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PREFACE 

 

In the digital age, technological advancements have impacted every aspect of our lives by 

transforming entire businesses and changing the way we interact with the world. Online hotel 

booking platforms are among those advances that have become efficient tools with the ability 

to fundamentally change the travel and hospitality sector. People everywhere are using them 

to make traveling more convenient, efficient, and personalized. Those platforms have changed 

how customers interact with the hospitality industry by offering easy-to-use recommendation 

systems and smooth booking processes. Hence, understanding consumers’ opinions and 

experiences is important to ensure that online booking platforms effectively meet their needs 

and preferences. With that, this study will aim to examine the factors influencing consumers’ 

intentions on online hotel booking considering shared value, opportunist behaviour, 

communication, perceived security, perceived trust, perceived ease of use and perceived 

usefulness. 
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ABSTRACT 

 

In today’s digital age, online hotel booking platforms have changed the hospitality industry by 

making it easier for travelers to find and book hotels. As consumers increasingly rely on these 

platforms to plan their accommodations, understanding the factors influencing their booking 

intentions becomes essential for hoteliers and marketers. Therefore, this study aims to explore 

the factors influencing consumers’ intentions on online hotel booking. The Commitment-Trust 

Theory and the Technology Acceptance Model (TAM) were employed to explain the factors 

influencing consumer intentions on online hotel booking. With the Commitment-Trust Theory 

and TAM, seven independent variables derived from these theories which are shared value, 

opportunist behaviour, communication, perceived security, perceived trust, perceived ease of 

use, and perceived usefulness. Seven hypotheses were formulated to identify the relationship 

between the variables. Online questionnaires were developed using Google Forms and then 

sent out to Malaysian residents, the specified target group of this study. The information and 

data gathered from respondents underwent analysis through SPSS software. Additionally, this 

study offers managerial suggestions with the aim that future researchers and practitioners can 

use the experimental method as a guide to learn more about what influences consumers’ 

decisions when booking hotels online.  
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CHAPTER 1: RESEARCH OVERVIEW 

 

 

1.0 Introduction  
 

Online booking industry is experiencing rapid growth as individuals increasingly 

turn to online booking platforms for various reservations such as flights, movie 

tickets and hotel accommodations. Thus, in this study, we aim to identify and 

comprehend the factors influencing online hotel booking intentions among 

consumers including shared value, opportunist behaviour, communication, 

perceived security, perceived trust, perceived ease of use and perceived usefulness. 

The framework of this chapter will provide a general overview of the research’s 

background, problem, research questions, objectives and significance. 

 

 

1. 1 Research Background 
 

Before the Internet became widely accessible in the late 1990s, travellers in 

Malaysia faced difficulty in obtaining all relevant travel-related information 

because there were limitations in accessing the information and resources (Costin 

& Eslava, 2022). As a result, it was immensely prevalent for travellers to consult 

travel agencies for information regarding accommodations, flight tickets, and 

transportation (Costin & Eslava, 2022). However, the involvement of travel 

agencies often led to increased trip costs prompting many travellers to seek 

alternative and more cost-effective means of obtaining travel information. This 

hidden additional cost associated with traditional travel agency services sparked a 

growing interest among Malaysian travellers in exploring alternative methods of 

accessing travel information and making bookings.  
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However, thanks to technology, especially the internet, Malaysians started booking 

places to stay and travel services in a completely new way. Today, online booking 

platforms have become integral to the travel industry in Malaysia by offering 

travellers convenient access to a wide range of information and booking options. In 

the colourful world of global tourism, where every journey unfolds as a unique 

tapestry of experiences, online hotel booking platforms stand as the digital leaders 

making it easier for people to explore and find accommodation. They are like 

helpful friends, using smart technology to suggest places based on what you like. 

From the bustling streets of Kuala Lumpur to the serene beaches of Langkawi, these 

platforms have woven themselves into the very fabric of Malaysia's travel industry 

by offering a gateway to convenience and choice like never before. 

 

Online booking platforms have developed into more than just transactional tools in 

this era of digitalization, where connectivity become a key. They have become 

companions on the journey by guiding travellers with the wisdom of artificial 

intelligence and the warmth of personalized recommendations. According to recent 

research by Thomas (2022), a staggering 82% of global travellers now turn to these 

platforms to secure their accommodations. Also, Malaysia ranking among the top 

three countries, boasting a remarkable 57% of hotel bookings done online in 2024 

while China and Spain occupy the first (61%) and second positions (60%) 

respectively in this regard based on Table 1.1. 

Table 1.1: Share of People Booking Hotel Online in 56 Countries 

 

Source: Bashir (2024)  

61%
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57% 57%

54%
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58%

60%
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But it is not just about convenience—it is about resilience in the face of adversity. 

The upheaval wrought by the COVID-19 pandemic has transformed the way we 

travel by turning the act of searching for information online and making online 

booking into a lifeline for Malaysian travellers (MacSween & Canziani, 2021). As 

users navigate the complexities of travel amidst the uncertainties introduced by the 

pandemic, online hotel booking platforms have become a crucial tool for acquiring 

real-time and relevant data for Malaysians. The act of searching for information 

online is not merely a step for making bookings, it is now a crucial component of 

the decision-making process that enables Malaysian users to evaluate the safety 

protocols, cleanliness standards, and overall suitability of accommodations in the 

ongoing global crisis. 

 

With so many options available, travellers often wonder why they prefer using 

online hotel booking platforms. The answer lies not only in the convenience they 

offer but also in the myriad factors that influence travellers’ decisions. As defined 

by Table 1.2, price and rating, which account for 95% and 91% respectively, are 

the primary factors influencing financial decisions regarding accommodation over 

the past few years. While price and ratings remain the important factors, other 

aspects of the accommodation experience gaining importance in consumers’ 

financial decisions. People seem to care more about other things like how they 

connect with the place, how safe they feel, and how easy it is to use the platforms 

when making accommodation choices online.  

Table 1.2: Factors that Will Influence Decision on Booking Accommodation 

 

Source: Statista (2016) 
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Consumers around the world including people in Malaysia, are able to effortlessly 

compare the offers and information easily when making online hotel booking due 

to the innovation of online hotel booking platforms and Internet. They are changing 

the entire process and aspects of travelling from preparation and planning to 

booking and further. Therefore, the rise of online hotel booking platforms is not 

changing how we book places to stay but it is also changing how we think about 

and do travel.  

 

 

1.2 Research Problem 
 

Despite the widespread adoption of online hotel booking platforms, concerns persist 

regarding their impact on consumer behaviour and intentions. Specifically, there is 

a need to investigate the factors influencing consumers’ online hotel booking 

intentions and the challenges they encounter in the process.   

 

As customers typically use online booking platforms to gather hotel information, 

there is a higher demand for those platforms to provide comprehensive, reliable and 

accurate information (Emir et al., 2016). However, concerns arise among Malaysian 

consumers as the majority of online booking platforms are engaging in misleading 

and unethical business practices to take advantage of the consumers and create a 

false impression of a hotel's popularity (Prynn, 2019). Shockingly, they have been 

discovered to showcase heavily edited or exaggerated images of hotel properties, 

and reviews whether positive or negative are false and fraudulent (Gray, 2022). 

Based on the research of the American Hotel and Lodging Association (AHLA), 

approximately 25% of consumers fall victim to online booking scams and deceptive 

marketing tactics employed by fraudulent and misleading online booking platforms 

(Montevago, 2019). They were misrepresenting the actual quality and condition of 

accommodations which could potentially leave consumers misinformed and misled. 

This reveals a significant breach of trust as those online booking platforms 

prioritized profits over genuine customer value. 
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The primary challenge encountered by the travel industry focuses on the insufficient 

confidence among travellers in online hotel booking platforms. Research by Wu 

and Chang (2005), and Lien et al. (2015) have consistently highlighted the lack of 

trust as the key obstacle for consumers when considering online purchases. This 

lack of trust extends to Online Travel Agencies (OTAs) which mirroring the 

findings of previous studies by Wu and Chang (2005) and Lien et al. (2015). For 

instance, consumers tend to refrain from utilizing online hotel booking platforms if 

they perceive them as unreliable. 

 

Besides, the rise in fraudulent activities within the online hotel booking sector, as 

highlighted by Woon (2023), introduces additional layers of consumers' concerns 

related to trust and security. The media frequently reports high-profile incidents of 

compromised online security, and a surge in spamming, hacking, and phishing 

activities. Hence, Malaysian consumers worry cover a wide range of issues such as 

identity theft, credit card fraud via credit card number hacking, and personal 

information leaks that lead to excessive spam. These concerns not only affect the 

perceived trustworthiness of online booking platforms but also raise questions about 

the overall security and protection of user data. Based on the findings of a survey 

conducted by Kamsin & Chang (2005) as shown in Table 1.3, it was concluded that 

60.7% of Malaysian respondents expressed concerns regarding the security of 

online booking and purchasing methods. This suggests a lack of confidence in the 

reliability of electronic wallet systems for online payments. Next, unlike traditional 

booking methods where consumers can directly communicate with hotel staff to 

address specific requests or concerns, online booking platforms may restrict direct 

communication channels. Malaysian consumers may encounter difficulties in 

resolving issues or seeking clarification, especially during emergencies or 

unexpected situations. 
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Table 1.3: Malaysians’ Perception of Online Booking 

 

Source: Kamsin & Chang (2005) 

 

Additionally, Malaysian consumers always have negative experiences and 

dissatisfaction during the online hotel booking process (Aiman, 2023). This is 

because they always face common problems like lack of real-time updates, lack of 

useful information and delays in addressing consumer issues on online booking 

platforms (Aiman, 2023). For instance, the consumers faced a lack of detailed 

descriptions and images of hotel services. This has caused consumers to question 

the efficiency of the online booking platform's support system and find it difficult 

to trust the platform as information about hotel status is not regularly updated. Also, 

many online booking platforms are complicated and lack user-friendly features 

which makes navigation challenging for consumers. Locating and booking rooms 

may become more difficult for consumers due to complex interfaces. Hence, 

although online hotel booking platforms are undeniably useful tools for travellers, 

these problems can cause significant harm to both consumers and the industry. 

 

Therefore, in this study, online booking platforms can gain a comprehensive 

understanding of the challenges and expectations encountered by consumers. This 

involves examining the factors contributing to online hotel booking intentions by 
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investigating key elements such as shared value, opportunist behaviour, 

communication, perceived security, perceived trust, perceived ease of use, and 

perceived usefulness. 

 

 

1.3 Research Questions 
 

This study is designed to answer the following question: 

1) What is the most frequently used online booking platform?  

