate than
obtained for previous information technology survey studies conducted in the
Queenland accommodation industry (11.67%) (Van Hoof et al., 1999), in the U.S.
lodging industry (22.2%) (Van Hoof and Combrink, 1998) and in the hotel industry in
Singapore (20%) (Leong, 2001).

5.3 PROFILES OF THE HOTEL SAMPLES
In the first part of the questionnaire, the respondents were invited to describe
characteristics of their hotels. In addition, the respondents were asked about some of
their personal characteristics. The reasons for doing so were to:

e Provide insights into the composition of the hotel samples;

e Allow personal and hotel characteristics to be related to the extent of use of the

Internet and Web technologies for hotel marketing.

Descriptive statistics in terms of frequencies and percentage were used to describe the

characteristics of hotel samples and hotel respondents.
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5.3.1 Characteristics of the Hotels in the Australian Sample

In Tables 5-2a (p. 135) and 5-2b (p. 137) the characteristics of the 143 hotels and their
respondents in the sample from the three Australian cities including Sydney, Melbourne

and Brisbane are summarised.

Table 5-2a: Profiles of Australian Hotel Sample

Hotel Categories Australia
Characteristics Frequency | Percent
Location Sydney 61 42.7
Melbourne 59 41.2
Brisbane 23 16.1
Total 143 100.0
Type of Hotel Independent 63 44.]
Management Chain 80 55.9
Total 143 100.0
Management Since Yes 62 43.4
Opening No 78 54.5
Missing 3 2.1
Total 143 100.0
Numbers of Hotel’s Less than 51 rooms 55 38.5
Rooms 51-100 rooms 31 21.6
101-150 rooms 14 9.8
151-200 rooms 10 7.0
201-300 rooms 17 11.9
301-400 rooms 12 8.4
More than 400 rooms 4 2.8
Total 143 100.0
Number of Full Time | 1-5 employees 41 28.6
Employees 6-10 employees 20 14.0
11-20 employees 19 133
21-50 employees 22 15.4
51-100 employees 11 7.7
101-200 employees 15 10.5
More than 200 employees 3 2.1
Missing 12 8.4
Total 143 100.0
Age of Hotel Less than | year 1 7
1-5 years 24 16.8
6-10 years 25 17.5
11-15 years 23 16.1
16-20 years 15 10.5
More than 20 years 45 31.5
Missing 10 6.9
Total 143 100.0
Duration of the Use Less than 1 year 4 238
of Internet and Web | 1-3 years 27 18.9
Based Marketing 4-5 years 52 36.4
Activities IWMA) | 6-10 years 44 308
More than 10 years - -
Missing, 16 11.1
Total 143 100.0
Level of the Use of - Having e-mail, no Web Site 1 .6
Internet and Web - Having e-mail and basic Web page 12 84
Based Marketing - Having e-mail, own Web site, and receiving online booking 69 483
Activities (IWMA) - Having e-mail, own Web site, and making complete transactions 6l 427
Total 143 100.0

Source: Data Drawn from Survey Questionnaire (Part I) Responses
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Approximately 42.7% of hotels in the sample in Australia were located in Sydney,
followed by 41.2% located in Melbourne. Only 16.1% of hotels in the sample were
located in Brisbane. More than half (55.9%) of the sample were managed as a part of a
chain. Over half of the sample (54.5%) had experienced change of management or
owners since opening. Just over one third (38.5%) of the sample had fewer than 51
rooms, while another 21.6% had between S1 and 100 rooms. More than one-quarter
(28.6%) of the sample employed between 1-5 full time employees, followed by 15.4%
in the range of 21-50 people employed. Almost one third (31.5%) of the sample were
over 20 years old. While just over one third (36.4%) of the sample had used the Internet
and Web technologies for hotel marketing for 4-5 years, nearly half (48.3%) of the
sample had e-mail and their own Web sites, which could receive online bookings and
42.7% of the sample had e-mail, their own Web sites, and could complete transactions
online. Only 0.6% of the sample had only e-mail.

5.3.2 Demographics of Australian Respondents

From Table 5-2b (p. 137), more than half (53.1%) of the Australian respondents stated
that they were general managers of the hotels in which they worked. This is not
surprising since the surveys were directed to the person holding that position. The
second largest group of Australian respondents was owners (16.1%) of the hotels. The
highest level of education that most Australian respondents had achieved was TAFE
certification (49%), with 37.8% holding a bachelor’s degree, and 8.4% a master’s
degree.

The managers also provided information about how long they had worked in the hotel
industry and how long they had held their current positions. Almost one fifth (18.2%) of
the Australian respondents had been in the hotel business for more than 20 years.
However, most respondents reported that they had worked in the hotel industry for a
shorter time; 22.4% for 3-5 years and 22.4% for 11-15 years. The shortest number of
years of work experience in the hotel industry (less than 3 years) was reported by 9.1%

of the Australian respondents.
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m: Profiles of Australian Respondents
Respondent Categories Australia
Characteristics Frequency Percent
Position of Respondents General Manager 76 53.1
Marketing Manager 12 8.4
Owner 23 16.1
Operation Manager 3 2.1
Front Office Manager 11 7.9
Others 17 11.9
Missing 1 i)
Total 143 100
Education TAFE 70 49.0
Bachelor 54 37.8
Master 12 8.4
Ph.D. = -
Missing 7 4.8
Total 143 100.0
Duration of Current Position Less than 1 year 14 9.8
1-3 years 71 49.7
4-5 years 24 16.8
6-10 years 19 133
More than 10 years 14 9.8
Missing 1 .6
Total 143 100.0
Duration of Hotel Experience Less than 3 years 13 9.1
3-5 years 32 224
6-10 years 26 18.2
11-15 years 32 224
16-20 years 13 9.1
More than 20 years 26 18.2
Missing 1 .6
Total 143 100.0

Source: Data Drawn from Survey Questionnaire (Part I) Responses

Tenure in their respective current positions was much shorter than the number of years

spent in the field. The mean for how long the managers had held their current positions

was between one to three years (49.7%). The longest respondents had been in their

current positions was over 10 years (9.8%), and the shortest time anyone had held their

current position was less than one year (9.8%).

5.3.3 Characteristics of the Hotels in the Thai Sample

In Table 5-3a (p. 138), the characteristics of the 152 hotels in the sample from the three

provinces in Thailand, including Bangkok, Phuket and Chiang Mai are summarised.

The greater number of hotels in the sample in Thailand were located in Bangkok

(42.8%), followed by Phuket (36.2%) and Chiang Mai (21.0%), respectively.
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[Table 5-3a: Profiles of Thai Hotel Sample
Hotel Categories Thailand
Characteristics Frequency Percent
Location Bangkok 65 42.8
Phuket 55 362
Chiang Mai 32 21.0
Total 152 100.0
Type of Hotel Management Independent 111 73.0
Chain 41 27.0
Total 152 100.0
Management Since Opening | Yes 128 842
No 22 145
Missing 2 1.3
Total 152 100.0
Numbers of Hotel’s Rooms Less than 51 rooms 24 15.8
51-100 rooms 24 15.8
101-150 rooms 15 99
151-200 rooms 15 9.9
201-300 rooms 38 25.0
301-400 rooms 14 92
More than 400 rooms 22 14.4
Total 152 100.0
Number of Full Time 1-5 employees 1 0.7
Employees 6-10 employees 1 0.7
11-20 employees 7 4.6
21-50 employees 19 12.5
51-100 employees 31 20.4
101-200 employees 38 25.0
More than 200 employees 52 342
Missing 3 1.9
Total 152 100.0
Age of Hotel Less than 1 year 4 26
1-5 years 32 21.1
6-10 years 35 23.0
11-15 years 35 23.0
16-20 years 22 14.5
More than 20 years 19 125
Missing 5 3.3
Total 152 100.0
Duration of the Use of Less than | year - 8 53
Internet and Web Based 1-3 years 43 283
Marketing Activities 4-5 years 49 322
(IWMA) 6-10 years 40 26.3
More than 10 years - -
Missing 12 7.9
Total 152 100.0
Level of the Use of Internet - Having e-mail, no Web Site 4 26
and Web Based Marketing - Having e-mail and basic Web page 15 9.9
Activities (IWMA) - Having e-mail, own Web site, and 105 69.1
receiving online booking
- Having e-mail, own Web site, and making 28 18.4
complete transactions

Total 152 100.0

Source: Data Drawn from Survey Questionnaire (Part I) Responses.

Nearly three-quarters (73%) of the hotels in Thailand were independent, whereas
slightly more than one-quarter (27%) of the sample were chain hotels. Most of the
sample (84.2%) still had the same management since opening, whereas only 14.5% of
the sample had changed their management. About one-quarter (25%) of the sample
were in the size range of 201-300 rooms and just less than one-quarter (23.6%) had
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more than 301 rooms. Over one-third (34.2%) of the sample had more than 200 full
time employees, followed by one-quarter (25%) of the sample that had 101-200 full
time employees, and 20.4% with 51-100 employees. About half of the properties were
hotels in the two age groups 6-10 years (23%) and 11-15 years (23%).

About one-third (32.2%) of the sample had used the Internet and Web technologies for
hotel marketing for 4-5 years. Nearly three-quarters (69.1%) of the sample had e-mail
and their own Web sites which could receive online bookings, followed by 18.4% of the
sample that had e-mail, own Web sites and could complete transactions. Only about
2.6% of the sample had only e-mail.

5.3.4 Demographics of Thai Respondents

In Table 5-3b (p. 140), half (50%) of the Thai respondents were general managers
whilst 17.8% were marketing managers. The most common highest level of education
that the respondents had achieved was a bachelor’s degree (52%), followed by a
master’s degree (27%) and TAFE certification (14.5%), respectively. Over one-third
(37.5%) of the respondents reported being in their current position for 1-3 years. Just
over one-fifth (21.7%) of the respondents reported working in the hotel industry for
between 3-5 years, while almost one-fifth (19.1%) had 6-10 years hotel industry

experience.

In summary, the majority of respondents in the two countries were general managers of
the hotels in which they worked. This meant that most of the opinions expressed in the
questionnaire were the opinions of persons who controlled both hotel operations and

long-term plans of the hotel.
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Table 5-3b: Profiles of Thai Hotel Respondents
Respondent Characteristics Categories Thailand
Frequency Percent
Position of Respondents General Manager 76 50.0
Marketing Manager 27 178
Owner 14 9.2
Operation Manager 2 13
Front Office Manager 1 0.7
Others 32 21.0
Missing - -
Total 152 100.0
Education TAFE 22 14.5
Bachelor 79 52.0
Master 41 27.0
Ph.D. 2 1.3
Missing 8 5.2
Total 152 100.0
Duration of Current Position Less than 1 year 15 99
1-3 years 57 37158
4-5 years 24 15.8
6-10 years 39 25.7
More than 10 years 15 9.9
Missing 2 1.2
Total 152 100.0
Duration of Hotel Experiences | Less than 3 years 21 13.8
3-5 years 33 21.7
6-10 years 29 19.1
11-15 years 25 16.4
16-20 years 21 13.8
More than 20 years 22 14.5
Missing 1 0.7
Total 152 100.0

Source: Data Drawn from Survey Questionnaire (Part I) Responses

54 HOTEL CHARACTERISTICS: THAILAND-AUSTRALIA COMPARISON

The purpose of this section is to compare the differences in the characteristics of hotels
across the two countries: size of hotel, type of hotel management, age of hotel, duration
of the use of IWMA, number of full time employees, manager’s education and the level
of use of IVMA. The results were used to answer the Research Question 1 and test
hypothesis H1. Cross-tabulations were used to compare the differences in the
characteristics of hotels across the two countries. Pearson chi-square was chosen to test

any significant differences. The results are summarised in Table 5-4 (p. 141).
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m Comparison of Hotel Characteristics in the Samples in Thailand and in
Australia
Australia (AUS) Thailand (THA) Pearson Asymp. Sig
toti Chi-Square 2-sided
Hotel Characteristics N " N o (xg) ( )

Type of Hotel Management*
Chain Hotel 80 55.9 41 27.0 25.561 000
[ndependent Hotel 63 44.1 111 73.0

Total 143 100.0 152 100.0 df=1
Size of Hotel*
Small (1-50 rooms) 55 38.5 24 15.8 27.635 000
Medium (51-200 rooms) 55 38.5 54 35.5
Large (>201 rooms) 33 23.0 74 48.7

Total 143 100.0 152 100.0 df=2
Number of Full Time Employees*
1-50 people 102 779 28 18.8 97.797 000
> 50 people 29 22.1 121 81.2

Total 131 100.0 149 100.0 df=1
Age of Hotel
1-10 years ' 50 37.6 71 48.3 3.261 071
> 10 years 83 62.4 76 51.7

Total 133 100.0 147 100.0 df= 1|
Duration of the Use of IIWMA
1-5 years 83 65.4 100 714 1.139 .286
> 5 years 44 34.6 40 28.6

Total 127 100.0 140 100.0 df=1
Manager’s Education*
TAFE 70 51.5 22 15.3 41.530 .000
University degree (Bachelor, 66 48.5 122 84.7
Master, Ph.D.)

. Total 136 100.0 144 100.0 df=1

Level of the Use of TWMA*
Non-Early Adopters 82 573 124 81.6 20.554 .000
Early adopters 61 427 28 18.4

Total 143 100.0 152 100.0 df=1

*Significant at p < .05

The results in Table 5-4 show that there were significant differences between hotels
across the two countries in terms of fype of hotel management, size of hotel, number of

full time employees, manager’s education and level of the use of IWMA.

In summary, cross-sample comparisons between Thai and Australian hotel

characteristics demonstrate the following key differences:

o Type of hotel management: the majority of Australian hotels were managed as part

of a chain of hotels, whereas the majority of Thai hotels were managed

independently.

* Size of hotel: most Australian hotels were small or medium-sized, whereas most of

the Thai hotels were large or medium-sized. Findings from this study show that the
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majority of the hotels in the sample in Thailand had over 200 rooms, which was
similar to the characteristics of the Hong Kong hotels in Sin et al.’s (2005) study.
Furthermore, the majority of hotels in the Australian hotel sample had fewer than 50
rooms, which was consistent with Van Hoof et al.’s (1999) previous technology

studies in Queenland, Australia.

The number of full time employees: most Thai hotels (81.2%) had more than 50 full

time employees, whereas only 22.1% of Australian hotels had the same number of
more than 50 full time employees. This may be because the Thai hotels were larger
with more rooms, but there may also be other factors, possibly the labor cost in
Thailand was cheaper than in Australia or the operational systems used in Thai
hotels required more people than in Australian hotels.

The highest level of manager’s education: more of the Thai hotel managers than

Australian hotel managers had achieved a graduate degree. Findings from this study,
particularly in Thailand, were similar to previous studies (Gregory et al., 2005),
which reported that the majority of hotel managers in the United States had attained

a bachelor’s degree.

The extent of use of IWMA: more of the Australian hotels adopted IWMA at the

early adopters’ stage than Thai hotels.

As hypothesised earlier, Thai and Australian hotels differ in the extent to which they
use IWMA. This finding indicates that more of Australian hotels adopted IWMA
and were early adopters than Thai hotels. As a result, it is clear that more Thai hotels
could not confirm bookings immediately, receive payment by a secure system and
complete transactions on their Web site than Australian hotels. From these results, it
is concluded the extent of use of IWMA was different between hotels across the two
countries, supporting H1: Thai and Australian hotels differ in the extent to which
they use IWMA.
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Comparison of the effect of hotel characteristics on the extent of use of IWMA between

Thai and Australian hotels will be presented in the following sections.

5.5 HOTEL CHARACTERISTICS AND THE EXTENT OF USE OF IWMA

The purpose of this part of the study is to examine the similarities and differences
between Thai and Australian hotels for the effect of hotel characteristics in terms of size
of hotel, type of management, age of hotel and manager'’s education on the extent of use
of IWMA. The results were used to answer the Research Question 3 and to test
hypotheses H4 and H6:

Research Question 3: Does the adoption and implementation of Internet and Web based

marketing activities differ between Thai and Australian hotels?

H4: There is a difference between Thai and Australian hotels in terms of type of
hotel management: (a) independent management and (b) chain management, in
the extent to which they use IWMA.

H6: There is a difference between Thai and Australian hotels in terms of size of hotel:

(a) small, (b) medium and (c) large hotels, in the extent to which they use [IWMA.

Pearson chi-square was chosen to test for significant differences. The results of the
analysis are reported in Tables 5-5a —5-5f (pp. 144-147).

5.5.1 Size of Hotel and the Extent of Use of IWMA

The results in Table 5-5a (p. 144) show that there were significant differences between:
the medium Thai and Australian hotels (y* = 24.284, df =1, p-value = .000); and large-
sized Thai and Australian hotels (x2= 10.029, df =1, p-value = .000), in the extent to
which they used IWMA.

However, no significant difference was found for the extent of use of IWMA between

the small hotels in the two countries.
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» Based on these findings, the medium and large-sized hotels in the two countries
were different in the extent of use of IWMA and these provide partial support for
hypothesis H6: there is a difference between Thai and Australian hotels in terms of

medium-sized hotels and large-sized hotels in the extent to which they use IWMA.

"Table 5-5a: Size of Hotel and the Extent of Use of IWMA: Thai and Australian Hotels
Comparison
Size Country Non-early Early adopter Total
adopter hotels hotels
Small (1-50) Australia 40 (72.7%) 15 (27.35) 55 (100%)
Thailand 20 (83.35) 4 (16.7%) 24 (100%)
Total 79 (100%)
Pearson Chi-Square (x%) = 1.029, df =1, p-value = .310
Medium (51-200) Australia / 29 (52.7%) 26 (47.3%) 55 (100%)
Thailand 51 (94.4%) 3 (5.6%) 54 (100%)
Total 109 (100%)
Pearson Chi-Square (%) = 24.284, df =1, p-value = .000
Large (more than 200) Australia 13 (39.4%) 20 (60.6%) 33 (100%)
Thailand 53 (71.6%) 21 (28.4%) 74 (100%)
Total 107 (100%)
Pearson Chi-Square (%) = 10.029, df =1, p-value = .000

5.5.2 Type of Hotel Management and the Extent of Use of IWMA

When comparing the type of hotel management for the extent of use of IWMA between
the hotels across the two countries, the results in Table 5-5b show that there was a
significant difference in the extent of use of IWMA across the independent hotels in the
two countries (x* = 17.923, df =1, p-value = .000). More Australian independent hotels
were at the early adopters’ stage for adoping IWMA than Thai independent hotels.

Table 5-5b: Type of Hotel Management and the Extent of Use of IWMA: Thai and
Australian Hotels Comparison
Type of Hotel Management Country Non-early Early adopter Total
adopter hotels hotels
Australia 43 (68.3%) 20 (31.7%) 63 (100%)
Independent Thailand 103 (92.8%) 8 (7.2%) 111 (100%)
Total 174 (100%)
Pearson Chi-Square (x%) = 17.923, df =1, p-value = .000
Australia 39 (48.8%) 41 (51.3%) 80 (100%)
Chain Thailand 21 (51.2%) 20 (48.8%) 41 (100%)
Total 121 (100%)
Pearson Chi-Square (x°) = .066, df =1, p-value = 797

Thus, these findings provide partial support for hypothesis H4: there is a difference

between Thai and Australian hotels in terms of independent management in the extent

to which they use IWMA..
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However, there was no significant difference in the extent of use of IWMA between
chain hotels in the two countries. These are consistent with findings from the results of
analysis of hotel Web sites in Chapter 4: there was no significant difference between
chain hotels in the two countries in providing a wide range of features on their hotel

Web sites.
5.5.3 Age of Hotel and the Extent of Use of IWMA

When comparing the age of hotels and the extent of use of IWMA between Thai and
Australian hotels, the results in Table 5-5¢ show that there was a significant difference
in the extent of use of IWMA between the hotels in the age group of 1-10 years (x> =
9.546, df =1, p-value = .002) across the two countries, and also between the hotels that

were more than 10 years old across the two countries (x> = 9.566, df =1, p-value = .002).

Table 5-5c: Age of Hotel and the Extent of Use of IWMA: Thai and Australian Hotels
Comparison
Age of Hotel Country Non-early Early adopter Total
adopter hotels hotels
1-10 years Australia 27 (54.0%) 23 (46.0%) 50 (100%)
Thailand 57 (80.3%) 14 (19.7%) 71 (100%)
Total 121 (100%)
Pearson Chi-Square (x%) = 9.546, df =1, p-value = .002
> 10 years Australia 49 (59.0%) 34 (41.0%) 83 (100%)
Thailand 62 (81.6%) 14 (18.4%) 76 (100%)
Total 159 (100%)
Pearson Chi-Square (x%) = 9.566, df =1, p-value = .002

Based on these results, it seems that both old and new hotels in Thailand were more likely
to be less receptive to the use of IWMA at the early adopters’ stage than Australian hotels.
Also, the age of the hotel was not likely to be associated with the extent of use of IWMA
in both countries. These were tested and confirmed by analysis of the use of IWMA and

the age of the hotel in each country by (%) statistics as shown in Table 5-5d.

Table 5-5d: Age of Hotel and the Extent of Use of IWMA in Thai and Australian Hotels
Country Age of Hotel Non-Early Adopter Early Adopter Total
Hotels Hotels
Thailand <10 57 (80.3%) 14 (19.7%) 71 (100%)
> 10 62 (81.6%) 14 (18.4%) 76 (100%)
Total 147 (100%)
Pearson Chi-Square Value (x?) =.040, df = 1, Sig. =.841
Australia <10 27 (54.0%) 23 (46.0%) 50 (100%)
> 10 49 (59.0%) 34 (41.0%) 83 (100%)
Total 143 (100%)
E Pearson Chi-Square Value (x) =.323,df =1, Sig. =.570
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These are in agreement with findings from previous studies (DeTienne and Koberg,
2002) that reported that there was no significant difference between a firm’s age and
organisational innovation adoption. However, these results were in contrast with
Sahadev and Islam’s study (2005) that found that the age of a hotel had a significant
effect on ICT adoption. They also reported that older hotels were less prone to try out

new technologies than newer hotels.
5.5.4 Manager’s Education and the Extent of Use of IWMA

The results in Table 5-5e show that there were significant differences in the extent of
use of IWMA between the hotels with the highest level of manager’s education in terms
of TAFE (x* = 6213, df =1, p-value = .013), and also for university degree (y> =
13.052, df =1, p-value = .000) across the two countries.

Table 5-5Se: Level of Manager’s Education and the Extent of Use of IWMA: Thai and
Australian Hotels Comparison
Level of Manager’s Country Non-early Early adopter Total
Education adopter hotels hotels
TAFE Australia 40 (57.1%) 30 (42.9%) 70 (100%)
Thailand 19 (86.4%) 3 (13.6%) 22 (100%)
Total 92 (100%)
Pearson Chi-Square (¢%) = 6.213, df =1, p-value = .013
University Degree Australia 38 (57.6%) 28 (42.4%) 66 (100%)
(Bachelor, Master, Ph.D.) Thailand 100 (82.0%) 22 (18.0%) 122 (100%)
Total 188 (100%)
Pearson Chi-Square (x%) = 13.052, df =1, p-value = .000

It seems that Australian hotels that had managers who graduated with TAFE or any
university degrees adopted IWMA at the early adopters’ stage more than they did in
Thai hotels. From these results, it is possible that the highest level of manager’s
education was not associated with the extent of use of IWMA in the two countries.

These results were confirmed by analysis of the use of IWMA in each country and level of
manager’s education by chi-square (?) statistics, as shown in Table 5-5f (see page 147).

These findings were consistent with Mistilis et al.’s study (2004) that reported that the
adoption of ICT was not dependent on the education level of senior hotel managers.
However, these findings were in contrast to Main’s study (1995) that reported that level

of education was a significant determinant in the adoption of IT.

146



Chapter 5: Questionnaire Survey Findings

[Table 5-5f: Level of Manager’s Education and the Extent of Use of IWMA in Thai and
Australian Hotels
~ Country Levels of Education | Non-Early Adopter Early Adopter Total
Hotels Hotels
Thailand TAFE 19 (86.41%) 3 (13.6%) 22 (100%)
University Degrees 100 (82.0%) 22 (18.0%) 122 (100%)
Total 144 (100%)
Pearson Chi-Square Value (x°) = .251, df =1, Sig. = .616
Australia TAFE 40 (57.1%) 30 (42.9%) 70 (100%)
University Degrees 38(57.6%) 28 (42.4%) 66 (100%)
Total 136 (100%)
Pearson Chi-Square Value (x°) =.003, df = 1, Sig. =.959

»In summary, there were significant differences between hotels across the two

countries in the characteristics of hotels and the extent to which they used IWMA

in terms of:

Size of hotel, particularly medium and large hotels: more medium and large hotels
in Australia that had adopted IWMA were at the early adopters’ stage than medium
and large hotels in Thailand. These provide support for H6.

Type of hotel management, particularly independent hotels: more independent

Australian hotels that had adopted IWNMA were at the early adopters’ stage than

independent Thai hotels. These provide support for H4.

Age of hotel (/-10 and > 10 years): both new and old hotels in Thailand were more
likely to be less receptive to the use of IWMA at the early adopters’ stage than
Australian hotels. That is, the age of the hotel had no impact on the use of IWMA.

The level of manager’s education (TAFE and University degree): more Australian

hotels than Thai hotels that had managers who graduated with TAFE or any
university degrees and had adopted IWMA, were at the early adopters’ stage.
However, subsequent analysis suggests that level of manager’s education had no

impact on the use of IWMA.

Factors that affect the adoption of IWMA in hotels in the two countries will be further

tested in the next sections.

147



Chapter 5: Questionnaire Survey Findings

5.6 FACTORS AFFECTING THE ADOPTION OF IWMA IN HOTELS

The second part of the survey contained questions divided into three main groups of
factors based on the research model presented in Chapter 2 and the results of factor
analysis outlined in Chapter 3. These groups of factors were 1) organisational factors
(size of hotel, top management support, organisational readiness, CEQ’s attitudes and
CEO’s IS Iknowledge), 2) technological innovation factors (perceived benefits,
complexity, compatibility, perceived barriers and image) and 3) environmental factors
(customer power, competition intensity, level of government support and level of
technology support). All questions were seeking the respondents’ agreement/disagreement
about factors affecting the adoption of IWMA in hotels.

By using these survey data, a two-step analysis was conducted.

o Firstly, to understand the status of use of IWMA and the nature of factors affecting
the use of IWMA in hotels in each country, three main groups of factors,
organisational, technological innovation and environmental that influenced on the
adoption of IWMA, were compared by level of use of IWMA (non-early adopter
and early adopter hotels), by type of hotel management (independent and chain

hotels) and by size of hotel (small, medium and large hotels) in each country.

¢ Secondly, the use of IWMA between hotels in the two countries and factors
affecting the adoption of IWMA between hotels in the two countries was
investigated by using a matched sample in order to isolate all possible mediating

variables.
‘This section consists of four parts: 1) findings by level of use of IWMA in each country;
2) findings by type of hotel management in each country; 3) findings by size of hotel;
and 4) findings from comparing the use of IWMA between hotels in the two countries.

53.6.1. Factors Affecting the Use of IWMA: Level of Use of IWMA

The purpose of this part of the study is to test the proposed conceptual model which is

built upon organisational, technological innovation and environmental factors. Since all
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variables were categorised into seven levels of agreement, the original data for size of
hotel were also divided into seven groups according to the number of hotel rooms. The
results were used to answer Research Question 2, and to test hypotheses H2 and H3

stated below:

Research Question 2: What are the potential factors affecting the adoption of IWMA in
Thai and Australian hotels?

H2: Organisational, technological innovation and environmental factors have an
effect on the adoption of IWMA in Thai hotels.

H3: Organisational, technological innovation and environmental factors have
an effect on the adoption of IWMA in Australian hotels.

P There were three major steps for testing hypotheses H2 and H3.

Firstly, multivariate analysis of variance (MANOVA) was used to find out if there were
any differences in factors affecting the use of IWMA across the different levels of using
IWMA in the sample of hotels. For this analysis, factors affecting the hotel’s adoption
of IWMA served as dependent variables while the hotel’s use of IWMA at different

levels served as the independent variable.

Secondly, when a significant difference in the identified factors between these two
groups was found, one-way ANOVA and discriminant function analysis (DFA) were
used to follow up the analysis of MANOVA. DFA was used after MANOVA to see
how the dependent variables discriminate the groups (Field, 2005). DFA is the
appropriate statistical technique when the dependent variable is categorical (e.g. early
adopters and non-early adopters) and measurement of the independent variables yields

interval data (Thong and Yap, 1995).

Finally, the t-test was used to compare mean scores of two groups of hotels in terms of
non-early adopter and early adopter hotels in order to confirm and support the results of
the DFA.
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» Preliminary assumption testing was conducted before proceeding with the MANOVA
analysis. Tabachnick and Fidell (2001, p. 348) recommended that if the data have
problems (for example, small sample size, unequal N values and violation of

assumptions), Pillai’s trace is more robust than Wilks’ Lambda.

o In Thailand, the value of the p-value of Box’s test in Appendix E1 (Table E-1a) is
less than 0.05, which indicates that the assumption of homogeneity is not met. In
addition, the results of Levene’s test show that four variables recorded significant
values, as shown in Appendix E (Table E-1a). Therefore, these would indicate that

the assumption of Levene’s test has not been met.

o In Australia, the p-value of Box’s test and the results of Levene’s test of Equality of
variances for each of the dependent variables have been violated (p < 0.05), as
shown in Appendix E (Table E-1b). Therefore, it has not met the assumption of
equality of variances.

Thus, for this study, Pillai’s trace statistics were considered to be the most robust
measure for this analysis when the data showed problems in terms of violation of

assumptions (the p-value of Box’s M and Levene’s test are less than 0.05).

»In order to ensure that there was no problem with multicollinearity among the
research variables, a Pearson correlation matrix was constructed to assess the strength of
the correlations among the independent variables. The presence of high
multicollinearity would make determining the contribution of the effect of each
independent variable on the dependent variable difficult as it indicates that the effects of
the independent variables are mixed or confounded. None of the squared correlations in
the two countries are close enough to 0.80 to suggest a problem with multicollinearity

among the research variables, as shown in Appendix F (Tables F1 and F2) (Hair et al.,
1998).

This section outlines the results of factors affecting the adoption of IWMA in Thai and
Australian hotels by testing hypotheses H2 and H3.
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5.6.1.1 Level of Use of IWMA in Thai Hotels

The results of this analysis begin with the MANOVA test and one-way ANOVA to
determine the source of any significant multivariate effect. Finally, the results of DFA

and t-test are presented.

1) The Results of MANOVA and One-Way ANOVA

The results of multivariate test statistics presented in Table 5-6a show that the p-value
of Pillai’s trace is less than 0.05 (.046), which reach the criterion for significance of
0.05. From these results it may be concluded that there were statistically significant
differences between non-early adopter and early adopter hotels in Thailand in the

factors affecting the use of IWMA.

Table 5-6a: Hypothesis Testing (H2) by MANOVA, One-Way ANOVA and ¢-test
Thailand
Non-early Early
Factors Adopter Adopter ANOVA t-test
Hotels Hotels
(N=124) (N=28)
Organisational factors Mean F Statistic Sig. t-value P-value
H2.1: Size of Hotel* 375 5.00 9.179 .003 -3.030 003
H2.2: Top Management Support 6.32 6.65 2979 .086 -1.726 .086
H2.3: Organisational Readiness* 523 5.75 4.168 043 -2.042 043
H2.4: CEO’s Attitude 6.31 6.55 2.498 116 -1.581 116
H2.5: CEO’s IS Knowledge 5.56 5.89 1.855 .175 -1.362 175
Technological Innovation factors
H2.6: Perceived Benefits* 5.49 6.07 6.363 013 -2.522 013
H2.7: Complexity 5.60 591 2.490 117 -1.578 17
H2.8: Compatibility* 5.74 6.35 9.433 003 -4.378 000
H2.9: Perceived Barriers 4.19 442 615 434 -.784 A34
H2.10: Image 5.91 6.10 .506 A78 -711 478
Environmental factors
H2.11: Customers Power* 5.717 6.23 4.264 041 -2.065 041
H2.12: Competition Intensity 5.41 5.80 3.428 .066 -1.851 .066
H2.13: Level of Government Support* 4.60 5.33 4.666 032 -2.160 032
H2.14: Level of Technology Support 5.99 6.25 1.996 .160 -1.413 .160
MANOVA: Pillai’s Trace =.155, F = 1.789, Sig = .046
Wilks” Lambda = .845, F = 1.789, Sig = .046
Hotelling’s Trace = .183, F = 1.789, Sig = .046
Roy’s Largest Root =.183, F = 1,789, Sig = .046

*Significant at p < .05

The analysis was further carried out by one-way ANOVA and the results are presented
in Table 5-6a. Where the ANOVA shows significant F values (p-values < 0.05), the
variable can be considered to have acceptable levels of statistical significance. The
results indicate that early adopter and non-early adopter hotels were significantly different

in terms of the size of hotel, organisational readiness, perceived benefits, compatibility,
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customer power and level of government support. Thus, the findings support parts of
hypothesis H2 (H2.1, H2.3, H2.6, H2.8, H2.11and H2.13). These results were supported
and confirmed by the discriminant function analysis and the ¢-test.

2) The Results of Discriminant Function Analysis (DFA)

The results for the DFA are shown in Tables 5-6b to 5-6d (pp. 152-153). The findings
of DFA regarding the Canonical Discriminant Functions presented in Table 5-6b reveal
the model can be considered to have acceptable levels of statistical significance (Wilks’
Lambda = .845, Chi-square = 24.010, df = 14, P <.05).