2) What are the relationship between “online booking” factors and online hotel 

booking intentions? 

 

 

1.4 Research Objectives 
 

The study is designed to achieve the following objectives: 

The main objective of this study: 

1) To examine the key factors influencing consumer intentions on online hotel 

booking.  

 

The specific objectives of this study:  

1) To identify the most frequently used online hotel booking platforms.  

2) To examine the relationship between “online booking” factors (shared value, 

opportunistic behaviour, communication, perceived security, perceived trust, 

perceived ease of use and perceived usefulness) and online hotel booking 

intentions.  
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1.5 Significance of The Study 
 

This study aims to provide valuable insights for online booking platforms by 

identifying specific determinants. By understanding what influences consumers, the 

business can tailor their services to align with these factors, ultimately improving 

the effectiveness of their online booking platforms and enhancing user satisfaction, 

expectation and intention to book online. 

 

Also, this study helps to know which platforms are preferred by users and allows 

businesses to optimize navigation and accessibility. By examining the leading 

platforms, business can refine their interfaces to offer a streamlined and intuitive 

booking experience. 

 

 

1.6 Conclusion 
 

To summarize, this chapter has presented a summary of consumers’ intentions 

regarding online hotel booking. These online hotel booking platforms offer a 

centralized and easily accessible way for consumers to effectively browse and book 

accommodations conveniently. The literature review will be covered in more detail 

in the upcoming chapter. 
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.0 Introduction 
 

In this chapter, an in-depth exploration is conducted on the dependent variable 

which is consumers’ online hotel booking intentions along with seven independent 

variables. Past research, related journals, and articles are employed to support and 

analyze these factors. The chapter will start with the underlying theories, followed 

by a review of variables, conceptual framework, hypotheses development, and 

concludes with a summary. 

 

 

2.1 Underlying Theories 
 

In this study, two fundamental theories, the Commitment-Trust Theory and the 

Technology Acceptance Model (TAM) are used to explain the factors influencing 

consumer intentions on online hotel booking. 

 

 

2.1.1 Commitment Trust Theory 
 

The study is based on the well-known commitment-trust theory of relationship 

marketing which was formulated by Morgan and Hunt (1994) to understand and 

explain the dynamics of long-term relationships between parties like buyers and 

sellers. Trust is particularly important in e-commerce because customers refues to 

purchase from websites they do not believe and trust (Ozdemir & Sonmezay, 2020). 

Morgan and Hunt (1994) had defined that trust is “the confidence that one party has 

in the reliability and integrity of another party.” Shared values, communication, and 
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opportunistic behaviour are the primary antecedents of trust and commitments 

theory as they connect and tie the perceptions and feelings of customers to their 

willingness on online hotel booking. Also, perceived security affects consumers’ 

perception on the reliability and trustworthiness of e-commerce, so it also will be 

considered an antecedent of trust and commitments theory (Agag & El-Masry, 

2016). 

 

Trust is one on the factor that influences on how customers interact on the internet 

since it can build a sense of security and dependability. Consumers will trust online 

booking platforms if they deliver accurate and reliable information about hotels, 

room availability, and facilities, pricing and polices (Morgan & Hunt, 1994). 

Henceforth, the theory will focus on the primary antecedent factors that influence 

consumers intention on online hotel booking such as shared values, communication, 

and opportunistic behaviour and perceived security.   

 

 

2.1.2 Technology Acceptance Model (TAM) 
 

Technology Acceptance Model (TAM) would be used to find out and investigate 

people’s acceptance and utilization of technology. Zhao et al. (2022) stated that this 

model provides a theoretical framework for analyzing the adoption of new 

technologies and systems like internet technology and e-commerce. The TAM 

states that the two primary factors influencing user acceptability of information 

systems are perceived ease of use and perceived usefulness as they impact peoples’ 

attitudes toward employing technologies which subsequently affects how they plan 

to use it in terms of behaviour and, eventually, how they utilise it (Tahar et al., 2020). 

Application of TAM can be found in different fields such as shopping (Ha, 2020; 

Prakosa & Sumantika, 2021), banking (Shah et al., 2019), education (Rad et al., 

2020), and tourism (Chuang, 2020). Furthermore, trust can also impact consumer 

behaviour like purchase intention, willingness to continue, and adoption (Kang and 

Namkung, 2019). As demonstrated by Prakosa & Sumantika (2021), they had 
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integrated and joined trust variables into a TAM theory as trust has a big impact on 

how someone feels about adopting online marketplaces to ongoing buying.  

 

Moreover, TAM has been used in a number of research in the tourism and 

hospitality sectors to understand and interpret customer acceptance of new 

technologies. For instance, TAM has been applied in explaining consumers’ 

intention to purchase travel-related products and services online (Gemar et al., 

2019), self-service technologies (Hassan et al., 2022) and biometric technologies in 

hotels like fingerprint and facial recognition (Wang, 2021; Boo & Chua, 2022). 

These findings of these research suggest that consumers’ acceptance of technology 

is strongly influenced by their perceptions of its usefulness and ease of use. The 

study by Prakosa & Sumantika (2021) had implied that attitudes toward online 

shopping in online marketplaces would be influenced by perceived ease of use, 

perceived usefulness, and trust as they shape and change the behaviour of 

consumers. Hence, TAM will highlight the key factors (perceived trust, perceived 

ease of use and perceived usefulness) that influence customers’ intention on online 

hotel booking.  

 

 

2.2 Review of Variables 
 

“Online hotel booking intention” describes the willingness of individuals to make 

hotel reservations through online platform, hotel website, mobile application, or 

other related platforms (Wei et al., 2014; Lien et al., 2015). Intention to purchase 

refers to people are prepared to engage and participate in online transactions (Zheng 

& Geetha, 2019). A “boom” in online purchases during the COVID-19 outbreak 

reflects a consumer demand to fulfil needs while aiming to control the spread of the 

virus (Sukardi & Ismanto, 2022). The measurement of online purchase intention is 

often employed to forecast the actual purchasing behaviours of customers (Peña-

García et al., 2020). Mohseni et al. (2018) underscore that the intention to make 
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online purchases relates to the willingness of consumers to buy and make repeat 

purchases of a product online.  

 

Research conducted between 2006 and 2016 by Morosan and Bowen (2018) 

showed a notable increase in the number of hotel consumers making online 

reservations, accompanied by a substantial increase in tourists utilizing online 

platforms for booking tours. The research demonstrated that consumers are willing 

and regularly utilize digital platforms for online bookings due to the broader option 

and cost-effectiveness (Kalinić & Novaković, 2019). Travelers face a limitation in 

experiencing tourism products or services such as hotels before completing an 

online purchase (Xia et al., 2022). Since tourism products are services, so 

consumption of tourism services is intangible. Their quality is influenced by diverse 

factors, leading to uncertainties in tourism. Hence, this shows that when it comes to 

making decisions about reserving hotels online, consumers are essentially taking 

risks. Therefore, this study examines the factors influencing consumers in online 

hotel booking intentions which are shared value, opportunistic behaviour, 

communication, perceived security, perceived trust, perceived ease of use and 

perceived usefulness. 

 

 

2.2.1 Shared Value 
 

Agag & El-Masry (2016) stated that shared value refers to the degree of mutual 

comprehension between a buyer and a supplier regarding their behaviors, objectives, 

and policies. A key element of shared values is ethics (Agag et al., 2016). When 

service providers prioritize ethics, it positively impacts consumers’ intention to 

book hotels online. However, there is a growing public awareness and concern 

about unethical behaviors and fraud activities among service providers, including 

purposely misrepresentation of products or services, visual distortions, deceptive 

pricing, and misleading advertising (Sharma et al., 2022). These unethical practices 

can result in dissatisfied customers, negative publicity, diminished trust, and 
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financial losses for companies. The study by Sharma et al. (2022) concluded that 

unethical behavior is negatively correlated with customer fulfillment and purchase 

intention. In other words, as unethical behavior increases, both customer 

satisfaction and the willingness to make a purchase online decrease.  

 

So, positive consumer perceptions are shaped by the practices of online retailers 

who handle consumers with confidentiality, fairness, honesty, and sincerity (Zar, 

2022). This can safeguard consumers’ interests, fostering a sense of trust and 

confidence in the business–customer relationship. The online hotel service provider 

must apply reliability, fulfillment and non-deception practices during online hotel 

booking like accurate presentation and description of hotel services, transparent 

pricing, clear terms and conditions, and truthful advertising (Lee & Charles, 2021). 

Therefore, ethical considerations, as part of shared values can significantly and 

positively influence consumer online purchase behavior, in contrast to the negative 

outcomes associated with unethical practices. 

 

 

2.2.2 Opportunistic Behaviour 

 

Opportunistic behaviour is known as any breach, whether it comes from the retailer 

or the customer acting in their own self-interest which has the potential to harm the 

relationship (Cui et al., 2020). If sellers engage in opportunistic behaviour, it poses 

a threat and attacks primarily on the buyers. For instance, actions such as 

manipulating information, making promises with no intention of fulfilling the 

customers later, lying, failing to deliver the support that was promised to the 

customer and violating agreements for the seller's personal gain are referring as 

opportunistic behaviour (Wang et al., 2022). Consumers typically have a lack of 

complete trust, and they may avoid purchasing on online booking platforms 

primarily due to these opportunistic behaviours. Customers likely believe that there 

is a lot of uncertainty while making online reservations on the hotel website if they 

are concerned that those platforms might act opportunistically (Wang et al., 2023). 



14 
 

2.2.3 Communication 
 

The credibility, timeliness, and precision of the information conveyed are various 

parts of communication (Ehnis & Bunker, 2019). Communication involves both 

parties in a relationship is efficiently shares information through either informal or 

formal channels (Cui et al., 2020). Online environments enable users to explore and 

access a wealth of information about various products and services. The way online 

customers perceive products is based on the comprehensive information accessible 

regarding the quality of the product (Kripesh et al., 2020). If the travellers perceive 

a hotel website as dishonest and does not offer precise information then they will 

not proceed with the hotel room booking process (Amin et al., 2021).  

 

Based on Alnaseri et al. (2019), the outcomes of regular and high-quality past 

communications during online shopping can enhance trust and influence their 

purchase decision. This means that when communication increases, then consumer 

purchase intention is expected to increase as well. The trust of consumers is 

interconnected with communication based on the study of Zamani et al. (2019), the 

quality and accessibility of information play a substantial role in enhancing 

cognition-based trust. Communication was extremely important in establishing 

mutual interests between buyers and hotel owners (Juliana et al., 2021). Customers 

demand that hotels provide high-quality responses and information with precise 

details, along with openness in communication, feedback, and response time. 

Individuals tend to place greater trust in online hotel vendors who transparently 

communicate their policies, provide timely updates on new deals, and promptly 

validate transactions. This, in turn, boosts their online hotel booking intentions.   

 

2.2.4 Perceived Security 
 

“Security” is characterized by users' understanding of data protection and their 

efforts to reduce risks linked to online behaviours (Anutarawaykin et.al, 2023). It is 

also described as the beliefs held by consumers regarding the safety of online 
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transactions with a particular provider (Agag & El-Masry, 2016). E-commerce 

presents greater uncertainty and risk compared to traditional purchases, primarily 

due to the absence of direct interaction between the seller and buyer throughout the 

transaction. Security is important aspect in online buying or e-commerce. This is 

because organizations are required to handle extensive customer data and individual 

details so they must prioritize the security and protection of customer information 

(Neger & Uddin, 2020).  

 

Moreover, customers who are refused to make online purchases because of 

concerns about the potential risks of falsifying or misusing their personal 

information, fear of hacking and unauthorized access to sensitive details and 

worries about the issue of fraud (Ramli et.al, 2020; Shabani & Munir, 2020). 

Insufficient security measures or inadequate security can discourage customers 

from making online purchases and decrease their trust (Baki, 2020). Online 

providers must protect user information, encompass the implementation of 

measures such as password usage, anti-virus software, navigation filters and secure 

online transaction processes. This is due to the trustworthiness of security is 

indicated by the way customers perceive the system security of the service provider. 

Based on Anutarawaykin et.al (2023), the likelihood that consumers will make 

purchases online rises when they have a high degree of trust in security and privacy. 

According to Datta et al. (2022), security will influence consumers' purchase 

decisions during online purchases. 

 

 

2.2.5 Perceived Trust 
 

"Trust" defines a fiduciary relationship between two entities like customers and 

service providers (Anutarawaykin et.al, 2023). Good service, safety and the 

perceived worthiness that the hotel gives its customers all contribute to the 

development of trust. Also, trust is defined as the confidence that buyers have in the 

perceived integrity, benevolence, and competence of sellers (Ramli et al., 2020). 
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Trust refers to consumers' willingness to have confidence in online hotel booking 

platforms (Baki, 2020; Koh & Teoh, 2013). Trust is a major factor in influencing a 

customer's decision to engage in online purchases or not, and trust, credibility and 

security go hand in hand (Ramli et.al, 2020). Consumers will invest less time in 

seeking information if they trust an online platform they are engaging with 

(Augustine & Adnan, 2020).  

 

When customers encounter fraudulent activities or undergo bad experiences during 

the online hotel booking process, they will lose trust in the seller, leading customers 

to explore alternative options to fulfil their needs and satisfaction (Chawla & Kumar, 

2022). Thus, the online hotel service provider must meet the standards for reliable 

performance if they want to influence customers to purchase their service. The 

research of Al-Hassani et al. (2020) stated that there is a strong correlation between 

customers’ intentions to make online purchases and their level of trust in the social 

commerce platform which means that the higher the customer trust level, the higher 

their intention to buy. 

 

 

2.2.6 Perceived Ease of Use 
 

“Perceived ease of use” refers to the customers’ perception regarding the amount of 

effort required to learn and utilize a new technology or system (Wilson, 2019). 

When customers believe that learning and understanding new technologies or 

systems is uncomplicated and simple, then customers will not have to spend a 

significant amount of time to grasp how the new system or technology functions 

which will increase the customers' intention to use them (Wilson, 2021a; Syaharani 

& Yasa, 2022). Also, perceived ease of use is customers' perception of how easy it 

is to use the Internet for all transaction tasks to enhance efficiency in the transaction 

process (Kahar et al., 2019). Perceived ease of use has multiple aspects including 

being easily navigable, responding quickly, being accessible from any location at 
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any time and having a clear and easy-to-use interface (Wicaksono & Maharani, 

2020).  

 

According to Saoula et al. (2023), customers tend to avoid utilizing an online 

platform if it proves challenging to comprehend. This has caused them to be more 

likely to seek alternatives that offer similar functionalities but are easier to navigate 

and learn (Wilson et al., 2021b). Customers engaging in online hotel booking 

websites tend to have greater confidence in platforms that they perceive as user-

friendly (Jeng, 2019).  This means that when the customers believe an online hotel 

booking website is simple to use, their trust on the website grows. Customers want 

straightforward and understandable interactions with websites like seeking easy 

access to information about the hotel's additional services, location, and room 

distinctions (Baki, 2020). Thus, the study of Ha (2020) claimed that perceived ease 

of use will influence consumers’ online shopping intentions.  

 

 

2.2.7 Perceived Usefulness 
 

Perceived usefulness involves the belief that utilizing specific information systems 

will enhance one’s performance and raise the confidence level (Larasetiati & Ali, 

2019). Perceived usefulness also means consumers' perception and evaluation of 

whether using the new system will give them additional value than the previous one 

(Wilson, 2019). For online purchases, perceived usefulness is the extent to which 

consumers believe that they will experience certain benefits or advantages by 

purchasing from an online store (Bimaruci et al., 2020). Huang et al. (2019) propose 

that online customers’ intention on buying travel products and services is due to 

their perception of usefulness obtained from their overall experience. Customers 

who have encountered a streamlined and useful online shopping experience will 

perceive it as a good use which will motivate them to engage in the shopping 

process (Larasetiati & Ali, 2019).   
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In terms of perceived usefulness on online hotel booking platforms, customers can 

feel and obtain several benefits like enhanced shopping efficiency without being 

restricted by distance or duration, the ease with which customers can modify their 

needs during transactions for increased practicality, buy products more quickly and 

easily and without the necessity of visiting physical stores (Mohamad et al., 2021). 

Jeng (2019) suggested that to enhance perceived usefulness, E-tourism service 

providers ought to furnish customers with additional information about travel-

related matters on their platforms, including directions to various locations, rental 

services for cars, and recommendations for restaurants and tourist attractions. The 

results of studies by Rehman et al. (2019) and Iriani & Andjarwati (2020) show that 

perceived usefulness has a positive and significant effect on consumers’ decisions 

to make online purchases. Hence, the greater the usefulness of online hotel booking 

platforms, the stronger the users’ willingness to use them. 

 

 

2.3 Conceptual Framework 
 

The conceptual framework for this study illustrates the relationships between the 

independent variables (shared values, opportunistic behaviour, communication, 

perceived security, perceived trust, perceived ease of use and perceived usefulness) 

and the dependent variable (online hotel booking intentions). This study’s 

conceptual framework is outlined in Figure 2.1:  
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Figure 2.1: Conceptual Framework 
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2.4 Hypotheses Development 
 

The hypotheses for this study are as follows: 

 

H1: Shared value is positively related to online hotel booking intentions. 

H2: Opportunistic behaviour is negatively related to online hotel booking intentions. 

H3: Communication is positively related to online hotel booking intentions. 

H4: Perceived security is positively related to online hotel booking intentions. 

H5: Perceived trust is positively related to online hotel booking intentions.  

H6: Perceived ease of use is positively related to online hotel booking intentions.  
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H7: Perceived usefulness is positively related to online hotel booking intentions. 

 

2.5 Conclusion 
  

This chapter gives a thorough literature review to explore the framework linking 

factors to online hotel booking intentions. Seven hypotheses are justified based on 

an extensive examination of journal articles. The next chapter will cover research 

methodologies. 
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CHAPTER 3: RESEARCH METHODOLOGY 

 

 

3.0 Introduction  
 

“Research methodology” refers to the systematic approach used to plan, execute, 

and assess research on a specific topic. This chapter covers the research design, 

sampling design, data collection methods, and proposed data analysis tools for this 

study. 

 

 

3.1 Research Design 
 

The research design shows how to collect and evaluate relevant data in an effective 

manner in research.  By doing so, it helps in providing a structure and direction for 

the entire research and ensuring the research align with the recognised problem 

(Sileyew, 2019).  

 

 

3.1.1 Quantitative Research 

 

A systematic and empirical investigation using statistical, mathematical, or 

computational techniques to collect and evaluate numerical data is known as 

quantitative research (Kandel, 2020). Its primary objective is to quantify variables 

and test hypotheses, aiming to enhance comprehension of patterns, relationships, 

and trends within a given population or sample. It will help in establishing and 

identifying the relationship between a particular factor (independent variable) and 

another factor (dependent variable) within a given population. Hence, this study 
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will conduct a quantitative research study on online hotel booking intention by 

employing a Google Form survey to collect numerical data from participants. The 

survey will utilize closed-ended questions to quantify factors influencing 

consumers’ intentions on online hotel booking and the gathered data will be 

analyzed, thereby leading to conclusions and findings for the study.  

 

 

3.1.2 Causal Research 
 

Causal research will be used to comprehend the cause-and-effect relationships 

among variables (Bhasin, 2023). It is used to assess if a change in one variable 

causes a change in another. It is also an effective method for examining the 

relationships between variables. This study employed causal research to examine 

how the seven independent variables (shared value, opportunist behaviour, 

communication, perceived security, perceived trust, perceived ease of use and 

perceived usefulness) were linked and affected the dependent variable, online hotel 

booking intentions.  

 

 

3.2 Sampling Design 
 

A sample is a selected subgroup from the larger population, chosen to represent it. 

It's a practical and efficient method for gathering data, making statistical inferences, 

and drawing conclusions about the entire population (Thomas, 2023). 
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3.2.1 Target population 
 

Target population refers to the entire group of individuals or elements that the 

researcher is interested in studying and to whom the study’s findings are intended 

to be generalized. It represents the larger group from which the researcher aims to 

learn through the study. In this study, the target population would be Malaysian 

residents regardless of their gender, age, or educational background.  

 

 

3.2.2 Sampling Techniques 
 

Sampling techniques involve the methods employed by researchers to choose a 

subgroup of individuals or elements from a larger population for study purposes. 

The selected method of sampling is non-probability sampling. It means selecting 

individuals for a sample without relying on random chance or established 

probabilities. Thus, convenience sampling would be used for this study. The 

researcher will approach families, friends or acquaintances who have recently made 

hotel reservations. The participants may not be chosen at random by the researcher, 

but rather depending on their availability and desire to take part in the study. 

Convenience sampling is a simple and quick way to help the researchers acquire 

information and data. 

 

 

3.2.3 Sample Size 
 

In determining the sample size, Roscoe’s (1975) recommendations for establishing 

the sample size have been widely adopted in recent decades. Based on Roscoe, a 

sample size exceeding 30 but staying below 500 is deemed appropriate for most 

behavioural studies. However, he also cautioned that a sample size surpassing 500 

might increase the risk of Type II error as outlined by Sekaran and Bougie (2016).  
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Furthermore, recent studies by Cheah et al. (2019), Memon et al. (2020) and Awang 

et al. (2019) still utilize G*Power for power analysis when determining sample size. 