Table 5-6b: Hypothesis Testing (H2) by DFA
Thailand
Organisational Factors Wilks’ Lambda F Df1 Df2 Sig
H2: 1 Size of Hotel 942 9.179 1 150 003
H2: 2 Top Management Support 981 2.979 | 150 .086
H2: 3 Organisational Readiness 973 4.168 1 150 043
H2: 4 CEO's Attitude 984 2.498 1 150 116
H2: 5 CEO’s IS knowledge 988 1.855 1 150 175
Technological Innovation Factors
H2: 6 Perceived Benefits 959 6.363 1 150 .013
H2: 7 Complexity 984 2.490 1 150 117
H2: 8 Compatibility 941 9.433 1 150 003
H2: 9 Perceived Barriers 996 615 1 150 434
H2: 10 Image 997 .506 1 150 478
Environmental Factors
H2: 11 Customer Power 972 4.264 1 150 .041
H2: 12 Competition Intensity 978 3.428 1 150 .066
H2: 13 Level of Government Support 970 4.666 1 150 032
H2: 14 Level of Technology Support 987 1.996 ] 150 160
Canonical Discriminant Functions
Function | Eigenvalue | Canonical After Wilks’ Chi- D.F. Sig
Correlation Function Lambda square
1 .183 .393 0 .845 24010 14 .046

Where the probabilities for the F-statistics presented in Table 5-6b show p-values <
0.05, this indicates the independent variables were significant discriminators between
the two groups (hotels as early adopters and non-early adopters). The results show that
there were 6 factors that have a significance level of less than 0.05: 1) size of hotel; 2)
organisational readiness; 3) perceived benefits; 4) compatibility; 5) customer power and

6) level of government support.

In determining which predictor variable contributes the most to the function, the
discriminant function coefficients were examined. These are listed in Table 5-6¢
(p. 153). An examination of the relative importance of the independent variables in
predicting the dependent of the standardised discriminant function coefficients for this
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study suggests that compatibility (.741) is the most important independent predictor in
discriminating between the groups. The same observation could be obtained from a
structure matrix of pooled within-groups correlations. The pooled within-groups
correlations show how closely a single variable and the discriminating function are
related. The results of unstandardised coefficients, are also provided, which were

applied to the raw values of the variables for classification purpose.

Table 5-6c.'. Discriminant Function Coefficients Analysis of Adoption of IWMA for Thai Hotels

Standardised Structure Matrix Pooled
Country Variables Unstandardised Canonical Within-Groups
Coefficients Coefficients Correlations
Thailand Organisational Factors
Size of Hotel .344 679 .579
Top Management Support -.237 256 .330
Organisational Readiness .024 .029 390
CEO’s Attitude -.584 -432 302
CEOQ’s IS knowledge .080 .092 260
Technological Innovation Factors
Perceived Benefits 183 199 482
Complexity -.118 -111 301
Compatibility 1.004 741 587
Perceived Barriers .086 125 150
Image -.238 -.307 136
Environmental Factors
Customer Power -.055 -.060 394
Competition Intensity -.017 -017 354
Level of Government Support 155 .250 412
Level of Technology Support -.237 -.202 270
Constant —4.086

Table 5-6d: Group Means (Centroids) of Canonical Discriminant Functions for Thai Hotels

Group Group Centroids: Function 1
_0 (Non-Early Adopters) -.202
|1 (Early adopters) 894

The group centroids, giving the value of the discriminant function (unstandardised
coefficients) evaluated at the group mean, are also presented in Table 5-6d (p. 153).
Early adopter hotel group has a positive value (.894), whereas non-early adopter hotel
group has a negative value (-.202). This suggests that higher levels of factors affecting
the adoption of IWMA are more likely to result in the early adopters.

Based on the results of DFA, it may be inferred that there were 6 factors in Thailand
that have a significance level of less than 0.05: 1) size of hotel; 2) organisational
readiness; 3) perceived benefits;, 4) compatibility; 5) customer power and 6) level of

8overnment support that were significant discriminators between the two groups.
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3) The Results of #-test
As mentioned the f-test was used to confirm the results of one-way ANOVA and DFA.

The results of the -test, shown in Table 5-6a (p. 151), confirmed and supported parts of
hypothesis H2: H2.1: size of hotel; H2.3: organisational readiness; H2.6: perceived
benefits; H2.8: compatibility; H2.11: customer power; and H2.14: level of government

support.

» Based on the results of the DFA, one-way ANOVA and r-test, it may be inferred
that Thai hotels that adopted IWMA at early adopters’ stage were:

¢ more likely to perceive higher compatibility towards adoption of IWMA (p = .000);
e larger in size (p = .003);

¢ more likely to perceive higher benefits towards adoption of IWMA (p = .013);

¢ more likely to have a higher level of government support (p = .032);

e more likely to have higher pressure from their customers (p = .041);

¢ more likely to have higher readiness than non-early adopter hotels (p = .043);

From these results, it could be concluded that organisational factors of size of hotel and
organisational readiness, technological innovation factors of perceived benefits and
compatibility, and environmental factors of customer power and level of government

support had an effect on the adoption of IWMA in Thai hotels.
5.6.1.2 Level of Use of IWMA in Australian Hotels

The purpose of this study is to test hypothesis H3: organisational, technological
innovation and environmental factors have an effect on the adoption of IWMA in

Australian hotels. This section outlines as section 5.6.1.1 (pp. 151-154).

1) The Results of MANOVA and ANOVA
From the MANOVA analysis it can be seen that the p-value of Pillai’s trace (.000)

reaches the criterion for significance of 0.05 (see Table 5-7a, p. 155). This indicates that
there were statistically significant differences between non-early adopter and early

adopter hotels in Australia in the factors affecting the use of IWMA. At this stage of the
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analysis, one-way ANOVA was used to find out which of the factors differed

significantly across the groups or discriminated the groups.

Table 5-7a: Hypothesis (H3) Testing by MANOVA, One-Way ANOVA and t-test
Australia
Non-early Early
Factors Adopter Adopter ANOVA t-test
Hotels Hotels
(N=82) (N=61)
Organisational Factors Mean F Statistic Sig. f-value P-value
H3.1: Size of Hotel 2.18 3.36 15.607 000 -3.822 000
H3.2: Top Management Support 6.13 6.46 3.937 .049 -2.048 042
H3.3: Organisational Readiness 4.50 4.61 .245 .621 -.495 .621
H3.4: CEQ’s Attitude 6.22 6.61 8.147 .005 -3.153 002
H3.5: CEQ’s IS Knowledge 5.54 6.04 6.817 .010 -2.764 006
Technological Innovation Factors
H3.6: Perceived Benefits 5.53 5.79 2.711 .102 -1.646 .102
H3.7: Complexity 542 5.62 1.231 .269 -1.109 269
H3.8: Compatibility 5.42 6.33 29.263 000 -5.969 000
H3.9: Perceived Barriers 425 4.58 2.504 116 -1.583 116
H3.10: Image 4.45 4.74 1.393 .240 -1.18 .240
Environmental Factors
H3.11: Customers Power 591 6.35 8.693 004 -2.948 004
H3.12: Competition Intensity 4.96 5.54 10.954 001 -3.418 001
H3.13: Level of Government Support 4.54 4.66 332 .565 -.57 .565
H3.14: Level of Technology Support 5.60 6.03 7.237 .008 -2.857 005

[MANOVA: Pillai’s Trace=.273, F = 3.434, Sig = .000
Wilks’ Lambda = .727, F = 3.434, Sig = .000
Hotelling’s Trace = .376, F = 3.434, Sig = .000
Roy’s Largest Root = 376, F = 3.434, Sig = .000

The results of ANOVA presented in Table 5-7a reveal significant F values (p < .05)
between early adopter and non-early adopter groups for the following organisational
factors: size of hotel, top management support, CEO'’s attitude and CEO’s IS
knowledge, technological innovation factors: compatibility, and environmental factors:
customer power, competition intensity and level of technology support. These results were

followed-up with the DFA and the #-test.

2) The Results of Discriminant Function Analysis (DFA

The results for the DFA are found in Tables 5-7b to 5-7d (pp. 156-157). The results of
DFA regarding the Canonical Discriminant Functions presented in Table 5-7b indicate
that the overall separation of groups achieved using the discriminant function has an
acceptable level of statistical significance (Wilks’ Lambda = .727, Chi-square = 42.728,
df = 14, p = .000). Where the probabilities for the F-statistics presented in Table 5-7b
show p-values < 0.05, this indicates the independent variables that were significant

discriminators between the two groups (hotels at early adopters and non-early adopters).
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There were 8 factors that have a significance level of less than 0.05: 1) size of hotel, 2)

top management Support, 3) CEO’s attitude, 4) CEQ's IS knowledge, 5) compatibility,

6) customer power, 7) competition intensity and 8) level of technology support.

Table 5-7b: Hypothesis Testing (H3) by DFA
Australia
Organisational Factors Wilks’ Lambda F DAf1 Df2 Sig
H3.1: Size of Hotel 900 15.607 1 141 000
H3.2: Top Management Support 973 3.937 1 141 .049
H3.3: Organisational Readiness 998 245 ] 141 621
H3.4: CEO’s Attitude .945 8.147 1 141 005
H3.5: CEO’s IS knowledge .954 6.817 1 141 010
| Technological Factors
H3.6: Perceived Benefits .981 2.711 1 141 102
H3.7: Complexity 991 1.231 1 141 269
H3.8: Compatibility .828 29.263 1 141 000
H3.9: Perceived Barriers .983 2.504 1 141 116
H3.10: Image .990 1.393 1 141 .240
Environmental Factors
H3.11: Customer Power .942 8.693 1 141 004
H3.12: Competition Intensity .928 10.954 1 141 001
H3.13: Level of Government Support 998 332 1 141 .565
H3.14: Level of Technology Support 951 7.237 1 141 008
Canonical Discriminant Functions
Function | Eigenvalue Canonical After Wilks’ Chi-square D.F. Sig
Correlation Function Lambda
1 376 .523 0 727 42.728 14 .000

The results of the relative contribution of the variables to group separation are listed in

Table 5-7c.

Table 5-7¢ Discriminant Function Coefficients Analysis of Adoption of IWMA for Australian

Hotels
Unstandardised Standardised Canonical Structure Matrix Pooled
Variables Coefficients Coefficients within-Groups Correlations

Organisational Factors

Size of Hotel 254 447 .543
Top Management Support -319 -315 273
Organisational Readiness -.125 -171 .068
CEQ’s Attitude .200 .163 392
CEO’s IS knowledge .054 .061 359
Technological Innovation Factors

Perceived Benefits -.298 -.276 .226
Complexity -.081 -.083 152
Compntibility 851 924 743
Perceived Barriers .196 241 217
Image 014 .020 162
Environmental Factors

Customer Power -.024 -.021 405
Competition Intensity .287 297 -A55
Level of Government Support -.137 -.164 079
Level of Technology Support 126 .120 .370

Constant -4.896

In Australia, an examination of the relative importance of the independent variables in

predicting the dependence of the standardised discriminant function coefficients also
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suggests that compatibility (.924) is the most predictor in discriminating between the
groups (see Table 5-7c, p. 156). The same observation could be obtained from
examination of the structure matrix, which indicates that compatibility (.743)

contributes most strongly in discriminating between the groups.

The group centroids, giving the value of the discriminant function (unstandardised
coefficients) evaluated at the group mean, are also presented in Table (5-7d).

Table 5-7d: Group Means (Centroids) of Canonical Discriminant Functions for
Australian Hotels

Group Group Centroids: Function 1
0 (Non-Early Adopters) -.525
| (Early Adopters) .706

The early adopter hotel group has a positive value (.706), whereas the non-early adopter
hotel group has a negative value (-.525). This suggests that higher levels of factors
affecting the adoption of IWMA are more likely to result in the early adopters.

Based on the results of DFA, there were 8 factors that were significant discriminators
between early adopter and non-early adopter hotels in Australia: 1) size of hotel, 2) top
management support, 3) CEQ’s attitude, 4) CEQ'’s IS knowledge, 5) compatibility, 6)
customer power, 7) competition intensity and 8) level of technology support. These
results provide support for parts of hypothesis H3 (H3.1; H3.2; H3.3; H3.5; H3.8;
H3.11; H3.12; and H3.14).

3) The Results of ¢-test
As mentioned the #-test was used to confirm the results of one-way ANOVA and DFA.

From the -test analysis (see Table 5-7a, p. 155), there were 8 factors: 1) size of hotel, 2)
top management support, 3) CEO’s attitude, 4) CEO’s IS knowledge, 5) compatibility,
6) customer power, T) competition intensity and 8) level of technology support that had

a p-value < 0.05, indicating statistical significance.
» Based on the results of the one-way ANOVA, DFA and r-test, it may be inferred

that Australian hotels that were at the early adopters’ stage in their use of IWMA

were:
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o more likely to perceive higher compatibility towards adoption of IWMA (p = .000);

o larger in size (p = .000);

o more likely to have more competition intensity (p = .001);

o more likely to have CEOs who possess a positive attitude towards adoption of
IWMA (p = .002);

o more likely to have higher pressure from their customers (p = .004);

o more likely to have a higher technology support (p = .008);

o more likely to have CEOs who are knowledgeable about the use of IWMA (p = .010);

o more likely to have higher support from the top management than non-early adopter
hotels (p = .049);

From these results, it could be concluded that organisational factors of size of hotel, top
management support, CEO’s attitude and CEO’s IS knowledge, technological
innovation factors of compatibility, and environmental factors of customer power,
competition intensity and level of technology support had an effect on the adoption of
IWMA in the Australian hotels.

P In summary, the results indicate that certain organisational, technological

innovation and environmental factors had an effect on the adoption of IWMA in

hotels in the two countries. These results are summarised in Table 5-8 (p. 158).

Table 5-8: Significant Factors Affecting the Adoption of IWMA in Thai and
Australian Hotels

Groups of Factors Early Adopter & Non-Early Adopter Hotels
Thailand Australia
Organisational Factors Size of Hotel* Size of Hotel*
Organisational Readiness* Top Management Support*

CEO’s Attitude*
CEQO’s IS knowledge*

Technological Innovation Factors Perceived Benefits* Compatibility*
Compatibility*

Environmental Factors Customer Power * Customer Power*
Level of Government Support* Competition Intensity*

Level of Technology Support*

ANOVA, DFA and t-test (*p < .05)

These findings are consistent with technological innovation theories that organisational,
technological innovation and environmental factors can influence innovation adoption

in an organisation. Although this proposed model did not include some organisational
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factors that were specific to the nature and structure of the industry, it produced validity
of outcomes for this study. In order to increase the validity of outcomes, it is suggested
that future studies should expand this research model by incorporating new
organisational variables that are more specific to the nature and structure of hotels in

order to provide a better understanding of the adoption of INMA in the hotel industry.

5.6.2 Type of Hotel Management: Independent-Chain Comparison

P> For the extent of the use of IWMA by type of hotel management in each country, it

seems that chain hotels in both countries were more likely to be at the early adopters’

stage than independent hotels, as shown in Table 5-9a.

Table 5-9a: Type of Hotel Management and the Extent of Use of IWMA in Thai and
Australian Hotels
Country Type of Hotel Non-Early Adopter Early Adopter Total
Hotels Hotels
Thailand Independent 103 (92.8%) 8 (7.2%) 111 (100%)
Chain 21 (51.2%) 20 (48.8%) 41 (100%)
Total 152 (100%)
Pearson Chi-Square Value (x°) = 34.435, df = 1, Sig. =.000
Australia Independent 43 (68.3%) 20 (31.7%) 63 (100%)
Chain 39(48.8%) 41 (51.3%) 80 (100%)
Total 143 (100%)
Pearson Chi-Square Value (x°) = 5.481, df = 1, Sig. = .019

The findings indicate that there was a significant difference between independent and
chain hotels in the use of IWMA in each country (Thai hotels: x2 = 34.435, df = 1, Sig.
= 000, Australian hotels: ¥*> = 5.481, df = 1, Sig. = .019). These findings were
consistent with the analysis of hotel Web sites in Chapter 4: chain hotels in the two

countries provided a wider range of features on their Web sites than independent hotels.

Consequently, a comparison of manager’s views, of factors affecting the adoption of
IWMA between independent and chain hotels in each country was undertaken. The
results were used to explain why more chain hotels provided a wider range of features
on their hotel Web sites than independent hotels as indicated by the results presented in
Chapter 4. Owing to the identical nature of the procedure for the statistical analyses
used (MANOVA, one-way ANOVA and f-test) as outlined in section 5.6.1 (pp. 148-
149), details of these analyses are not reported here but are reported in Appendix G.
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The results are summarised in Tables 5-9b and 5-9c (p. 160).

in Australia

Table 5-9b: Factors Affecting the Adoption of IWMA between Independent and Chain Hotels

Australia
Chain Independent
Factors (N=80) (N=63) ANOVA t-test
Organisational factors Mean F Sig. t-value p-value
Size of Hotel* 3.28 1.92 22.054 000 -4.881 000
Technological Innovation factors
Perceived Benefits* 5.84 5.38 8.955 003 -2.992 003
Environmental factors
Customers Power* 6.34 5.80 13.725 000 -3.705 000
Competition Intensity* 5.50 4.85 14.005 000 -3.742 000

[MANOVA: Pillai’s Trace = .275, F = 3.466, p-value = .000

*Significant at p <.05

Table 5-9¢: Factors Affecting the Adoption of IWMA between Independent and Chain Hotels
in Thailand
Thailand
Chain Independent
Factors (N=41) (N=111) ANOVA t-test

Organisational factors Mean F Sig. t-value p-value
’—Siz_rg of Hotel* 5.04 3.58 17.330 000 -4.395 000

CEO’s IS Knowledge* 5.92 5.51 3.904 050 -1.976 .050

Technological Innovation factors

Compatibility* 6.15 5.75 5.219 024 -2.285 024

Environmental factors

Customers Power* 6.26 5.70 8.340 004 -2.888 004

Competition Intensity* 5.87 5.33 8.623 004 -2.936 004

MANOVA: Pillai’s Trace =.188, F = 2.260, p-value = .008

*Significant at p < .05

» In both countries, the results indicate that:

¢ Chain hotels were larger than independent hotels.

¢ Chain hotels had higher pressure from their competitors than independent hotels.

This may be the result of a greater perception by chain hotels of rivalry from

both domestic and international markets than perceived by independent hotels.

e Chain hotels had higher pressure from their customers than independent hotels

had. It is not surprising that customer power was the driver for more chain

hotels than for independent hotels in the use of IWMA. One plausible

explanation is that most customers may have heightened expectations of chain

hotels than of independent hotels with respect to flexibility of service, help in

making a decision and personalisation because of their increased use and

familiarity with the Internet.
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» In Australia, the potential of benefits in the use of IWMA, in terms of increasing
sales and extending markets, reducing operating costs and improving customer service,

were the drivers for more chain hotels than independent hotels to use [IWMA.

» In Thailand, managers of chain hotels had more knowledge than independent hotel

managers in the use of these technologies. Also, more Thai chain hotel managers than

independent hotel managers perceived that the use of IWMA was compatible with hotel

employees’ work and customer’s demands.

From these comparisons, it is clear that chain hotels more than independent hotels
in the two countries took advantage of using IWMA. Managers in the chain hotels
in both countries seemed to perceive that the use of these technologies could
improve their customer services and enhance market competition. This is why chain
hotels more than independent hotels in each country seemed to provide a wide range of
features on their hotel Web sites. These results were used to support for the results of the

analysis of hotel Web sites presented in Chapter 4.

In this study, the author used a two step analysis including the chi-square test for
seeking the differences in the extent of use of IWMA between independent and chain
hotels in each country and the t-test for comparing manager’s views on factors affecting
the use of IWMA. It was assumed that there was external validity in terms of similar
hotel locations and definition of hotel in each country. However, internal validity may
be affected by the fact that there was no control over independent variables. This part of
this study did not include a control variable since the sample of Thai hotels that were at
the early adopters’ stage was too small to use control techniques (see Table 5-9a, p.
159). Thus, generalisation of the conclusions to all hotels in each country should be
treated cautiously. In order to improve the validity of outcome, it is recommended that

any future study should set a control variable, for example size of hotel.

161



Chapter 5: Questionnaire Survey Findings

5.6.3 Size of Hotel: Small-Medium-Large Comparison

» For the extent of use of IWMA by size of hotel in each country, the results in Table
5-10a show that there was a significant difference in the extent of use of IWMA among
the three sizes of hotels in each country. It seemed that larger hotels in each country

were likely to be at the early adopters’ stage.

Table 5-10a: Size of Hotel and The Extent of Use of IIWMA in Thai and Australian Hotels
Country Size of Hotel Non-Early Adopter Early Adopter Total
Hotels Hotels
Thailand Small (1-50) 20 (83.3%) 4 (16.7%) 24 (100%)
Medium (51-200) 51 (94.4%) 3 (5.6%) 54 (100%)
Large (>200) 53 (71.6%) 21 (28.4%) 74 (100%)
Total 152 (100%)
Pearson Chi-Square Value (x°) = 10.879, df = 2, Sig. =.004
Australia Small (1-50) 40 (72.7%) 15 (27.3%) 55 (100%)
Medium (51-200) 29 (52.7%) 26 (47.3%) 55 (100%)
Large (>200) 13 (39.4%) 20 (60.6%) 33 (100%)
Total 143 (100%)
Pearson Chi-Square Value (x°) = 10.147, df =2, Sig. = .006

As a consequence, comparing manager’s views on factors affecting the adoption of
IWMA among different sizes of hotels in each country was analysed and provided in
this part of the study. Due to the identical nature of the procedure of statistical analyses
(MANOVA, one-way ANOVA and t-test) as outlined in section 5.6.1 (pp. 148-149),
details of these analyses are not reported here but are reported in the Appendix H.

»In Thailand, there was no significant difference in factors affecting the adoption of

IWMA from managers’ views among different sizes of hotels (Pillai’s trace = .181, F =
1.058, p-value = .392, see Appendix H). This may result from the fact that the majority
of Thai hotels (69.1%) were classified in the group of non-early adopter, whereas only
18.4% of Thai hotels were at the early adopters’ stage. Although more large hotels than
smaller hotels tended to adopt IWMA at the early adopters’ stage, in fact 71.6% of large
sized, 94.4% of medium-sized, and 83.3% of small sized hotels were at the same stage

(non-early adopters’ stage). As a result, no significant difference was found.
P In_Australia, there was a significant difference in factors affecting the adoption of

IWMA from managers’ views among different sizes of hotels (Pillai’s trace = .287, F =

1.663, p-value = .026). From the results of one-way ANOVA in Table 5-10b (p. 163),
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there were eight factors: 1) top management support, 2) CEO’s attitude, 3) CEOQ’s IS
knowledge, 4) perceived benefits, 5) compatibility, 6) customer power, 7) competition
intensity and 8) level of government support that exhibited significant differences

among the different hotel sizes.

Table 5-10b: MANOVA and One-Way ANOVA Results among Different Hotel Sizes in
Australia
Australia
Mean Score
Factors Smali Medium Large All F- Sig.
hotels hotels hotels Hotels value
(n=55) | (n=55 | (n=33) | (n=143)

Organisational Factors
Top Management Support* 5.90 6.53 6.47 6.27 6.932 001
CEQ’s Attitude* 6.12 6.60 6.47 6.39 5.025 008
CEQ’s IS Knowledge* 5.36 6.09 5.87 5.76 6.059 .003
Technological Innovation Factors
Perceived Benefits* 5.39 5.88 5.65 5.64 3.980 .021
Compatibility* 5.44 6.02 6.06 5.80 5.438 005
Environmental Factors
Customer Power* 5.78 6.33 6.25 6.10 6.306 002
Competition Intensity* 4.73 5.45 5.63 5.21 10.732 000
Level of Government Support* 4.28 4.83 4.71 4.59 3.202 044
MANOVA: Pillai’s Trace = .287, F = 1.663, Sig = .026

*Significant at p < .05

Table 5-10c: The -test Results among the Different Hotel Sizes in Australia

Mean difference Mean difference
Variable between between

Small & Medium Small & Large

Organisational Factors

Top Management Support 002* 008*

CEO’s Attitude 006* : 044*

CEO’s IS Knowledge 002* .061

Technological Innovation Factors

Perceived Benefits 007* .255

Compatibility 008* .008*

Environmental Factors

Customers Power .002* .028*

Competition Intensity .000* -600*

Level of Government Support 017+ 123

*Significant at p < .05

The results of the r-test, presented in Table 5-10c, show that there was no significant
difference in factors affecting the adoption of IWMA between medium and large-sized
hotels. Small and large-sized hotels did exhibit significant differences for the 5 factors:
1) top management support, 2) CEO'’s attitude, 3) compatibility, 4) customer power and
5) competition intensity. Small and medium-sized hotels exhibited significant
differences for 8 factors: 1) top management support, 2) CEO's attitude, 3) CEO’s IS
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jmowledge, 4) perceived benefits, 5) compatibility, 6) customer power, 7) competition

intensity and 8) level of government support.
» Based on these findings, it may be inferred that:

o In Thailand: no significant differences were found in terms of factors affecting the
use of IWMA amongst small, medium and large-sized hotels.

o In Australia: there was a significant difference in factors affecting the use of IWMA
among the three sizes of hotels. Australian hotels that were larger in size were more
likely to have higher support from their top management than smaller hotels. Also,
larger hotels were more likely than smaller hotels to have a leader with more
positive attitude and more IS knowledge for the adoption of IWMA. In addition,
larger hotels were more likely to perceive higher benefits and compatibility
regarding the use of IWMA, and more likely than smaller hotels to have higher
pressure from their customers and competitors and higher support from the

Government.

These results indicate that managers of larger hotels in Australia seemed to perceive that
the three main groups of factors in terms of organisational, technological innovation
and environmental as important and necessary for the use of the IWMA than smaller
hotels.

This study assumed that there was external validity in terms of similar hotel locations,
and definition of hotel in each country; therefore, there was no control over the
independent variables. Another reason was the size of the sample of small and medium-
sized hotels in Thailand that were at the early adopters’ stage was not sufficient for
using control techniques. Thus, the generalisation of the conclusions to all hotels in each

country should be treated cautiously.

164



Chapter 5: Questionnaire Survey Findings

5.6.4 Findings by Thai-Australian Hotels Comparison

The purpose of this section is to compare factors affecting the use of IWMA (in
research model) in the two countries. Thus, the study used a matched sample to test the
use of IWMA between hotels in the two countries in order to isolate all possible
mediating variables. The results are listed in Table 5-11 (p. 165).

Table 5-11: Size and Type of Hotel and the Extent of Use of IWMA: Thai and Australian
Hotels Comparison

Size Country Non-early Early adopter Total
adopter hotels hotels
Small-Independent Australia 25 (71.4%) 10 (28.6%) 35 (100%)
Thailand 19 (86.4%) 3 (13.6%) 22 (100%)
Total 57 (100%)
Pearson Chi-Square (x°) = 1.712, df =1, p-value = .191
Small-Chain Australia 15 (75.0%) 5 (25.0%) 20 (100%)
Thailand 1 (50.0%) 1 (50.0%) 2 (100%)
Total 22 (100%)
Pearson Chi-Square (x%) = .573°, df =1, p-value = .449
Medium-Independent Australia 15 (68.2%) 7 (31.8%) 22 (100%)
Thailand 41 (95.3%) 2(4.7%) 43 (100%)
Total 65 (100%)
Pearson Chi-Square (x?) = 9.004°, df =1, p-value = .003
Medium-Chain Australia 14 (42.8%) 19 (57.6%) 33 (100%)
Thailand 10 (90.9%) 1(9.1%) 11 (100%)
Total 44 (100%)
Pearson Chi-Square (x%) = 7.822, df =1, p-value = .005
Large-Independent Australia 3 (50.0%) 3 (50.0%) 6 (100%)
Thailand 43 (93.5%) 3 (6.5%) 46 (100%)
Total 52 (100%)
Pearson Chi-Square (x?) = 9.830°, df =1, p-value = .002
Large-Chain Australia 10 (37.0%) 17 (63.0%) 27 (100%)
Thailand 10 (35.7%) 18 (64.3%) 28 (100%)
Total 55 (100%)

Pearson Chi-Square (x°) = .010, df =1, p-value =.919

:l cells (25.0%) have expected count less than 5.
2 cells (50.0%) have expected count less than 5.

» In Table 5-11, no statistically significant differences were found in terms of the extent
of use of IWMA amongst 1) small-independent, 2) small-chain and 3) large-chain hotels
in the two countries. Three significant results were found (medium-independent,
medium-chain and large-independent), however, because of small sample size of
medium-independent and large-independent hotels, the validity of this result is
problematic. Nonetheless, these results are telling in that with a sufficient sample, there
were no differences found in the large-chain hotels. Furthermore, in terms of the other
tests, whilst the small sample size is highly problematic, there is a consistent pattern of

under-representation of “early adopters” amongst the Thai hotels compared to the
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Australian hotels. Thus, this study used the data of large-chain hotels in the two

countries for investigating factors affecting the adoption of I'MA in terms of non-early

adopter and early adopter hotels.

»In Table 5-11 (p. 165), medium-chain hotels in Thailand lag behind in the extent of
use of IWMA (only 9.1% of medium-chain hotels in Thailand were in the early
adopters’ stage), as indicated by the significant (xz) statistic. As mentioned earlier, there
was a significant difference between medium-sized hotels including independent and
chain hotels in the two countries and the extent of use of IWMA, therefore, it was also

necessary to consider the results of medium-independent hotels.

With regard to the number of medium-independent hotels in the two countries, there
was a sufficient sample for comparing factors affecting the use of IWMA. Therefore,
investigations were taken a further step; the three main groups of factors: organisational;
technological innovation; and environmental, affecting the use of IWMA in medium-
chain and medium-independent hotels, were compared. For these comparisons, the r-test

was used with appropriate consideration about the nature of the data.

This section presents two main sets of findings: 1) comparison of the use of IWMA by
large-chain hotels in the two countries; and 2) comparison of factors affecting the use of
IWMA between medium-sized hotels in the two countries including medium-independent

and medium-chain hotels.
5.6.4.1 The Use of IWMA by Large-Chain Hotels

The section presents three sets of analyses. Firstly, in order to understand the factors
affecting the adoption of IWMA in the large-chain hotels within each country, f-tests
were conducted. Secondly, factors that affected the adoption of IWMA among large
chain hotels in the two countries were also investigated by means of the t-test. Thirdly, a
comparison of managers’ views between large-chain hotels at the early adopters’ stage
in the two countries was examined and tested by MANOVA. These results were used to
provide support for hypotheses H2, H3 and H7.
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In summary, the results of investigating factors affecting the use of IWMA in the large-
chain hotels in the two countries listed in Tables 5-12a to 5-12d (pp. 167-169) indicate
that:

P Firstly, the results for factors affecting the adoption of IWMA in the large-chain
hotels within each country, are shown in Tables 5-12a and 5-12b.

Table 5-12a: Factors Affecting the Adoption of IWMA in the Large-Chain Hotels in Australia

Factors Non-Early Adopter (N=10) | Early Adopter (N =17) t-test
Organisational Factors Mean t-value p-value
Top Management Support 6.50 6.49 .040 969
Organisational Readiness 5.15 4.67 .809 426
CEO’s Attitude 6.48 6.51 -.186 854
CEO’s IS Knowledge 6.00 5.82 467 .644
Technological Innovation Factors
Perceived Benefits 5.98 5.63 1.066 297
Complexity 5.50 5.70 -.509 615
Compatibility* 5.60 6.44 -2.662 013
Perceived Barriers 5.10 4.45 1.465 155
Image 4.50 4.94 -718 479
Environmental Factors
Customers Power 6.46 6.27 .693 495
Competition Intensity 5.84 5.58 .603 .552
Level of Government Support 430 490 -1.290 209
Level of Technology Support 6.00 5.86 436 666

tSignificant at p <.05

Table 5-12b: Factors Affecting the Adoption of IWMA in the Large-Chain Hotels in Thailand

Factors Non-Early Adopter (N =10) ] Early Adopter (N =18) -test
anisational Factors Mean t-value _p-value

Top Management Support 6.46 6.70 -1.097 283
Organisational Readiness 5.95 5.72 670 .509
CEO’s Attitude 6.78 6.58 1.093 285
CEO’s IS Knowledge 5.80 6.27 -1.409 171
Technological Innovation Factors

Perceived Benefits 5.95 5.72 -.295 .770
Complexity 6.00 5.88 .286 77
Compatibility 6.25 6.38 -.782 A41
Perceived Barriers 443 451 -.162 873
Image 6.35 5.86 948 352
Environmental Factors

Customers Power 6.60 6.37 1.000 327
Competition Intensity 6.14 6.02 369 715
Level of Government Support 5.70 5.25 984 334
Level of Technology Support 6.36 6.22 406 688

 In Australia, large-chain hotels at the early adopters’ stage were more likely to
perceive higher compatibility regarding the use of IWMA than non-early adopter
hotels. These results are consistent with the earlier results of DFA that compatibility
was the best predictor in discriminating between hotels at non-early adopter and

early adopter hotels.
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o In Thailand, there was no significant difference between early and non-early

adopter hotels in these large-chain hotels in the factors affecting the adoption of

IWMA. This may be because large-chain hotels at non-early adopters’ stage were

likely to be in the stage of developing the use of IWMA into the early adopters’ stage.

P Secondly, the results for factors that affected the adoption of IWMA among large-

chain hotels in the two countries, are shown in Table 5-12c.

Table 5-12¢: Factors Affecting the Adoption of IWMA among Large-Chain Hotels in the

Two Countries

Factors Non-Early Adopter (N =20) | Early Adopter (N =35) 1-test

Organisational Factors Mean f-value p-value
Top Management Support 6.48 6.60 -717 476
Organisational Readiness 5.55 5.21 940 352
CEOQ’s Attitude 6.63 6.55 .567 573
CEO’s IS Knowledge 5.90 6.05 -617 .540
Technological Innovation Factors
Perceived Benefits 5.96 5.84 517 608
Complexity 5.75 5.80 -179 .858
Compatibility* 591 641 -2.605 012
Perceived Barriers 476 448 819 417
Image 5.42 5.41 .025 980
Environmental Factors

' Customers Power 6.53 6.32 1.185 241

| Competition Intensity 5.99 5.81 679 .500

| Level of Government Support 5.00 5.08 -.251 803
Level of Technology Support 6.18 6.04 567 573

*Significant at p < .05

¢ Among large-chain hotels in the two countries, there was a significant difference

between early adopter and non-early adopter hotels in the perception of

compatibility regarding the use of IWMA. This indicates that early adopters among

large-chain hotels in the two countries seemed to perceive higher compatibility

regarding the use of IWMA than non-early adopter hotels and provides support for

hypotheses H2 and H3.

» Thirdly, a comparison of managers’ views between large-chain hotels at the early

adopters’ stage in the two countries was examined and tested by MANOVA. The

results are shown in Table 5-12d (p. 169).
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"Table 5-12d: Comparison of Managers’ Views between Large-Chain Hotels at the Early
Adopters’ Stage in the Two Countries

MANOVA Value F p-value
Pillai’s Trace 421 1.176 359
wilks’ Lambda 579 1.176 359
Hotelling’s Trace .728 1.176 359
Roy'’s Largest Root .728 1.176 359
Box's M= 122.983, F =763, dfl =91, df2 = 3387.939. Sig. = .952

No statistically significant differences were found in terms of factors affecting the use
of IWMA between managers’ views of large-chain hotels at the early adopters’ stage in
the two countries. This may be because most large-chain hotels in both countries were
in the same chain management, particularly international chain hotels. As a result, under
the similar policy of chain management these managers’ views seemed to be in similar
directions. These results indicate that there was no difference in the effects of the three
main groups of factors: 1) organisational, 2) technological innovation and 3)
environmental, on the adoption of INMA between Thai and Australian hotels in terms
of large-sized hotels. These results did not support alternative hypothesis H7.

5.6.4.2 Medium-Sized Hotels: Thai-Australian Comparison

Comparison of factors affecting the use of INMA between medium-sized hotels in the
two countries including medium-independent and medium-chain hotels was conducted
in order to answer Research Question 3. With regard to the number of medium
independent hotels in the two countries, there was a sufficient number of hotels in the

sample for testing hypotheses HS and H7.

H5: There is a difference in the effects of the three main groups of factors: 1) organisational, .
2) technological innovation and 3) environmental, on the adoption of IWMA between Thai
and Australian hotels in terms of type of hotel management.

H7: There is a difference in the effects of the three main groups of factors: 1) organisationa’l, ‘
2) technological innovation and 3) environmental, on the adoption of IWMA between Thai
and Australian hotels in terms of size of hotel.

The results are shown in Tables 5-13a and 5-13b (p. 170).
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Table 5-13a: Factors Affecting the Adoption of [WMA by Medium-Independent Hotels: Thai-
Australian Comparison

Factors Australia (N =22) | Thailand (N =43) 1-test
Organisational Factors Mean t-value p-value
Top Management Support 6.65 6.26 1.680 098
Organisational Readiness 431 5.01 1771 081
CEO’s Attitude 6.60 6.18 1.747 .085
CEOQ’s IS Knowledge* 6.18 5.51 2.163 034

@hnological Innovation Factors
Perceived Benefits 5.82 537 1.887 064
Complexity 5.1 5.63 .604 .548
Compatibility 5.97 5.68 1.007 318
Perceived Barriers 446 4.09 1.030 307
Image* 4.68 5.87 -3.424 001
Environmental Factors
Customers Power* 6.22 5.59 2.657 010
Competition Intensity 5.16 5.28 -.406 686
Level of Government Support 5.03 4.63 1.018 312
Level of Technology Support 6.09 5.84 1.074 287
*Significant at p <.0S
Table S-13b: Factors Affecting the Adoption of IWMA by Medium-Chain Hotels:
Thai-Australian Comparison

Factors Australia (N =33) | Thailand (N =11) 1-test
Organisational Factors Mean t-value p-value
Top Management Support 6.46 6.42 179 .858
Organisational Readiness 448 5.04 -1.275 209
CEO’s Attitude 6.60 6.30 1.541 131

EO’s IS Knowledge 6.03 5.72 901 372
echnological Innovation Factors
Perceived Benefits 5.92 5.72 521 .605
Complexity 5.50 5.52 -.050 960
Compatibility 6.05 5.75 1.112 272
Perceived Barriers 4.55 3.66 1.826 075
Image* 4.54 6.00 -2.719 009
Environmental Factors
Customers Power 6.41 5.81 1.882 067
Competition Intensity 5.64 5.45 592 .557
Level of Government Support 4.69 3.78 1.887 067
Level of Technology Support 5.89 5.96 -.245 .808

*Significant at p < .05

In summary, cross-sample comparisons between medium-sized hotels in the two countries

demonstrate the key differences in factors affecting the adoption of IWMA as follows:

» Findings from medium-independent hotels indicate that:

 For organisational factors, it is clear that medium-independent hotels in Australia

were more likely to have CEOs who were knowledgeable about the use of IWMA

than medium-independent hotels in Thailand.

* In terms of technological innovation factors, more Thai medium-independent hotel
managers agreed that the use of IWMA could help the image of their hotels than the
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Australian medium-independent hotel managers. This may imply that the use of
IWMA in the Thai hotels was based on their perceived impressions that having

these technologies could project towards certain values about the hotel to its internal

and external environment.

For environmental factors, it was found that more Australian medium-independent

hotels perceived greater pressure from their customers than Thai medium-
independent hotels. One plausible explanation is that most customers at these
Australian hotels were likely to make a booking by the Internet and Web sites. This
highlights the possibility that the drivers of the use of IWMA in these Australian

hotels arise from the business objectives in terms of guest focus.

From these results, it is clear that there was a significant difference in factors affecting

the adoption of IWMA between medium-independent hotels in Thailand and Australia.

These results provide partial support for hypothesis H5S.

» Findings from medium-chain hotels indicate that:

Managers of medium-chain hotels in Thailand were more likely than managers of
medium-chain hotels in Australia to perceive a positive effect on image regarding
the use of IWMA. With respect to image, more managers of Thai hotels than
managers of Australian hotels believed that hotels that used IWMA were more
sophisticated than those that did not, and seemed to have higher standards than those
that did not. It is possible that Thai hotels that adopted and implemented the IWMA
proactively were international chain hotels, which sought to present a professional
and sophisticated image. However, due to the small sample size of medium-chain

hotels in Thailand, one must be cautious when attempting to generalise this result.

From these results, it may be concluded that there were three factors that exhibited

significant differences between medium-sized hotels (including medium-independent

and medium-chain hotels) in the two countries: 1) CEO'’s IS knowledge, 2) image and 3)

customer power (see Tables 5-13a and 5-13b, p. 170)._These results provide partial

support for hypothesis H7.
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5.7 HYPOTHESIS TESTING

The following is a summary of the findings in relation to each of the seven hypotheses.

Results show that the alternative hypotheses of this study were valid.

Hypothesis 1

HO: “Thai and Australian hotels are similar to the extent to which they use IWMA”.
H1: “Thai and Australian hotels differ in the extent to which they use IWMA”.

Measurements: level of the use of IWMA (non-early adopter and early adopter stages).
Statistical tests: Pearson chi-square test.

Results: v?=20.554, df = 1, p-value = .000

The results show that there was a significant difference in the extent of use of IWMA
between hotels across the two countries (Table 5-4, p. 141). Therefore, this result

provides support for hypothesis H1.

Hypothesis 2

HO: “Organisational, technological innovation and environmental factors have no effect
on the adoption of IWMA in Thai hotels”.
H1: “Organisational, technological innovation and environmental factors have an effect

on the adoption of IWMA in Thai hotels”.

Measurements: (a) Factors affecting the use of IWMA;
(b) Early adopter and non-early adopter hotels.

Statistical tests: Multivariate Analysis of Variance (MANOVA), One-way ANOVA,
Discriminant Function Analysis (DFA) and Independent sample ¢- test.

Results: see Table 5-14a (p. 173).
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(Table 5-14a: Hypothesis Testing (H2)

MANOVA Pillai’s Trace = .155, F = 1.789, Sig. = .046

One-Way ANOVA and Organisational Factors F p

DFA Size of hotel 9.179 .003
Organisational readiness 4.168 .043

|_Technological Innovation Factors

Perceived benefits 6.363 .013
Compatibility 9.433 .003
Environmental Factors
Customer power 4.264 041
Level of government support 4.666 .032

DFA Wilks’ Lambda = .845, Chi-square = 24.010, df = 14, Sig. = .046

r-test Size of hotel (p = .003), organisational readiness (p = .043), benefits = (p = .013),
compatibility (p = .000), customer power (p = .041) and level of government
support (p = .032)

See more details in section 5.6.1.1 (pp. 151-154)

These results indicate that there were three main groups of factors: 1) organisational
(size of hotel and organisational readiness); 2) technological innovation (perceived
benefits and compatibility); and 3) environmental (customer power and level of
government support) that had a significant effect on the adoption of IWMA in Thai
hotels. Therefore, this result provides partial support for hypothesis H2.

Note: the results in Table 5-12¢ (p. 168) comparing factors affecting the adoption of
IWMA among large chain hotels in the two countries indicate that technological innovation
in terms of compatibility had an effect regarding the use of IWMA. This result also provides

partial support for hypothesis H2.

Hypothesis 3

HO: “Organisational, technological innovation and environmental factors have no effect
on the adoption of IWMA in Australian hotels”.
H1: “Organisational, technological innovation and environmental factors have an effect

on the adoption of IWMA in Australian hotels”.

Measurements: (a) Factors affecting the use of IWMA;
(b) Early adopter and non-early adopter hotels.

Statistical tests: Multivariate Analysis of Variance (MANOVA), One-way ANOVA,
Discriminant Function Analysis (DFA) and Independent sample - test.

Results: see Table 5-14b (p. 174).
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[Table 5-14b: Hypothesis Testing (H3)
MANOVA Pillai’s Trace =.273, F = 3.434, Sig. = .000
One-Way ANOVA and Organisational Factors F p
DFA Size of hotel 15.607 .000
" Top management support 3.937 .049
' CEO’s attitude 8.147 .005
 CEO’s IS knowledge 6.817 010
Technological Innovation Factors
Compatibility 29.263 .000
Environmental Factors
Customer power 8.693 .004
Competition intensity 10.954 .001
Level of technology support 7.237 .008
DFA Wilks’ Lambda = .727, Chi-square = 42.728, df = 14, Sig. = .000
(test Size of hotel (p = .000), top management support (p = .042), CEO’s attitude (p=
.002), 4) CEO’s IS knowledge (p = .006), 5) compatibility (p = .000), 6) customer
power (p = .004), 7) competition intensity (p=.001) and 8) level of technology
support (p = .005).
See more details in section 5.6.1.2 (pp.154-159)

These results indicate that there were three main groups of factors: 1) organisational (size
of hotel, top management support, CEO’s attitude and CEO’s IS knowledge); 2)
technological innovation (compatibility); and 3) environmental (customer power,
competition intensity and technology support) that had a significant effect on the adoption
of INMA in Australian hotels. Therefore, this result provides partial support for
hypothesis H3.

Note: the results in Tables 5-12a (p. 167) and 5-12c (p. 168) comparing factors
affecting the adoption of IWMA between large chain hotels in Australia, and among
large chain hotels in the two countries indicate that technological innovation in terms of
compatibility had an effect regarding the use of IWMA. These results also provide
partial support for hypothesis H3.

Hypothesis 4

HO: “Thai and Australian hotels by type of hotel management: (a) independent
management and (b) chain management, are similar to the extent to which they
use [IWMA”.

H1: “There is a difference between Thai and Australian hotels in terms of type of hotel
management: (a) independent management and (b) chain management, in the

extent to which they use IWMA”.
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Measurements: (2) Type of hotel management;
(b) Early adopter and non-early adopter hotels.
Statistical tests: Pearson chi-square test.
Results:
From Table 5-5b, (p. 144): Independent: ¥*=17.923, df = 1, p-value = .000;

Chain: y>=.066, df = 1, p-value = .797

The results show that there was a significant difference in the extent of use of IWMA
between the independent hotels across the two countries. Therefore, this result

provides support for hypothesis H4.

Note: results in Table 5-11 (p. 165) by using a matched sample indicate that three
significant results were found (medium-independent, medium-chain and large-
independent), however, because of the small sample size, the validity of this result is
problematic. Therefore, these results were not used to provide support for hypothesis H4.

Hypothesis S

HO: “There is no difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between independent hotels in Thailand and Australia”.

H1: “There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption

of IWMA between independent hotels in Thailand and Australia”.

Measurements: factors affecting the use of IWMA.
Statistical tests: Independent sample ¢- test.
Results: see Table 5-14c (p. 175).

Table 5-14c: Hypothesis Testing (HS) by Medium-Independent Hotels in Thailand and Australia

ttest | 1) CEO’ IS knowledge (p = .034), 2) Image (p= .001) and 3) customer power (p =.010).

See more details in section 5.6.4.2, pp. 169-171

The results indicate that there were three main groups of factors: 1) organisational

(CEO’ IS knowledge); 2) technological innovation (image); and 3) environmental
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(customer power) that exhibited significant differences in the adoption of IWMA between
the medium-independent hotels across the two countries. Therefore, this result provides
partial support for hypothesis HS.

Hypothesis 6

HO: “There is no difference between Thai and Australian hotels in terms of size of
hotel: (a) small, (b) medium and (c) large hotels, in the extent to which they use
JWMA”.

H1: “There is a difference between Thai and Australian hotels in terms of size of hotel:
(a) small, (b) medium and (c) large hotels, in the extent to which they use
IWMA”.

Measurements: (a) Size of hotel;
(b) Non-early adopter and early adopter hotels.
Statistical tests: Pearson chi-square test.
Results
From Table 5-5a, (p. 144): Small-sized hotels: v*=1.029, df = 1, p-value = .310;
Medium-sized hotels:  x>=24.284, df = 1, p-value = .000;
Large-sized hotels: v*=10.029, df = 1, p-value = .000.

The results indicate that there were significant differences between (1) the medium-
sized hotels and 2) the large-sized hotels across the two countries in the extent to which

they used TWMA. This result provides partial support for hypothesis H6.

Note: results in Table 5-11(p. 165) by using a matched sample indicate that three
significant results were found (medium-independent, medium-chain and large-
independent), however, because of the small sample size, the validity of this result is
problematic. Therefore, these results were not used to provide support for hypothesis H4.
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Hypothesis 7

H0: “There is no difference in the effects of the three main groups of factors:
1) organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of size of hotel”.

H1: “There is a difference in the effects of the three main groups of factors:

1) organisational, 2) technological innovation and 3) environmental, on the

adoption of IWMA between Thai and Australian hotels in terms of size of hotel”.

Measurements: factors affecting the use of IWMA
Statistical tests:
(1) Independent sample ¢- test for independent and chain hotels in
medium-sized hotels;

(2) MANOV A for large-sized hotels.

Results: 1) Medium-Sized Hotels: (see Tables 5-13a and 5-13b, p. 170)
1.1) Medium-Independent Hotels: a) CEO’s IS knowledge (p = .034),
b) image (p=.001) and c) customer power (p = .010).
1.2) Medium-Chain Hotels: image (p= .009).

The results indicate that there were three main groups of factors: 1) organisational
(CEO’s IS knowledge); 2) technological innovation (image); and 3) environmental
(customer power) that exhibited significant differences in the adoption of IWMA
between the medium-sized hotels (medium-independent hotels: CEO'’s IS knowledge,
Image and customer power, medium-chain hotels: Image) across the two countries.

Therefore, this result provides partial support for hypothesis H7.
Results: 2) Large Sized Hotels: (see Table 5-12d, p. 169)

The results of comparing factors affecting the use of IWMA between large-chain hotels
at the early adopters’ stage in the two countries by using MANOVA indicate that no
statistically significant differences were found (Wilks’ Lambda = .579, F = 1.176, p-
value = .359). This result provides partial support for null hypothesis H7.
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58 SUMMARY

This chapter provides the results from the quantitative questionnaire survey that was

conducted in 152 hotels in Thailand and 143 hotels in Australia.

Results from statistical analysis reveal insights into the key factors that influence the use

of IWMA in hotels in Thailand and in Australia. Overall, the results strongly support the
hypotheses (H1-H7). Major findings include:

P Cross-sample comparisons between Thai and Australian hotel characteristics

demonstrate the following key differences:

Type of hotel management: more Australian hotels than Thai hotels were part of

a chain. More than half of the Australian hotels were in a type of chain
management, whereas only 27% of Thai hotels were in chain management.

Size of hotel: most Australian hotels were small or medium-sized, whereas most
of the Thai hotels were large or medium-sized. Nearly half of the Thai hotels
had more than 201 rooms, whereas the majority of the Australian hotels had
fewer than 200 rooms.

The extent of use of IWMA: more of the Australian hotels that adopted IWMA
were at the early adopters’ stage than Thai hotels. Only18.4% of Thai hotels

were in the early adopters’ stage that had e-mail and their own Web sites for
receiving online bookings and completing transactions, whereas about 42.7% of
Australian hotels had implemented the Internet and Web technologies at this

stage. These results provide support for hypothesis H1.

P There were significant differences between the hotels across the two countries in

the characteristics of hotels and the extent to which they used IWMA in terms of:

e Size of hotel, particularly medium and large hotels: more medium and large-

sized hotels in Australia adopted IWMA at the early adopters’ stage than
medium and large-sized hotels in Thailand. These provide partial support for

hypothesis H6.
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o Type of hotel management, particularly independent hotels: more independent

Australian hotels adopted IWMA at the early adopters’ stage than independent
Thai hotels. These findings provide partial support for hypothesis H4

P For testing the research model, four statistical methods, MANOVA, one-way
ANOVA, DFA and r-test were chosen to test the effect of organisational,
technological innovation and environmental factors on the adoption of IWMA in

hotels in each country. The results are consistent with technological innovation

theories. These are:

o Organisational factors with regard to size of hotel and organisational readiness,
technological innovation factors with regard fo perceived benefits and
compatibility, and environmental factors with regard to customer power and
level of government support had a significant effect on the adoption of IWMA in
Thai hotels. These results provide partial support for hypothesis H2.

e Organisational factors with regard to size of hotel, top management, CEO'’s
attitude and CEO’s IS knowledge, technological innovation factors with regard
to compatibility, and environmental factors with regard to customers power,
competition intensity and level of technology support had a significant effect on

the adoption of IWMA in Australian hotels. These results provide partial

support for hypothesis H3.

P For comparing the use of IWMA between hotels in the two countries, this study used
the data of large-chain hotels in the two countries for investigation. The results
demonstrate the following key differences in factors affecting the adoption of IWMA:

e Managers of large-chain hotels that were at the early adopters’ stage in Australia
seemed to perceive higher compatibility than managers of non-early adopter
hotels regarding the use of IWMA.

e There was no significant difference between early and non-early adopter hotels
in these Thai large-chain hotels in the factors affecting the adoption of IWMA.

* Early adopter hotels among large-chain hotels in the two countries perceived

higher compatibility regarding the use of IWMA than non-early adopter hotels
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among large chain hotels. These results provide partial support for hypotheses
H2 and H3.
There was no significant difference between large-chain hotels at the early

adopters’ stage in the two countries in terms of factors affecting the use of
IWMA.

P Cross-sample comparisons between medium-sized hotels including medium-

independent and medium-chain hotels across the two countries demonstrate the

following differences in factors affecting the use of IWMA:

Medium-Independent Hotels

For organisational factors, medium-independent hotels in Australia were more
likely to have CEOs who are knowledgeable about the use of IWMA, and to

have higher pressure from their customers than medium-independent hotels in
Thailand.

For technological innovation factors, more Thai medium-independent hotel
managers perceived higher image regarding the use of IWMA than the
Australian medium-independent hotel managers.

For environmental factors, more managers of Australian medium-independent

hotels perceived greater pressure from their customers than managers of Thai
medium-independent hotels. This highlights the possibility that the drivers of the

use of IWMA in these Australian hotels arise from their customers’ demand.

Medium-Chain Hotels

More Thai medium-chain hotel managers perceived image regarding the use of

IWMA than Australian medium-chain hotel managers.

These findings provide partial support for hypothesis H5 (in terms of independent

hotels) and for hypothesis H7 (in terms of medium-sized hotels).

The next chapter will present the results of factors affecting the use of IWMA by the

confirming interviews with hotel managers in each country.

180



Chapter 6: Confirming Interviews

CHAPTER SIX
CONFIRMING INTERVIEWS

6.1 INTRODUCTION

This chapter provides an investigation into eight hotels in Thailand and eight hotels in
Australia based on the methodology presented in Chapter 3. The specific focus is on
what factors affect the use of IWMA in each of eight hotels studied in each country. The
findings presented are the results of the interviews with management representatives

from each hotel.

In recent years it has been suggested that business and management researchers
particularly are finding it increasingly difficult to achieve an acceptable response rate to
questionnaire surveys (Berger, 2000). The general remedy for this has been the
increasing adoption of closed questions or Likert scale questions which can be
completed quickly but which may yield only superficial data (Foddy, 1993). Previous
researchers suggested that combining the qualitative research with survey research can
provide a rich source of data through triangulation, and thus enable testing of
hypotheses utilising both quantitative and qualitative data (Gable, 1994; Poon and
Swatman, 1996).

Although the earlier questionnaire survey provided useful quantitative data and a profile
of Thai and Australian hotels using the Internet and Web based marketing activities
(IWMA), which was presented in Chapter 5, it did not involve an investigation the key
issues related to the adoption of IWMA by hotels in details. Therefore, for this study,
confirming interviews were used to enhance the findings of the questionnaire survey

and analysis of hotel Web sites.

Thus, the sample of hotels for the confirming interviews was selected utilising two
criteria; firstly the hotels were participants in the earlier exploratory survey and
secondly they were either early adopters of IWMA or non-early adopters of IWMA

defined as:
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o Early adopter hotels have e-mail, Web site for advertising, receive online
bookings, confirm bookings immediately, receive payment by a secure system

and complete transactions on their Web site.

o Non-early adopter hotels include: hotels that have no Web site and only have
e-mail; hotels that have e-mail and a basic Web page for advertising; and hotels

that have e-mail and a Web site for receiving online bookings.

Criteria for selection of the respondents for each hotel sample were firstly that the
person should be a senior manager, for example, the hotel manager or marketing
director, and secondly should also be a decision maker in relation to the hotel’s

marketing activities.

For this study, in both countries, after sending the 35 request letters to the hotel
managers, telephone calls were made to managers who had responded to the first
request letter and granted permission for an interview in order to make an appointment.
The first follow-up letters were sent to hotels that did not reply to the first letter within
three weeks. The second follow-up letters were sent to hotels that did not reply to the

first follow-up letter. At the end, eight hotels in each country had granted interviews.

This chapter begins with the characteristics of hotels that participated in the confirming
interviews in each country. The results of identified factors affecting the use of [IWMA
in each country are then addressed, and the similarities and differences in identified
factors between the two countries analysed. The chapter concludes with a summary of

the findings.

6.2 DESCRIPTION OF PARTICIPATING HOTELS

This section outlines the description of participating hotels for confirming interviews in

each country.
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6.2.1 Description of Participating Hotels in Thailand

Table 6-1a provides a summary of the 8 participating hotels in Thailand. These
participating hotels consisted of two early adopter (E, F) and six non-early adopter
hotels (A, B, C, D, G, H). All except one (early adopter E, with international chain
management) of the participating hotels were managed independently. Most of the
participating hotels (B, E, F, G, H) were in the size range of more than 200 rooms. In
terms of the number of employees, four hotels (B, F, G, H) had more than 200 full time
employees, two (A, E) had full time employees in the range of 101-200 people, one in the
range 51-100 (D), and one in the range 21-50 (C), respectively. The ratio of the number of
full time employees to the number of hotel rooms was between 1:1 and 1:2.

The percentage of online bookings taken by the participating hotels was between 5%
and 30% of all reservations. The occupancy rate was in the range of 50% to 85%. Most
of them had two types of Web sites that were used for their marketing activities: 1) own
hotel Web site that could receive direct hotel bookings but could not confirm bookings
immediately; and 2) travel agents or third party Web sites that sold the hotel room via
their Web sites and which could confirm bookings immediately. Only one hotel (G)
could not receive direct hotel bookings. Customers could contact the hotel by using
“contact us” to ask the price or make bookings. Contact us was a feature on the hotel
Web site providing information regarding the hotel’s e-mail address and hotel’s telephone
number. Two hotels (E, F) could receive online bookings, confirm bookings immediately
and complete transactions using the security system. The international chain hotel (F)
participant had guaranteed the best price for customers booking their hotel rooms via its
own hotel Web site. If customers found a cheaper price on any other Web site, this hotel

would return their money or discount the price.

In the eight cases, four general managers (A, C, F, G), three marketing managers (D, E,
H) and one revenue manager (B) agreed to be interviewed. Further, four respondents (B,
C, D, H) reported being in their current position for 1-3 years, two for 6-10 years (E, G),
and two for more than for 10 years (A, F). All of the hotel participants were persons

who made decisions about their hotel’s marketing.
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Chapter 6: Confirming Interviews
6.2.2 Description of Participating Hotels in Australia

Table 6-1b provides a summary description of the 8 hotel samples in Australia. The
participating hotels consisted of 3 early adopter (6, 7, 8) and 5 non-early adopter hotels
(1,2,3, 4, 5). Half of the participating hotels were managed independently (1, 2, 3, 8),
and the others (4, 5, 6, 7) were managed as a part of chain hotels. Four hotels (2,3,4,5)
were in the size range of less than 51 rooms, three hotels (1, 6, 8) were in the size range
of 51-200 rooms and only one hotel (7) was in the size range of more than 200 rooms.
In terms of the number of employees, four hotels (2, 3, 4, 5) had fewer than 5 full time
employees, two had 6-10 employees (1, 6), one had 21-50 employees (8), and one had
101-200 employees (7), respectively.

For the level of the use of IWMA, five hotels had e-mail and their own Web sites that
could receive direct hotel bookings (1, 2, 3, 4, 5). Further, three hotels had e-mail and
their own Web sites that could receive online bookings, confirm bookings immediately
and complete transactions online using the security system (6, 7, 8). The proportion of
online bookings reported by most respondents was between 15% and 60% of all
reservations. The occupancy rate was in the range of 60% to 100%. Most of them had
two types of Web sites that were used for their marketing activities: 1) own hotel Web
sitt which could receive direct hotel bookings but could not confirm bookings
immediately; and 2) travel agents or third party Web sites that sold the hotel room via
their Web sites, and which could confirm bookings immediately.

In the eight hotels, two respondents (2, 4) stated that they were the owners of the hotels
and two other respondents (1, 5) reported that they were general managers of the hotels
in which they worked. Also, three respondents (3, 6, 8) reported they held the position
of hotel marketing managers and one respondent (7) stated that his position was revenue
manager. Five respondents (1, 4, 6, 7, 8) reported being in their current position for 1-3
years, one for 4-5 years (3) and one for more than 10 years (2). All of the hotel

participants were persons who made decisions about their hotel’s marketing.

185



981

(s183k)
[4 13 [4 Y ré S 1l U1 uonISOJ JUILINY) JO UOHEIN
4 Sl 09-0§ 0¢ §€-0¢ SE-0¢ 0T 0£-0T s3unjooq auljuQ Jo s3dejuadiagd
suonoesuen suonoesuen suonjoesuen
unadwod Sunejdwods Sunejdwos
pue ‘walsAs pue ‘wajsAs pue ‘walsAs
A31mo3s ay) AJLmd3s ay) A1Inoas ay)
Suisn juowked | Suisnyuswked | Suisn juswked
Suraraoas Su1a10091 10 PN ERES
‘A[orerpaurut ‘Al9reIpawuIl ‘Klarerpaurui]
s3upjooq s3unjooq s8uryooq
Juruyuos Jurunyuod Sutuumjuod
‘sguryjooq ‘s3unjooq ‘s3uryooq s3unjooq s3uryooq sgurjooq s3umjooq s3unyooq
auljuo auijuo aujjuo auijuo auiuo auruo aujuo auruo
Buraladas SurAre0a1 SuiA19031 Swiareoarpue | Suiaedsapue | Suialedarpue | Fuialedal pue | SujAle0dl pue

‘S I Mo
‘[rew-a Suiaey

QXS ga M Mo
‘[rew-9 SulAeH

‘9UIS @O Umo
‘rew-3 Suiaey

‘AUs gap\ umo
‘rewr-a utaeyq

‘9IS gay| UMO
‘[rew-3 SuAeH

‘9IS QoM UMo
‘Iiew-2 SutAeH

‘NS QI Umo
‘Irew-9 SuiaeH

‘a)Is qap Umo
‘rew-2 Swaey

sia)dope siaydope s1d)dope sia)dopy s13)dopy s1a)ydopy s19)dopy s19)dopy
INLLC | Ajaeyg Alaeg A|1eg-uoN A[aeg-uoN Ajaeg-uoN Ajaeg-uoN Ajaeg-uoN VINAAI Buisn) Jo Ay
(4834 J3d 9/)
SL 08-0L 001-08 0L 09 §9 001-08 S8 aey LdHuednng
sadAo[dmy
94 0Cl 6 (4 14 & £ 9 aul ], [{ng Jo laquinN
“(wnipay) (o31e7) (wnips) (1ews) (frewss) (frews) (1euss) (wnipap)
6§ 797 Sl LT 0¢ 0C [44 S¢S swooYy S([210H JO Jaquny
ureyd ureyd
wspuadapuy [euonIBUIAU] ueljensny urey)d utey)d juopuadapug yuapuadapug juspuadapug juawadeuspy [9I0H Jo adA L
| sumoqiain sumoqaN KJupAg swnoqeN 2UINOq[IN awInoq[aA AWINOqIAA aWwINOq[aN uone’o]
8 L 9 S v £ z T P1oH ]

L
L

(8 = N) sj210H usljensny ay) jo uondrLidsa( :q1-9 3qEL |




Chapter 6: Confirming Interviews

63 FACTORS AFFECTING THE USE OF IWMA IN THE HOTEL SAMPLES

The data were analysed in two stages. Firstly, the data were analysed within each
country in terms of non-early adopter and early adopter hotels. Secondly, a comparison
of the factors affecting the use of IWMA in the two countries between medium
independent hotels, and then between large chain hotels was undertaken. The results of
each analysis are presented below.

6.3.1 Factors Affecting the Use of IWMA by Non-Early and Early Adopter Hotels

The purpose of this study was to examine the effects of the three main groups of factors:
organisational, technological innovation and environmental, on the adoption of IWMA
in details. The organisational factors studied were size of hotel, Chief Executive Officer
(CEO)’s attitudes, top management support and organisational readiness. The
technological factors studied were benefits, compatibility, complexity, barriers and
image. The environmental factors studied were customer power, competition intensity,
level of government support and level of technology support. The adoption of IWMA
has been categorised into two levels: 1) non-early adopter hotels; and 2) early adopter

hotels. These factors based on the research model were presented in Chapter 2.

The results were used to provide an answer for Research Question 2: What are the
potential factors affecting the adoption of INMA in Thai and Australian hotels? Also,
they were used to provide support for hypotheses H2 and H3 as following:

H2: Organisational, technological innovation and environmental factors have an
effect on the adoption of IWMA in Thai hotels.
H3: Organisational, technological innovation and environmental factors have

an effect on the adoption of IWMA in Australian hotels.
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The results of analysis of factors affecting the adoption of IWMA by the confirming
interviews in each country are structured around the three groups of factors (organisational,

technological innovation and environmental).
6.3.1.1 Organisational Factors

Under this category, four factors: 1) size of hotel, 2) top management support, 3)
organisational readiness and 4) CEO’s attitude that are applicable to the use of IWMA
in the hotel samples in each country have been investigated. Each of these factors is
discussed below.

1) Size of Hotel

o In Thailand: the participating hotels consisted of two early adopter and six non-
early adopter hotels.

Early adopter hotels consisted of two large hotels (E, F), whereas non-early adopter
hotels consisted of three medium hotels (A, C, D) and three large hotels (B, G, H).

o In Australia: the participating hotels consisted of 3 early adopter and 5 non-early
adopter hotels.

Early adopter hotels consisted of two medium hotels (6, 8), and one large (7) hotel,
- whereas four small hotels (2, 3, 4, 5) and one medium hotel (1) were at the non-early

adopters’ stage.

P From these results, it seems that these Australian hotels that were at the early
adopters’ stage were larger in size than non-early adopter hotels. However, results
for the size of the Thai hotels and the adoption of IWMA were mixed; the hotels at

the early adopters’ stage were large in size, whereas some of the hotels at the non-

early adopters’ stage were also large.
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J) Top Management Support

o In Thailand, of the eight participating hotels, all of the respondents agreed that
top management support was an important factor for the use of IWMA in their
hotels. However, there were two different views between the respondents at non-

early adopter and early adopter hotels regarding the resources that were allocated by

their top management.

For the non-early adopter hotels, five respondents at these hotels said that there was a
need regarding other resources for using IWMA. At Hotels B and D, both respondents
claimed that their hotels lacked information technology (IT) staff and an IT department
to solve problems or upgrade the content of Web sites. This indicates that the IT
department could be viewed as a source of IT related skill and knowledge within these
hotel organisations. Moreover, at Hotel B the respondent said that his top management
didn’t think that it was important to have an IT department or the hotel’s own Web
master. This highlights the possibility that decisions to invest in IT resources are not
only based on the needs of the hotels and financial criteria, they also depend on their top
management’s understanding regarding the benefits of the use of IWMA.

For the early adopter hotels, both respondents at these hotels (E, F) stated that their top
management had allocated enough resources regarding the adoption of IWMA in their
hotels. For example, at Hotel F the top management had invested more resources
regarding the use of technologies including the Internet and Web technologies in terms
of having its own server, and having a training room for hotel staff to practice using a
computer. These results indicate that these Thai hotels that could implement the IWMA
at the early adopters’ stage appeared to have sufficient resources allocated by their top

management.
From these cases, it seems that top management support was likely to be a positive

factor for the use of IWMA. However, early adopter hotels seemed to have higher

support from the top management than non-early adopter hotels.
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o In Australia, of the eight participating hotels, all respondents agreed that the
resources that were allocated by their fop management were important for the
adoption of IWMA in their hotels. However, all of them mentioned that there was
a need for other resources for using and developing the IWMA in the future.

For the non-early adopter hotels, three respondents at these hotels (1, 4, 5) stated that
they required their top management to install wireless Internet in guest rooms,
conference and restaurant rooms, and to make a contract with several third party Web
sites for selling their hotel rooms. Also, at Hotels 2 and 3 there were requirements from
their management to install sophisticated technologies in order to upgrade their hotel
system such as to put in a modern modem or an electronic invoice program. It seems
that although several hotel respondents at non-early adopters’ stage claimed that
resources allocated by their top management were adequate, they were in need of

further resources for developing the extent of use of IWMA to a higher level.

For the early adopter hotels, all respondents at these hotels (6, 7, 8) stated that they
required more sophisticated technologies to improve speed and to upgrade their
reservation systems. At Hotel 6, although the hotel Web site was fully equipped to
process reservations, he would like all reservations booked on any of the companies’
Web sites to go directly into his hotel’s reservation system automatically, instead of
coming to the reservation staff. Similarly, at Hotel 7, although his hotel had invested a
lot in the information system and had an in-house system, he would like higher speed
technology to make his systems faster and easier for guests to book hotel rooms at each
of the hotel group’s other brands. This implies that these respondents required their top
management to invest more in the latest technology to stay ahead of the competition and

protect their lead.