Therefore, this means that G*Power remain applicable in current studies. Select the 

“F test”, and the statistical test would be “Linear multiple regression: Fixed model, 

𝑅2 deviation from zero”. According to G*Power, a sample size of 153 is 

recommended, considering a medium effect size of 0.15, an alpha level of 0.05, a 

power level of 0.95, and the presence of seven independent variables.  

 

Hence, by referencing Roscoe’s guideline and utilizing G*Power, this study decides 

to collect a sample of 200 responses from the targeted respondents through a Google 

Form survey.  

 

 

3.3 Data Collection Methods 
 

Data collection refers to the act of acquiring information and data, typically for the 

purpose of conducting research or performing analysis. It involves methods such as 

using existing archives, surveys, interviews, observations, and experiments. 

 

 

3.3.1 Primary Data 
 

Primary data were acquired for the investigation and study in this research. 

Collecting primary data is essential to find a solution to the research problem. This 

study employed an online survey to collect primary data from 200 respondents via 

Google Form, specifically Malaysian residents. A Likert-scale is a survey question 

format designed to assess opinions, attitudes, or behaviors. It presents a statement 
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or question, and respondents can choose from a set of five or seven response options 

that best represent their level of agreement or sentiment regarding the subject.  

 

 

3.3.2 Questionnaire Design  
 

For this particular study, an online questionnaire was developed and give out to 

Malaysians residents. The construction of the questionnaire considers various facets 

associated with respondents' views, choices, and actions concerning online hotel 

reservations.  

 

The questionnaire was created utilizing Google Forms and divided into Section A 

and Section B. Section A will collect demographic data including respondents’ 

gender, level of education, age, citizenship status, yearly online hotel bookings 

frequency and preferred online booking platforms. This section is designed to 

gather data on a nominal scale, categorizing the demographic details of the 

participants.  

 

Next, Section B investigates the relationship between online hotel booking 

intentions (DV) and 7IVs by asking factors influencing the respondents’ online 

hotel booking intentions. Additionally, ordinal scale data will be collected to assess 

respondents’ agreement levels by employing a 5-point Likert scale.  
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3.4 Construct Instrument 
 

The questionnaire items in this study were adopted from previous research, with 

variables and their respective items sourced from various research articles, as 

outlined in Table 3.1. 

Table 3.1: Construct Instrument 

Variables 

 

Questionnaire items Sources 

Online hotel 

booking intentions 

(DV) 

My willingness to book hotel rooms 

from this website is high. 

Kim et al. 

(2012) 

 If I were to book hotel rooms, I would 

consider booking it from this website. 

I expect to book hotel rooms online in the 

near future. 

Shared value This online hotel provider sticks to 

highest level of business ethics in all its 

transactions. 

Mukherjee & 

Nath (2007) 

The online retailer allows users to select 

or deselect their inclusion on mailing 

lists or promotional campaigns. 

Opportunistic 

behavior 

This online hotel provider exaggerates 

the benefits and characteristics of its 

offerings. 

Román (2010) 

This online hotel provider takes 

advantage of less experienced customers 

to make them purchase. 

Riquelme & 

Román (2014) 

 

Communication This online hotel provider provides high 

quality information. 

Mukherjee & 

Nath (2007) 

This online hotel provider keeps its 

customers informed about the latest 

developments. 

Morgan & 

Hunt (1994)  
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Perceived security The hotel website implements security 

measures to protect users. 

Ponte et al. 

(2015)  

 

The customer’s credit card information is 

not prone to leakage. 

Mukherjee & 

Nath (2007) 

Perceived trust I believe that this hotel website is 

trustworthy. 

Kim et al. 

(2011)  

This hotel website is reliable. 

This hotel website has integrity. 

Perceived 

usefulness 

Booking hotel online helps me to solve 

doubts when I plan a travel. 

Cheng et al. 

(2006) 

Booking hotel online helps me to 

organize travels in a more efficient way. 

Davis (1989) 

 

In general, booking hotel online is useful 

to plan travels. 

Perceived ease of 

use 

I think that learning to use hotel online 

bookings would be easy. 

Cheng et al. 

(2006) 

I think that interaction with hotel online 

bookings does not require a lot of mental 

effort. 

Davis (1989) 

 

I think that it is easy to use hotel online 

bookings to accomplish my travel tasks. 

 

 

3.5 Measurement Scale 

 

For the measurement scale, this study uses both nominal and ordinal scales. 
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3.5.1 Nominal Scale 
 

This study employs a nominal scale in the questionnaire to gather information on 

various demographic aspects, including age, gender, education level, citizenship 

status, yearly online hotel bookings frequency and preferred online booking 

platforms. This scale has certain characteristics, but it lacks numerical significance, 

making the data unsuitable for arithmetic operations such as addition, subtraction, 

division, or multiplication.  

 

 

3.5.2 Ordinal Scale (Likert Scale) 
 

The 5-point Likert scale utilized in Section B of the questionnaire ranks categories 

without precise intervals. It assesses respondents’ views on shared values, 

opportunistic behaviour, communication, perceived security, perceived trust, 

perceived ease of use, and perceived usefulness that influence their online hotel 

booking intentions. Through the online survey, respondents can express their 

agreement or disagreement, with responses ordered from “strongly disagree” to 

“strongly agree,” establishing a rank order of agreement for various statements. 

 

 

3.6 Pilot Test 
 

Conducting a pilot test before collecting survey is crucial for evaluating 

questionnaire coherence, validity, and reliability. This stage allows researchers to 

identify biases and inaccuracies. Conroy (2016) supports Yurdugül’s (2008) 

suggestion of a 30-participant pilot test to assess reliability using Cronbach’s alpha, 

especially when scale items show strong correlations (Nawi et al., 2020). Thus, the 

researcher will distribute 30 survey sets to friends, family, and acquaintances. Table 
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3.2 presents the Cronbach’s Alpha analysis results, computed using SPSS 29.0 

software.  

Table 3.2: Reliability Result for Pilot Test (N=30) 

Variables Items Cronbach’s alpha Reliability Level 

Shared Value 2 0.90 Excellent 

Opportunist Behaviour 2 0.916 Excellent 

Communication 2 0.743 Satisfactory 

Perceived Security 2 0.845 Very Good 

Perceived Trust 3 0.818 Very Good 

Perceived Ease of Use 3 0.903 Excellent 

Perceived Usefulness 3 0.844 Very Good 

Online Hotel Booking 

Intentions (DV) 

3 0.934 Excellent 

 

According to Nawi et al. (2020), Adeniran (2019), and Tavakol & Dennick (2011), 

alpha values between 0.70 and 0.95 are considered acceptable. Table 3.2 shows that 

all variables exceed the recommended minimum validation level of 0.70, indicating 

their reliability. Consequently, the study’s results are accurate. 

 

 

3.7 Proposed Data Analysis 
 

The analysis in this study was carried out using the SPSS (Statistical Package for 

Social Sciences) computer software. SPSS was specifically employed to assess 

reliability which ensure that the data serve as evidence of dependability.  
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3.7.1 Descriptive Analysis 
 

Descriptive analysis helps in interpreting variability and distribution and facilitating 

the development of structures that align with the data’s criteria. Using histograms, 

tables and charts, descriptive statistics allows researchers to evaluate the 

fundamental properties of the collected data (Dong, 2023). Hence, this study will 

use a table to explore the demographic data.  

 

3.7.2 Reliability Test 
 

A reliability analysis has been conducted in this study to ensure the internal 

consistency of the survey questions. This process validates and confirms question 

reliability before distribution to the target population. Cronbach’s alpha, a widely 

used measure represented on a scale from 0.00 to 1.0 (Cronbach, 1951), will assess 

the survey's reliability, as shown in Table 3.3. 

Table 3.3: The Rule of Thumb of Cronbach’s Coefficient Alpha 

Cronbach’s Coefficient Alpha Reliability Level 

<0.6 Insufficient 

0.6-0.7 Moderate 

0.7-0.8 Satisfactory 

0.8-0.9 Very Good 

>0.9 Excellent 

Source: Sekaran & Bougie (2016) 

 

 

3.7.3 Inferential Analysis 

 

Inferential analysis is making conclusions about a population based on sample data 

by employing statistical techniques to generalize findings. This helps researchers 

make predictions, test hypotheses, and formulate broader conclusions about the 
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entire group (Andereck, 2017). This study will employ Multiple Regression 

Analysis and Pearson Correlation Coefficient Analysis. 

 

Multiple Regression Analysis will explore how seven independent variables like 

shared value, opportunist behaviour, communication, perceived security, perceived 

trust, perceived ease of use, and perceived usefulness affect online hotel booking 

intentions. This method is useful in helping researchers to understand how these 

independent variables collectively predict online hotel booking intentions. As 

explained by Cunningham & McCrum-Gardner (2007), the interpretation of p-

values and the choices made about the acceptance or rejection of a hypothesis is 

due to the alpha level used in G*Power. For most research, the alpha level is chosen 

at 0.05, which represents the chance of rejecting the null hypothesis if it is true. 

Thus, this study had used G*Power with an alpha level of 0.05. This alpha level 

indicates the probability of making Type I error which means that the study must 

reject a true null hypothesis. 

 

Consequently, a p-value less than 0.05 suggests that the observed result is 

statistically significant at the 0.05 level when evaluating the results of hypothesis 

testing. This suggests that the null hypothesis is strongly contradicted by the 

evidence so that the researcher can reject it in favour of the alternative hypothesis 

(Cunningham & McCrum-Gardner, 2007). However, if the p-value is more than 

0.05, it suggests that the observed outcome does not demonstrate statistical 

significance at the 0.05 level (Cunningham & McCrum-Gardner, 2007). In this case, 

there is insufficient evidence to reject the null hypothesis, and the researcher 

typically does not conclude that there is an effect present. 

 

Additionally, the Pearson Correlation Coefficient Analysis (r) is a statistical method 

used to measure the strength and direction of a linear relationship between two 

continuous variables. A positive correlation (+r) means that as one variable 

increases, the other tends to increase while a negative correlation (-r) means that 
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one variable increases, the other tends to decrease. Table 3.4 has indicated the Rules 

of Thumb for Correlation Coefficient (Mukaka, 2012).  