From these cases, it may be inferred that top management support was likely to be a
positive factor that influenced the use of IWMA in these Australian hotels. Also, there
was no difference in the support from their top management between non-early adopter
and early adopter hotels. Australian hotels at the non-early adopters’ stage required
resources to develop their technologies in terms of installing wireless Internet,

electronic invoice programs and modern hardware. In addition, the hotels at the early
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adopters’ stage need advanced technologies in terms of new reservation systems and

higher speed of technologies to increase their efficiency in the use of IWMA.

» Thus, these findings indicate that, for these hotels in the two countries, top

management support seemed to have a positive influence on the use of IWMA..

3) Organisational Readiness

o In Thailand, of the eight participating hotels, all of the respondents agreed that
organisational readiness was an important factor for the use of IWMA in their
hotels. The majority of Thai respondents expressed concern about their readiness:

cost of the investment and employees’ information system (IS) knowledge.

For the non-early adopter hotels, at Hotel G, only 3% of the hotel staff could use the
Internet and Web technologies for hotel marketing. In addition, at Hotel B the
respondent claimed that computer training was important for his employees and there
was a program of training for employees about the use of the Internet and basic
computer use. This implies that non-early adopter hotels do not have the readiness in

terms of employees’ IS knowledge.

Besides being in a state of “readiness” in terms of employees’ IS knowledge, cost of
investment was also considered for “readiness” in the use of IWMA by non-early
adopter hotels. For example, at Hotel C the respondent stated that when he updated
information or redesigned the Web pages on his own hotel Web site, he needed to
employ a consultant. It was necessary for the hotel to evaluate its financial “readiness”.
Similarly, at Hotel D the respondent described the policy of her hotel for investment in
the use of IWMA was to wait and see the trend in online bookings and then take steps to
invest more. It seems that when evaluating the cost of investment for the extent of use
of IWMA, Thai respondents were likely to consider revenue generation and its potential

to increase bookings.

For the early adopter hotels, Hotel E it was not likely to complete the investment
immediately; the respondent said that there were steps to develop the use of these

technologies. These included:
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o Inthe beginning phase, his hotel used the Web site only for advertising which customers could
only visit, it could not receive bookings.

o Later, he put the enquiry form on the Web site for customers to make a booking, and his hotel
would confirm in 24 hours.

e Now, there were booking engines, his hotel could confirm bookings immediately. Also,

customers went to the Yahoo Web site and typed Bangkok hotels, and his hotel would appear at
the top of the first page.

This highlights the possibility that financial readiness was likely to be important for
Thai hotels in the development and the adoption of IWMA at a higher stage.

Also, Hotel F had a training room for hotel staff to practice using the computer, the
hotel had its own server, about 90% of his hotel staff could use the Internet and Web
technologies and all assistant managers had their own e-mail address. Moreover, his
hotel organisation had studied the Web site content that could meet customer’s
satisfaction. It seems that these Thai hotels that could implement the IWMA at the early
adopters’ stage appeared to have more “readiness” in terms of financial resources and IS

knowledge than non-early adopter hotels.

From these cases, it implies that organisational readiness was an important factor that

was likely to have a positive influence for the use of IWMA in these Thai hotels.

* In Australia, of the eight participating hotels, all of the respondents agreed that
organisational readiness was an important factor for the use of IWMA in their
hotels. Findings show that the majority of these Australian respondents expressed
concern about their hotel’s readiness in relation to the cost of the investment and

technological resources.

For the non-early adopter hotels, four respondents at these hotels (1, 2, 4, 5) claimed
that they employed an IT expert for their hotels to achieve “readiness” for using IWMA
in terms of designing the Web pages, setting the Web sites and installing the
technologies. For example, at Hotel 1 the respondent stated that her hotel consulted an
IT expert to design and install the Web pages and Web sites. She also said that it was
not necessary to employ IT staff. This may highlight that the use of an IT consultant
was likely to assist a hotel at the non-early adopters’ stage in terms of cost saving and

being ready for use of IWMA. In addition, at Hotel 4 the respondent described the
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capital investment required for the use of IWMA depended on the number of consumers
that generate income and estimation of the number of guests in each year. This
highlights the possibility that the respondents at non-early adopters’ stage were likely to
consider cost of investment before making a decision to upgrade their technologies for
the use of IWMA.

For the early adopter hotels, at one hotel (6) there were steps to develop the use of these
technologies in terms of the readiness of technologies and people. Similarly, at another
hotel (7) the respondent (7) explained that his hotel was prepared for the use of IWMA
in terms of cost of investment, technological resources and marketing team to operate
the Web sites. Also, the respondent at Hotel 8 mentioned that she hired contract
consultants to assist with software programming and Web development and the capital
investment for these was quite small. Without question, this implies that most of these
Australian hotels were well prepared for using IWMA since they were likely to be a
financially driven company and had budgeted for use of the IWMA.

From these results, it may be inferred that the majority of these Australian respondents
expressed concern about their hotel’s readiness in terms of the cost of the investment
and technological resources. Although most of the respondents of the non-early adopter
Australian hotels had the plans to equip their hotels with sophisticated technologies,
they were concerned about the capital investment involved. These results may indicate
that these Australian hotels that were at the early adopters’ stage were better prepared in

terms of technological resources and people than non-early adopter hotels were.

» Thus, based on these results, the implication is that these Australian and Thai hotels
that were at the early adopters’ stage were in a higher state of “readiness” in terms of
financial, technological and people resources for use of IWMA than hotels at the non-
early adopters’ stage. This means that organisational readiness was likely to be a

facilitating factor for the use of IWMA in each country.
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3 CEO’s Attitude

o In Thailand, of the eight participating hotels, seven respondents at these hotels
(A, B, C, D, E, F, G) had positive attitudes towards the use of IWMA in terms of
cost saving, efficiency and building preference. Most of these respondents claimed
that the trend in bookings will be changing and most customers will make their
purchases online via both hotel Web sites and third party Web sites.

For example, for the non-early adopter hotels, three respondents at three hotels (A, C,
D) said that the use of the Internet and Web technologies could save the costs of
producing brochures and of fax and customers around the World could get information
of their hotels on their own Web sites. This implies that the respondents’ main
considerations regarding the use of IWMA were likely to be cost saving, efficiency and

building preference.

For the early adopter hotels, at Hotel E the respondent highlighted that the use of
IWMA in the independent hotels should have reservation functions and should integrate
with well-known Web sites for selling more hotel rooms. From this it may be inferred
that besides Thai hotels having a leader with a good understanding about the use of
IWMA, they should also have strategic management of Web technology for dealing

with their competition.

The results indicate that most of the respondents (CEOs) at the non-early adopter and
early adopter hotels seemed to have a good understanding of the importance or benefits
of the use of IWMA. However, this highlights the possibility that CEOs’ attitudes were
likely to be a primary factor that influenced the extent of use of IWMA in these hotels.

* In Australia, all of the respondents seemed to have positive attitudes regarding the
use of IWMA, particularly the trend of online bookings. Most of these respondents

accepted that most customers would like to use online communication for bookings.

For example, for the non-early adopter hotels, at two of the hotels (1, 2) the respondents
claimed that the use of the Internet and Web technologies would become better and
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faster for hotel business in the future, particularly as the communication with customers
was easier than by telephone. Moreover, in terms of the trend of customers booking
online, most respondents at the non-early adopter hotels accepted that online bookings
would be increasing. This indicates that most Australian respondents at non-early

adopter hotels seemed to have positive attitudes regarding the trend of online bookings.

For the early adopter hotels, at Hotel 6 the respondent said that the number of online
bookings would grow to 80% of all reservations. Also, the respondent at Hotel 7
claimed that online bookings for his hotel would be increased every year by 30% and
highlighted that Internet marketing would need more strategies to operate the Web sites
to increase the numbers of customers. This highlights the possibility that these
respondents had positive attitudes regarding the use of IWMA that it was a strategic and
capable of making important and valuable contributions to the hotel business.

From these results, it may be inferred that CEOs’ attitudes were likely to be a primary
factor that influenced the extent of use of IWMA in these Australian hotels. This finding

is consistent with the confirming interview findings from the sample of Thai hotels.

» Thus, based on these findings, the implication is that in both countries all of these
hotel managers’ attitudes and perceptions regarding the use of IWMA seemed to be of a

positive nature and were likely to be a primary factor that influenced the extent of use of
IWMA in these hotels.

In summary, based on the confirming interviews with eight hotel managers in each
country, the results indicate that organisational factors appear to have an effect on

the adoption of IWMA in these hotels in each country.

* In Thailand, it was found that there were three positive factors that influenced the
use of IWMA: 1) organisational readiness; 2) CEO'’s attitude; and 3) top
management support. It seemed that the managers’ attitudes were likely to be a
primary factor that influenced the decision to use and develop IWMA at highly
sophisticated levels. The commitments from their top management to support the

resources for the use of IWMA were likely to be a relationship with the

195



Chapter 6: Confirming Interviews

development and use of IWMA. These Thai hotels that adopted IWMA at the early
adopters’ stage were more likely than non-early adopter hotels to have higher
support from their fop management regarding the adoption of IWMA. More
specifically, the organisational readiness in terms of the cost of the investment and
employees’ information system (IS) knowledge was likely to be an important factor
that had a direct influence on the use of IWMA in the sample of Thai hotels. Thai
hotels in these samples that adopted IWMA at the early adopters’ stage were more
likely to have higher readiness than non-early adopter hotels.

In Australia, four factors of organisational factors: 1) size of hotel; 2) CEO'’s
attitude; 3) top management support; and 4) organisational readiness were found to
be positive factors for the use of IWMA. The hotels that were at the early adopters’
stage in their use of IWMA were larger in size than non-early adopter hotels. All of
these respondents had a very positive attitude in terms of having a good
understanding of the importance and the benefits of the use of IWMA. All of them
required resources to install sophisticated technologies in order to upgrade the hotel
system, for example, higher speed technology, advanced technology for reservation
system, wireless Internet, electronic invoicing program and modern modem. They
also required budget to make a contract with several third party Web sites for selling
their hotel rooms. It seems that the positive attitudes towards the use of IWMA and
enough resources allocated by top management were likely to be an important factor
that firstly influenced the decision to develop and use of IWMA at high
sophisticated levels. However, organisational readiness was likely to have a direct
effect on the use of IWMA. The hotels that were at the early adopters’ stage in their
use of IWMA were more likely to have higher readiness in terms of financial,

human, and technological readiness than non-early adopter hotels.

6.3.1.2 Technological Innovation Factors

Under this category, the five factors of technological innovation adoption regarding the

use of IWMA were studied. These factors were 1) perceived benefits, 2) complexity, 3)

compatibility, 4) perceived barriers and 5) image. Each of these factors is discussed

below.
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]) Benefits

o In Thailand, of the eight participating hotels, all of the respondents perceived
that use of the IWMA had many benefits. As discussed under the CEQ’s attitude,
most of these respondents seemed to have a good understanding of the benefits of
the use of IWMA. There were two different benefits identified by most of these
respondents: 1) short term direct benefits and 2) long term indirect benefits.

“Short term direct benefits” of the use of IWMA in terms of cost saving, reducing
paper, reducing fax, saving time and reducing the need for brochures, as well as to
increase the efficiency of communication with customers, were perceived by all of the

respondents at the non-early adopter and early adopter hotels.

“Long-term indirect benefits” in terms of a channel for advertising and distribution of
the hotel brand everywhere around the world, and increased market potential were

perceived by all of the respondents at the early adopter hotels and three of the

respondents at the non-early adopter hotels (A, B, D). This implies that these

respondents were likely to recognise the growing value of the use of IWMA and its

essentialness to short-term and long-term survivability.

However, three respondents at non-early adopter hotels (C, G, H) said that the use of
IWMA could not increase the volume of customers. They believed that service quality,
customer relationships and strategic management were the important factors affecting
the volume of customers. It seems that these hotel respondents have experiences with
regard to increasing the volume of customers just by improving their service quality in
terms of training their staff or service provider behaviors. This highlights the possibility
that these hotel respondents did not perceive long-term indirect benefits of the use of

IWMA in terms of increasing the volume of customers.

From these results, it seems that, if these Thai hotel managers had a good understanding
of the growing value of the use of IWMA in terms of short and long term benefits, they
were more likely to make the required investment for developing the use of IWMA at a

higher level.
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o In Australia, of the eight participating hotels, all of the respondents perceived
the benefits of use of IWMA in terms of short term direct and long term indirect
benefits. All of them stated that they use the IWMA for extending their market in
terms of covering a wide range of customers and increasing the number of
international customers. Most of these respondents claimed that the Internet and
Web technologies could be used as a channel for increasing guest’s services and to

meet customer’s satisfactions and so could reduce the cost of producing brochures.

These results indicate that all of the Australian hotel managers were likely to perceive
short-term direct benefit of the use of IWMA in terms of cost saving, and long-term
indirect benefits in terms of extending market potential, including increasing the

number of international customers.

» Thus, based on these results it may be inferred that the perception of benefits
regarding the use of IWMA was likely to be a positive factor that had influenced on the
use of IWMA in these hotels in each country.

2) Compatibility

¢ In Thailand, of the eight participating hotels, all of the respondents perceived
that the use of IWMA was compatible with the work of the hotel business. They
said that the use of IWMA could increase the efficiency of hotel services in terms of

speed, accuracy and convenience.

For example, for the non-early adopter hotels all of these respondents claimed that the
use of IWMA could support the hotel service to be convenient, accurate, fast and better,
and could meet customers’ demand. It seems that these respondents perceived the
compatibility regarding the use of IWMA could play a crucial role in helping a hotel to
improve its service quality by learning more about their guests’ demands in terms of

preferences, behaviors and trends.

For the early adopter hotels, at Hotel E the respondent highlighted that the use of

IWMA was compatible with his employees. His employees could work effectively, e.g.

198



Chapter 6: Confirming Interviews

they used e-mail to communicate with customers, and so they did not need to talk or

negotiate with customers. This highlights the possibility that the use of IWMA can also
enable employees to produce more consistent and efficient services according to

company-determined standards.

Thus, from these results, the implication is that the perception of compatibility

regarding the use of IWMA was likely to be a positive influencing factor for the extent
of use of IWMA in these Thai hotels.

o In Australia, all of the respondents perceived that the use of IWMA was
compatible with the work of the hotel business in terms of hotel marketing and

hotel services.

For example, for the non-early adopter hotels, most of the respondents claimed that

- customers could see all things via a virtual tour on the Web site that was clearer than
~ seeing pictures in the hotel brochure. Customers could get up-to-date information and

- could make a booking at any time that they wanted.

For the ea;ly adopter hotels, all of the respondents said that most customers preferred to
use the Web site for comparing the hotel rate and for searching for more information
before making bookings. In addition, they said that customers demand fast and efficient
services, e.g. confirmed booking immediately when they make a booking.

Similar to the findings in the Thai hotels, there was no difference in perception of
compatibility in the use of IWMA between non-early adopter and early adopter hotels in
these Australian hotels.

P Thus, based on these results it may be inferred that the perception of compatibility

regarding the use of IWMA was likely to be a positive factor that had influenced the
extent of use of IWMA in these hotels in each country.
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3) Complexity

o In Thailand, of the eight participating hotels, findings show that there were two
different views regarding the complexity in the use of IWMA. Early adopter
respondents at two hotels (E, F) claimed that the use of IWMA was not difficult for
their hotel staff, whereas most of the respondents at non-early adopter hotels (B, D,
G, H) claimed that most employees were not familiar with the use of IWMA.

For the non-early adopter hotels, most of these respondents said that their staff had no
experience or technical skills in the use of IWMA. For example, the staff at two hotels
(B, D) did not know the difference between e-mail and Web sites, and there were two
groups of employees: 1) those with a positive attitude; and 2) those with a negative
attitude. Also, at Hotel H most of the employees could not use the Internet and Web
technologies because they cannot communicate in the English language. The respondent
of Hotel H also gave a reason regarding the training; there was no formal training about
the use of IWMA because the basic education in English of his staff was not good. This
indicates that these respondents at the non-early adopter hotels were likely to perceive
high complexity regarding the use of IWMA.

For the early adopter hotels, at two hotels (E, F), most employees at these hotels (E, F)
had a positive attitude towards the use of these technologies and had experience and
skills in the use of IWMA. The respondent at Hotel E said that his employees were
happy to use IWMA since they had done it step by step, particularly receiving online
bookings and contacting customers via e-mail. This highlights the possibility that most
staff at the early adopter hotels seemed to have more experience and skills in the use of
IWMA than most staff at the non-early adopter hotels. This indicates that these Thai
hotels at the early adopters’ stage were likely to perceive less complexity regarding the

use of IWMA than the hotels at the non-early adopters’ stage.

Thus, from these results it may be inferred that complexity regarding the use of IWMA
was likely to be a negative factor for the extent of use of IWMA in these Thai hotels.
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o In Australia, of the eight participating hotels, all of the respondents mentioned

that the use of IWMA was easy for their hotel employees to use.

For example, for the non-early adopter hotels, most respondents agreed that most of
their employees were young and familiar with the use of IWMA. However, the
respondent at Hotel 5 mentioned that there might be some older employees that were
not familiar with the computer. It seems that some older Australian employees were not
familiar with the use of IWMA indicating that technical training was mostly required

for older employees.

For the early adopter hotels, at Hotel 6 the respondent said that a maximum of five
hours training was required about specific Web sites, how to update them in terms of

the different types of rooms and the room rates on the main Web sites used by the hotel.

From these cases, it seems that most of the employees in these Australian hotels were
computer literate and had skills in the use of IWMA. For most of these Australian
hotels, it may be inferred that there was no perception of complexity regarding the use

of IWMA in terms of employees’ IS knowledge.

» Thus, based on these results, it seems that more of the respondents from the Thai hotels
perceived more complexity regarding the use of IWMA than from the Australian hotels.

4) Image

¢ In Thailand, of the eight participating hotels, all of the respondents mentioned
that the use of IWMA could build the hotel image in terms of increasing the

customer’s confidence.

For example, for the non-early adopter hotels, three respondents at Hotels C, D, H
claimed that hotels that had IWMA had a better image than hotels that did not in terms
of increasing customer’s confidence and customer’s services. In addition, they
perceived that hotels that had IWMA looked more professional or international, whereas

hotels that did not have IWMA looked underdeveloped and unsophisticated. It seems
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that the use of IWMA in these Thai hotels was related to the hotel’s image in terms of
the perception of the performance of the hotel.

For the early adopter hotels, the respondent at Hotel F mentioned that if the customers
were a business group, they were unhappy with hotels that did not have Internet
connection. This highlights the possibility that the use of IWMA in the hotels could

make customers have a positive perception and feel more confident about the hotels so

that they make a booking.

From these hotel samples, it seems that the use of IWMA in the Thai hotels was based
on their perceived impressions that having these technologies could build the desired
image for both the hotels and their customers. This implies that image was a facilitating
factor for the use of IWMA in these Thai hotels including both the non-early adopter
and the early adopter hotels.

o In Australia, of the eight participating hotels, all of the respondents said that

the use of IWMA could build the hotel image in terms of customer’s recognition.

For example, for the non-early adopter hotels, most of these respondents claimed that
the use of IWMA could increase the customer recognition; most customers had a need
o use e-mail for their communications, and wanted to book hotels online more than by
the telephone. Also, the hotels that did not use IWMA, could not provide the facilities
that their customers wanted. It seems that most customers expected service offered by
the hotels in terms of providing the Internet and Web technologies. This indicates that
the use of IWMA in these hotels was related to the hotel’s image in terms of meeting

their customers’ expectations.

For the early adopter hotels, most of these respondents claimed that customers were

less likely to choose hotels that did not have IWMA. For example, in the words of the

respondent at an early adopter Hotel 6:

...For example, two hotels, which having the same quality, are very close to each other: one
hotel can be booked through Web sites; another hotel cannot be booked via tl'le Internet. 1 would
say 90% of people would book the hotel online because people are becoming more and more
comfortable and more and more used to booking on the Web sites rather than by telephone, it’s
cheaper as well... (Early Adopters: Interview 6).
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From these results, it may be inferred that image was likely to be a push factor for the

use and development of IWMA in these Australian hotels.

p Thus, based on these results, the implication is that image seemed to be a facilitating
factor for the use of IWMA in these hotels in the two countries. Also, there was no
difference between the non-early adopter and the early adopter hotels in the two
countries in the perception of image regarding the use of IWMA.

5) Barriers

¢ In Thailand, barriers regarding the use of IWMA were found to be perceived
as inhibiting factors for the extent of use of IWMA in these Thai hotels at the

non-early adopter stage.

For example, for the non-early adopter hotels, at Hotel B the respondent said that his
barriers included semior managers that lacked IT knowledge, but could still make
decisions about resources for the use or the upgrading of IWMA. Also, the difficulty in
the use of the English language was a barrier for the use of IWMA at Hotel H. The
respondent at Hotel H also mentioned that customers might misunderstand information
about the hotel because of the lack of good communication skills in the English
language among his hotel’s staff. Further, at two hotels (C, G), both respondents were
concerned about problems with the computer, the problem of no guaranteed bookings,

and the cost of updating information, as illustrated by the following comments:

...If the computer breaks down, which means I cannot know that there are customers whp are
bookings via online. Customers feel unhappy if they cannot find information or information is not
shown because of a networking jam.... (Non-Early Adopters: Interview C).

... When my customers make a booking online, no one shows... (Non-Early Adopters: Interview G).

For the early adopter hotels, there was no perception of barriers regarding the use of
IWMA. It seems that hotels at the early adopters’ stage were likely to be ready or did

not seem to perceive any barriers for use of the IWMA.

From these results, it seems that the main barriers were likely to come from the factors

in their organisations at the non-early adopter stage. Also, the results indicate that the
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respondents at the early adopter hotels were likely to perceive fewer barriers regarding

the use of IWMA than the respondents at the non-early adopter hotels.

o In Australia, of the eight participating hotels, six respondents at Hotels 1, 3, 4, 5,
6, 7 did perceived barriers regarding the use of IWMA while two (2, 8) did not.

For the non-early adopter hotels, at Hotel 1 the barrier regarding the use of IWMA was
the budget to install wireless Internet. At two hotels (3, 5), both these respondents said
that computer breakdown or technological system problems would be major concerns if
most bookings were coming from the Internet and Web sites. Also, the respondent at
Hotel 4 claimed that when putting the price on the Web, the competitors looked at his
prices and set more special prices. This indicates that these hotel respondents perceived
barriers regarding the use of IWMA in terms of cost of investment to install wireless
Internet, technological system breakdown and difficulties of management with the hotel

room’s rates on the Web sites.

For the early adopter hotels, at Hotel 7, due to the policy of his hotel management (a
promotion with a best rate guarantee), the respondents claimed that it was very difficult
for his marketing team to operate the hotel room’s rates as most customers preferred to
find and book the cheaper rate. Moreover, if the hotel did not have a system for
checking the prices, there would be different hotel room’s rates on different Web sites
that may be cheaper than the price on his own hotel’s Web site as mentioned by the
respondent at Hotel 6. He also claimed that there was another problem of bookings
confusion from customers. In the words of the respondent at an early adopter Hotel 6:
.. There were two main types of online reservations offered by hotel Web sites: 1) some .Web sites
can confirm bookings immediately, and 2) other Web sites cannot confirm bookings immediately, but
only respond to the enquiries. Some customers think the booking has alrea_dy been confjlrme_d and
was not perceived as an enquiry. If the hotel sends the e-mail back saying the booking is not

confirmed, but the customers were already on the plane or coming to hotel, they arriveq to the hotel,
and there is no booking. ..then there are problems for the hotel...(Early Adopters: Interview 6).

This indicates that booking confusion, and difficulties of management with the hotel

r00m rates on the Web sites, was likely to be the major barriers for the extent of use of

IWMA in these early adopter hotels.
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From these cases, it seems that the barriers regarding the use of IWMA in these

Australian hotels were likely to be technical and management problems.

» Thus, based on these results, the implication is that the perceptions of barriers
regarding the use of IWMA were likely to be negative factors that influenced the extent
of use of IWMA in each country. In these Thai hotels, the major barriers for the use of
JWMA at the non-early adopters’ stage were likely to be basic problems, for example,
the difficulty in the use of the English language. For these Australian hotels it seems
that the major barriers were likely to be problems of management, for example,

difficulties of management with the hotel room’s rates and booking confusion.

In summary, the results indicate that technological innovation factors appear to

have an influence on the adoption of IWMA in these hotels in the two countries.

In Thailand, it was found that:

o The positive factors that influenced the extent of use of IWMA in these
hotels were the perceptions of benefits (cost saving, increased market potential),
compatibility (compatible with hotel employees’ work and customer’s demand),
and image (increasing customer’s confidence, improving customer 's services,
increasing hotel image, for example, look like International hotel).

o The negative factors that influenced the extent of use of IWMA in these
hotels were the perceptions of complexity (lack of experience and technical skill
for the use of INMA) and barriers regarding the use of IWMA (English language
barrier, lack of computer education, cost of updated information, computer
break down and security system problems).

e In terms of the non-early adopter and early adopter hotels: for these Thai
hotels that adopted IWMA at the early adopters’ stage perception of higher
benefits, fewer barriers and less complexity regarding the use of IWMA were

more likely than for the non-early adopter hotels.
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[n Australia, it was found that:

o The positive factors that influenced the extent of use of IWMA in these
hotels were the perceptions of benefits (cost saving and extending marker),
compatibility (compatible with hotel marketing and hotel services), and image
(increasing customer’s recognition and improving customer’s services).

o The negative factors that influenced the extent of use of IWMA in these
hotels were the perceptions of barriers regarding the use of IWMA (budgets for
installing the wireless, computer breakdown or technological system problems,
problem of bookings confusion from customers, problem of management of the
room rates on multiple Web sites). However, for most of these Australian hotels,
there was no perception of complexity regarding the use of IWMA in terms of
employees’ IS knowledge.

o In terms of non-early adopter and early adopter hotels, there was no difference
between the non-early adopter and early adopter hotels in the perceptions of

technological innovation factors regarding the use of IWMA

6.3.1.3 Environmental Factors

In this category, four factors regarding the use of IWNMA were studied. These factors

were 1) customer power, 2) competition intensity, 3) level of government support and

4) level of technology support. Each of these factors is discussed below.
1) Customer Power

¢ In Thailand, of the eight participating hotels, seven respondents (A, B, C,D,E,
F, H) said that the use of IWMA could meet their target customers’ demands.

For example, for the non-early adopter hotels, at Hotel D, most customers that booked
at the hotel via the Web were return guests and/or international customers. At two hotels
(B, C), most of their customers came from overseas, including online and offline
bookings. However, at Hotel G the respondent claimed that his target customers were
Thai people from the Government sector and about 90% of his customers used

telephone and fax for bookings at his hotel. From these results, it seems that distribution
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channel selection for these hotels was based on the demands of the hotel’s targeted

customers.

For the early adopter hotels, both respondents at Hotels E and F said that most
customers, who came from online bookings, were international customers and business
groups. In addition, at Hotel E the respondent highlighted that his hotel could set prices
at a higher rate for Internet customers than for customers who came from travel agents.
This highlights the possibility that most customers that make online bookings at these
hotels were likely to be international and business customers that had a potential buying

power.

These findings indicate that target customers and the demands from major customers
such as business groups and the Thai Government constitute an important factor
affecting the use of IWMA in the Thai hotels. It seems that customer’s buying power
online was an important factor to push more hotels at the early adopters’ stage to use

[IWMA than non-early adopter hotels.

o In Australia, of the eight participating hotels, all of the respondents said that
their major customers’ demand was an important factor for the use of IWMA.
Also, the target customers in most of these hotels were corporate and small and

medium business customers that preferred to use online bookings.

For example, for the non-early adopter hotels, at Hotel 1 online bookings came from
| leisure customers from overseas and other states of Australia and repeat guests.
Moreover, at Hotel 4 most their customers were corporate types, and preferred to book
online, whereas the leisure holiday market customers preferred to search for information
by the Internet and make a booking by phone. This highlights the possibility that the
drivers of the use of IWMA in these hotels arise from the business objectives in terms

of guest focus.
For the early adopter hotels, at Hotel 8 most customers came from overseas and other

states and cities in Australia, including about 40% of customers booked online, and

about 60% booked through travel agents. At Hotel 6 the major customers were
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corporate and government and about 50-60% of them used the Internet for bookings in
his botel. For Hotel 7, corporate customers made direct bookings via hotel Web sites,
whereas customers from travel agents made a booking via global distribution systems.
This indicates that most customers at these hotels seemed to prefer to make a booking

online.

From these cases, it seems that most business customers and international customers at
the participating hotels were likely to make a booking by the Internet and Web sites.
Most of these Australian hotels seemed to focus on business and corporate customers as
their target markets. In all of these Australian hotels, customer centricity and guest
focus were likely to be the key drivers for developing and implementing their use of the
IWMA indicating that customer power in terms of the major demand of target

customers was likely to be an important factor affecting their use of IWMA.

» Thus, based on these results, the Thai hotels at the early adopters’ stage were likely to
have higher demand regarding the use of IWMA from their customers than the non-
early adopter hotels. However, in Australia, customer power was likely to be a facilitating
factor for the use of IWMA in both the non-early adopter and early adopter hotels.

2) Competition Intensity

¢ In Thailand, findings show that there are two different views among the eight
respondents. Five respondents at Hotels A, B, D, E and F mentioned that if their hotels
did not have TWMA, it affected their competitiveness, whereas three respondents at
these hotels (C, G, H) believed that it did not affect their competitiveness.

Five respondents at Hotels A, B, D, E and F mentioned that if their hotels did not have

IWM4, it affected their competitiveness.

For example, for the early adopter hotels, the respondent at Hotel E mentioned if his
hotel did not have its own hotel Web site it would affect his hotel’s competitiveness
because the chances of the hotel being recognised by customers are reduced. Also,

hotels could not depend only on the customers that come from travel agents. If travel
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agents did not send customers, it affected the hotel business. This indicates that these

hotels were likely to face a high level of competition intensity.

However, three respondents at these hotels (C, G, H) believed that it did not affect their

competitiveness.

For example, for the non-early adopter hotels, at Hotel C the respondent said that it
might only affect his hotel image. Also, two respondents at Hotels G and H claimed that
it did not affect them a lot because most of their customers came from “offline”, for
example, international customers from travel agents or domestic customers from Thai
Government sectors. These findings imply that if these Thai hotels were certain to have
offline customers from the travel agents and Thai Government market, they did not need

to use IWMA.

From these results, it seems that these Thai hotels at the non-early adopters’ stage faced

alower level of competition intensity than the early adopter hotels.

¢ [In Australia, of the eight participating hotels, all of the respondents agreed that
if their hotels did not have IWMA, it affected their competitiveness.

For example, for the non-early adopter hotels, at Hotel 3 the respondent said that about
50% of hotels were using IWMA before his hotel installed it; therefore it was probably
very hard to do business. Similarly, two respondents at Hotels 1 and 2 claimed that if
their hotels did not have IWMA, it would affect their businesses since nearly all hotels
in Australia had IWMA implying that the use of IWMA is perceived as necessary for

doing hotel business in Australia.

For the early adopter hotels, the respondent at Hotel 6 mentioned that if any hotels did
not use Web sites, they were missing out on a lot of business that they could be getting,
as well as on cost savings, promotion and advertising. It seems that the use of IWMA

was likely to be a core hotel business strategy to increase competitive advantage.

From these results, it implies that most of these participating Australian hotels used

IWMA for increasing their competitive advantages. Thus, it may be inferred that
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competitiveness for these participating hotels was likely to be an important factor that
had encouraged the use of IWMA.

» Thus, based on these results, it seems that Thai hotels at the early adopters’ stage
perceived higher competition intensity than non-early adopter hotels. However, in
Australia, it seems that competition intensity was a facilitating factor for the use of

IWMA in both non-early adopter and early adopter hotels.

3) Level of Government Support

¢ In Thailand, of the eight participating hotels, all of these respondents agreed
that level of government support was the most important change agent to increase

and develop the use of IWMA in the Thai hotels.

All of the respondents expressed the wish for Thai Government intervention to increase

the knowledge of English and of computers for Thai students.

For example, for the non-early adopter hotels, the respondent at Hotel H pointed out
that most Thai people lacked knowledge of IT and the use of the English language.
Similarly, the respondent at Hotel B claimed that his hotel invested more and more on
this technology, but the staff did not have the know-how to use it. There was a gap
between the technology and the users. Also, he pointed out that most Thai people older
than 35 years lacked knowledge of how to use computers. It seems that the Thai
Government did not consider basic education regarding the use of English language and

computers as major problems for the use of IWMA.

All respondents expressed the wish for more government intervention, not only in terms
of education, but also in terms of improving and upgrading the technological

infrastructure.
For example, the respondent at Hotel D pointed out that infrastructure in Thailand was

not good enough to use these technologies because there were not enough telephone

lines in suburban areas. Similarly, the respondent at Hotel C mentioned that there were
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problems of inconsistency of speed, high humidity and no fibre optics of telephone
lines. Also, at an early adopter Hotel E the respondent claimed that there was no free
trade in Thailand; therefore, the price of the use of the Internet was still expensive. In

the words of the respondent at Hotel E:

... There are three main service providers that most people use. If people use telephone lines of
Company A., they cannot use the Internet of Company B... (Early Adopters: Interview E).

Furthermore, at two hotels (A, C), these respondents expressed the wish for
Government intervention to support the Thai tourism industry in terms of promotions

and creating demands.

Findings show that all of the respondents desire intervention by the Thai Government
for the use and development of IWMA. It seems that the level of Thai Government
support was likely to be an important factor affecting the use of IWMA in these Thai

hotels including non-early adopter and early adopter hotels.

o In Australia, findings show that there are two different views among the eight
respondents. Of the first view, six respondents at these hotels (1, 2, 3, 4, 5, 8) said
that Australia is a country that has advanced technologies and good infrastructure.
Most people in most areas in Australia could use the Internet from home lines. The

Australian Government had provided the hi-speed broadband, at a reasonable price.