 

Table 3.4 Rules of Thumb for Correlation Coefficient 

Size of the Correlation Coefficient General Interpretation 

± 0.8 to ± 1.0 Very strong relationship 

± 0.6 to ± 0.8 Strong relationship 

± 0.4 to ± 0.6 Moderate relationship 

± 0.2 to ± 0.4 Weak relationship 

± 0.0 to ± 0.2 Weak/no relationship 

Source: Mukaka (2012) 

 

 

3.8 Conclusion 
 

Chapter 3 outlines the research methodologies utilized in this study. Chapter 4 will 

involve a thorough examination and interpretation of the gathered data. 
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CHAPTER 4: RESEARCH ANALYSIS AND RESULTS 

 

 

4.0 Introduction 
 

Chapter 4 is focusing on data analysis through both descriptive and inferential 

analysis. The Google Form distribution yielded a total of 207 responses. Following 

data filtration, only 96.62% of these responses (N=200) are deemed useful for this 

study, as 7 respondents have been identified as invalid. An additional reliability 

analysis will be conducted for each variable within the 200 responses to confirm 

the validity of the obtained data. Data analysis was conducted using SPSS version 

29.0. 

 

 

4.1 Descriptive Analysis 
 

Descriptive analysis involves summarizing, organizing and presenting data on 

respondents’ demographic profiles. A table, commonly used in descriptive analysis, 

serves as a vital visualization tool for capturing the intricate details of respondents' 

demographic profiles. It provides a comprehensive overview of their characteristics 

and distributions by enabling clear comparisons and enhancing the accessibility of 

information. Ultimately, tables streamline the process for researchers to discern 

patterns and derive meaningful insights from the data at hand.  
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4.1.1 Respondent Demographic Profile 
 

Table 4.1: Demographic Profile of Respondents 

Items  Sample 

(N=200) 

Percentage 

Age 20-29 91 45.5% 

30-39 85 42.5% 

40-49 20 10% 

50-59 4 2% 

Over 60 - - 

Gender Female 113 56.5% 

Male 87 43.5% 

Are you 

Malaysian? 

Yes 200 100% 

No - - 

Education Level Diploma 53 26.5% 

Bachelor 's Degree 105 52.5% 

Master 36 18% 

PhD 6 3% 

Frequency of 

online hotel 

bookings within a 

year 

Less than 3 times 62 31% 

3-6 times 72 36% 

6-9 times 45 22.5% 

More than 9 times 21 10.5% 

Most frequently 

used online 

booking platforms 

Booking.com 3 1.5% 

Airbnb 48 24% 

Agoda 73 36.5% 

Trivago 45 22.5% 

TripAdvisor 31 15.5% 

Hotels.com - - 

 

Table 4.1 presented the demographic characteristics of survey respondents, 

including details such as age, gender, citizenship status, education level, yearly 
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online hotel bookings frequency and preferred online booking platforms. The 

survey included a total of 200 respondents. 

 

A total of 91 respondents (45.5%) were aged 20-29, 85 respondents (42.5%) were 

aged 30-39, 20 respondents (10%) were aged 40-49, and 4 respondents (2%) were 

aged 50-59. In the survey, no respondents have an age exceeding 60. Surprisingly, 

all 200 respondents, constituting 100%, are Malaysian with females comprising 113 

(56.5%) and males 87 (43.5%). Therefore, this entire group of 200 respondents is 

considered the target population which align with the study’s focus on Malaysian 

residents.   

 

Next, education levels varied, with 105 respondents (52.5%) holding bachelor's 

degrees, 53 (26.5%) possessing diplomas, 36 (18%) having master's degrees, and 6 

(3%) holding Professional Qualifications. Moreover, in terms of booking habits, 72 

respondents (36%) made 3-6 online hotel bookings annually, 62 (31%) made less 

than 3 bookings, 45 (22.5%) booked 6-9 times, and 21 (10.5%) made more than 9 

bookings per year. Regarding preferred booking platforms, 73 respondents (36.5%) 

favoured Agoda, 48 (24%) preferred Airbnb, 45 (22.5%) chose Trivago, 31 (15.5%) 

selected TripAdvisor, and only 3 (1.5%) opted for Booking.com, with no preference 

for Hotels.com among respondents.  

 

 

4.2 Reliability Analysis 
 

Table 4.2 showed the reliability results for IVs and DV in the study, based on a 

sample size of 200. Shared Value, Opportunist Behavior and Perceived Usefulness 

demonstrate excellent reliability with Cronbach’s alphas of 0.923, 0.903, and 0.926, 

respectively. Perceived Trust and Perceived Ease of Use exhibit very good 

reliability levels with the alpha values of 0.883 and 0.869. Also, the results for 

Communication (0.826) and Perceived Security (0.873) indicate good reliability 
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levels. Online Hotel Booking Intentions, serving as the dependent variable, also 

indicates excellent reliability with a Cronbach’s alpha of 0.910. 

To sum up, the reliability results in Table 4.2 confirm the strength and internal 

consistency of the questionnaire used in this study. Each variable exhibits a 

Cronbach’s alpha value exceeding 0.70. This signifies a good internal consistency 

and a high level of reliability for the measured variables in this study.  

Table 4.2: Reliability Result (N=200) 

Variables Items Cronbach’s alpha Reliability Level 

Shared Value 2 0.923 Excellent 

Opportunist Behavior 2 0.903 Excellent 

Communication 2 0.826 Very Good 

Perceived Security 2 0.873 Very Good 

Perceived Trust 3 0.883 Very Good 

Perceived Ease of Use 3 0.869 Very Good 

Perceived Usefulness 3 0.926 Excellent 

Online Hotel Booking 

Intentions (DV) 

3 0.910 Excellent 

 

 

4.3 Inferential Analysis 
 

Multiple Regression Analysis and Pearson Correlation Coefficient Analysis is 

aimed at exploring and understanding the relationships between variables. 

 

 

4.3.1 Multiple Linear Regression Analysis  

 

Table 4.3 provides essential information about the regression analysis conducted in 

the study. The correlation coefficient (R) of 0.845 indicates a strong positive 
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relationship between the predictors (SV, OB, C, PS, PT, PEU and PU) and the 

dependent variable (OHBI). The coefficient of determination (R Square) is 0.713, 

signifying that approximately 71.3% of the variance in the dependent variable is 

accounted for by the predictors. Approximately 28.7% of the variances in online 

hotel booking intentions can be encountered to unidentified factors. The low 

standard error of the estimate (0.30032) suggests a precise fit of the model to the 

data. 

Table 4.3: Multiple Linear Regression Analysis (Model Summary) 

Model R R 

Square 

Adjuested 

R Square 

Std Error 

of the 

Estimate 

F 

change 

df1 df2 Sig. F 

Change 

1 0.845a 0.713 0.703 0.30032 68.286 7 192 <0.001 

a. Predictors: (Constant), MEAN_PU, MEAN_C, MEAN_PS, MEAN_PT,  

MEAN_OB, MEAN_SV, MEAN_PEU 

 

Table 4.4 presents the results of the Analysis of Variance (ANOVA) for the 

regression model predicting the dependent variable, OHBI. The F-statistic of 

68.286 is statistically significant at p<0.001 which indicates that the overall 

regression model is meaningful in predicting the dependent variable. 

Table 4.4: Multiple Linear Regression Analysis (ANOVA) 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 43.113 7 6.159 68.286 <.001b 

Residual 17.317 192 0.090   

Total 60.431 199    

a. Dependent Variable: MEAN_OHBI 

b. Predictors: (Constant), MEAN_PU, MEAN_C, MEAN_PS, MEAN_PT, 

MEAN_OB, MEAN_SV, MEAN_PEU 
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Table 4.5 shows the results of the Multiple Linear Regression Analysis with 

coefficients for each predictor variable. Standardized coefficients (Beta) give 

insights by showing how every IV influence on online hotel booking intentions. 

Perceived Security stands out as the most influential variable, with a Beta value of 

0.329, indicating that it has the highest standardized coefficient among all 

independent variables. This suggests that PS has a substantial and positive effect on 

respondents’ overall intention to make online hotel bookings. Following that, 

Perceived Trust, Perceived Usefulness, Opportunist Behavior and Communication 

exhibit beta values of 0.297, 0.195, 0.148 and 0.122, respectively. Finally, Shared 

Value and Perceived Ease of Use have beta values of -0.029 and -0.080, 

respectively. Based on Table 4.5, the outcomes of the multiple linear regression 

equation will summarize as follows: 

OHBI = (-0.024) SV + (0.125) OB + (0.092) C+ (0.279) PS+ (0.318) PT+ (-0.089) 

PEU+ (0.254) PU+ 0.302 

Table 4.5: Multiple Linear Regression Analysis (Coefficients) 

Coefficientsa 

Model  Standardized 

Coefficients 

Beta 

t Sig. 

Unstandardised 

B 

Std. 

Error 

1 (Constant) 0.302 0.247  1.223 0.223 

MEAN_SV -0.024 0.106 -0.029 -0.229 0.819 

MEAN_OB 0.125 0.109 0.148 1.143 0.255 

MEAN_C 0.092 0.044 0.122 2.071 0.040 

MEAN_PS 0.279 0.079 0.329 3.512 <0.001 

MEAN_PT 0.318 0.134 0.297 2.376 0.018 

MEAN_PEU -0.089 0.141 -0.080 -0.635 0.526 

MEAN_PU 0.254 0.082 0.195 3.115 0.002 

a. Dependent Variable: MEAN_OHBI 
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4.3.2 Pearson Correlation Coefficient Analysis 
 

Table 4.6 shows the results of Pearson's correlation analysis which confirm that 

factors such as Shared Value, Opportunist Behavior, Communication, Perceived 

Security, Perceived Trust, Perceived Ease of Use, and Perceived Usefulness exhibit 

a strong relationship with Online Hotel Booking Intention. This is due to the 

correlation coefficients for all variables falling within the range of ±0.6 to ±0.8 

which indicates a strong relationship. The stronger the correlation coefficient 

(closer to 1), the stronger the relationship between the variables. This indicates that 

for all suggested correlations between H1 and H7, each independent variable is 

significantly correlated with the dependent variable (OHBI) at an extremely high 

level of significance. Therefore, the study supports the proposed correlations 

between the variables represented by hypotheses H1 to H7. These findings imply 

that each of the factors represented by the independent variables is important in 

influencing individuals' intentions to book hotels online. 