~ Of the second view, four respondents at these hotels (2, 4, 6, 7) claimed that although
there were 20 different companies offering the Internet, there was only one big service
provider in Australia. More specifically, two of these respondents (6, 7) expressed the
wish for government intervention to increase the speed of the broadband Internet, and to
increase the network for Internet access in regional areas. In the words of two
respondents at Hotel 6 and Hotel 7:

...However, I think, for Australia one of the big problems is a lot of outlying and regior}al areas don’t

have proper Internet access, telephone network, and broadband. For example, hotels in Queenland,

they receive a lot of bookings from online and telephone. People, who live ‘about 100 kilometres
away from the hotel, cannot book hotels by the Internet... (Early Adopters: Interview 6).

... The problem in Australia is the slow broadband. Broadband in Australia is more expensive and

slower than U.S.A., Japan, and Korea. Broadband in U.S.A. is 100% cheaper than in Australia. There
was only one big supplier... (Early Adopters: Interview 7).
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This highlights the possibility that the respondents at the early adopter hotels in
Australia seemed to have more experience in, and knowledge of, the use of IWMA from

other countries than respondents at the non-early adopter hotels.

From these findings, it seems that Australian respondents at the early adopter hotels
were likely to desire intervention by the Government for the use of IWMA in terms of

extending the network, improving the speed of the broadband Internet, and opening free

trade of service providers than non-early adopter hotels.

»Based on these results, in Thailand, it seems that level of government support was a
facilitating factor for the use of IWMA in both non-early adopter and early adopter
hotels. In Australia, it seems that respondents at hotels at the early adopters’ stage
desired intervention from the Government to increase support for the use of IWMA

more than the respondents at the non-early adopter hotels.
4) Level of Technology Support

¢ In Thailand, as mentioned in the level of government support, all of the respondents
pointed out that there were problems of infrastructure for the use of IWMA in
Thailand, such as the problems of inconsistency of speed, high humidity, no fibre
optics of telephone lines and lack of enough telephone lines in suburban areas. This
indicates that the level of technology support regarding the use of IWMA was likely
to be a positive factor that influenced the extent of use of IWMA in these Thai hotels

including the early adopter and non-early adopter hotels.

o In Australia, two of these respondents (6, 7) expressed the wish Sfor government
intervention to increase the speed of the broadband Internet and to increase the
network for Internet access in regional areas. This indicates that these respondents
at early adopter hotels would like the Government to provide a higher level of
technology to support the use of IWMA more than the respondents at the non-early

adopter hotels.
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pBased on these results, in Thailand, it seems that level of technology support was a
facilitating factor for the use of IWMA in both the non-early adopter and early adopter
hotels. In Australia, it seems that the respondents at hotels at the early adopters’ stage
desired intervention from the Government to increase the technology support for the use

of IFMA more than the respondents at the non-early adopter hotels.

In summary, the results indicate that environmental factors in terms of customer
power, competition intensity, level of government support, and level of technology

support were likely to be positive factors that influenced the extent of use of

IWMA in these hotels in each country.

¢ In Thailand, the results indicate that Thai hotels that adopted IWMA at the early
adopters’ stage were more likely than non-early adopter hotels to have higher

pressure from their customers and higher pressure from their competitors.

¢ In Australia, the results indicate that the Australian hotels that adopted IWMA
at the early adopter stage were more likely than non-early adopter hotels to
require the intervention from the Government to increase the high level of

technologies for the extent of use of IWMA.

6.3.1.4 Summary of Findings of Factors Affecting the Use of IWMA in Thai and
Australian Hotels

Based on the above findings of the confirming interviews with respondents in eight
hotels in each country, the results indicate that there was a difference in factors affecting
the use of IWMA between: (1) the non-early adopter and early adopter hotels in each
country; and (2) the eight hotels in the two countries, as follows.

1) Non-Early Adopter and Early Adopter Hotels in Each Count

In terms of comparing factors affecting the use of IWMA between non-early adopter

and early adopter hotels in each country, it was found:
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o In Thailand, there were differences between early adopter and non-early adopter

hotels in seven factors, as shown in Table 6-2a.

Table 6-2a: Summary of Differences in Factors Affecting the Use of IWMA between
Early Adopter and Non-Early Adopter Thai Hotels

Early Adopter Hotels (N =2) Differences in Factors Non-Early Adopter Hotels (N = 6)

Higher Top Management Support Lower

Higher Organisational Readiness Lower

Higher Benefits Lower

Lower Complexity Higher

Lower Barriers Higher

Higher Customer Power Lower

Higher Competition Intensity Lower

Thai hotels that were at the early adopters’ stage were likely:
» to have higher support from their top management;

> to have higher readiness in terms of human, technical and financial

resources for the use of IWMA;

» to perceive higher benefits regarding the use of IWMA;

A7

to have higher pressure from their customers, and from their competitors;
» to perceive less complexity and barriers regarding the use of IWMA than

non-early adopter hotels.

These results provide some detailed support for hypothesis H2 (organisational,
technological innovation, and environmental factors have an effect on the adoption of

IWMA in Thai hotels) that was tested in Chapter 5 (section 5.6.1.1, pp. 151-154).

¢ In Australia, the results indicate that the Australian hotels that were at the early
adopter stage in their use of IWMA are larger in size, more likely to have higher
readiness in terms of financial, human, and technological resources and more likely
to require the intervention from the Government to increase the high level of
technologies for the extent of use of IWMA than non-early adopter hotels. The results
are summarised in Table 6-2b.

Table 6-2b: Summary of Differences in Factors Affecting the Use of IWMA between
Early Adopter and Non-Early Adopter Australian Hotels

| Early Adopter Hotels Differences in Factors Non-Early Adopter Hotels

| Bigger Size of Hotels Smaller

 Higher Organisational Readiness Lower

| Higher _ Level of Government Support Lower

[ Higher Level of Technology Support Lower
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These results provide some detailed support for hypothesis H3 (organisational,
technological innovation and environmental factors have an effect on the adoption of

[WMA in Australian hotels) that was tested in Chapter 5 (section 5.6.1.2, pp. 154-157).

(2) Comparison between Eight Hotels in the Two Countries

The results of comparing factors affecting the use of IWMA between eight Thai and
eight Australian hotels for these studies indicate that there was a difference in terms of

size of hotel, and complexity, as follows.
o Size of Hotel

> Australian hotels: it seems that the association between hotel size and the use
of IWMA was positive. Hotels that adopted IWMA at the early adopter stage
were medium and large-sized. Most non-early adopter hotels were smaller in size.

» Thai hotels: it seems that the association between hotel size and the use of
IWMA was mixed; hotels at the early adopter stage were large in size, whereas

some hotels at the non-early adopter stage were also large.

o Perception of Complexity

> Australian hotels: most of the employees in these Australian hotels were
computer literate and had skills in the use of IWMA. However, some older
Australian employees were not familiar with the use of IWMA indicating that
technical training was mostly required for older employees.

» Thai hotels: most employees had no experience or technical skills in the use of

IWMA and technical training was also required.

The results of comparison between the eight hotels in each of the two couniries are

summarised in Table 6-3.
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' The results of comparing factors affecting the use of IWMA between medium-

t

Chapter 6: Confirming Interviews

64 FACTORS AFFECTING THE ADOPTION OF IWMA BY SIZE AND TYPE
OF HOTEL: CROSS COMPARISON

This section provides the results of comparisons of the factors affecting the adoption of
IWMA between Thai medium-independent hotels and Australian medium-independent
hotels, and between Thai large-chain hotels and Australian large-chain hotels. The
results were also used to provide more detailed background in support of the hypotheses

H5 and H7, tested by means of the quantitative questionnaire survey data as follows:

H5: There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of type of hotel

management.
H7: There is a difference in the effects of the three main groups of factors: 1)

organisational, 2) technological innovation and 3) environmental, on the adoption

of IWMA between Thai and Australian hotels in terms of size of hotel.

6.4.1 Thai Medium-Independent and Australian Medium-Independent Hotels

independent hotels in the two countries indicate the differences in terms of (1) perceived
benefits, (2) competition intensity, (3) level of government support and (4) level of
technology support as shown in Table 6-4a.
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Table 6-4a: Summary of Factors with Differences between Thai and Australian Hotels by
Medium-Independent Hotels

Factors

Australia

Thailand

Medium-Independent Hotel (1)

Medium-Independent (C)

mgical Innovation Factors
i T

Benefits

Perceived both short-term direct and long-term
indirect benefits: for extending their market.

Perceived short-term direct benefits: cost saving,
reducing paper, saving time, reducing fax, reducing
cost of brochure and improved communication
efficiency.

Environmental Fac

tors

Competitjgn
intensity

Increasing market competitiveness: (if their
hotels did not have [WMA, it would affect their
businesses since nearly all hotels in Australia
had IWMA).

Not increasing market competitiveness: (if their
hotels did not have the IWMA, it did not affect

their competitiveness, but it might affect their hotel
image).

Level of
Government
*k

Support

Australia is a country that has advanced
technologies and good infrastructure.

® Promotion of Thai tourism industry (all
industries in Thai tourism are not linked together,
so if customers want to search information about
airlines, tours, and hotels in Thailand, sometimes
they need to open 7 Web sites to find information),
o Improve technological infrastructure (there were
problems of inconsistency of speed. high humidity,
and no fibre optics of telephone lines).

Level of
| Technology

Good infrastructure

Support**

¢ Improve technological infrastructure (there were
problems of inconsistency of speed, high humidity.
and no fibre optics of telephone lines).

**Factors with Differences between Thai and Australian Hotels regarding the Use of IWMA

Based on the findings in Table 6-4a, it may be inferred that:

{ ¢+ The manager of the Australian Hotel (1) perceived more benefits and higher

pressure from their competitors for the use of IWMA than the manager of the

Thai Hotel

(©).

» The reasons used to explain these differences were that nearly all hotels in Australia

had used the IWMA as mentioned by this Australian respondent. These reasons may

reflect the fact that this Australian medium-independent hotel perceived pressure from

the business’s market forces, and needed to use the IWNMA from fear of competitive

disadvantage more than this Thai medium-independent hotel did. Owing to the effect of

these market competitions, Australian hotels took these advantages to extend their

market. This is why Australian hotel samples perceived more benefits than Thai hotels

in terms of extending their market.

With respect to the level of government and technology support, it may be inferred that:

* The manager of the Australian Hotel (1) perceived higher support from his

Government in terms of providing higher level of technology support for the

use of IWMA than the manager of the Thai Hotel (C).
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»One plausible explanation, derived from the earlier questionnaire survey results, is
that medium sized hotels in Thailand were behind medium sized hotels in Australia in
the adoption of IWMA. This result indicates that this Thai medium-independent hotel
was at the non-early adopter stage, whereas this Australian medium-independent hotel
adopted IWMA at the early adopter stage. This may reflect the fact that the IT/ICT
infrastructure in Thailand was not mature enough for the use of the Internet and e-
commerce. The existence of environmental barriers in Thailand, including the poor
IT/ICT infrastructure, the poor integration of business process with information systems
and the problem of security concerns, was why most Thai hotel Web sites did not offer
the full function of e-commerce features (non-early adopters’ stage), as mentioned in
Chapter 4: an analysis of hotel Web sites. These findings were supported by UNCTAD
(2005) that developed countries and developing countries were at different stages of e-
business since the IT/ICT infrastructure in developing countries was not mature enough

for the use of the Internet and e-commerce.

It is clear that, compared to medium-independent hotels in Australia, this Thai medium-
independent hotel respondent desired intervention by the Thai Government for the use
and development of IWMA regarding the use of English language, computers,
improving and upgrading the technological infrastructure and opening free trade of
service providers. These findings indicate that the level of government support for the
use of IWMA was the most important factor in Thailand. Thus, the Thai Government
should increase its attention on improving the technology to make it more advanced and
to support resources for industries to connect together. Also, the Thai Government
should make a contribution to the greater use of IWMA in the Thai hotel industry
through promulgating English language knowledge and computer education, improving
infrastructure, opening free trade of service providers and promotion of the Thai tourism

industry.

642 Thai Large-Chain and Australian Large-Chain Hotels

P The results of comparing factors affecting the use of IWMA between a large hotel in

each of the two countries indicate that there was a difference in the barriers regarding
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the use of IWMA in terms of management of the room rates on multiple Web sites, as
shown in Table 6-4b.

Table 6-4b: Comparison of Factors Affecting the Use of IWMA between Thai and Australian

Hotels by Large Hotels
Factors Australia Thailand
Large-International Chain Hotel 7 Large-International Chain Hotel F
Barriers** Perceived Barriers: problem of management of the Not perceive barriers
room rates on multiple Web sites. This hotel had guaranteed the best price for
(Due to the policy of the hotel management with a best customers booking the hotel rooms via its own
rate guarantee. It was very difficult for his marketing hotel Web site. If customers found a cheaper
team to operate the hotel room’s rates as most customers | price on any other Web site, this hotel would
preferred to find and book the cheaper rate). return the moaey or discount the price.

s*factors with Differences between Thai and Australian Hotels regarding the Use of IWMA

From these results, it seems that these two hotels had a similar policy to guarantee the
best price for customers booking the hotel rooms via their own hotel Web site.
However, there were different opinions about the policy with a best rate guarantee. This
may be because the different respondents’ working positions of Thai general manager
~and Australian marketing director reflected the different opinions. Perhaps also there
was a different pattern of factors related to the use of IWMA between these two large
hotels in the two countries in terms of barriers including cultural differences. However,
the results for these two large-chain hotels also indicate that hotels with perceived
sufficient human, technological and financial resources would be successful in the use

of INMA at the early adopter stage.

6.5 CONCLUSIONS

This chapter has provided an investigation into eight hotels in Thailand and eight hotels
in Australia to provide more details for supporting the hypotheses tested (H2, H3, HS

and H7) in chapter 5 and so also to answer Research Questions 2 and 3.

Research Question 2: What are the potential factors affecting the adoption of Internet
and Web based marketing activities (IWMA) in Thai and Australian hotels?
Information about the different facilitating and inhibiting factors affecting the adoption
of INMA into eight hotels in each country was obtained. Factors affecting the use of
IWMA in the non-early adopter and early adopter hotels were also reported.
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Research Question 3: Does the adoption of Internet and Web based marketing activities
(IWMA) differ between Thai and Australian hotels? If there is a difference, “How does
the adoption and implementation of Internet and Web based marketing activities
(IWMA) differ between Thai and Australian hotels, and what factors are causing this
difference? Comparison of the factors affecting the use of IWMA: (1) between large-

chain hotels; and (2) between medium-independent hotels in the two countries provided
information in details.

The above findings from the confirming interviews can be summarised with two

tentative conclusions to support findings from the quantitative questionnaire survey
data.

Firstly, in Thailand, environmental factors in terms of level of government support for
improving IT infrastructure, promulgating English language knowledge and computer
education had played a major role for the use of IWMA. For organisational factors, the
most important factor associated with the use of IWMA appears to be associated with
‘the organisational readiness in terms of budget and employees’ IS knowledge. Also, the
complexity of the use of IWMA in terms of lack of technical experience and skills was a

major problem in the Thai hotels.

Secondly, in Australia, environmental factors in terms of competitive intensity, and
customer power had driven most of the hotels to use IWMA. Organisational readiness
in terms of installing advanced technologies appeared to be the most important factor
among organisational factors. The major barriers regarding the use of IWMA in the
Australian hotels were related to installing sophisticated technologies and the

management of their hotels.

The next chapter (7) will present the discussion and conclusions for this study.
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CHAPTER SEVEN
DISCUSSION AND CONCLUSIONS

71 INTRODUCTION

This last chapter brings this study to a conclusion on the adoption and diffusion of the
Internet and Web technologies in the context of hotel marketing in Thai and Australian
hotels. It is organised into five sections. The first section presents the research aims
including research questions and hypotheses. In the second section, the three stages of
the research process including the research methods used are summarised. The summary
of results for answering the three research questions and hypothesis testing is presented
and discussed in the third section. In the fourth section, implications and
recommendations are offered. Finally, limitations and future research directions are

discussed and identified.

7.2 RESEARCH AIMS

Despite the growing importance of the use of the Internet as a marketing tool in the
hotel industry, the factors that affect the adoption of IWMA by the hotel industry have
not yet been fully investigated. Under these circumstances, the general aim of this study
was to explore factors affecting the adoption of the Internet and Web technologies for
hotel marketing in Australian and Thai hotels. As mentioned in Chapter 1, this study
also focused on four specific aims. Hence, the following three research questions were
formulated and developed as the guide for the research design in order to achieve the

aim of this study.

Firstly, to what extent have Thai and Australian hotels adopted and implemented the
Internet and Web based technologies in their marketing activities? (These questions are

formulated from research specific aims 1.4.1 and 1.4.2).
Secondly, what are the potential factors affecting the adoption of Internet and Web

based marketing activities IWMA) in Thai and Australian hotels? (These questions are

formulated from research specific aims 1.4.3 and 1.4.4).
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Finally, does the adoption of Internet and Web based marketing activities (IWMA)
differ between Thai and Australian hotels? If there is a difference, “How does the
adoption and implementation of Internet and Web based marketing activities (IWMA)
differ between Thai and Australian hotels, and what factors are causing this

difference?” (These questions are formulated from research specific aims 1.4.2, 1.4.3
and 1.4.4).

As the Internet and Web technologies are relatively recent technological innovations,
this study, (1) utilised the innovation theory in developing the research model of the
adoption of Internet and Web based marketing activities by hotels, and (2) incorporated
those factors affecting the use of IT in an organisation, which were derived from the
organisational innovation and hospitality industry literature. The proposed research
model provides the foundation for empirical investigation of the research questions in

this study.

In order to achieve the aims of this study, seven hypotheses were formulated from the

three research questions as follows:

Research Question 1: Hypothesis H1
H1: Thai and Australian hotels differ in the extent to which they use IWMA.

Research Question 2: Hypotheses H2 and H3

H2: Organisational, technological innovation and environmental factors have an
effect on the adoption of IWMA in Thai hotels.

H3: Organisational, technological innovation and environmental factors have

an effect on the adoption of IWMA in Australian hotels.

Research Question 3: Hypotheses H4, HS, H6 and H7

H4: There is a difference between Thai and Australian hotels in terms of type of hotel
management: (a) independent management and (b) chain management, in the
extent to which they use IWMA.

HS: There is a difference in the effects of the three main groups of factors: 1)

organisational, 2) technological innovation and 3) environmental, on the adoption
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of IWMA between Thai and Australian hotels in terms of the type of hotel
management (independent or chain management which is dependent on the results
from Hypothesis 4).

H6: There is a difference between Thai and Australian hotels in terms of size of hotel:
(a) small, (b) medium and (c) large hotels, in the extent to which they use IWMA.

H7: There is a difference in the effects of the three main groups of factors: 1)
organisational, 2) technological innovation and 3) environmental, on the adoption
of IWMA between Thai and Australian hotels in terms of size of hotel (dependent
on the results from Hypothesis 6).

7.3 RESEARCH METHOD

An analysis of hotel Web sites, a quantitative questionnaire survey and confirming
interviews were employed in combination as the research methods for this study, and
the research was conducted in three stages to accomplish the research aims and answer

the research questions.

The first stage involved a quantitative method of analysis of the information provided
on hotel Web sites in the two countries based on a representative sample of 206 Web
sites including 107 Thai hotel Web sites and 99 Australian hotel Web sites. Two
checklist instruments were used to measure and evaluate the richness of specific
information, which as a whole constituted the information services offered through the
Web. These instruments were used to summarise the findings and aimed to answer

Research Questions 1 and 3 and partially support hypotheses H1 and H4.

For the second stage, the quantitative survey method using structured, closed item
questions, was the main method implemented to test the model (see Figure 2-4, p. 48)
and all of the hypotheses (H1- H7), and to provide answers to Research Questions
1,2 and 3. A quantitative investigation was undertaken of 143 Australian hotels in
Sydney, Melbourne and Brisbane and 152 Thai hotels in Bangkok, Phuket and Chiang
Mai over the time period February to July 2005. The senior managers including
managing directors, general managers or marketing directors of the hotels, who made
the decisions regarding the hotel marketing activities, were selected to rate their

agreement/ disagreement about factors affecting the use of IWMA in their hotels.
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In the last stage, the confirming interviews were chosen as a supplementary method to
investigate the factors affecting the use of IWMA in hotels and provide information for
answering Research Questions 2 and 3, and to provide support for hypotheses H2, H3,
H5 and H7. This was done with eight senior hotel managers in each country. Eight
participating hotels in each country were selected from a pool of hotels in the sample
that had been involved in the earlier quantitative questionnaire survey research in the

second stage of this study designed to establish the profile of Thai and Australian hotels
using IWMA.

7.4 MAJOR FINDINGS

In this section, the results of hypothesis testing for answering each research question are

presented.

7.4.1 Research Question 1:
To what extent have Thai and Australian hotels adopted and implemented the Internet
and Web based technologies in their marketing activities?

In order to answer this question, a two-step analysis was conducted. Firstly, a cross-
sample comparison between Thai hotel Web sites and Australian hotel Web sites was
conducted. Secondly, using the quantitative survey data, the extent of use of Internet
and Web technologies for their hotel marketing was compared between Thai hotels and
Australian hotels.

7.4.1.1 Differences in the Use of Web Technology for Hotel Marketing

For comparing hotel Web sites across the two countries, the chi-square test was used to
test for differences in features between the 107 Thai hotel Web sites and the 99
Australian hotel Web sites. The results indicate that there was a significant difference
between hotels in the two countries in their use of Web technology for their hotel
marketing. That is:
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o Australian hotels provided significantly more features on their Web sites than
Thai hotels did, particularly in relation to tourism information, reservation
functions, and a secure payment system. However, a multilingual feature was

provided on more Thai hotel Web sites than on Australian hotel Web sites.

o Thai hotels lagged significantly behind Australian hotels in providing features
that can meet customer’s information needs, namely in relation to security of
personal information, immediate confirmation of reservation, nearby attractions or

businesses, room rate, room availability and directions to find the hotel.
74.1.2 Differences in the Extent of Use of IWMA between Thai and Australian Hotels

Using quantitative survey data, the extent to which they used Internet and Web
technologies for their hotel marketing was compared between the 152 Thai hotels and
the 143 Australian hotels utilising the chi-square test. Findings indicate that the extent

of use of IWMA was significantly different between the hotels across the two countries.

o Thai hotels lagged behind Australian hotels in using IWMA, as indicated by the
significant Zz (chi-square test, pp. 141-142). The gap between Thai hotels and
Australian hotels is particularly noticeable for e-commerce functions, e.g.
confirming bookings immediately, receiving payment by a security system, and
completing transactions on their Web site. This finding indicates that more of the
Australian hotels than Thai hotels had adopted IWMA and were early adopters.

Thus, combined together, the cross-sample comparison of hotel Web sites and the
extent of use of IWMA lead to the conclusion that Thai and Australian hotels differ in
the extent to which they use IWMA, supporting hypothesis H1. The gap between Thai

hotels and Australian hotels in the use of IWMA may be explained by the results of the
confirming interviews when respondents mentioned that the IT/ICT infrastructure in
Thailand was not mature enough for the use of Internet and e-commerce. Findings from
this study confirm that the use of IWMA was more advanced in Australian hotels than
in Thai hotels. Also, the results of this study seemed to support the report of the
Australian Government/Department of Foreign Affairs and Trade (2004) that more than
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60 percent of Australian businesses were online using the Internet to receive orders

while more than 55 percent used it to make purchases.

1.4.2 Research Question 2:

What are the potential factors affecting the adoption of IWMA in Thai and
Australian hotels?

For this question, using the quantitative survey data, a two-step analysis was conducted.

Firstly, three main groups of factors in the proposed research model, organisational,
technological innovation, and environmental that influenced the adoption of IWMA in each
country were investigated by using four statistical analyses (see section 5.6.1, pp. 149-159):
1) multivariate analysis of variance (MANOVA); 2) one-way analysis of variance
(ANOVA); 3) discriminant function analysis (DFA); and 4) the t-test. The findings are
summarised in section 7.4.2.1. Secondly, using a matched sample in order to isolate all
- possible mediating variables, factors affecting the adoption of IWMA among large-
chain hotels in the two countries were investigated utilising the t-test (see Table 5-12c,

p. 168). The findings are summarised in section 7.4.2.2.

In addition, the findings from confirming interviews with eight hotel managers in each
country were used to support and supplement the results from the quantitative

questionnaire survey.
7.4.2.1 Factors Affecting the Adoption of IWMA in Thai and Australian Hotels

Findings from the quantitative survey data indicate that organisational, technological
innovation, and environmental factors had an effect on the adoption of IWMA in Thai

and Australian hotels. That is:

o For Thai hotels: organisational factors of size of hotel and organisational
readiness, technological innovation factors of perceived benefits and

compatibility, and environmental factors of customer power and level of

government support had an effect on the adoption of IWMA. This provides
support for hypothesis H2.
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o With regard to Australian hotels: organisational factors of size of hotel, top
management support, CEQ'’s attitude and CEQ's IS knowledge, technological
innovation factors of compatibility, and environmental factors of customer

power, competition intensity and level of technology support had an effect on
the adoption of INMA. This provides support for hypothesis H3.

In accordance with these findings, the results from the confirming interviews illustrated

that:

For Thai Hotels

The positive factors that influenced the extent of use of INMA in these Thai
hotels were almost all factors that had been included in the research model, with
the exception of size of hotel, the perception of barriers and complexity
regarding the use of INWMA.

The negative factors that influenced the extent of use of IWMA in these Thai
hotels were the perceptions of complexity (lack of experience and technical skill
Jor the use of IWMA) and barriers regarding the use of IWMA (English
language barrier, lack of computer education, cost of updated information,
computer breakdown and security system problems). Most employees in Thai
hotels had no experience or technical skills in the use of INMA.

It seems that the association between size of hotel for these Thai hotels and the

adoption of INVMA was mixed.

It can be observed that the level of government support in terms of improving IT

infrastructure, promulgating English language knowledge and computer education was

the most important change agent to increase and develop the use of IWMA in Thai

hotels. Organisational readiness in terms of cost of the investment and employees’

information system (IS) knowledge were likely to be important factors that had direct
influence the use of IWMA in Thai hotels. Thai hotels in this sample that adopted

IWMA and were at the early adopters’ stage were more likely to be in a higher state of

readiness, to perceive higher benefits regarding the use of IWMA in terms of cost

saving, and increased market potential, and to have higher pressure from their

customers than the non-early adopter hotels.
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For Australian Hotels

o The positive factors that influenced the extent of use of INMA in these Australian
hotels were nearly all factors that had been included in the research model, with
the exception of the perception of barriers regarding the use of IWMA. The
Australian hotels that were at the early adopter stage in their use of INMA were
larger in size, more likely to be in a higher state of readiness in terms of financial,
human and technological resources, and more likely to require intervention from
the Government to increase the high level of technologies for the extent of use of
IWMA than non-early adopter hotels.

o The negative factors that influenced the extent of use of INMA in these hotels
were the perceptions of barriers regarding the use of IWMA (budgets for
installing the wireless, computer breakdown or technological system problems,
problem of bookings confusion from customers, problem of management of the
room rates on multiple Web sites). However, for most of these Australian hotels,
there was no perception of complexity regarding the use of IWMA in terms of
employees’ IS knowledge. Most of the employees in these Australian hotels were
computer literate and had skills in the use of INMA.

Based on the findings of this study, the model for adoption of IWMA by Australian
hotels has been refined, to consist of 1) size of hotel, 2) top management support, 3)
CEO’s attitude, 4) CEO’s IS knowledge, 5) compatibility, 6) customer power, 7)
competition intensity and 8) level of technology support. Similarly, the model for
adoption of IWMA by Thai hotels being delivered from this study now consists of 1)
size of hotel, 2) organisational readiness, 3) perceived benefits, 4) compatibility, 5)
customer power and 6) level of government support. The model for adoption of
IWMA that was delivered from findings of this study in each country can provide

guidance for hoteliers to evaluate and improve their use of IIWMA.

Figure 7-1 shows the model for adoption of IWMA that was delivered from the findings
of this study in each country.
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Although the confiming interviews with hotel managers in each country have provided
more explanatory details to elaborate on the findings from the quantitative survey, it is
difficult to generalise to the entire hotel population because of the limitation imposed by

the small number of interview respondents from the hotels in both countries.

74.2.2 Factors Affecting the Use of IWMA among Large-Chain Hotels

Factors affecting the adoption of IWMA among large-chain hotels in the two countries
were investigated utilising the ¢-test. The results show that:

o There was a significant difference between early adopter and non-early adopter
hotels among large-chain hotels in the two countries in the perception of

compatibility regarding the use of IWMA.

This indicates that respondents from the early adopter large-chain hotels in the two
countries seemed to perceive higher compatibility regarding the use of IWMA than those
from the non-early adopter hotels, and this provides support for hypotheses H2 and H3.

Based on the above results, organisational, technological innovation and environmental
factors have an effect on the adoption of IWMA in the hotels in the two countries and

hence provides support for hypotheses H2 and H3. These findings are consistent with

technological innovation theories that organisational, technological innovation and
environmental factors can influence innovation adoption in an organisation. In
addition, findings from quantitative survey data show that three factors, namely size of
hotel, compatibility and customer power have an effect on the adoption of IWMA in
hotels in the two countries. Early adopter hotels in each country seemed to be larger,
were more likely to perceive higher compatibility regarding the use of IWMA and
experienced higher customer power than non-early adopter hotels. Findings from this
study indicate that compatibility was the best predictor for discriminating between

hotels at the non-early adopter and early adopter stages in the two countries.
These findings also confirm conclusions from previous research studies that businesses
that are bigger in size are more likely to adopt information technology (IT) (e.g. Thong

and Yap, 1995; Thong, 1999). In addition, hospitality research has shown that larger
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organisations tend to adopt innovations faster than small organisations do (Siguaw et
al., 2000; Murphy et al., 2003). In terms of compatibility, results from this study support
Rogers’ (1995) suggestion that compatibility of an innovation with a previously
introduced idea can influence the adoption of innovation, and is in agreement with the
reports of previous studies (Moore and Benbasat, 1991; Tan and Teo, 2000; Seyal and
Rahman 2003) that compatibility is associated with the adoption of innovation in an
organisation. In terms of customer power, in all of these hotels, customer centricity and
guest focus were key drivers for developing and implementing their use of IWMA. This
finding is consistent with other studies (e.g. Buhalis and Main, 1998) that reported that
customer demand is the pull factor for small and medium hospitality organisations
(SMHO:s) to use IT. Specifically, Yeh et al. (2005) found that business travellers had

positive perceptions and needs towards hotel e-commerce and IT applications.

7.4.3 Research Question 3:
Does the adoption and implementation of Internet and Web based marketing
activities differ between Thai and Australian hotels?
If there is a difference, how does the adoption and implementation of Internet and
Web based marketing activities differ between Thai and Australian hotels, and

what factors are causing this difference?
In order to answer this question, a three step analysis was conducted.

Firstly, using the data collected from the analysis of hotel Web sites, cross-sample
comparisons were made 1) between independent Thai hotel Web sites and independent
Australian hotel Web sites, 2) between chain Thai hotel Web sites and chain Australian
hotel Web sites by applying the chi-square test. In addition, using the quantitative survey
data, cross-sample comparisons between the hotels across the two countries by the type of
hotel management and the extent of use of IWMA were made using the chi-square test. In

this way hypothesis H4 was tested. The findings are summarised in section 7.4.3.1.

Secondly, for testing hypothesis H6, using the quantitative questionnaire survey data,

cross-sample comparisons between the hotels across the two countries in terms of three
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sizes of hotels (small, medium and large) and the extent of use of IWMA were carried

out utilising the chi-square test. The findings are summarised in section 7.4.3.2.

Finally, matched samples of size and type of hotels in the two countries were utilised in
order to isolate all possible mediating variables, in order to compare managers’ views
regarding factors affecting the use of IWMA across hotels in the two countries. A
comparison of the factors affecting the adoption of IWMA between hotels in the two
countries was made using the data from the large-chain hotels that were at the early
adopter stage. MANOVA was used for these comparisons and for testing hypothesis
H7. The independent hotels and chain hotels in medium-sized hotels in the two countries
provided matched samples large enough to compare the factors affecting the use of
IWMA between medium sized hotels across the two countries. The ¢-test was then used

for the comparisons and hence for testing hypotheses HS and H7. The findings are

summarised in section 7.4.3.3.
7.4.3.1 Differences in the Use of IWMA by Type of Hotel Management

Findings from the analysis of independent hotel Web sites in the two countries indicate
that there was a significant difference between independent hotels in the two

countries in the use of Web technology for their hotel marketing.

e More Australian than Thai independent hotel Web sites provided significantly
more features and information that met customer’s needs. In addition, there was
no significant difference in the provision of features and information that met

customer’s needs between chain hotels in the two countries.

Findings from the quantitative questionnaire survey data indicate that there was a
significant difference in the extent of use of IWMA across the independent hotels in

the two countries.
o More Australian independent hotels than Thai independent hotels that

adopted IWMA were at the early adopter stage. However, these findings confirm

that there was no significant difference evident in the extent of use of IWMA
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between chain hotels in the two countries. This implies that most chain hotels in
the two countries over the time period of collecting data including the analysis
of hotel Web sites, and quantitative questionnaire survey (January 2004 to July
2005) were likely to be part of the same chain hotel management, and thus, in

fact, was the case.

Thus, by combining these findings, it may be concluded that there was a difference
between Thai and Australian hotels in terms of independent management in the extent

to which the hotels used IWMA. This provides partial support for hypothesis H4.

7.4.3.2 Differences in the Use of IWMA by Size of Hotel

Findings from cross-sample comparisons between the hotels across the two countries in
terms of three sizes of hotels (small, medium and large) and the extent of use of IWMA

indicate that

e There were significant differences between the medium Thai and Australian
hotels and also between the large-sized Thai and Australian hotels in the extent
to which they used IWMA.

However, no significant difference was found for the extent to which they used IWMA
between the small hotels in the two countries. These findings provide partial support for
hypothesis H6: there is a difference between Thai and Australian hotels in terms of

medium hotels, and also in terms of large hotels in the extent to which they used IWMA.

7.4.3.3 Factors Affecting the Use of IWMA across Hotels in the Two Countries

For Large-Chain Hotels with Early Adopter Stage

Findings from the quantitative questionnaire survey data indicate that:

e No statistically significant differences were found in terms of factors affecting
the use of IWMA between large-chain hotels that were at the early adopters’

stage in the two countries.
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This result provides partial support for null hypothesis H7: there was no difference in

the effect of three main groups of factors: organisational, technological innovation and

environmental, on the adoption of INMA between large hotels in Thailand and Australia.

However, findings from the confirming interviews illustrate that:

» There was a possible difference between large-chain hotels that were at the early
adopter stage for the barriers regarding the use of INMA in terms of management
of the room rates on multiple Web sites. Although, there were different opinions
about the policy with the best rate guarantee, it could be concluded that hotels
with perceived sufficient human, technological and financial resources would

be successful in the use of IWMA at the early adopter stage.

For Medium-Sized Hotel

Medium-Independent Hotels: findings from the quantitative questionnaire survey
indicate that there was a significant difference in factors affecting the adoption of

IWMA between medium-independent hotels in Thailand and Australia. That is:

o Medium-independent hotels in Australia were more likely than Thai medium-
independent hotels to have CEOs who were knowledgeable about the use of
IWMA and were more likely to perceive greater pressure from their customers.

o The number of medium-independent hotel managers who agreed that the use
of IWMA could help the image of their hotels in Thailand is greater than those

in Australia.

In accordance with these findings, the results of confirming interviews of comparing
factors affecting the use of IWMA between medium-independent hotels in the two

countries indicate that:

o The Thai medium-independent hotels were at the non-early adopter stage,
whereas the Australian medium-independent hotels were at the early adopter

stage. These may reflect the fact the IT/ICT infrastructure in Thailand was not
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mature enough for the use of Internet and e-commerce. It is clear that,
compared to medium-independent hotels in Australia, the Thai medium-
independent hotel respondents desired intervention by the Thai Government for
the use and development of INMA in relation to the use of English language and
computers, the improvement of the technological infrastructure and the
endorsement of opening free trade service providers. Respondents from the
Australian medium-independent hotels more than from the Thai medium-
independent hotels perceived pressure from their business’s market forces, and
needed to use IWMA from fear of competitive disadvantage. Due to the effect of
competition in markets, Australian hotels took advantage of IWMA to extend

their markets.

From these results (quantitative survey and confirming interviews), it is clear that there
was a significant difference in factors affecting the adoption of IWMA between
medium-independent hotels in Thailand and Australia. These results provide partial
support for hypothesis HS.

Medium-Chain Hotels: findings from quantitative questionnaire survey data indicate that:

e Medium-chain hotels in Thailand were more likely to perceive a positive effect

on the image regarding the use of IWMA than medium-chain hotels in Australia.

However, due to the small sample size of medium-chain hotels in Thailand, one must be

cautious when attempting to generalise this result.

Thus, combining the results of medium-independent and medium-chain hotels from the
quantitative survey data, it may be concluded that there were three factors for which
there were significant differences between medium-sized hotels in the two countries:
1) CEO’s IS knowledge, 2) image and 3) customer power (see Tables 5-13a and 5-13b,
p. 170). These results provide partial support for hypothesis H7.
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7.5 CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS

This study has direct implications for both research and practice in the field of Internet
and e-commerce and the hospitality industry.

7.5.1 Implications and Recommendations for Research

o The findings of this study indicate that there was a significant difference between
hotels in the two countries in their use of Web technology for their hotel marketing.
In Thailand, the results indicate that the use of the Internet and Web technologies by Thai
hotels was primarily for advertising, not for a fully interactive site providing the full range
of marketing functions particularly e-commerce features and services. In Australia, the
findings show that Australian hotels provided full e-commerce sites. Most Australian hotels
had their own Web sites for receiving online bookings, and provided secure payment

systems. Specifically, they could give confirmation of bookings immediately.

The findings from analysis of hotel Web sites contribute to help researchers to better
understand the use of hotel Web sites in developing and developed countries. This study
provides improved knowledge about the success of hotel Web sites from the marketing
perspective. Future research can utilise these findings as a reference for comparing and
extending the analysis of hotel Web sites in other countries. In addition, results from
this study show that online bookings and secure payment systems were not provided on
most hotel Web sites in Thailand. In fact, “trust” is an important phenomenon in the
consumer’s mindset with regard to purchasing services online (McCole, 2002). It seems
that these Thai hotel managers did not know how much value would be added to their
hotels, if they invested more money in the development of full features of e-commerce.
Thus, it is recommended that a value analysis model of IWMA adoption in hospitality
industry might be another topic for future research.

* The findings of this study indicate that organisational, technological innovation and
environmental factors had an effect on the adoption of IWMA in Thai and Australian
hotels. The model for adoption of INMA by Australian hotels has been refined, to consist
of 1) organisational factors with regard to size of hotel, top management support, CEO's
attitude and CEO’s IS knowledge, 2) technological innovation factors with regard to
compatibility and 3) environmental factors with regard to customers power, compelition

intensity and level of technology support. Similarly, the model for adoption of IWMA by
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Thai hotels being delivered from this study now consists of 1) orgamisational factors with
regard 1o size of hotel and organisational readiness, 2) technological innovation factors

with regard to perceived benefits and compatibility and 3) environmental factors with

regard to customer power and level of government support.

An important implication of this research is that this study is one of among only a few
which have empirically tested the model of adoption of IWMA in the context of the
hotel industry in Thailand and Australia. Therefore, this study contributes new
knowledge to the research literature and researchers. Also, the findings of this study can
be utilised as a guideline for future study that is intended to examine the phenomenon in
other Asia Pacific settings. More specifically, the findings of this study have also
validated the theory that technological innovation adoption, as it is widely applied in
other industries in North American or European countries, is applicable in the context of
the hotel industry. Consequently, it is hoped that researchers in the field of the Internet
and e-commerce in the hospitality industry will use the proposed model and the

important variables of this study and test them in various situations.
7.5.2 Implications and Recommendations for Practice

This study provides important implications for both hotel management and

policymakers in the Thai and Australian hotel industries.
7.5.2.1 For Hotel Management in the two Countries

* Findings from analysis of hotel Web sites show that Australian hotels provided
significantly more features on their Web sites than Thai hotels did, particularly in relation
{0 tourism information, reservation functions and a secure payment system. However, a
multilingual feature was provided on more Thai hotel Web sites than on Australian hotel
Web sites. Thai hotels lagged significantly behind the Australian hotels in providing
Jeatures that can meet customer’s information needs, namely in relation to security of
personal information, immediate confirmation of reservation, nearby atiractions or

businesses, room rate, room availability and directions to find the hotel.

Findings from analysis of hotel Web sites in the two countries can be applied to hotel

businesses for developing or improving their own hotel Web sites for their marketing
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activities. Hoteliers in both countries should fully utilise the 32 features within the seven
categories of basic information, e-commerce, promotions, service offering, secondary

information, technology and management functions to be more effective as follows:

o Hoteliers should update information on the hotel Web sites consistently by
providing the date when the Web pages were last updated since customers do not
come back to a static Web site.

o The provision of tourism information, for example about nearby attractions or
businesses and directions to find the hotel, should be provided on the Web, which
could encourage customers to select the hotel.

o Offer opportunities for the customer to interact with the Web site through (1) the
provision of secondary information such as linking to partners and searching
capabilities (2) the provision of value added features such as providing special
rewards including coupons and free gifts on the site.

* Hoteliers should provide services such as e-mail newsletter, frequently asked
questions, online forum and frequent visitor program on the hotel Web site in order
to enhance the customer relationship and two-way communication.

¢ In order to increase the attractiveness of the Web site, hoteliers should use Web
designs that include multimedia, audio and video.

¢ Hoteliers should take advantage of technology by providing information for
downloading including a brochure, corporate information, fact sheets and hotel
maps on the site in order to save costs of printing.

¢ Thai hotels should develop their e-commerce Web sites to enable complete
transactions online through a secure internal channel. In order to meet customer’s
information needs including immediate confirmation of reservation, security of
personal information, provision of room rates, and room availability appropriate
Web sites features should be set up which could inspire trust and increase the
customer’s confidence in the hotels.

¢ Australian hotels could improve their Web sites by providing value-added features
in the provision of multilingual facilities, which could extend their target market to
specific countries. A special room rate should be provided on the site in order to

encourage their customers to book their hotels.

239



Chapter 7: Discussion and Conclusion

Overall, in order to be successful, the technological designs, value-added information
and services, and development of full e-commerce Web sites must be integrated with
the hotel’s marketing activities. The appropriate Web site design and development

should be developed from the marketing perspective to differentiate the design to meet

customer information needs.
7.5.2.2 For Hotel Management in Thailand

* Findings from the quantitative questionnaire survey and the confirming interviews
indicate that the organisational factor of organisational readiness and the environmental

Jactors of customer power and level of government support had an effect on the adoption of
IWMA in Thai hotels.

This study highlights the importance of organisational readiness, customer power and
level of government support in influencing the adoption of IWMA in Thai hotels. Hotel
executives should consider their organisational and environmental readiness for the use
of IWMA. This study shows that organisational readiness in terms of IT skills and
knowledge and English language play a major role in influencing the development of
the use of IWMA in the Thai hotel industry. Most hotels at the early adopter stage (e.g.
international chain hotels) strongly support IT deployment such as the existence of IT
staff and an IT department, having a training room for hotel staff to practice the use of
the computer and a high level of IT investment such as having their own server.
However, knowledge-based skills and technologies required for the adoption of IWMA

cannot be acquired immediately.

Hence, hotel executives should allot time and attention to their organisational readiness
for the use of IWMA and need to show continuous support and commitment to the use
of IWMA in all relevant processes. Specifically, in order to increase employees’
empowerment, hoteliers should encourage and develop their employees’ IT skills and
knowledge to be in place ready and prepared for facing the competition in the
“information age”. Since the customer and market competitiveness are the drivers of the
use of IWMA, it follows that hoteliers need to continuously monitor customer demand
and their competitive environment to understand the impact of changes in the market by

using IWMA. This study also suggests that IWMA is a key technology driving hotel
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business in a current competitive environment; therefore, the hotels that adopt IWMA at
the earlier stage can extend their reach to their target customers, meet the needs of use of

IWMA of consumers and enhance their competitive position.

7.5.2.3 For Policymakers in Thailand

o Findings from the confirming interviews indicate that the IT/ICT infrastructure in

Thailand was not mature enough for the use of the Internet and e-commerce.

This study shows that many Thai hotel managers at the early adopters and non-early
adopters’ stages of IWMA desire intervention by the Thai Government for the use and
development of IWMA regarding the use of English language, computers, improving
and upgrading the technological infrastructure, and opening free trade of service
providers. Hoping to be a leader in the tourism industry, the Government should
increase its attention on improving the technology to make it more advanced and to
provide resources for each of the industries to connect together. Hence, the Thai
Government should make a contribution to the greater use of IWMA in the Thai hotel
industry through promulgating English language knowledge and computer education,
improving infrastructure, opening free trade of service providers and promotion of the

Thai tourism industry.
7.5.2.4 For Hotel Management in Australia

¢ Findings from the quantitative questionnaire survey indicate that environmental factors
of customer power, competition intensity and level of technology support had an effect on
the adoption of IWMA in Australian hotels. The findings from the confirming interviews
indicate that Australian hotels that were at the early adopter stage in their use of IWMA were
more likely to be in a higher state of readiness than non-early adopter hotels.

In Australia, clearly, environmental factors in terms of competitive intensity, customer
power and level of technology support have driven most hotels to use IWMA. The
findings from the confirming interviews indicate that organisational readiness in terms
of installing advanced technologies was the most significant factor among

organisational factors. Hence, Australian hotel managers should consider their
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organisational and environmental factors for the use of IWMA. Findings from this study
suggest that hotel managers need to show continuous support and commitment and put
in place relevant processes to govern their IWMA. In addition, hoteliers should
continuously monitor their competitive environment to understand the impact of
changes in the market on their strategies and approach to IWMA. Due to the maturity of
IT infrastructure, as mentioned by the Australian respondents, hotel managers should
take advantage of this by assessing the efficiency of their technologies and provide

advanced technologies for the use of IWMA in order to improve their competitive

position and customer service.
7.5.2.5 For Policymakers in Australia

¢ The findings from the confirming interviews indicate that most Australian hotel
managers at the early adopter and non-early adopter stages desired intervention by the
Government for the use of INMA in terms of extending the network, improving the speed of
the broadband Internet, and opening free trade of service providers. Australian hotels that
were at the early adopter stage in their use of IWMA were more likely to require
intervention from the Government to increase the high level of technologies for the extent of

use of IWMA than non-early adopter hotels.

Although in Australia there is now adequate Internet capacity at a relatively affordable
price, however, most Australian hotel managers at early adopter and non-early adopter
stages still desired intervention by the Government for the use of IWMA in terms of
extending the network, improving the speed of the broadband Internet and opening free
trade of service providers. Policymakers need to communicate effectively with the
private sector about their IWMA adoption intentions. Therefore, the Australian
Government should consider upgrading and expanding the infrastructure of network to

be as sophisticated as those in other developed countries, for example the U.S.A.

Overall, in order to extend the use of IWNMA and to sustain competitive advantage of
hotels in the two countries, both “top-down” in nature, for example, infrastructure
development and “bottom-up” activities, for example, developing the use of IVMA and

expanding markets should be developed concurrently. Therefore, further investment in
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improving the communications infrastructure and creating environments for developing

the use of IWMA is needed.

7.6 LIMITATIONS AND EXTENSIONS

Although this study has provided relevant and interesting insights into the adoption of
IWMA in the hotels, it is important to recognise its limitations. Nevertheless, the
limitations present opportunities for future research.

Firstly, the scope of this study was limited by its population frame, which included
hotels in only three cities in Australia and in only three provinces in Thailand. The
sample used for analysis for each level of using IWMA drawn from the hotel population
in the three areas in each country was relatively small. Future research, therefore, can

also expand on the present study by using samples of hotels located in other areas or

countries with varying environments.

Secondly, the data from the hotel Web sites was collected in 2004. At that time, most
hotel Web sites in Thailand could not receive online bookings and had no secure
systems. From analysis of the data conducted for this study, more Australian hotel Web
sites provided reservation functions (85.9%) that could confirm bookings immediately
than Thai hotel Web sites (36.4%) did. Even on line reservations offered on most hotel
sites in Thailand did not make provision for immediate confirmation and the usual
practice was to confirm through e-mail, contacting the guest within 24-48 hours.
Similarly, a secure payment system was provided on more of the Australian hotel Web
sites (55.6%) than on the hotel Web sites in Thailand (33.6%). This adoption profile is
unlikely to be the same if the analysis of hotel Web sites is conducted today (2006).
This is because diffusion of IWMA in the hotel industry is continuing; therefore, future
research could replicate this study to determine the rate of diffusion of the use of IWMA.

Thirdly, data for this study including the survey questionnaires (used in Thailand and in
Australia) and the confirming interviews were collected by the key informant approach.
As defined by Phillips (1981), the key informant method, e.g., interviewing one or more
respondents chosen because they have special qualifications, is an effective means for

collecting information about a social system. However, although using hotel managers
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or marketing managers as key informants is adequate for producing reliable and valid
data (Tan and Litschert, 1994), a future study on adoption of IWMA in the hotel
industry could attempt to use multiple informants to obtain a grater breadth of data and

overcome any biases that stem from the use of a single informant in each hotel.

Fourthly, in terms of instrument design, two of the variables: image and organisational
readiness used fewer than three items for measurement, weakening the reliability of the
instrument. Future studies should expand these constructs with more items increasing

the validity and reliability of the instrument.

Fifthly, as there was no previous study regarding the comparison of the use of IWMA in
Thai and Australian hotels, this study used the term of hotel in the two countries that
were similar in concept. However, there are many criteria for classifying hotels such as
by size of hotel, type of hotel management and star rating system. As mentioned earlier,
most hotels in the sample in Australia were small and a part of a chain, whereas most
hotels in Thailand were large and independent hotels. There was no formal star rating of
Thai hotels as for Australian hotels when starting this research in 2003. The differences
in hotel characteristics in the two countries created problems that resulted in great
limitations to the analysis of comparison of homogenous data. Therefore, in order to
improve the validity of the analysis and interpretation, it is recommended that future
comparative studies should collect data from hotels with similar characteristics such as

the same size and the same type of hotel management.

Sixthly, in terms of rate of adoption, it was difficult to measure directly the rate of
adoption. For the quantitative survey, the data regarding the year of adoption of IWMA
by the hotel participants were incomplete. Most hotel managers answered that they
could not remember, or they did not work there at that time. As a result, these data were
missing. In order to make the database more complete, it is suggested that future studies

should include a closed item for this question.

Finally, although this study attempted to incorporate a number of key variables from the
organisational innovation and hospitality literature in the proposed research model, it
did not include factors relating to the type of hotel management or hotel star rating. This

study raised the issue that the research model needs to be more specific to the nature and
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structure of industry in order to provide more valid outcomes. Thus, it is recommended
that future studies should expand this research model by incorporating new variables
that are more specific to the nature and the structure of the hotels to provide a better
understanding of the adoption of IWMA in hotels.

7.7 SUMMARY

This study focused on the use of IWMA in hotels in Thailand and Australia. The aim of
this study was to explore factors affecting the adoption of IWMA in Thai and Australian
hotels. The main findings indicate that there was a significant difference in the use of the
Internet and Web technologies for hotel marketing between Thai and Australian hotels.
The findings from the preliminary analysis of hotel Web sites indicate that Thai hotels
lagged significantly behind the Australian hotels in their provision of features and in the
volume of information on their hotel Web sites. More Australian hotels than Thai
hotels that had adopted IWMA were at the early adopter stage. This implies that Thai
hotels were still developing their use of IWMA.

Results from statistical analysis of the quantitative questionnaire survey data reveal
insights into the key factors that influence the use of IWMA in hotels in Thailand and in
Australia. The main findings indicate that organisational, technological innovation, and
environmental factors had an effect on the adoption of IWMA in the hotels in each
country. For Thai hotels, the perception of benefits and compatibility regarding the use
of IWMA were the major facilitating factors, whereas lack of IT skills and knowledge
was an inhibiting factor for the use of IWMA. Specifically, customer demand was the
push factor for Thai hotels in the use of IWMA. Issues relating to the level of
government support play a major role in influencing the development of use of IWMA
in the Thai hotel industry. In addition, results from the confirming interviews show that
most employees at the non-early adopter Thai hotels had no experience or technical
skills in the use of IWMA. More specifically, most Thai respondents claimed that
infrastructure was not mature enough for the use of IWMA.

In Australia, the main findings indicate that 1) organisational factors with regard to size
of hotel, top management support, CEQO'’s attitude and CEO’s IS knowledge, 2)

technological innovation factors with regard to compatibility and 3) environmental
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factors with regard to customers power, competition intensity and level of technology
support had a significant effect on the adoption of IWMA in the hotel industry. The
study has found that compatibility was the most important adoption attribute. These
results suggest that the use of IWMA in the Australian hotel industry will be successful
if hotel executives pay attention to both organisational and external environmental
factors. In addition, findings from confirming interviews indicate installing advanced
technologies was the most significant factor amongst organisational factors.
Competition intensity and customer power were the external factors that had driven
most Australian hotels to use IWMA. However, there was no perception of complexity
regarding the use of IWMA in the Australian hotels. Most of the employees in these
Australian hotels were computer literate and had skills in the use of IWMA.

Based on the quantitative survey and confirming interview data, findings from the cross
comparisons between hotels in the two countries in the use of IWMA indicate that more
Thai hotels than Australian hotels used IWMA for helping their hotel image. However,
more Australian hotels than Thai hotels used IWMA for increasing their competitive
position and customer services. In addition, the Australian Government provided more
technology infrastructure for the use of IWMA than the Thai Government did.
Consequently, infrastructure in Australia was more mature than in Thailand for the use
of IWMA. This study suggests that Australian hotel managers should take advantage of
this by assessing the efficiency of their technologies and provide advanced technologies
for the use of IWMA in order to improve their competitive position and their customer

service.

This study found that there is room for growth in use of the Internet and Web
technologies for hotel marketing in both countries in the future. This study provides
suggestions for developing the use of IWMA in the hotel industry in each country to be
successful. The model for adoption of IWMA that was delivered from findings of this
study can provide guidance for hoteliers in each country to evaluate and improve their
use of IWMA. The author hopes that the findings of this study contribute knowledge to
increase understanding of the benefits regarding the use of IWMA for hoteliers in these

two countries.
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Appendix Al: Checklist for Investigating Web Features
Checklist of Hotel Internet Site Analysis Form

General Information

Hotel Name ( ) Chain Hotels () Independent Hotels
Hotel Web Site Address
Mailing Address
Tel Fax
Country ( ) Thailand ( ) Australia
Time of Evaluate: Date Month Year
Content Analysis
Categories Features Yes | No
Basic Information 1. Page updated recently
2. Own URL
3. Tourism information
4. Maps of location
5. E-mail address
6. Feedback form
7. Safety &security tips
E-commerce 8. Reservation offered
9. Reservations functioning

10. Secure payment system
Promotions 11. Special Promotions

12. Group travel Promotions
13. Business Promotions

14. Family or kids Promotion
15. Restaurant Promotions
16. What’s new

Services 17. Frequent visitor program
18. Multilingual Site

19. Direct e-mail address

20. E-mail newsletter

21. Gift certificates

22. Online forum

23. Frequently asked questions

Technology 24. Download information
25. Audio
26. Video

Secondary Information 27. Links to partners

28. List of all hotels

29. Hotel search capability
Management Functions 30. Employee of the month
31. Employment opportunities

32. Shareholder information
Features adopted from the previous studies by Murphy, et al, 1996
Categories and Checklist form adapted from Weeks and Crouch, 1999 and Leong, 2002
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Appendix A2: Checklist for Investigating Information Needs

Web Site Evaluation Checklist

Hotel Name:

Web Site Address:

Date Checked:

Question Answer How To Score Pts
General Web Information Quality
1. Quick Response Time Y/N Y=1pt,N=0pt
2.2-3 clicks for needed information Y/N Y=1pt, N=0pt
3.1 could find the e-mail of a hotel easily Y/N Y=1pt, N=0pt
4. Phone number provided on main page Y/N Y=1pt, N=0pt
5. Mailing address provided Y/N Y=1pt, N=0pt
6. Date of last update provided Y/N Y=1pt, N=0pt
If provided, when

7. On-line reservation was provided Y/N Y=1pt, N=0pt
8. Provided security of personal information Y/N Y=1pt, N=0pt
9. Confirmation of Reservation immediately Y/N Y=1pt,N=0pt
Hotel facility information and services
10. I could find the room service menu of a hotel easily Y/N Y=1pt, N=0pt
11. I found the pictures of hotel facilities easily Y/N Y=1pt,N=0pt
12. 1 got information on the type of the hotel Y/N Y=1pt,N=0pt
13. 1 got information on hotel facilities Y/N Y=1pt, N=0pt
14. Personal reservation history was provided Y/N Y=1pt,N=0pt
15. On-Site restaurant information was provided Y/N Y=1pt, N=0pt
16. Nearby attractions or businesses were provided Y/N Y=1pt, N=0pt
Locality
17. Local weather information was provided Y/N Y=1pt, N=0pt
18. Local mass transportation was provided Y/N Y=1pt, N=0pt
19. 1 could find the map of surrounding area Y/N Y=1pt, N=0pt
20. I got information on the direction to the hotel Y/N Y=1pt, N=0pt
21. I could link to car rental Y/N Y=1pt, N=0pt
22. I could link to hotel partners Y/N Y=1pt, N=0pt
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Question Answer How To Score Pts
Room Information
23. Room type was provided Y/N Y=1pt, N=0pt
24. Room rate was provided Y/N Y =1pt,N=0pt
25. Special room rate was provided Y/N Y=1pt,N=0pt
26. I got information on the in-room amenities Y/N Y=1pt,N=0pt
27. 1 could find non-smoking accommodations Y/N Y=1pt, N=0pt
28. I got information on the room availability Y/N Y=1pt,N=0pt
Web design and format
29. Provided frames Y/N N=1pt,Y=0pt
30. Provided banner Y/N N=1pt,Y=0pt
31. Provided noise Y/N N=1pt,Y=0pt
32. Provided Text-only version of the site Y/N Y=1pt, N=0pt
Total Number of Points For This Site

Adapted from Misic and Johnson (1999), Jeong and Lambert (2001), Jeong et al. (2003)
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Appendix A3: Results of Pilot Interviews

During the months of September and October 2004, in-depth semi-structured
interviews (exploratory study) were conducted at each of six hotels in Thailand. Each
interview took approximately one hour to complete. Participants were two general
managers, one executive assistant manager, three marketing managers and one front
office manager. These hotels have been categorised into four levels according to the
degree to which they have adopted the Internet and Web based marketing activities.
These categories are shown in Table 1. Participants were two general managers, one
executive assistant manager, three marketing managers and one front office manager.
Each interview took approximately one hour to complete. Only in Hotel D were in-

depth interviews conducted with two managers (Marketing and Front Office

Managers).

Table 1: The Characteristics of six hotels sample for the Pre-Test

Hotel Hotel D Hotel B Hotel A, C, E Hotel F
Level ] Level | Level 11 Level [1]
Level of adoption Have e-mail Have e-mail, and | Have e-mail, hotel Have e-mail, hotel
of IWMA Basic Web page own Web site, and own Web site,
receive online receive online
bookings bookings, secure
online payment
Number of rooms 199 143 A: 160 650
C: 700
E: 164
Number of Online 5% 10-20% A: 6-7% 20%
Bookings C:20%
E: 20%
Occupancy rates 50-70% 50% A: 70% 70-100%
C: 70-100%
E: 80%

The Results

There were several factors associated with the adoption of Internet and Web based
marketing activities. Firstly, most managers were concerned about the budget issues
associated with the adoption of Internet and Web based marketing activities. Most
believed that using or not using Internet and Web technologies depended on the

budget allocated by their top management.
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Secondly, most managers perceived that if their hotels do not use the Internet and
Web based marketing activities, it affects their competitiveness. This opinion is

supported by the following comments:

Manager A “...most customers use this channel (o compare the price with hotel competitors”,

Manager B “...approximately 60% of hotel competitors in this area have these technologies”,

Manager C “...if my hotel does not use the Internet and Web technologies, my hotel cannot
extend to Europe market that is target market”,

Manager E “...most competitors are chain hotels having these technologies”,

Manager F “...if my hotel does not use the Internet and Web technologies, my hotel cannot

distribute product, information, and brand to global market .

In addition, most managers reported that using the Internet and Web based
technologies can help them to communicate or present their hotel products and

information to customers because it is a communication way to mass marketing.

A third major group of factors related to use of the Internet and Web based marketing
activities was the benefits, including compatibility and image. Many managers
reported that one of the benefits that the hotel received was to extend to the global
market, particularly receiving online bookings from overseas customers. The
proportion of online bookings reported by most managers was between 5% and 20%
of all reservations. In addition, all managers accepted that hotels having these
technologies are more sophisticated and have a better image. Furthermore, all hotel
managers believed that these technologies are easy and comfortable for their
employees to use, and compatible with the work of the hotel. One manager
commented that this is an instrument that assists marketing staff to promote hotel

products clearly.

The fourth factor was government and technology support, most managers
commented that infrastructure in local provinces in Thailand is not good enough for
using these technologies. There is no telephone line in some areas. Some managers
commented that most Thai people use these technologies for entertainment more than
for shopping or buying products. At the same time, most suggested that the
government should educate and provide more technology knowledge in schools and

for the Thai people. Some managers were satisfied with the government to open free
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trade for these technologies to provide customers with more choices, for example

providing cheaper computers and promoting hi-speed broadbrand Internet in this year,

2004 (the year in which the interviews were conducted).

In summary, all except one hotel manager believed that the financial investments
made in the adoption of Internet and Web based marketing activities were cost
effective. All managers felt that these technologies are easy to use and compatible
with the work of the hotel and its employees. Therefore, there is no formal training
given about these technologies because computer experiences are a requirement for
hotel staff now. One manager reported that he uses e-mail to communicate with the
staff in all departments. All respondents foresee that in the future all hotels will need
to use these technologies. One manager commented that the hotel does not use these
technologies because of lack of confidence to present hotel products on the web. All
managers reported that Thai customers prefer to use telephone and fax for bookings
while 70% of overseas customers use online bookings. In addition, all managers

expected to increase online bookings in the future.
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Appendix B1: Questionnaire for Conducting in Australia  yicromia -
UNIVERSITY
Survey Questionnaires

“Internet and Web Technologies in Hotel Marketing”

Please Note

i This questionnaire will take 15-20 minutes to complete. Your answers will be treated with strictest

{ confidence by Victoria University and used solely for this research project. No individual

|l information will be forwarded to any external organisation.

| This questionnaire is aimed at the person who makes a decision in hotel marketing, e.g. Managing
Director, General Manager or Marketing Director. I am aware you are busy, and I would be grateful

' if you could take the time to answer this questionnaire.

i

Internet and Web Technologies in Hotel Marketing are defined as the use of e-mail and

the world wide web (www) for conducting hotel or motel marketing, e.g. having e-mail to contact
customers directly, using web pages for promoting and advertising hotel services and products
(accommodation, bar & restaurant, business centre, hotel facilities, conference rooms, and special
promotions), direct selling of hotel products and services, extending distribute channels by receiving

bookings via online reservation system, completing transactions and receiving payment.

Top Management is defined as the people in the top level of management that set the strategic
plans and allocate resources to operate the hotel business, e.g. Board of Directors in four-five star

hotels, owner or CEO in independent hotels.

Customer is defined as an individual consumer that is the buyer or receiver of hotel products or

services produced for its benefits (excluding companies, organisations, and government agencies).
—
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VICTORIA
UNIVERSITY

Survey Questionnaires

“Internet and Web Technologies in Hotel Marketing” ‘

Part I: Background Information

The questions asked in this section will be used for classification purposes only. The information

gathered will not be used in any other way and will be kept strictly confidential.

l.

Name of organisation (hotel):

2. Is your hotel an independent or chain hotel? ( ) independent hotel ( ) chain hotel

3. How many rooms does this hotel have?

4. Date of completion of survey: Date { ) Month ( )Year( )
5. How many years have you worked in hotels? years.

6. Your current position in this hotel:

7. How long have you held your current position? years.

8. How many full-time employees does your hotel currently employ?

9. When was this hotel opened? Month ( ) and year ( )

10. Has your management company operated this hotel since opening? ( ) Yes ( )No

If no, who was the previous management company?

And when did the previous management company open this hotel?

If yes, go to the number 11.

11.Does your hotel use the Internet and Web technologies in its marketing activities?

12.

() Yes ( )No
If yes, please indicate your hotel Web site address (URL)

And your e-mail

If no, go to the next section (part 2)
When did your hotel start using the Internet and Web based marketing activities?
Month ( ) and year ( )

. Please rate the level of Internet and Web technologies adoption in your hotel marketing:

(please place a checkmark (X) in the one bracket that is closest to your situation)
( ) There is only e-mail, no Web site
() Have e-mail and use travel Web pages for promoting and advertising (Basic Web Page)

( ) Have e-mail and hotel’s own Web site for receiving online selling and online bookings

( ) Have e-mail and hotel’s own Web site for receiving online bookings, completing transactions

and receiving payment via security system on the Web site.

Next Page
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Part I: Background Information (Cont) |

14. How did you find out about how to use the Internet and Web based marketing activities in hotels?

(Irrespective of how much you know, you can refer to the range of sources that you have learned

from: e.g. University course, working in a hotel, friends, media etc, and comment on their

usefulness).

Part IL: Factors Affecting the Adoption of Internet and Web Based Marketing
Activities in the Hotel Industry

Please indicate your level of agreement or disagreement with each of the following statements.
For each statement below, please circle the number that best describes your view.

Il Level of agreement or disagreement 7 = Strongly Agree
6 = Agree
5 = Slightly Agree
4 = Neither Disagree nor Agree
3 = Slightly Disagree
2 = Disagree
1 = Strongly Disagree

Top Management Support for  Strongly Neither Strongly
Internet and Web based marketing activities Disagree Disagree Agree
\ Nor Agree

Il 1. Top management considers the Internet
and Web based technologies as important.

3 Top management supports, and allocates 1
resources for, the adoption and implementation
of Internet and Web based technologies.

| 3. Top management has effectively
communicated its support for the adoption
and implementation of Internet and Web
based technologies.

Next Page
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‘ ColeeXitV, and difficulty in using Strongly Neither Strongly
Internet and Web based marketing activities Disagree Disagree Agree
Nor Agree

4. Internet and Web based technologies are 4
d casy for my employees to use.

| 5. Internet and Web based technologies are

easy for my customers to use.

| 6. Internet and Web based technologies are
| clear and understandable for my employees
to use.

| 7. Internet and Web based technologies are
clear and understandable for my customers to use.

Attitude rowards Internet Strongly Neither Strongly

and Web based marketing activities Disagree Disagree Agree
Nor Agree

8. My hotel continuously updates 1 2 3 4 5 6 7

information on its Web page.

9.1t is very important for my hotel 1 2 3 4 5 6 i
to organise information on its Web page to
| be reliable, relevant, and accurate.
| 10. It is very important for my hotel to 1 2 3 4 5 6 '
design a web page with enough information
about hotel products to satisfy customers.

11. All hotels will use Internet 1 P 3 4 5 6 7
and Web based technologies in the future.

12. Using Internet and Web based technologies 1 2 3 4 5 6 7
is a fast and efficient way to get
more information.

i ‘ Mage in using Internet and Strongly Neither Strongly

‘ Web based marketing activities Disagree Disagree Agree
‘ g
'i Nor Agree

il 13. Hotels that use Internet technology are
more sophisticated than those that do not.

14. Hotels that use Internet technology have
higher standards than those that do not.

Next Page
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Customers

Strongly
Disagree

15. My hotel is actively involved in building 1
and maintaining direct customer contacts.

16. Customers are considered an important 1
reason for my hotel to adopt the Internet
and Web based technologies.

17. My customers demand the Internet 1
and Web based technologies.

Compatibility of Internet

and Web based marketing activities

Strongly
Disagree

18. Using Internet and Web based
technologies is compatible
with the way my hotel does business.

19. Using Internet and Web based
technologies fits well with the way
my employees like to work.

20. Use of the Internet to conduct hotel
bookings is available to my customers.

21. Use of the Internet to complete
transactions is available to my customers.

Organisational Readiness of using
Internet and Web based marketing activities

Strongly
Disagree

22. My hotel gave its staff formal training 1
in the use of Internet and Web technologies
before it adopted these technologies.

23. The budget was the important factor that
my hotel had to deal with before adopting
Internet and Web based marketing activities.