Table 4.6: Pearson Correlations 

Correlations 

 SV OB C PS PT PEU PU OHBI 

SV 1        

OB 0.944 1       

C 0.715 0.750 1      

PS 0.888 0.882 0.666 1     

PT 0.675 0.675 0.546 0.725 1    

PEU 0.619 0.624 0.487 0.666 0.941 1   

PU 0.496 0.510 0.405 0.518 0.736 0.786 1  

OHBI 0.738 0.753 0.634 0.778 0.751 0.706 0.632 1 
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4.4 Conclusion 
 

Chapter 4 furnishes an outline of the data analysis and interpretation of the study’s 

data. The subsequent Chapter 5 will encompass the presentation, discussion, and 

implications. 
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CHAPTER 5: DISCUSSION, CONCLUSION AND 

IMPLICATION 

 

 

5.0 Introduction  
 

This chapter will offer a detailed examination of the results presented in Chapter 4, 

along with a thorough examination of the study’s limitations, implications, and 

suggestions to address those limitations. It additionally concludes a comprehensive 

discussion.  

 

 

5.1 Discussion of Major Findings 
 

The major findings will explore an analysis of the most frequently used online hotel 

booking platform, alongside a discussion on the online booking factors affecting 

the consumers’ online hotel booking intentions.  

 

 

5.1.1 Discussion on the Most Frequently Used Online Hotel 

Booking Platform  

 

Based on the survey result from this study, Agoda stands out as the foremost choice 

for Malaysians when it comes to online hotel booking platforms, garnering 

significant preference from 73 individuals, which accounts for 36.5% of the total 

200 respondents. This strong inclination towards Agoda suggests that it holds a 

prominent position in the Malaysian market for hotel reservations. This outcome is 

supported by a previous survey conducted by Statista in 2020 (as shown in Table 

5.1), which revealed that Agoda enjoyed the highest preference among Malaysians, 

capturing an impressive 69% of the total respondents. The result is further supported 

by data obtained from Semrush Traffic Analytics, Agoda holds the prestigious 
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position of being the top-ranked hospitality website in Malaysia in February 2024, 

which signifies a significant level of user engagement and preference within the 

country with a total of 7,650,950 visits (Semrush, n.d.). 

 

Table 5.1: Leading Online Platforms for Booking Travel Accommodation among 

Malaysians in 2020 

 

Source: Statista (2020) 

 

Prior studies have highlighted several reasons why Agoda stands out as the foremost 

choice for Malaysian travellers in online hotel booking platforms. Firstly, Octavia 

& Tamerlane (2017) illustrated that Agoda offers Malaysian travellers with 

comprehensive information about hotels persuasively and attractively by catering 

to their diverse needs and preferences. The platform offers detailed descriptions, 

high-quality images, and informative reviews which enable users to make well-

informed decisions when selecting accommodations for their trips. From essential 

amenities to unique features and local attractions, Agoda presents hotel details in a 

visually appealing and engaging format, making it easy for Malaysian travellers to 

envision their stay and assess the suitability of each option.  

 

Furthermore, Pitrelli (2023) claimed that Agoda is renowned for offering 

exceptionally competitive prices, making it an irresistible choice for budget-

conscious Malaysian travellers. Through strategic partnerships with hotels and 
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ongoing promotions, Agoda consistently provides travellers with access to great 

deals and discounted rates, allowing them to maximize the value of their travel 

budget. Whether seeking budget-friendly options or luxurious stays, Malaysian 

travellers appreciate the affordability and savings offered by Agoda, enhancing the 

overall appeal of the platform. 

 

 

5.1.2 Discussion on Online Booking Factors Affecting the 

Consumers’ Intentions on Online Hotel Booking  
 

Table 5.2 provides a summary of the hypothesis testing results, indicating the 

significant levels (P-values) and outcomes for each hypothesis related to online 

hotel booking intentions. P-values below 0.05 are regarded as statistically 

significant. H3, H4, H5 and H7, were supported as the P-values for each were found 

to be less than the value of 0.05.  

 

Table 5.2: Summary of Hypothesis Testing Results 

Hypotheses Significant 

Level (P-value) 

Results 

H1: Shared value is positively related to 

online hotel booking intentions. 

0.819 Not 

Supported 

H2: Opportunistic behaviour is negatively 

related to online hotel booking intentions. 

0.255 Not 

Supported 

H3: Communication is positively related to 

online hotel booking intentions. 

0.040 Supported 

H4: Perceived security is positively related 

to online hotel booking intentions. 

<0.001 Supported 

H5: Perceived trust is positively related to 

online hotel booking intentions. 

0.018 Supported 

H6: Perceived ease of use is positively 

related to online hotel booking intentions. 

0.526 Not 

Supported 
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H7: Perceived usefulness is positively 

related to online hotel booking intentions. 

0.002 Supported 

 

 

H1: Shared value is positively related to online hotel booking intentions. 

 

According to Table 5.2, H1, which suggests shared value is positively related to 

online hotel booking intentions is higher than 0.05 (specifically 0.819), which 

shows that there is no statistically significant evidence to support this proposed 

relationship. This result opposes the previous study of Agag & El-Masry (2016), 

which concluded that shared value could influence consumers’ engagement with 

online hotel services. They stated that when consumers identify shared values with 

the online hotel provider, it fosters a sense of trust, which is crucial for their 

confidence and willingness to engage in online hotel bookings. A previous study by 

González-Mansilla et al. (2019) also showed that shared value has an indirect 

impact and does not positively affect consumers' online hotel booking intentions. 

This is because consumers may have limited awareness of shared value initiatives 

implemented by hotels, which can potentially make these initiatives less influential 

in their booking decisions. Thus, H1 which posits that shared value positively 

affects online hotel booking intentions must be rejected for this study. 

 

 

H2: Opportunistic behaviour is negatively related tl online hotel booking 

intentions. 

 

Based on Table 5.2, H2 does not have statistically significant relationship between 

opportunistic behaviour and online hotel booking intentions as p-value (0.255) is 

greater than the commonly used significance level of 0.05. This finding opposes the 

outcomes of a previous investigation conducted by Agag & El-Masry (2016) and 

Mukherjee & Nath (2007) as they identified that opportunistic behaviour had the 
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most significant negative influence on online hotel booking intentions. This finding 

indicates that opportunistic behaviour from online hotel providers may not 

necessarily have a significant negative impact on consumers' intentions to book 

hotels online. However, research conducted by Sharma et al. (2022) suggests that 

despite concerns regarding deceptive practices such as false scarcity or misleading 

discounts, consumers still choose to book hotels online due to the convenience and 

competitive pricing offered by these platforms. This implies that while 

opportunistic behaviour exists, it may not substantially deter consumers from online 

hotel bookings. Thus, H2 which posits that opportunistic behaviour negatively 

affects online hotel booking intentions must be rejected for this study. 

 

 

H3: Communication is positively related to online hotel booking intentions.  

 

Table 5.2 provides substantial evidence supporting H3, confirming communication 

is positively related to online hotel booking intentions. The statistical significance 

of the relationship is underscored by a p-value of 0.04, indicating that 

communication plays a significant role as it falls below the commonly accepted 

threshold of 0.05. Juliana et al. (2020) explained that improvements in 

communication between consumers and the hotel provider positively influence the 

level of trust consumers have in the online booking platform, consequently leading 

to higher intentions of online hotel booking. The study emphasizes that clear and 

transparent communication fosters a sense of reliability and credibility, instilling 

confidence in potential customers and encouraging them to proceed with online 

hotel bookings. Thus, H3 must be agreed upon for this study. 
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H4: Perceived security is positively related to online hotel booking intentions.  

 

Table 5.2 shows support for H4, indicating perceived security is positively related 

to online hotel booking intentions as evidenced by a p-value less than 0.05 (p-

value= <0.001). The findings are substantiated by previous studies carried out by 

Emam & Mohammed Abdelaal (2021). Emam & Mohammed Abdelaal’s (2021) 

findings validate the favourable impact of perceived security on online booking 

intentions. They underscore that perceived security hold paramount importance for 

customers, given the sensitivity of personal and familial data, which necessitates 

confidentiality. Consequently, customers’ online hotel booking intentions 

significantly rely largely on maintaining perceived security. Thus, H4 must be 

agreed upon for this study. 

 

 

H5: Perceived trust is positively related to online hotel booking intentions.  

 

Table 5.2 supports H5, indicating perceived trust is positively related to online hotel 

booking intentions with a p-value less than 0.05 (p-value=0.018). The studies of 

Lien et al. (2015) and Kim et al. (2017) have supported the findings. Kim et al. 

(2017) explained that trust has a positive impact on purchase intentions, 

emphasizing the crucial role it plays in shaping consumers’ decisions to book hotels 

online. They also illustrated that consumers’ continuous trust in the hotel is 

associated with the perception that the hotel’s information is accurate and reliable. 

Moreover, Lien et al. (2015) identify two types of trust which are trust related to 

third-party websites and trust related to the hotel itself as major determinants 

affecting an individual's intention to book. As a result, both forms of trust, whether 

directed towards third-party online booking sites or the hotels directly, exert 

significant effects on individuals’ intentions to engage in online hotel bookings.  

Thus, H5 must be agreed upon for this study. 
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H6: Perceived ease of use is positively related to online hotel booking intentions. 

 

Table 5.2 shows that H6, a p-value (0.526) suggests there is not statistically 

significant evidence supporting the positive relationship between perceived ease of 

use and online hotel booking intentions. This result contradicted the findings of 

prior investigations carried out by Abdullah et al. (2017), which proposed that the 

perceived ease of using an online platform is a significant factor influencing 

individuals’ online hotel booking intentions. Lai et al. (2013) stated that consumers’ 

intentions on online hotel hooking are not positively impacted by perceived ease of 

use. Consumers who are unfamiliar or have limited exposure to online booking 

platforms may find it difficult to understand how user-friendly of these systems. 

Their lack of experience and exposure may prevent them from completely 

appreciating the ease of use and convenience provided by those platforms and 

hinder their ability to understand the benefits and efficiency of online booking 

systems. Eventually, this could impact consumers’ willingness to use these 

platforms for hotel reservations, leading to reluctance in their utilization. Thus, H6 

which suggests that perceived ease of use positively affects online hotel booking 

intentions must be rejected for this study. 

 

 

H7: Perceived usefulness is positively related to online hotel booking intentions.  

 

H7 is supported by the data in Table 5.2, which show a positive correlation between 

perceived usefulness and online hotel booking intentions. This result is statistical 

significance, as evidenced by a p-value less than 0.05 (specifically 0.002). This 

result is supported by the earlier research of Abdullah et al. (2019) and LY & Le-

Hoang (2020). Specifically, Abdullah et al. (2019) claimed that when consumers 

perceive online hotel booking platforms or hotel websites as useful, it contributes 

positively to their intentions on online hotel booking. They explained that the 

perceived utility of those platforms and websites like its features, functionality and 

overall value will impact consumers’ attitudes and intentions toward hotel bookings 
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(Abdullah et al., 2019). Next, LY & Le-Hoang (2020) demonstrated that perceived 

usefulness will influence users’ intentions on online hotel booking. Based on their 

findings, if consumers find that those platforms features are providing easy 

navigation, helpful information, and secure payment options, they are more likely 

to use them because they perceive it as useful and valuable for their needs. Thus, 

H7 must be agreed upon for this study. 

 

 

5.2 Implications of the Study 
 

This part discusses the implications for managerial aspects. 

 

 

5.2.1 Managerial Implications 
 

This study has demonstrated that effective communication positively impacts 

consumers' intentions toward online hotel bookings. First and foremost, online hotel 

booking platforms need to improve their communication methods by ensuring that 

all hotel information including room types, facilities, prices, and policies is 

presented in an understandable and transparent manner. Managers should regularly 

update this information to reflect any changes accurately and provide timely details 

about booking, policies, confirmation, check-in procedures, and fees. Timely 

notifications via email, SMS, or app can keep customers informed about their 

booking status and updates. Customers may feel more confident using such online 

booking platforms if they are informed at every stage of the booking procedure.  

 

Table 5.2 indicates that perceived security (p < 0.001) has a very strong statistical 

significance in the relationship. This implies that perceived security is the most 

significant factor that influences consumers’ intention on online hotel booking. 

Thus, online hotel booking platforms must prioritize the security of customer 
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information and transactions through implementing secure payment gateways and 

regularly updating security features. A secure payment gateway encrypts sensitive 

financial data during transactions which can ensure that customers' credit card 

details and other payment information are securely transmitted and protected from 

unauthorized access. Moreover, if online hotel booking platforms are regularly 

updating security features, this can helps mitigate cybersecurity risks like malware 

or data breaches. For instance, those platforms could implement the latest security 

patches, software updates, and industry-standard encryption protocols for 

consumers. These ways can generate consumers’ confidence on those platforms, 

thereby help the consumers to reduce the risk of fraud or identity theft during the 

booking process. 

 

Besides that, perceived trust is also important in shaping managerial implications 

for online hotel booking platforms. In order to build a sense of dependability and 

trustworthiness, those platforms should actively engage with customer feedback, 

promptly addressing concerns and consistently delivering positive user experiences. 

For example, if customers face any issue during their booking process or have 

experiences dissatisfaction with their stay, responsive and helpful customer support 

that quickly solve the issues can greatly increase the consumers’ trust in the 

platform. Additionally, those platforms can enhance trust if they are implementing 

transparent policies, clearly communicating terms and conditions and offering real 

user feedback and ratings. Platforms can reduce the possibility of 

misunderstandings or disputes and gain customers’ trust by being open and honest 

about all aspects of its services.   

 

Lastly, this study found that perceived usefulness will influence consumers’ 

intentions toward online hotel bookings. Online hotel booking platforms should 

invest in technology upgrades and features that can enhance perceived usefulness 

including personalized recommendations, virtual tours, or exclusive online 

promotions to positively influence consumer attitudes. For example, online hotel 

booking platforms can enhance their personalized recommendations by analyzing 

the consumers’ preferences, past booking history and search behaviour. By doing 
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so, those platforms are able to provide and show relevant hotel options that are 

catered to the consumers’ preferences. Also, online hotel booking platforms can 

make more effort to provide immersive 3D tours or virtual reality experiences in 

the future as this can give consumers a more engaging and informative booking 

experience. Next, those platforms can offer special discounts, promotional offers, 

and loyalty rewards that are only available for online reservations in order to 

encourage more consumers to utilize their service and increase platform 

attractiveness. These enhancements can improve the booking experience of 

consumers and also differentiate the platform from competitors. So, online hotel 

booking platforms must implement these strategies because they can increase 

customer satisfaction and repeat bookings.  

 

 

5.3 Limitation of the Study 

 

The lack of moderator analysis is one of the possible limitations in this study. 

Although this study investigates a number of factors that influence consumers’ 

intentions on online hotel booking, but it ignores possible moderators who could 

have an impact on the direction of these relationships. Moderators are variables that 

affect the relationship between the independent and dependent variables which can 

means that how strongly one variable influence another. For example, consider the 

factor of Perceived Security. Even though it is important to understand how 

Perceived Security influences online hotel booking intentions, but moderators such 

as age could significantly impact this relationship. Different age groups may have 

different concern or trust regarding online security. Compared to older users who 

might be more careful and cautions in their use of online hotel booking platforms, 

young users who are more familiar with using technology might be less concerned 

about security issues and risks. Hence, this study might omit complexities in the 

relationships between factors and online hotel booking intentions and faces the 

potential of drawing incorrect conclusions if moderators are not taken into account. 
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5.4 Recommendation 
 

To address the limitation of lack of moderator analysis in the study, it is 

recommended to carry out moderator analysis using Partial Least Squares Structural 

Equation Modeling (PLS-SEM). This is because PLS-SEM allows for the 

simultaneous examination of multiple relationships between variables and 

moderators by developing a full understanding of how various factors interact to 

influence online hotel booking intentions. For instance, this study must examine the 

potential moderators such as age, habit, prior experience with online booking 

platforms and attitude that can influence the relationships between factors and 

online hotel booking intentions with the use of PLS-SEM. Previous research 

conducted by Agag & El-Masry (2016) demonstrated that habit can impact the 

connection between trust and online hotel booking intentions. People who regularly 

book hotels online using those platforms might trust the process more due to their 

familiarity with it. Hence, using moderators and PLS-SEM for the research can 

enhance the validity of the study findings.   

 

 

5.5 Conclusion 
 

In short, this chapter has discussed the research findings, explored implications, 

acknowledged the limitation of the study, and provided recommendations for future 

research. This study has successfully provided valuable insights into the 

determinants of online hotel booking intentions among consumers. Finally, it is 

recommended that future researchers should look into other variables and 

moderators that could influence consumers’ intentions on online hotel booking in 

order to better understand how online hotel booking works and what factors affect 

it. 
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1.

Mark only one oval.

I have been notified and that I hereby understood, consented and agreed per UTAR
above notice.

I disagree, my personal data will not be processed

Section A: Demographic Section

Instructions: Please choose and tick the appropriate box next to your answer or write in the 
space provided. 

Understanding the Determinants of Online
Hotel Booking Intentions
Greetings! I am Sharon Lian Sin Yee, an undergraduate student pursuing a Bachelor of 
International Business (Hons) at University Tunku Abdul Rahman (UTAR). I am currently 
conducting a research project with the topic of “Understanding the Determinants of Online 
Hotel Booking Intentions”. 

This survey aims to explore various factors related to online hotel booking intentions, 
including shared values, opportunistic behaviour, communication, perceived security, 
perceived trust, perceived ease of use and perceived usefulness. Please take a few minutes 
to answer the following questions thoughtfully based on your experiences and preferences 
in order to help us have a better understanding about your view in relation to online hotel 
booking intentions. 

Your responses will be kept confidential, and the information collected will be used solely for 
research purposes. If you ever have any questions or just want to connect, feel free to reach 
out to me at sharon0321@1utar.my. 

Thank you and appreciate your contribution! 

Sharon Lian Sin Yee (2002059)

* Indicates required question

Acknowledgement of Notice *
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2.

Mark only one oval.

20-29

30-39

40-49

50-59

Over 60

3.

Mark only one oval.

Female

Male

4.

Mark only one oval.

Yes

No

1. Age *

2. Gender *

3. Are you a Malaysian citizen? *
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5.

Mark only one oval.

Other:

Secondary school (SPM)

Diploma

Bachelor's Degree

Master

PhD

6.

Mark only one oval.

Less than 3 times

3-6 times

6-9 times

More than 9 times

7.

Mark only one oval.

Other:

Booking.com

Airbnb

Agoda

Trivago

Hotels.com

TripAdvisor

4. Education Level *

5. Frequency of online hotel bookings within a year *

6. Most frequently used online booking platforms *
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Section B

This section studies the factors influencing your online hotel booking intentions. These 
factors include shared values, opportunistic behaviour, communication, perceived security, 
perceived trust, perceived ease of use and perceived usefulness. 

Please indicate how much do you agree or disagree with each of the following statements 
based on a scale ranging from 1 (strongly disagree) to 5 (strongly agree).
1 = Strongly Disagree (SD)
2 = Disagree (D)
3 = Neither disagree or agree (N)
4 = Agree(A)
5 = Strongly Agree (SA)

8.

Mark only one oval per row.

1. Shared Value

1 2 3 4 5

This online
hotel
provider
sticks to
highest
level of
business
ethics in all
its
transactions

The online
hotel
provider
sticks allow
users to
select or
deselect
their
inclusion on
mailing lists
or
promotional
campaigns

This online
hotel
provider
sticks to
highest
level of
business
ethics in all
its
transactions

The online
hotel
provider
sticks allow
users to
select or
deselect
their
inclusion on
mailing lists
or
promotional
campaigns
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9.

Mark only one oval per row.

2. Opportunistic Behaviour

1 2 3 4 5

This online
hotel provider
exaggerates
the benefits
and
characteristics
of its offerings

This online
hotel provider
takes
advantage of
less
experienced
customers to
make them
purchase

This online
hotel provider
exaggerates
the benefits
and
characteristics
of its offerings

This online
hotel provider
takes
advantage of
less
experienced
customers to
make them
purchase
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10.

Mark only one oval per row.

11.

Mark only one oval per row.

3. Communication

1 2 3 4 5

This online
hotel provider
provides high
quality
information

This online
hotel provider
keeps its
customers
informed
about the
latest
developments

This online
hotel provider
provides high
quality
information

This online
hotel provider
keeps its
customers
informed
about the
latest
developments

4. Perceived Security

1 2 3 4 5

The hotel
website
implements
security
measures
to protect
users

The
customer’s
credit card
information
is not prone
to leakage

The hotel
website
implements
security
measures
to protect
users

The
customer’s
credit card
information
is not prone
to leakage
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12.

Mark only one oval per row.

5. Perceived Trust 

1 2 3 4 5

I believe
that this
hotel
website is
trustworthy

This hotel
website is
reliable

This hotel
website
has
integrity

I believe
that this
hotel
website is
trustworthy

This hotel
website is
reliable

This hotel
website
has
integrity
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13.

Mark only one oval per row.

6. Perceived Ease of Use

1 2 3 4 5

I think that
learning to
use hotel
online
bookings
would be
easy

I think that
interaction
with hotel
online
bookings
does not
require a
lot of
mental
effort

I think that
it is easy to
use hotel
online
bookings
to
accomplish
my travel
tasks

I think that
learning to
use hotel
online
bookings
would be
easy

I think that
interaction
with hotel
online
bookings
does not
require a
lot of
mental
effort

I think that
it is easy to
use hotel
online
bookings
to
accomplish
my travel
tasks
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14.