Appendix Bl: Questionnaire for Conducting in Australia

Neither Strongly
Disagree Agree
Nor Agree
Z 3 4 5 6 7
2 3 4 5 6 4
2 3 4 - 6 vy

Neither
Disagree
Nor Agree

Strongly
Agree

Neither
Disagree
Nor Agree

Strongly
Agree
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by using Internet and Web based technologies.

Perceived Benefits of using Strongly Neither Strongly
Internet and Web based marketing Disagree Disagree Agree
activities Nor Agree
i 24. My hotel can increase sales and 1 2 3 4 5 6 7
enlarge market share by using
Internet and Web based technologies.
25. My hotel can reduce operating costs 1 2 3 4 5 6 7

.‘ 26. My hotel can extend market reach 1 2 3 4 5 6 7
H by using Internet and
| Web based technologies.
27. My hotel can improve customer service 1 2 3 4 5 6 7
by using Internet and Web based
technologies.
28. My hotel can establish strong relationships 1 2 3 4 5 6 7
with client business partners when using
Internet and Web based technologies.
29. My hotel can capture and analyse 1 2 3 4 5 6 7
data quickly when using Internet and
Web based technologies.
Competition intensity Strongly Neither Strongly
Disagree Disagree Agree
Nor Agree
30. My hotel actively keeps abreast of new 1 2 3 4 5 6 7
and innovative uses of technology
by my competitors.
31. My hotel monitors its competitors’ moves 1 2 3 4 5 6 7
very closely.
32. My hotel has many competitors. 1 2 3 4 S 6 7
l 33. The rivalry between my hotel and 1 2 3 4 5 6 7
} its competitors is very intense.
{ 34. Information about competitors use of the 1 2 3 4 5 6 7

Internet and Web technologies was considered
important when my hotel was making a decision

to use those technologies.

Next Page
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| Perceived Barriers of using Internet Strongly Neither
and Web based marketing activities Disagree Disagree
Nor Agree

35. Using Internet technology cannot reduce 4
the costs of providing products and
services to our customers.

| 36. Most of my customers are not familiar
with conducting online hotel bookings.

37. Most of my customers are not familiar
with conducting online hotel transactions.

Government Support Strongly Neither Strongly

Disagree Disagree Agree
Nor Agree

38. The government endorses Internet 4
commerce in my country.

39. My government is active in setting up
the facilities to enable Internet commerce.

40. My government promotes the use of
the Internet for commerce.

Technologv Support Strongly Neither Strongly
Disagree Disagree Agree
Nor Agree

il 41. Advances in Internet security technology 4
provides for safer transactions
and purchasing online.

42. Faster Internet access speed is important
for Internet commerce in the hotel industry.

[l 43. Internet technology makes doing
| business easier in the hotel industry.

Next Page
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Information System Knowledge

44. Please indicate your highest level of education by using a checkmark ( X )

11 ( ) TAFE/ Commercial College
| ( )Bachelor’s

| ( )Master’s

| ()PhD

i

1

M Please indicate your level of using Internet and web technologies by circling the number on the scale with

each of the following statements:
|

i
n’ Level of using 1 = Never
l 2 = Once or a few times (rarely)
‘ 3 = 1-2 times a month

4 = Once a week

5 =2-3 times a week

6 = Once a day

7 = Several times a day

Never Several times
a day
45. 1 use e-mail to communicate with 1 2 3 4 5 6 7
my employees in my hotel.
46.1 use e-mail to contact my customers 1 2 3 4 5 6 )
inside the country.
47. ] use e-mail to contact my customers 1 Z 3 4 5 6 7
48.1 use online (WWW) resources to 1 2 3 i 5 6 v

find information relevant to hotel business
49. 1 use a computer at my hotel office. 1 2 3 4 5 6 7

50. T use a computer at my residence. 1 2 3 4 5 6 7

Please indicate your level of understanding of how to use the Internet and Web for marketing activities by
circling the number on the scale that best describes your view.

f
-
|
!
f

Strongly Neither Strongly
Disagree Disagree Agree
Nor Agree
S1.1 have a very good understanding 1 2 3 4 5 6 7
of how to use the Internet and Web for
marketing activities.
e — —_—————————
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Victoria University VICTORIA &
PO Box 14428  Telephone: (03) 9248 1066 UNIVERSITY

MELBOURNE CITY MC VIC 8001

Australia Facsimile: (03) 9248 1064

Faculty of Business and Law
City Flinders Campus
300 Flinders Street Melbourne

A9O0OTONHDII

1 February 2005
Dear General Manager,

I am currently carrying out research for the degree of Doctor of Philosophy (Ph.D.) through
the School of Hospitality, Tourism and Marketing at Victoria University, Melbourne,
Australia. The aim of this study is to examine the use of Internet and Web based marketing
activities by the hotel industry.

[ would like to invite you to be a part of my Ph.D. study into “Internet and Web Technologies in
Hotel Marketing”.

Your assistance in this matter is much appreciated and will lead to a greater understanding of
Internet and Web based marketing activities in the hotel industry. The findings from this
study will be used to make recommendations for global hotel Internet marketing strategies.

It would be greatly appreciated if you would kindly complete the attached questionnaire and
return it in the prepaid reply envelope at your earliest convenience, preferably by
25 February 2005. If you have any queries regarding this research project or would like to
receive a complimentary copy of the summary results of this research, please feel free to
contact me by e-mail at Suree.Khemthong@research.vu.edu.au or by phone # on 613 9248
1075 or my supervisor’s e-mail address at Linda.Roberts@vu.edu.au or by phone # on 613
9248 1320.

Thank you very much for your time and co-operation.

Yours faithfully,

Suree Khemthong

Ph.D. Candidate

School of Hospitality, Tourism and Marketing
Victoria University, Melbourne, Australia

Tel. 61 3 9248 1075

E-MAIL: Suree.Khemthong(@research.vu.edu.au
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Victoria University VICTORIA °

PO Box 14428  Telephone: (03) 9248 1066
MELBOURNE CITY MC VIC 8001 UNIVERSITY

Australia Facsimile: (03) 9248 1064

Faculty of Business and Law
City Flinders Campus
300 Flinders Street Melbourne
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Appendix B5: The Distribution of Variables
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Qualitative Questions
In-depth Interview — Interviewer’s Instructions
Please note

This interview is aimed at the person who makes a decision in hotel marketing, e.g. Managing

Director, General Manager or Marketing Director.

Definition

Internet and web based marketing activities are defined as the use of e-mail and the World Wide

Web for conducting hotel marketing, e.g. having e-mail to contact customers directly, using web pages
for promoting and advertising hotel services and products (Accommodation, Bar & Restaurant,
Business Centre, Hotel Facilities, Conference rooms, and Special promotions), direct selling of hotel
products and services, extending distribution channels by receiving bookings via online reservation

system, completing transactions and receive payment via security system.

Top Management is defined as the people in the fop level of management that set the strategic plans

and allocate resources to operate the hotel business, e.g. Board of Directors in four-five stars hotels,

owner or CEO in independent hotels.

The practical questions that need to be answered in this survey

Background Information

1. What is your current title within your hotel?

Can you give me your business card?

How long have you held your current position?

What is the scope of your responsibilities towards the adoption of Internet and Web
based marketing activities?

What are your responsibilities in relation to the use of Internet and Web technologies
for your hotel?

This is to see the respondent’s position and responsibilities that influence making a
decision in using the Internet and Web technologies in hotel marketing.

Size of hotels

2. Please describe the size of your hotel in terms of number of rooms, number of
employees.

How many rooms does your hotel have?

How many full-time employees does your hotel currently employ?

This is to examine the size of hotel by number of rooms or employees that may affect the
use of Internet and web technologies in hotel marketing.

294



Appendix C1: Interview Guide for Conducting Interviews in Australia

Top Management Support

What role does top management for your hotel play with respect to the Internet and
Web based marketing activities?

How does your top management support the use of these technologies?

What resources are allocated within your hotel for the Internet and Web based
marketing activities? (e.g. budget, equipment, employees, training course)

What other resources do you think you might need?

This is to identify how supportive management is with respect to the Internet and Web
technologies for their hotel marketing, and to identify the resources that are allocated by top

management to implement, maintain, or improve the Internet and Web based marketing
activities.

Complexity

What do your employees think about Internet and Web technologies?

What do you think about your employees’ attitudes towards these technologies?
Positive or Negative? If Positive, what are the positive things? If Negative, what are the
negative things?

How difficult do you think the system is for your employees to use?

How much training is needed? What type of training do you provide?

This is to determine users’ attitudes and responses to the process of using the Internet and
Web based marketing activities.

Information Intensity

Why does your hotel use the Internet and Web technologies to communicate or present
hotel information?

Do you think your hotel requires a lot of information at present? If yes or no, why?
What are the factors your customers consider when they access hotel information?
What feedback do you get from your customers on speed of information transmission?
And the quality of information delivery?

This is to see the application of information used to drive hotel marketing, and to examine
the perception of information on the Internet and Web technologies.

CEQO’s Attitude

How does your hotel use the Internet and Web technologies for its marketing activities?
How do these Internet and Web based marketing activities support your hotel
business?

How do you foresee the use of Internet and Web technologies for marketing activities
developing in the future?

How do you foresee your hotel using Internet and Web technologies for marketing
activities in the future?

This is to see the CEQ’s attitude towards the use of Internet and Web technologies for hotel
marketing.

Compatibility

How do you think that these technologies are compatible with your hotel marketing
activities?

How are these technologies compatible with your hotel marketing activities?

Do you think that these technologies are compatible with your hotel’s needs? How?
How do you think these technologies are compatible with your employees’ work?

This is to determine what the hotel management considers when using the Internet and Web
technologies, particularly in hotel marketing activities, in relation to the hotel’s needs and
employees’ work.
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Perceived Benefits

What benefits to your hotel do you expect from the Internet and Web based marketing activities?
What are the benefits that you expect from the Internet and Web based marketing activities?
What benefits are you currently receiving from the Internet and Web based marketing
activities? (e.g. number of online booking, number of occupancy rate, number of
transactions per day or per year).

Which of these benefits did you receive, but did not expect?

Are there any benefits that you expected but did not receive?

This is to identify what benefits hotel management expects and receives from using the
Internet and Web technologies in its marketing activities. Look for hotel details or reports
about business performance by using Internet and Web based marketing activities.

Image

What do you think your customers think about hotels that have the Internet and Web
technologies?

What do you think your customers think about hotels that do not have the Internet and
Web technologies? What are the major differences?

What do you think your customers think about your hotel using Internet and Web
based technologies for marketing activities?

How do you think customers perceive your hotel with regard to using the Internet and
Web based marketing activities?

This is to see if using Internet and Web technologies affects a hotel’s image, and what that
image might be.

Competition Intensity

10.

If a hotel does not use the Internet and Web based marketing activities, how do you
think it affects its competitiveness?

How do you feel that the lack of these technologies affects a hotel’s competitiveness?
Can you estimate the percentage of your competitors that were already engaged in
Internet and Web based marketing activities before your decision to adopt?

Was this a factor that affected your hotel’s decision to use these technologies too?

This is to investigate environmental forces, particularly for competition intensity in the hotel
industry that if the hotel did not use Internet and Web technologies in its marketing activities,
in what directions that competitiveness might be.

Perceived Barriers

11.

From your point of view, what are the obstacles that limit the use of the Internet and
Web based marketing activities?

What are the factors that limit the use of these technologies?

What were the main problems that your hotel faced and had to manage when
introducing the Internet and Web based marketing activities?

In your opinion, what are the risks from using the Internet and Web technologies?
What is your view about the capital investment required for adoption of Internet and
Web technologies?

This is to investigate what the constraints are, and affect the use of Internet and Web based
marketing activities.
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Customers

12.

In your opinion, what channels do your customers prefer to use for booking your hotel?
Why?

Who are your target customers or market segments? What are the proportions of your
customers booking online and offline?

Can you estimate the percentages of your customers that currently purchase or book
your hotel by online? And in the future?

How do you obtain customer feedback about your services and marketing?

What kinds of comments do hotel customers generally make regarding your Internet
and Web based marketing activities?

This is to determine how customers have a tendency to book at hotels through Internet and

Web technologies, and the effect of the use of Internet and Web based marketing activities in
the hotel industry.

Government Support

13.

What do you think about the facilities allocated by your government for using the
Internet and Web technologies in the hotel industry?

What are the facilities provided by your government?
In your opinion, what are the strengths of these facilities for using the Internet in your
country? And what are the weaknesses?

This is to identify the facilities that are allocated by government, and affect to use the
Internet and Web based marketing activities.

Technology Support

14.

What do you think about the technological infrastructure for using Internet and Web
technologies in your country?

What are the capabilities of technological infrastructure in your country?

What are the capacities of Internet and web technologies for hotel marketing?

How do you assess the capacities of the Internet and Web based marketing activities in
your hotel? (in terms of sophistication, e.g. speed, security)

What are the major strengths of your technologies? And what are the weaknesses?

This is to determine the capabilities of the technology that is used to drive hotel business, and
affect the use of the Internet and web based marketing activities.

Organisational Readiness

15.

What were the main concerns that your hotel had to deal with before adopting Internet
and Web based marketing activities?

How did you set about installing these technologies?

How did you prepare your hotel in order to use these technologies?

What were the main reasons why it was decided for your hotel to use the Internet and
Web based marketing activities?

What were the main problems that inhibited your hotel from adopting Internet and
Web technologies in its marketing activities?

This is to investigate how the hotel is prepared for Internet and Web based marketing
activities.
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Victoria University of Technolo 2
idech ]lim ty of Technology VICTORIA -

Telephone:

Melbourne City (03) 9248 1066 UNIVERSITY

MC 8001 Facsimile:
(03) 9248 1064
City Flinders Campus
Faculty of Business and Law
300 Flinders Street
Melbourne

ADOTONMKDI]

March 1, 2005

Dear General Manager

Thank you very much for your participate in the questionnaire survey “Internet and Web
Technologies in Hotel Marketing”. The aim of this study is to examine the use of Internet
and Web based marketing activities by the hotel industry. The results will be very useful in
developing global hotel Internet marketing strategies.

For this purpose, I will be also conducting in-depth interviews with the people who make a
decision in hotel marketing. In-depth interview and questionnaire survey will be used for
my research. The information given by your hotel will be treated in strict confidence and
will only be used for this study.

Please be assured that this information is sought for research purposes only and your
responses will be strictly confidential. No individual’s responses will be identified as such
and the identity of individuals responding will not published or released to any one.
Protecting the confidentiality of your answers is very important to me, as well as the
University.

An appropriate time for the interview will be during the period of 1-30 April 2005. If you
have a grant permission, please e-mail to me in order to arrange the date and time of the
interview. If you have any queries regarding the research project, please feel free to contact
me at the below address or my principal supervisor, Associate Professor Linda Roberts, on
e-mail: linda.roberts@vu.edu.au.

I am looking forward to hearing from you and thank you very much for your time and
cooperation.

Yours Faithfully,

Suree Khemthong

Ph.D. Candidate

School of Hospitality, Tourism and Marketing
Victoria University, Melbourne, Australia
Tel. (02) 944 8975

Facsimile: (02) 944 8975

E-mail: suree.khemthong@research.vu.edu.au
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Victoria University

PO Box 14428  Telephone: (03) 9248 1066 VICTORIA °
MELBOURNE CITY MC VIC 8001 UNIVERSITY
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Faculty of Business and Law
City Flinders Campus
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Appendix D:

Appendix D: Analysis of Hotel Web Sites

Analysis of Hotel Web Sites

Features provided on Independent and Chain Hotel Web Sites in Thailand

Table D-1: Features provided on Inde

pendent and Chain Hotel Web Sites in Thailand

Number of Number of Pearson Asymp.
Categories Features Independent (%) Chain (%) Chi- Sig
Hotel Web Hotel Web Square (2-sided)
Sites Sites value
(n=85) (n=22) (x2)
Basic Own URL 77 90.6 22 100.0 2.238 .135°
Information E-mail address 75 88.2 22 100.0 2.855 .091°
Maps of Location 73 85.9 18 81.8 2217 .634°
Tourism information 42 494 22 100.0 18.607 000
Feedback form 8 9.4 3 13.6 338 561°
Shown Page updated 6 7.1 2 9.1 .104 747°
Safety & security tips 0 0 0 0 - -
E-Commerce Reservation offered 80 94.1 22 100.0 1.358 244
Reservations functioning 20 23.5 19 86.4 29.788 .000
Secure payment system 17 20.0 19 86.4 34.477 .000
Promotions Restaurant Promotions 65 76.5 22 100 6.366 .012°
Special Promotions 59 69.4 19 86.4 2.542 b
Business Promotions 55 64.7 19 86.4 3.843 050
What’s new 3 3.5 [ 4.5 1213 271°
Family or Kids Promotions | . 3 3.5 2 9.1 .050 823°
Group travel Promotions 1 0 ] 4.5 3.900 048°
Secondary Links to partners 29 34.1 21 95.5 26.413 000
information List of all hotels 14 16.5 0 0 4.169 .041°
Hotel search capability 3 3.5 3 13.6 3.373 .066°
Services Direct e-mail address 66 77.6 21 95.5 3.647 .056°
Multilingual Site 18 21.2 7 31.8 1.105 .293
E-mail Newsletter 4 4.1 6 273 10.505 .001°
Frequently asked questions 3 35 5 22.7 9.311 .002°
Gifi certificates 0 0 4 18.2 16.055 .000°
Frequent visitor program 0 0 0 0 - -
Online forum 0 0 1 1.0 - -
Technology Download information 14 16.5 14 63.6 20.123 000
Video 3 35 3 13.6 3.373 066°
Audio 0 0 1 4.5 3.900 048°
Management Employment opportunities 5 59 10 45.5 22.705 .000°
Functions Shareholder information 0 0 4 182 16.055 .000°
Employee of the month 0 0 0 0 - -

Degree of Freedom (df) = 1
a. 1 cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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INDEPENDENT AND CHAIN HOTEL WEB SITES IN THAILAND

Basic Information (Thailand)

As shown in Table D-1, most independent and chain hotel Web sites in Thailand
provided basic information including own URL, e-mail address, map of location and
tourism information. However, of the independent hotel Web sites, only 49.4%
provided tourism information, whereas all of the chain hotel Web sites provided such
information. Most independent and chain hotel Web sites in Thailand did not provide a
feedback form nor the date when the Web pages were last updated. Furthermore, no
Thai independent or chain hotel Web sites provided safety and security tips. However,
there was a significant difference between the hotel Web sites of the chain and
independent hotels in Thailand in the provision of information for tourists (x2 = 18.607,
df = 1, p-value = .000). This indicates that basic information in terms of own URL, e-
mail address, maps of location and information for tourists were the most features
frequently provided on hotel Web sites in both independent and chain hotels in
Thailand.

E-Commerce (Thailand)

For the e-commerce systems, as shown in Table D-1, the results show that of the 107
Web sites in Thailand that were assessed, online reservations were offered on most of
the independent (94.1%) and all of the chain hotel Web pages. There were two main
types of online reservations offered by hotel Web sites: 1) some Web sites could
confirm bookings immediately; and 2) other Web sites could not confirm bookings
immediately, but only respond to the enquiry by using “contact us” or using an enquiry
form and requesting that it be submitted to the hotel while still online either from the

Web site or by e-mail.

More chain hotel Web sites provided reservation functions (86.4%) that could confirm
bookings immediately than independent hotel Web sites (23.5%) did. Similarly, a
secure payment system was provided on more of the chain hotel Web sites (86.4%) than

on the hotel Web sites of the independent hotels (20.0%). Specifically, there were
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significant differences between hotel Web sites of the chain and independent hotels in
the provision of reservation Sfunctions (y2 = 29.788, df = 1, p-value = .000) and also in
the provision of a secure payment system (x2 = 34.477, df = 1, p-value = .000).

This indicates that in Thailand, more chain hotel Web sites provided the features for the
full functioning of e-commerce including full reservation functions and a secure

payment system than independent hotel Web sites did.

Promotion (Thailand)

Results in Table D-1 show that the majority of promotions provided on independent and
chain hotel Web sites in Thailand were restaurant promotions, special promotions and
business promotions. Most sites of the independent and chain hotels neither offered
group travel promotions, family or kids promotions, nor what'’s new. Specifically, more
chain hotel Web sites provided business promotion (86.4%) than independent hotel
Web sites (64.7%) did, and the difference was significant (x2 = 3.843, df = 1, p-value =
.050). The results indicate more chain hotels focus on business customers than
independent hotels do. However, neither independent nor chain hotels provided various
promotions for different customers such as “family and kids or group travel

promotions”.

Secondary Information (Thailand)

For secondary information, the results in Table D-1 show that most sites of the
independent and chain hotels neither included the features of listing of all hotels nor a
hotel search capability function. Specifically, the feature of linking to partners was
available as secondary information in more Thai chain hotel Web sites (95.5%) than
independent hotel Web sites (34.1%), and there was a significant difference between
hotel Web sites of the chain and independent hotels in the provision of linking to
partners (2 = 26.413, df = 1, p-value = .000). The results indicate that secondary
information features were not considered as important features by either independent or

chain hotels. Nevertheless, the feature of linking to partners was the majority of
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additional information sources provided on most chain hotel Web sites to their

customers.

Services (Thailand)

For Services offered, the results in Table D-1 show that most independent and chain
hotels in Thailand provided a direct e-mail address, but few offered e-mail newsletters,
frequently asked questions, gifi certificates, an online forum or frequent visitor
program. Of the sites surveyed, 77.6% of independent and 95.5% of chain hotel Web
sites provided direct e-mail back to their hotels without having to go through any
intermediaries. More chain hotel Web sites (31.8%) in Thailand provided information in
more languages than independent hotel Web sites (21.2%) did. However, there was no
significant difference between independent and chain hotel Web sites in the provision of
multilingual facilities. Provision of an online forum and a frequent visitor program were
less common than e-mail facilities. Only 1% of chain hotel Web sites incorporated
online forum features while none of the independent hotel Web sites incorporated these
features. The results indicate that although service features provided an important
channel for directly contacting and attracting customers, most independent and chain
hotels had not provided them. However, chain hotels did offer more service features

than independent hotels did.
Technology (Thailand)

For technology, the analysis focused on the provision of information for downloading
information, video and audio features. As shown in Table D-1, more chain hotel Web
sites (63.6%) than independent hotel Web sites (16.5%) allowed users to download
information which included a directory of hotels, download a brochure, download
corporate information, fact sheets and hotel maps. Also, there was significant difference
between hotel Web sites of the chain and independent hotels in the provision of
downloading information (x2 = 20.123, df = 1, p-value = .000). However, only 4.5% of
chain hotel Web sites incorporated audio features and 13.6% provided video features
while none of the independent hotel Web sites incorporated audio features and only

3.5% provided video features. These results indicate that the technological feature for
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downloading information was available on the majority of hotel Web sites only for
chain hotels, and those other video and audio features were provided by very few hotels

whether independent or chain.

Management Functions (Thailand)

For management functions, the results in Table D-1 show that the use of hotel Web sites
in both chain and independent hotels in Thailand was extremely low. No independent or
chain hotel Web sites provided the facility for displaying employee of the month. Few
hotel Web sites in Thailand presented corporate information for shareholders. However,
nearly half (45.5%) of chain hotel Web sites, compared to only 5.9% of independent
hotel Web sites featured employment opportunities. These results indicate that more chain
than independent hotels provided management function features in terms of information for
shareholders and employment opportunities.

SUMMARY (Thailand)

The current use of Web technologies in the Thai hotels has been explored, based on a
representative sample of 107 Web sites including 85 independent hotel Web sites and
22 chain hotel Web sites. It was found that chain hotels provided a wider range of
features on their hotel Web sites than independent hotels. Table D-2 summarises the
significant differences of hotel Web site features between independent and chain hotel
Web sites in Thailand.

Table D-2: Significant differences of hotel web site features between Independent and Chain
Hotel Web Sites in Thailand

Features Independent Hotel Web Sites | Chain Hotel Web Sites | Pearson Chi-square value
(n=85) (n=22)
(%) (%)
1. Tourism Information 49.4 100.0 x2 = 18.607, p =0.000
2. Reservations functioning 23.5 86.4 x2 =29.788, p=0.000
3. Secure payment system 20.0 86.4 x2=34.477, p=0.000
4. Business Promotions 64.7 86.4 x2 =3.843, p=0.050
5. Links to partners 34.1 95.5 x2 =26.413, p=10.000
6. Download information 16.5 63.6 x2 = 20.123, p = 0.000

Degree of Freedom (df) =1
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Features provided on Independent and Chain Hotel Web Sites in Australia

Table D-3: Features provided on Independent and Chain Hotel Web Sites in Australia
~ Number of Number of Pearson Asymp.
Categories Features Hotel- (%) Hotel- (%) Chi- Sig
Independent Chain Square (2-sided)
Web Sites Web Sites value
(n=76) (n=23) x2)
Basic Own URL 75 98.6 22 95.7 820 365°
Information E-mail address 72 94.7 23 100.0 1.261 261°
Maps of Location 66 86.8 20 87.0 .000 .989°
Tourism information 55 72.4 21 91.3 3.550 .060
Feedback form 13 17.1 4 17.4 .001 975°
Shown Page updated 5 6.6 2 8.7 120 .729°
Safety & security tips 0 0 0 0 - -
E-Commerce Reservation offered 72 94.7 23 100.0 1.261 261°
Reservations functioning 63 82.9 22 95.7 2.367 124°
Secure payment system 35 46.1 20 87.0 11.964 001
Promotions Restaurant Promotions 53 69.7 23 100 9.067 003
Special Promotions 44 §7.9 20 87.0 6.52§ 011
Business Promotions 42 553 18 783 3911 048
What’s new 6 7.9 4 17.4 1.754 .185°
Family or Kids Promotions 5 6.6 I 43 154 694"
Group travel Promotions 1 1.3 1 4.3 820 365"
Secondary Links to partners 34 44.7 19 82.6 10.181 001
information List of all hotels 9 11.8 0 0 2.996 .083*
Hotel search capability 5 6.6 2 8.7 .993 319
Services Direct e-mail address 67 88.2 22 95.7 1.092 .296°
Multilingual Site 4 5.3 4 17.4 3.497 061°
E-mail Newsletter 3 3.9 7 304 13.642 .000°
Frequently asked questions 5 6.6 7 304 9.433 .002°
Gift certificates 2 26 6 26.1 13.078 .000°
Frequent visitor program 0 0 2 8.7 6.745 .009°
Online forum 0 0 1 43 3.338 068°
Technology Download information 13 17.1 16 69.6 23.460 000
Video 6 7.9 6 26.1 5.486 .019°
Audio 3 3.9 3 13.0 2.566 109°
Management Employment opportunities 10 13.2 8 34.8 5.550 .018°
Functions Shareholder information 0 0 2 8.7 6.745 .009°
Employee of the month 0 0 0 0 - -

Degree of Freedom (df) = 1
a 1 cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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INDEPENDENT AND CHAIN HOTEL WEB SITES IN AUSTRALIA
Basic Information (Australia)

As shown in Table D-3, most of the independent and chain hotel Web sites in
Australia provided basic information including own URL, e-mail address, maps of
location and tourism information. However, there were no significant differences
between chain and independent hotel Web sites in Australia in providing their own
URL, e-mail address, maps of location and tourism information. Nearly 100% of the
independent and chain hotels used their own URL and provided their e-mail address
on their hotel Web sites. Also, 86.8% of the independent and 87% of the chain hotels
provided maps of their hotel locations. However, more chain hotels (91.3%) provided
information for tourists than did independent hotels (72.45). Of the 99 Australian
hotel Web sites that were assessed, most hotel Web sites did not provide the date
when the Web pages were last updated. Only 8.7% of chain and 6.6% of independent
hotel Web sites provided the dates for when the page was updated. In addition, no
Web sites of either chain or independent hotels provided safety or security tips. This
indicates that own URL, e-mail address, maps of location and information for tourists
were the most frequently basic information features provided on hotel Web sites in

both independent and chain hotels in Australia.

2.2) E-Commerce (Australia)

For the e-commerce systems, the results in Table D-3 show that of the 99 Web sites in
Australia that were assessed, online reservations were offered on most of the
independent (94.7%) and all of the chain hotel Web page. Most chain (95.7%) and
independent (82.9%) hotel Web sites in Australia provided reservation functions that
could confirm bookings immediately. However, a secure payment system was
provided on more of the chain hotel Web sites (87%) than on the hotel Web sites of
the independent hotels (46.1%). Also, there was a significant difference between hotel
Web sites of the chain and independent hotels in Australia in the provision of a secure
payment system (x2 = 11.964, df = 1, p-value = .001). This indicates that both

independent and chain hotel Web sites in Australia had a fully functioning reservation
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system in terms of offering online reservations and confirming bookings immediately,

but significantly more chain hotel offered a secure payment system.

Promotions (Australia)

Results show that the majority of promotions provided on independent and chain hotel
Web sites in Australia were restaurant promotions, special promotions and business
promotions. However, of the 99 Web sites in Australia that were assessed, restaurant
promotions were offered on most of the independent (69.7%) and all of the chain
hotel Web pages, and there was a significant difference between hotel Web sites of
the chain and independent hotels in the provision of restaurant promotions (¥2 =
9.067, df = 1, p-value = .003). In addition, more chain hotel Web sites provided
special promotions (87.0%) and business promotions (78.3%) than independent hotel
Web sites (57.9%, 55.3%) did. Specifically, there was a significant difference
between hotel Web sites of the chain and independent hotels in the provision of
special promotions (x2 = 6.525, df = 1, p-value = .011) and also in the provision of
business promotions (32 = 3.911, df = 1, p-value = .048). Nevertheless, most Web
sites of the independent and chain hotels did not offer group travel promotions, family
or kid promotions or what’s new. These results indicate that more chain hotels offered
a range of promotions than independent hotels including restaurant, special and
business promotions. This implies that more chain hotels focused on business and

leisure customers than independent hotels.

Secondary Information (Australia)

Results in Table D-3 show that most sites of the independent and chain hotels in
Australia did not include the features of listing of all hotels and a hotel search
capability function. Specifically, the feature of linking to partners was available as
secondary information on more Australian chain hotel Web sites (82.6%) than
independent hotel Web sites (44.7%), and there was a significant difference between
hotel Web sites of the chain and independent hotels in the provision of linking to

partners (x2 = 10.181, df = 1, p-value = .001). This indicates that the feature of
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linking to partners was the most frequently used additional information sources

provided on most chain hotel Web sites for their customers.

Services (Australia)

For Services offered, the results in Table D-3 show that most independent and chain
hotels in Australia provided a direct e-mail address, but few offered information in

various language, e-mail newsletters, frequently asked questions, gift certificates, an

online forum or frequent visitor program.

Of the sites surveyed, 88.2% of independent and 95.7% of chain hotel Web sites
provided direct e-mail back to their hotels without having to go through any
intermediaries. More chain hotel Web sites (17.4%) in Australia provided information
in more languages than independent hotel Web sites (5.3%) did. However, there was
no significant difference between independent and chain hotel Web sites in the
provision of multilingual facilities. Provision of an online forum and a frequent visitor
program was less common than e-mail facilities. Only 4.3% of chain hotel Web sites
incorporated online forum features and 8.7 % provided frequent visitor programs

while none of the independent hotel Web sites incorporated these features.

Although there were not many hotel Web sites that provided the service features, the
results indicate that more chain hotels offered a range of service features than

independent hotels did.
Technology (Australia)

For technology, the analysis focused on the provision of information for downloading,
video and audio features. In Australia more chain hotel Web sites (69.6%) allowed
users to download information including a directory of hotels, a brochure, corporate
information, fact sheets and hotel maps than independent hotel Web sites (17.1%) did.
Also, there was a significant difference between hotel Web sites of the chain and
independent hotels in the provision of downloading information (x2 = 23.460, df =1,

p-value = .000). However, more than one quarter provided video features of chain
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hotel Web sites and only 13% incorporated audio features while just 3.9% of the

independent hote] Web sites incorporated audio features and 7.9% provided video
features.

These results indicate that the technological feature for downloading information was

available on the majority of chain hotel Web sites in Australia.

Management Functions (Australia)

For management functions, the results show that the use of Web sites by both chain
and independent hotels in Australia was extremely low. None of the hotel Web sites
in Australia provided the facility for displaying employee of the month. Few
Australian chain and independent hotel Web sites presented corporate information for
shareholders. However, while 34.8% of chain hotel Web sites featured employment
opportunities only 13.2% of independent hotel Web sites did. The results are

summarised in Table D-3.

These results indicate that the feature of employment opportunities was a more
frequent management function feature on both independent and chain hotel Web sites

in Australia.
SUMMARY (Australia)

Table D-4 summarises the results of significant differences of hotel web site features

between independent and chain hotel Web sites in Australia.

Table D-4: Significant Differences of Hotel Web Site Features between Independent and
Chain Hotel Web Sites in Australia

Features Independent Hotel Web Sites Chain Hotel Web Sites Pearson Chi-square
(n=76) (n=23) value
(%) (%)
Secure payment system 46.1 87.0 x2 =11.964, p=0.00]
Restaurant Promotions 69.7 100.0 %2 =9.067, p=0.003
Special Promotions 57.9 87.0 x2=6.525.p=0.011
Business Promotions 553 78.3 x2=3911,p=0.048
Links to partners 44.7 82.6 x2 = 10.081, p = 0.001
Download information 17.1 69.6

22 =23.460, p = 0.000

Degree of Freedom (df) = 1
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Comparison of 107 Thai and 99 Australian Hotel Web Sites

Table D-5: Comparison of features on 206 Hotel Web Sites between Thailand and Australia

Number of Number of Pearson Asymp.
Categories Features Thai Web (%) Australian (%) Chi- Sig
Sites Web Sites Square (2-sided)
(n=107) (n=99) value
(x2)
Basic Own URL 99 92.5 97 98.0 3.315 .069°
Information E-mail address 97 90.7 95 96.0 2.285 131
Maps of Location 91 85.0 86 86.9 0.141 707
Tourism information 64 59.8 76 76.8 6.789 009
Feedback form 11 10.3 17 17.2 2.079 .149
Shown Page updated 8 7.5 7 7.1 0.013 911
Safety & security tips 0 0 0 0 - 3
E-Commerce Reservation offered 102 953 95 96.0 0.049 .824
Reservations functioning 39 36.4 85 85.9 52394 000
Secure payment system 36 33.6 55 55.6 10.011 002
Promotions Restaurant Promotions 87 81.3 76 76.8 0.642 423
Special Promotions 78 72.9 64 64.6 1.635 .201
Business Promotions 74 69.2 60 60.6 1.655 .198
What’s new 5 4.7 10 10.1 2.244 134
Family or Kids Promotions 4 3.7 6 6.1 0.600 .438°
Group travel Promotions | 0.9 2 2.0 0.422 516"
Secondary Links to partners 50 46.7 53 53.5 0.953 329
information List of all hotels 14 13.1 9 9.1 0.827 363
Hotel search capability 6 5.6 7 7.1 0.186 .666°
Services Direct ¢-mail address 87 81.3 89 89.9 3.050 .081
Multilingual Site 25 234 8 8.1 8.929 .003
E-mail Newsletter 10 9.3 10 10.1 0.033 .855
Frequently asked questions 8 7.5 12 12.1 1.265 261
Gift certificates 4 3.7 8 8.1 1.768 .184
Frequent visitor program 0 0 2 2.0 2.183 140°
Online forum 0 0 1 1.0 1.086 297"
Technology Download information 28 26.2 29 29.3 0.251 .616
Video 6 5.6 12 12.1 2.736 .098
Audio 1 0.9 6 6.1 4.116 .042°
Management Employment opportunities 15 14.0 18 18.2 0.662 416
Functions Shareholder information 4 3.7 2 2.0 0.537 464°
Employee of the month 0 0 0 0 - -

Degree of Freedom (df) = 1
a. 1 cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 3.
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Comparison of 22 Thai Chain and 23 Australian Chain Hotel Web Sites

Table D-6: Comparison of features on Chain-Hotel Web Sites between Thailand and Australia

Categories Features Number (%) Number of | (%) Pearson | Asymp.
of Thai Australian Chi- Sig
Web Sites Web Sites Square 2-
(n=22) (n=23) value sided)
. (x2)
Basic Own URL 22 100 22 95.7 0.978 0.323°
Information E-mail address 22 100 23 100 - -
Maps of Location 18 81.8 20 87.0 0.226 0.634"
Tourism information 22 100 21 91.3 2.002 0.157°
Feedback form 3 13.6 4 17.4 0.121 0.728"
Shown page updated 2 9.1 2 8.7 002 963°
Safety & security tips 0 0 0 0 - -
E-Commerce Reservation offered 22 100 23 100 - -
Reservations functioning 19 86.4 22 95.7 1.198 0.274°
Secure payment system 19 86.4 20 87.0 .003 953"
Promotions Restaurant Promotions 22 100 23 100 - -
Special Promotions t9 86.4 20 87.0 003 953
Business Promotions 19 86.4 18 78.3 505 477
What’s new 2 9.1 4 17.4 670 413°
Family or Kids Promotions 1 4.5 1 43 .001 974"
Group travel Promotions 1 4.5 1 4.3 001 974
Secondary Links to partners 21 95.5 19 82.6 1.879 0.170°
information List of all hotels 0 0 0 0 - -
Hotel search capability 3 13.6 2 8.7 0.278 0.598°
Services Direct e-mail address 21 95.5 22 95.7 001 0.974°
Multilingual Site 7 31.8 4 17.4 1.267 0.260
E-mail Newsletter 6 273 7 30.4 .055 0.815
Frequently asked questions 5 22.7 7 304 0.342 0.559
Gift certificates 4 18.2 6 26.1 0.407 0.524°
Online forum 0 - [ 43 978 323°
Frequent visitor program 0 - 2 8.7 2.002 0.157°
Technology Download information 14 63.6 16 69.6 0.178 0.673
Video 3 13.6 6 26.1 1.089 0.297°
Audio 1 4.5 3 13.0 1.003 0.317°
Management Employment opportunities 8 34.8 10 45.5 0.534 0.465
Functions Shareholder information 4 18.2 2 8.7 0.876 0.349°
Employee of the month 0 0 0 0 - -

Degree of Freedom (df) = 1
a | cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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Comparison of 85 Thai and 76 Australian Independent Hotel Web Sites

Table D-7: Comparison of Features on Independent Hotel Web Sites between Thailand and

Australia
Pearson
Number of Number of Chi- Asymp.
Categories Features Thai Web (%) Australian (%) Square Sig
Sites Web Sites value (2-sided)
(n=85) (n=76) x2)
Basic Own URL 77 90.6 75 98.7 4.983 026"
Information E-mail address 75 88.2 72 94.7 2.136 144
Maps of Location 73 85.9 66 86.8 0.031 .860
Tourism information 42 494 55 72.4 8.829 003
Feedback form 8 9.4 13 17.1 2.094 .148
Shown page updated 6 7.1 5 6.6 0.015 904
Safety & security tips 0 0 0 0 - -
E-Commerce Reservation offered 80 94.1 72 94.7 0.029 .864
Reservations functioning 20 23.5 63 82.9 56.618 000
Secure payment system 17 20.0 35 46.1 12.455 000
Promotions Restaurant Promotions 65 76.5 53 69.7 0.929 335
Special Promotions 59 69.4 44 57.9 2.309 129
Business Promotions 55 64.7 42 55.3 1.494 222
What’s new 3 3.5 6 7.9 1.449 229°
Family or Kids Promotions 3 3.5 S 6.6 0.790 374°
Group travel Promotions 0 0 1 2.2 1.125 289"
Secondary Links to partners 29 34.1 34 44.7 1.900 168
information List of all hotels 14 16.5 9 11.8 0.702 402
Hotel search capability 3 3.5 5 6.6 0.790 374°
Services Direct e-mail address 66 77.6 67 88.2 3.085 079
Multilingual Site 18 21.2 4 53 8.613 003
E-mail Newsletter 4 4.7 3 3.9 0.056 814°
Frequently asked questions 3 3.5 5 6.6 0.790 374°
Gift certificates 0 0 2 2.6 2.265 132°
Onlipe forum 0 0 0 0 - -
Frequent visitor program 0 0 0 0 - -
Technology Download information 14 16.5 13 17.1 0.012 914
Video 3 3.5 6 7.9 1.449 229°
Audio 0 0 3 3.9 3.419 064°
Management Employment opportunities S 5.9 10 13.2 2.514 A13
Functions Shareholder information 0 0 0 0 - -
Employee of the month 0 0 0 0 - -

Degree of Freedom (df) = 1
a. 1 cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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Appendix D: Analysis of Hotel Web Sites

" Comparison of Features of Customer’s Information Needs on 107 Thai and 99

Australian Hotel Web Sites

Table D-8: Comparison of Customer’s Information Needs provided on 107 Thai and 99 Australian Hotel

Web Sites
Pearson
Thailand (%) Australia (%) Chi- Asymp.
Customer’s Information Needs (=107) (n=99) Square Sig
value (2-sided)
(x2)

Web Design and Format
1. No frames 107 100 98 97.8 1.086 297
2. Provided text-only version of the site 107 100 99 100 - J
3. No noise 107 100 99 100 - .
4. No banner 106 98.8 99 100 0930 335
General Web Information Quality
5. Quick response time 107 100 99 100 = s
6. 2-3 clicks for needed information 107 100 99 100 - -
7. On-line reservation was provided 102 95.3 95 96.0 0.049 824°
8. Phone number provided on main page 100 93.5 98 99.0 4216 040°
9. Mailing address provided 100 93.5 99 100 6.704 010°
10. I could find the e-mail of a hotel easily 97 90.7 95 96.0 2.285 131
11. Provided security of personal information 38 358 53 535 6.772 009
12. Confirmation of reservation immediately 34 318 50 50.5 7.470 006
13. Date of last update provided 6 5.6 7 7.1 0.186 666
Hotel Facility Information and Services
14. I got information on hotel facilities 102 95.3 96 97.0 0.372 542°
15. | could find the room service menu of a hotel easily 96 89.7 88 889 0.037 847
16. [ found the pictures of hotel facilities easily 91 85.0 80 80.8 0.655 418
17. Personal reservation history was provided 90 84.1 85 85.9 0.123 726
18. On-Site restaurant information was provided 87 813 76 76.8 0.642 423
19. 1 got information on the type of the hotel 77 72.0 80 80.8 2219 136
20. Nearby attractions or businesses were provided 64 59.8 76 76.8 6.789 .009
Room Information
21. Room type was provided 103 96.3 9 94.9 0212 645
22. 1 got information on the in-room amenities 97 90.7 96 97.0 3.469 063
23. Room rate was provided 87 813 94 949 8.974 003
24. Special room rate was provided 73 682 53 535 4.671 031
25. 1 could find non-smoking accommodations 47 439 55 55.6 2.783 .095
26. ] got information on the roeom availability 41 383 58 58.6 8.462 004
Locality
27.1 got information on the direction to the hotel 97 90.7 97 98.0 5.030 025
28. 1 could find the map of surrounding area 91 85.0 86 86.9 0.141 707
29. I could link to hote] partners 44 411 39 394 0.064 801
30. Local weather information was provided 22 20.6 14 14.1 1.469 225
31. Local mass transportation was provided 7 6.5 7 7.1 -0.023 880
32.1 could link to car rental 2 1.9 7 7.1 3.330 068°

Degree of Freedom (df) = 1
a. 1 cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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Appendix D: Analysis of Hotel Web Sites

Comparison of Features of Customer’s Information Needs on 22 Thai Chain and

23 Australian Chain Hotel Web Sites

Table D-9: Assessment of Customer’s Information Needs on Chain Hotel Web Sites in Thailand and

Australia
Chain Hotel Web Sites Pearson | Asymp.
Customer’s Information Needs Thailand Australia Chi- Sig
n=22 % n=23 % Square (2-
value sided)
x2)

Web Design and Format
1. Provided frames 0 0 0 0 - E
2. Provided banner 0 0 0 0 - -
3. Provided noise 0 0 0 0 - -
4. Provided Text-only version of the site 20 90.9 22 95.7 .407 524°
General Web Information Quality
5. Quick download 22 100 23 100 -
6. 2-3 clicks for needed information 22 100 23 100 -
7. 1 could find the e-mail of a hotel easily 2 100 23 100 -
8. Phone number provided on main page 22 100 23 100 -
9. Mailing address provided 22 100 23 100 -
10. Date of last update provided 20 9.9 21 913 .002 963
11. On-line reservation was provided 22 100 23 100 - -
12. Provided security of personal information 19 86.4 19 82.6 121 728°
13. Confirmation of reservation immediately 19 864 19 82.6 121 728°
Hotel Facility Information and Services
14. 1 could find the room service menu of a hotel easily 22 100 21 913 2.002 157
15. 1 found the pictures of hotel facilities easily 21 95.5 21 913 31 57
16. 1 got information on the type of the hotel 20 90.9 21 91.3 002 963°
17. I got information on hotel facilities 22 100 23 100 - -
18. Personal reservation history was provided 2 100 23 100 - -
19. On-Site restaurant information was provided 22 100 23 100 - -
20. Nearby attractions or businesses were provided 22 100 21 91.3 2.002 A57°
Room Information
21. Room type was provided 22 100 23 100 - -
22. Room rate was provided 22 100 22 95.7 978 323°
23. Special room rate was provided 18 81.8 18 78.3 089 766
24. ] got information on the in-room amenities 22 100 23 100 - -
25. 1 could find non-smoking accommodations 16 727 18 783 .186 666
26. ] got information on the room availability 19 86.4 20 87 .003 953°
Locality
27. Local weather information was provided 12 54.5 6 26.1 3.794 051
28. Local mass transportation was provided 4 18.2 0 - 4.590 032°
29. 1 could find the map of surrounding area 18 818 20 87 226 634°
30. I got information on the direction to the hotel 21 95.5 23 100 1.069 301°
31. I could link to car rental 2 9.1 I 43 407 524°
32. ] could link to hotel partners 20 90.9 19 82.6 670 413°

Degree of Freedom (df) = |
b. 2 cells (50.0%) have expected count less than 5.
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Appendix D: Analysis of Hotel Web Sites

Comparison of Features of Customer’s Information Needs on 85 Thai

Independent and 76 Australian Independent Hotel Web Sites

Table D-10: Comparison of Customer’s Information Needs provided on Independent Thai and

Australian Hotel Web Sites
Pearson
Thailand (%) | Australia (%) Chi- Asymp.
Customer’s Information Needs (n=85) (=76) Square Sig
value (2-sided)
(x2)

Web Design and Format
1. No frames 85 100 75 97.8 1.125 289°
2. Provided text-only version of the site 85 100 76 100 - -
3. No noise 85 100 76 100 - -
4. No banner 84 98.8 76 100 0.900 343°
General Web Information Quality
5. Quick response time 85 100 76 100 - -
6. 2-3 clicks for needed information 85 100 76 100 - -
7. On-line reservation was provided 80 94.1 72 94.7 0.029 864
8. Phone number provided on main page 78 91.8 75 98.7 4.068 044°
9. Mailing address provided 78 918 76 100 6.543 oir®
10. I could find the e-mail of a hotel easily 75 88.2 72 94.7 2.136 144
11. Provided security of personal information 19 224 34 4.7 9.104 003
12. Confirmation of Reservation immediately 15 17.6 31 408 10.530 001
13. Date of last update provided 4 4.7 5 6.6 0.267 606°
Hotel Facility Information and Services
14. 1 got information on hotel facilities 80 94.1 73 96.1 0.318 5730
15. I could find the room service menu of a hotel easily 74 87.1 67 88.2 0.045 833
16. I found the pictures of hotel facilities easily 70 824 59 716 0.562 454
17. Personal reservation history was provided 68 80.0 62 81.6 0.064 .800
18. On-Site restaurant information was provided 65 76.5 53 69.7 0.929 335
19. 1 got information on the type of the hotel 57 67.1 59 776 2227 136
20. Nearby attractions or businesses were provided 2 494 55 724 8.829 003
Room Information
21. Room type was provided 81 95.3 71 934 0.267 606
22. 1 got information on the in-room amenities 75 88.2 73 96.1 3303 069
23. Room rate was provided 65 76.5 ¥y 94.7 10554 .001
24, Special room rate was provided 55 64.7 35 46.1 5.663 017
25. I could find non-smoking accommodations 31 353 37 48.7 2453 117
26. I got information on the room availability 22 25.9 38 50.0 9.983 002
Locality
27. 1 got information on the direction to the hotel 76 89.4 74 974 3.991 046
28. 1 could find the map of surrounding area 73 856 66 86.8 0.031 860
29. 1 could link to hotel partners 20 26.3 24 282 0.074 .785
30. Local weather information was provided 10 11.8 8 105 0.062 .803
31. Local mass transportation was provided 3 35 7 15.6 2223 136"
32. I could link to car rental 0 0 6 79 6.970 008°

Degree of Freedom (df) = 1
a. I cell (25.0%) have expected count less than 5.
b. 2 cells (50.0%) have expected count less than 5.
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“esting Assumption of MANOVA for Level of Adoption of IWMA by Hotels

Appendix E:

Testing Assumption of MANOVA for Level of Adoption of IWMA by Hotels

(Early Adopter & Non-Early Adopter Hotels)

Table E-1a: Testing Assumption of MANOVA by Different Levels of Using IWMA in Thailand
Factors Affecting the Use of [WMA Levene’s TFest of Equality of ErrorS i\;ariances
Hotel Size 402 .527
Top Management Support 4.658 | .033
CEQ’s Attitude 1219 271
Organisational Readiness 2.763 .099
CEQ’s IS Knowledge 2.684 .103
Perceived Benefits 3.644 .058
Perceived Compatibility 6.114 015
Perceived Complexity 1.974 162
Perceived Barriers .023 .880
Image 417 519
Customers Power 4.547 .035
Competition Intensity 242 624
Level of Government Support 4.654 .033
Level of technology Support 016 .801
Dfl =1, df2 =150
Box’s M = 189.804, F = 1.448, df1 = 105, df2 = 7645.994, Sig = .002

Table E-1b: Testing of MANOVA by Different Levels of Using IWMA in Australia
) Levene’s Test of Equality of Error Variances

Factors Affecting the Use of IWMA F Sig
Hotel Size 9.940 .002
Top Management Support 4.426 .037
CEO’s Attitude 12.058 .001
Organisational Readiness .000 985
CEO’s IS Knowledge 7.532 .007
Perceived Benefits 3.187 .076
Perceived Compatibility 20.492 .000
Perceived Complexity 1.781 .184
Perceived Barriers 091 763
Image .504 .343
Customers Power 8.821 » .004
Competition Intensity 4.924 028
Level of Government Support 267 .606
Level of technology Support 8.309 .005

Dfl = 1,df2 = 141

Box’s M = 171,352, F = 1.457, df1 = 105, df2 = 52251.158, Sig =.002

319



1743

(Pa11e1-7) [9A9] $0°0 Y1 & JULOYIUSIS S UOLB[ILIOD
(Pa[1e1-7) 193] [(°( Y} J€ JUBDYIUTIS SI UOHIR[ALIOD 4«

a8 L1 SI™ | »0T 80’ 91" 60’ wxll | 50T | LT Ir »x1T er S 12UId)U] Y} BUIS(] JO [9AT ST
wxlV »#EV | xxlV | #x6¢ 58 #%68" | xS | xxlV 80’ ST sV | xx68 | wxl€ voddng AB0JOUYd3 [ JO [9AIT {1
*xLT | #xCE | #xST S0'- 08 | wxl€ | #x68 | *81" | »x6T sV | xxl€ xS yoddng JuawuIzA09) JO PAIT €]
*x9V | x26€ 00°- xxEC | #x#8V | x2SV x61 *£9¢ wxb e | *x9V | #x9T Atsusiu] uonpdwo) 7|
*x0V 90’ w9V | wxlL | %295 10 _—a wxPS | xxL9 | xxbV 1amod 1duwoysn)y | |
80’ 91 *x0V | LV 149 80’ xxLT | *xbE 148 adewy Q1
80’ Tl | #xCT $0'- 00" 00 10 00" JaLued paAlddled ‘6
*xEST | xxSE 14 +x0T xxlV | waxbV | #xLT Ajxajdwo) ‘g
«x89° | 10 | xx0T #+8S" | #xL9" | #xSE€ Anquedwo) °L
€0’ *x3T *x0V" | x2VS | #xCT SIJIuUdY PIAII{ 9
148 LO 60’ 0 (swo0o. Jo 13quinu) [9)0H JO dZIS 'S
AT el a3ps[mouy S S.0dD b
*48S" | wxl€ ssauipeay] [euonesiuediQ ‘¢
wx P spmIy s.040 'C
uoddng juswaZeuey do [
14 el 4! I1 0l 6 8 L 9 S 14 £ (4 [ sdlqelleA

(puejiey ) SUONE[R110)) JUIUWIOJA-)IN POl J uosiedd [~ d[qeL

(puejiey ) Suone[a.110)) JUSWOJA-}INPoLJ uosiedd : xipuaddy




¥43

(Pa11e3-7) 1943] §0°0 2} 1 JUBDYIUSIS SI UONR[aLIO0D),
(PaireI-g) [243] [0°0 Y} J& JUBSYIUBIS S1 UOHB[ALI0D 4 4

¥x 0T 90’ »xST xxlT ol el 148 xx (P’ LT »xS¢ »xlT 9L0" | »»b6T x881° 12u133U] 3} BUIS() JO [9AT '
w80 | wxSP | wnb§ «0T 01" | #sEE xx0S" | xalS 60" | xxlV SI' | wabS | #aES yioddng Adojouya ] Jo [3A3T'H1
w8 wlE *81 14 *xfE’ »97 *#SE 45 5T 0T *+60 *%x6C yoddng JUSWUIA0D JO [9AIT €]
wub§’ 114 0~ wlT 14 *xlP x| *%6¢" el x6b "l AJisuau] uonnadwo) Ty
4 00 *»#8E *»*£9’ **P9’ *81’ 9’ *xLT *%89’ T Mo JB3WoISn ) 1|
**CC" 148 *26C' T 4% 81 *x0¢ w0 98 agew] 01
60 90’ Y0 90 e 0 20 10° Jarreq paAladdd ‘6
144 *xxEd Lo #xlt I T T Apxsrdwo)) ‘g
xS wll T4 T44 *x6§ *#9¢ Appqnedwo)
60’ LV «*x8T *%09 Tl S)Jaudg paAladIdd ‘9
91" £90° 98 61 (su004 jo Jdquinu) [330H J0 IS °§
8¢’ wxlb *x6F° “aBpajmou)] ST S.04D ¥
1t %17 SSaUIpEaY [RUONEBSIUEBI() ‘€
¥*x9 APNUPV S,.04D 'T
ydoddng juawaBeuey doL |
¥l ¢l Tl I 0l 6 8 L 9 § L4 £ [4 I
(e1jeaysny) SUONE[RII0)) JUIWOJA[-}INPoL J uosiedd 7-J 2qe L

(erjea)SNY) SUONE[ILIO0)) JUIWOIA-}INPOLJ uosaedd :J xipuaddy



Appendix G: Independent and Chain Hotels

Appendix G:
Factors Affecting the Adoption of IWMA for Independent and Chain
Hotels in Thailand and Australia

Independent and Chain Hotels in Thailand: Testing Assumption for MANOVA

Table G-1: Testing Assumptions of MANOVA by Independent and Chain Hotels in Thailand

Factors Affecting the Use of IWMA Levene’s Test of Equality of Error Variances

F Sig
Size of Hotel 5.405 .021
Top Management Support 2.982 .086
Organisational Readiness 477 491
CEO’s Attitude 1.007 317
CEQO’s IS Knowledge 3.303 .071
Perceived Benefits 1.843 177
Complexity .027 871
Compatibility 6.198 014
Perceived Barriers 329 .567
Image .250 .618
Customers Power 6.410 012
Competition Intensity .398 529
Level of Government Support 1.469 227
Level of technology Support 239 .625

Df1 =2, df2=150

Box’s M = 165.068, F = 1.356, dfl = 105, df2 = 19167.068, Sig = .009

Independent and Chain Hotels in Thailand: MANOVA and ANOVA Results

Table G-2: MANOVA and One-Way ANOVA Results for Differences in Factors Affecting the Adoptien of
ITWMA between Independent and Chain Hotels in Thailand

Types of Variables Sum of df Mean F Sig (p)
Hotels (organisational Factors) Square Square
Independent | Size of Hotel* 64.101 1 64.101 17.330 000
and Chain Top Management Support 2.054 1 2.054 2.459 119
Organisational Readiness 3.692 1 3.692 2.501 116
CEOQO’s Attitude 1.173 1 1.173 2.146 145
CEO’s IS Knowledge* 5.115 ] 5.115 3.904 050
Perceived Benefits 3.790 1 3.790 3.122 079
Complexity 1.385 1 1.385 1.553 215
Compatibility* 4.849 1 4.849 5.219 024
Perceived Barriers .037 1 037 017 .895
Image .843 1 843 .508 A7
Customer Power* 9.476 1 9.476 8.340 004
Competition Intensity* 8.708 1 8.708 8.623 .004
Level of Government Support 4.300 i 4.300 1.905 .170
Level of Technology Support 1.285 1 1.285 1.756 .187

MANOVA: Pillai’s Trace = .188, F =2.260, Sig=.008
Wilks’ Lambda = .812, F =2.260, Sig=.008
Hotelling’s Trace =.231, F =2.260, Sig=.008
Roy’s Largest Root =.231, F =2.260, Sig=.008

* Significant at p < .05
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Appendix G: Independent and Chain Hotels

Independent and Chain Hotels in Thailand: t-test Results

Table G-3: The t-test Results for Differences in Factors Affecting the Adoption of IWMA between
Independent and Chain Hotels in Thailand
Thailand (N = 152)
Mean
Factors Chain Independent Mean t-value P-value
(n=41) (n=111) Difference

Organisational factors
Size of Hotel* 5.04 3.58 -1.46 -4.395 .000*
Top Management Support 6.57 6.31 0.26 -1.568 119
Organisational Readiness 5.58 5.23 0.35 -1.582 116
CEOQO’s Attitude 6.50 6.30 0.20 -1.465 .145
CEQ’s IS Knowledge* 5.92 5.51 0.41 -1.976 050*
Technological Innovation factors
Perceived Benefits 5.86 5.50 0.36 -1.767 .079
Complexity 5.82 5.60 0.22 -1.246 215
Compatibility* 6.15 5.75 0.40 -2.285 024*
Perceived Barriers 4.26 4.22 0.04 -.132 .895
Image 6.07 5.90 0.17 =712 477
Environmental factors
Customers Power* 6.26 5.70 0.56 -2.888 004*
Competition Intensity* 5.87 533 0.54 -2.936 .004*
Level of Government Support 5.10 4.72 0.38 -1.380 170
Level of technology Support 6.19 5.98 0.21 -1.325 .187

*Significant at p < .05

Independent and Chain Hotels in Australia: Testing Assumption for MANOVA

Table G-4: Testing Assumption of MANOVA by Independent and Chain Hotels in Australia

Factors affecting the use of IWMA

Levene’s Test of Equality of Error Varian

F Sig
Size of Hotel 19.649 .000
Top Management Support 3.674 .057
Organisational Readiness 284 .595
CEO’s Attitude 6.276 013
CEO’s IS Knowledge 731 394
Perceived Benefits 3.309 071
Complexity .014 907
Compatibility 6.202 014
Perceived Barriers 3.171 .077
Image 1.001 319
Customers Power 1.710 193
Competition Intensity 2.382 125
Level of Government Support 722 397
Level of technology Support 2.588 .110

Dfl =1, df2 = 141

Box’s M = 150.617, F = 1.282, dfl = 105, df2 = 55305.472, Sig = .027
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Appendix G: Independent and Chain Hotels

Independent and Chain Hotels in Australia: MANOVA and ANOVA Results

Table G-5: MANOVA and One-Way ANOVA Results for Differences in Factors Affecting the Adoption
of IWMA between Independent and Chain Hotels in Australia
Types of Variables Sum of df Mean F Sig
Hotels (organisational Factors) Square Square @)
lndcpcnd.ent Size of Hotel* 65.848 1 65.848 22.054 000
and chain Top Management Support 1.244 1 1.244 1.249 266
Organisational Readiness 5.235 1 5.235 2.835 094
CEQ’s attitude 2.290 1 2.290 3.317 071
CEQ’s IS Knowledge .459 1 459 341 .560
Perceived Benefits* 7.359 1 7.359 8.955 003
Complexity .066 1 066 .061 .805
Compatibility 4.254 1 4.254 3.641 .058
Perceived Barriers I.126 i 1.126 737 392
Image 121 1 121 .057 811
Customer Power* 10.180 1 10.180 13.725 .000
Competition Intensity* 14.710 1 14.710 14.005 000
Level of Government Support .842 1 .842 591 443
Level of Technology Support 1.075 I 1 1075 1.148 .286
MANOVA: Pillai’s Trace =.275, F = 3.466, Sig = .000
Wilks® Lambda = .725, F = 3.466, Sig = .000
Hotelling’s Trace = .379, F = 3.466, Sig = .000
Roy’s Largest Root =.379, F = 3.466, Sig = .000
* Significant at p < .05
Independent and Chain Hotels in Australia: t-test Results
Table G-6: The t-test Results for Differences in Factors Affecting the Adoption of IWMA between
Independent and Chain Hotels in Australia
Australia (n =143)
Mean
Factors Chain Independent Mean t-value P-value
(n=80) (n=63) Difference
Organisational factors
Size of Hotel 3.28 1.92 -1.36 -4.881 .000*
Top Management Support 6.36 6.17 0.19 -1.118 .266
Organisational Readiness 4.71 4.33 0.38 -1.684 094
CEQ’s Attitude 6.50 6.24 0.26 -1.821 071
CEQ’s IS Knowledge 5.81 5.69 0.12 -.584 .560
Technological Innovation factors
Perceived Benefits 5.84 5.38 0.46 -2.992 003*
Complexity 5.53 5.48 0.05 -.248 .805
Compatibility 5.96 5.61 0.35 -1.908 058
Perceived Barriers 4.47 4.29 0.18 -.859 392
Image 4.60 4.54 0.06 -.240 811
Environmental factors
Customers Power 6.34 5.80 0.54 -3.705 000*
Competition Intensity 5.50 4.85 0.65 -3.742 .000*
Level of Government Support 4.66 4.50 0.16 -.769 443
Level of technology Support 5.86 5.68 0.18 -1.071 .286

* Significant at p <.05
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pendix H: Factors Affecting the Adoption of IWMA by Size of Hotel

Appendix H:

Factors Affecting the Adoption of IWMA: Size of Hotel

Size of Hotel in Thailand: Testing Assumption of MANOVA

Table H-1: Testing Assumptions of MANOVA by Different Hotel Sizes in Thailand
Factors Affecting the Use of IWMA Levene’s iest of Equality of Error'SYariances
i
Top Management Support 120 : .887
Organisational Readiness 3.215 043
CEQO’s Attitude 2.547 .082
CEO’s IS Knowledge .498 .608
Perceived Benefits 1.021 363
Complexity 1.242 .292
Compatibility 2.455 .089
Perceived Barriers 044 957
Image .481 .619
Customers Power 4.083 019
Competition Intensity 3.749 026
Level of Government Support 1.214 .300
Level of technology Support .491 613
Dfl =2, df2 = 149
Box’s M =254.611, F = 1.166, dfl = 182, df2 =15652.514, Sig = .064

Size of Hotel in Thailand: The Results of MANOVA and ANOVA

Table H-2: MANOVA and One-Way ANOVA Results for Differences in Factors Affecting the Adoption of
TWMA among the Different Hotel Sizes in Thailand

Mean Score
Factors Small Medium Large All F-value Sig.
hotels hotels hotels Hotels
(n=24) (n=54) (n="74) (n=152)

Top Management Support 6.40 6.29 6.44 6.38 416 .660
Organisational Readiness 5.50 5.01 5.50 5.32 2.771 .066
CEQ’s Attitude 6.32 6.21 6.47 6.35 2.039 134
CEQ’s IS Knowledge 5.37 5.55 5.75 5.62 1.142 322
Perceived Benefits 5.77 5.45 5.65 5.60 .861 425
Complexity 5.61 5.61 5.71 5.66 228 .796
Compatibility 6.09 5.69 5.89 5.85 1.486 .230
Perceived Barriers 4.73 4.00 423 4.23 2.147 120
Image 5.95 5.89 5.98 5.95 .073 929
Customer Power 6.08 5.64 5.94 5.85 1.804 .168
Competition Intensity 5.21 5.31 5.69 5.48 3.096 .048
Level of Government Support 4.54 4.61 5.08 4.82 2.065 130
Level of technology Support 6.06 5.87 6.16 6.04 1.840 162

MANOVA: Pillai’s Trace =.181, F = 1.058, Sig =.392
Wilks® Lambda = .827, F = 1.051, Sig = .401
Hotelling’s Trace = .200, F = 1.044, Sig = .409
Roy'’s Largest Root=.114, F=1.214, Sig =.275
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nendix H: Factors Affecting the Adoption of IWMA by Size of Hotel

Size of Hotel in Australia: Testing Assumption of MANOVA

Table H-3: Testing Assumptions of MANOVA by Different Hotel Sizes in Australia
Factors Affecting the Use of IWMA Levene’s Test of Equality of Error Variances
T -
Top Management Support 13.839 (S):)g()
Organisational Readiness 278 757
CEO’s Attitude 7.146 .001
CEO’s IS Knowledge 3.878 .023
Perceived Benefits 4.419 014
Complexity 3.452 .034
Compatibility 5.991 .003
Perceived Barriers 193 .825
Image 175 .840
Customers Power 4.252 .016
Competition Intensity 751 474
Level of Government Support 203 816
Level of technology Support 3.1444 .046
Df1 =2, df2 = 140

Box’s M =290.903, F=1.371, DFIl = 182, DF2 = 33797.229, Sig = .001

Size of Hotel in Australia: The Results of MANOVA and ANOVA

Table H-4: MANOVA and One-Way ANOVA Results for Differences in Factors Affecting the Adoption
of IWMA among Different Hotel Sizes in Australia

Mean Score
Factors Small Medium Large All F- Sig.
hotels hotels hotels Hotels value
(n=155) (n=55) | (n=233) (n=143)

Organisational Factors
Top Management Support* 5.90 6.53 6.47 6.27 6.932 .001
Organisational Readiness 4.52 4.41 4.80 4.54 .826 440
CEO’s Attitude* 6.12 6.60 6.47 6.39 5.025 .008
CEO’s IS Knowledge* 5.36 6.09 5.87 5.76 6.059 003
Technological Innovation Factors
Perceived Benefits* 5.39 5.88 5.65 5.64 3.980 021
Complexity 5.35 5.61 5.60 5.51 1.049 .353
Compatibility* 5.44 6.02 6.06 5.80 5.438 005
Perceived Barriers 4.17 4.52 4.55 4.39 1.443 .240
Image 4.39 4.60 4.86 4.58 1.109 .333
Environmental Factors
Customer Power* 5.78 6.33 6.25 6.10 6.306 002
Competition Intensity* 4.73 5.45 5.63 5.21 10.732 000
Level of Government Suppeort* 4.28 4.83 4.71 4.59 3.202 044
Level of Technology Support 5.54 5.97 5.86 5.78 2.951 .056

MANOVA: Pillai’s Trace =.287, F = 1.663, Sig = .026
Wilks’ Lambda = .726, F = 1.709, Sig =.020
Hotelling’s Trace = .359, F = 1.754, Sig =.016
Roy’s Largest Root = .298, F =2.961, Sig=.001
*Significant at p <.05
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Appendix H: Factors Affecting the Adoption of IWMA by Size of Hotel

Size of Hotel in Australia: The Results of t-test

Table H-5: The t-test Results for the Differences in Factors Affecting the Use of IWMA Among the
Different Hotel Sizes in Australia

Mean difference Mean difference Mean difference
Variable between between between
Small & Medium Small & Large Medium & Large
Organisational Factors
Top Management Support 002* .008* 617
Organisational Readiness .665 375 215
CEQ’s Attitude 006* .044* .288
CEO’s IS Knowledge 002* .061 .296
Technological Innovation Factors
Perceived Benefits 007* 255 171
Complexity 196 327 .968
Compatibility .008* 008* .800
Perceived Barriers 147 .160 .900
Image .449 130 426
Environmental Factors
Customers Power 002* .028* .578
Competition Power .000* .000* .386
Level of Government Support 017+ 123 632
Level of technology Support .051 .161 542

*Significant at p < .05
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