Mark only one oval per row.

7. Perceived Usefulness 

1 2 3 4 5

Booking
hotel
online
helps
me to
solve
doubts
when I
plan a
travel.

Booking
hotel
online
helps
me to
organize
travels
in a
more
efficient
way.

In
general,
booking
hotel
online is
useful
to plan
travels.

Booking
hotel
online
helps
me to
solve
doubts
when I
plan a
travel.

Booking
hotel
online
helps
me to
organize
travels
in a
more
efficient
way.

In
general,
booking
hotel
online is
useful
to plan
travels.
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15.

Mark only one oval per row.

This content is neither created nor endorsed by Google.

Online Hotel Booking Intentions

1 2 3 4 5

My
willingness
to book
hotel
rooms
from this
website is
high.

If I were to
book hotel
rooms, I
would
consider
booking it
from this
website.

I expect to
book hotel
rooms
online in
the near
future.

My
willingness
to book
hotel
rooms
from this
website is
high.

If I were to
book hotel
rooms, I
would
consider
booking it
from this
website.

I expect to
book hotel
rooms
online in
the near
future.

 Forms

https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
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Re: U/SERC/78-212/2024 
 

13 January 2024 
 

Dr Fitriya Binti Abdul Rahim 

Head, Department of International Business  

Faculty of Accountancy and Management  

Universiti Tunku Abdul Rahman  

Jalan Sungai Long 

Bandar Sungai Long 

43000 Kajang, Selangor 
 

Dear Dr Fitriya, 

 

Ethical Approval For Research Project/Protocol 

 

We refer to your application for ethical approval for your students’ research project from Bachelor of 

International Business (Honours) programme enrolled in course UKMZ3016. We are pleased to inform 

you that the application has been approved under Expedited Review.  

 

The details of the research projects are as follows:  

 

No. Research Title Student’s Name Supervisor’s Name Approval Validity 

1.  The Motivation for Purchasing Souvenirs Among 

the Domestic Tourists 
Wan Shiuan Ling  

Ms Annie Yong Ing 

Ing  

13 January 2024 – 

12 January 2025 

2.  Factor Affecting Healthy Food Purchase 

Behaviours of Generation Z 
Pe Kai Wen  

3.  Factors Affecting Customer Satisfaction Among 

Online Shoppers 
Dion Teh Jee Wei 

4.  The Factors Influences on Customer Satisfaction 

and Loyalty in Business Performance  
Tang Wei Ping  

5.  The Impact of Social Media Influencer on Youth 

Online Buying Behaviour in Klang Valley 
Goh Pieh Ling  Ms Chin Wai Yin  

6.  A Study on E-commerce Factors that Influence 

Post-purchase Behaviour of Young Adults in 

Malaysia 

Chan Chiew Kong  

Dr Corrinne Lee 

Mei Jyin  
7.  Factors and Barriers to Attaining Mental Health 

Services 
Chan Pei Xin  

8.  Factors Influencing the Customer Intention in 

Adopting Autonomous Vehicles (AVs) 
Chye Chi Ern 

9.  Applying the Fraud Triangle Theory to Examine 

Fraudulent Cases from the Perspective of Working 

Adults 

Alex Lau Chin 

Yeh  

Dr Eaw Hooi Cheng 
10.  Examining the Influential Factors of Financial 

Fraud on Social Media from the Perspective of 

University Students 

Bryan Wee Xin Jie 

11.  Factors Affecting Financial Fraud Awareness 

Among University Students 
Liew Yoon Ler  

12.  
The Impact of ChatGPT on E-commerce: The Case 

of Platform-based Business 
Lee Siu Ying  

Pn Ezatul Emilia 

Binti Muhammad 

Arif 
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No. Research Title Student’s Name Supervisor’s Name Approval Validity 

13.  Adoption Rate of Digital Channel among MSMEs 

Entrepreneurs. (A Comparison Between Social 

Commerce and E-Commerce Platforms) 

Law Yung Khan  

Pn Ezatul Emilia 

Binti Muhammad 

Arif 

13 January 2024 – 

12 January 2025 

14.  Factor Affecting Consumers Behavioral Intention to 

Share Digital Footprints on Social Media 

Jenny Leong Siew 

Yee  
Pn Farida Bhanu 

Binti Mohamed 

Yousoof 
15.  Factors Affecting the Unemployment Crisis Among 

Fresh Graduate in Malaysia 
Lim Say Siang 

16.  The Buying Behaviour on Green Products - From A 

Consumer Perspective 
Lim Xiao Xuan  

Dr Foo Meow Yee  
17.  Factor Affecting Consumer Brand Loyalty on 

Personal Care Product 
Ooi Xin Yi  

18.  Drivers of Employee Retention: A Case Study in 

Health and Beauty Industry 
Tan Chi Ying  

19.  Factors of Remote Work Influencing Remote Work 

Productivity of Employees in Malaysia 
Lee YanZheng 

Ms Hooi Pik Hua @ 

Rae Hooi 

20.  Exploring University Students' Readiness for the 

Industrial Revolution 4.0: A Conceptualised 

Framework 

Poh Joe Yee 
Dr Jayamalathi a/p 

Jayabalan 

21.  The Role of Artificial Intelligence on the Overall 

Success of SMEs in the E-Commerce Sector 
Low Wai Ying 

Ms K Shamini a/p T 

Kandasamy 

22.  Understanding the Impact of Short Video 

Advertising on Youth Consumer Behavior 
Celine Tia Hui Lin  

En Khairul Anuar 

Bin Rusli 

23.  Influence of Corporate Social Responsibility (CSR) 

on Consumer Purchase Intention 
Yeo Ai Ping  

24.  The Impact of Green Marketing of Food and 

Beverages on Consumers' Purchase Intention 
Yong Xin En  

25.  Factors that Influence the Acceptance of QR 

Payment Among Customers in Malaysia 
Lee Hai Wen  

Dr Komathi a/p 

Munusamy 

26.  To Study the Influences of Compensation, Work 

Environment, Motivation on Employee Satisfaction 

Among Industrial Trainees 

Sam Li Ixing  

27.  The Influence of Celebrity Endorsements on 

Consumers’ Purchase Intention Toward Sports 

Equipment 

Chong Wei Ni  

28.  Investigating the factors of online payment 

technology in influencing consumer purchase 

behavior 

Chua Jun Quan  

29.  The Impact of Utilizing ChatGPT in Higher 

Education 
Lee Zi Wei  

Dr Law Kian Aun  

30.  The Effectiveness of Duolingo’s AI-Powered 

Language Learning Platform in Improving Second 

Language Acquisition Among Malaysia’s Tertiary 

Students 

Oh Fang Yan  

31.  The Effects of AI Tools on Undergraduates’ 

Academic Writing Proficiency 
Ng Shi Zhe 

32.  Consumer's Coping Strategies Toward Packaging 

Waste in Food Delivery Service 
Tan Shin Rhu  Mr Lee Yoon Heng 

33.  Securing User Trust: A Study on Social Media 

Privacy, Information Protection, User Education, 

and Platform Reliability 

Lim Jing  
Ms Logeswary a/p 

Maheswaran 

34.  User Acceptance of Neobanks in Malaysia Tang Sze Jun Ms Loh Yin Xia 

35.  The Interplay of Digital Financial Literacy, 

Capability, Autonomy in the Financial Decision-

making in Today’s Digital Age 

Wong Zheng Wah  Dr Low Mei Peng  

36.  Effects of In-store Factors Influencing Consumer 

Impulse Buying Behavior in Shopping Mall 
Soh Xin Jie 

Dr Malathi Nair a/p 

G Narayana Nair 

37.  Examining the Impact of Generation Z’s Attitude 

Towards Counterfeit Footwear in Malaysia 
Lim Su Kim  

38.  Young Adults' Intention to Use Mobile Payment in 

Malaysia 

Alvin Chow Mun 

Sing  

39.  Consumer Motivation to Repurchase Organic 

Personal Care Products 

Crystal Chow 

Weng Yann 
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No. Research Title Student’s Name Supervisor’s Name Approval Validity 

40.  The Impact of Worklife Balance on Employee 

Performance in Private Universities in Malaysia Yeo Jing Wen  

Dr Omar Hamdan 

Mohammad 

Alkharabsheh 

13 January 2024 – 

12 January 2025 

41.  Determinants of Student's Satisfaction on AI Usage 

in Education 
Chang Charng Jie  

Ms Puvaneswari a/p 

Veloo 

42.  How Artificial Intelligence (AI) is Transforming 

Tourism Industry 
Boon Yi Jean  

Pn Raja Nurul Aini 

Binti Raja Aziz 

43.  Factors Affecting the Consumption Pattern of Fast 

Fashion Products Among Generation Z 

Evelyn Chow Sum 

Yee  
Dr Sia Bee Chuan 

44.  Antecedents and Consequences of Beauty and 

Cosmetic Products Impulse Purchase on TikTok 
Kong Chi Kei  

Dr Tang Kin Leong 
45.  Examining the Antecedents of Perceived Enjoyment 

and Flow Experience in Impulsive Buying 

Behaviour: A Study from the Perspective of TikTok 

User 

Tan Hong Qing  

46.  Understanding the Determinants of Online Hotel 

Booking Intentions 

Sharon Lian Sin 

Yee  
Dr Tiong Kui Ming  

47.  A Study of Eco-Conscious Consumer Behavior on 

Green Products 
Tan Sze Ting  

48.  Brand Loyalty Among Generation Z Towards 

Samsung Products in Malaysia 
Chey Xin Hui  

Dr Yeong Wai Mun  
49.  Factors Influencing the Adoption of Touch 'n Go 

eWallet Among Consumers in Malaysia 
Lim Si Ting  

 

The conduct of this research is subject to the following:  

 

(1) The participants’ informed consent be obtained prior to the commencement of the research; 

 

(2) Confidentiality of participants’ personal data must be maintained; and 

 

(3) Compliance with procedures set out in related policies of UTAR such as the UTAR Research Ethics 

and Code of Conduct, Code of Practice for Research Involving Humans and other related 

policies/guidelines.   

 

(4) Written consent be obtained from the institution(s)/company(ies) in which the physical or/and 

online survey will be carried out, prior to the commencement of the research. 

 

Should the students collect personal data of participants in their studies, please have the participants sign 

the attached Personal Data Protection Statement for records.  

 

Thank you. 

 

 

Yours sincerely, 

 
Professor Ts Dr Faidz bin Abd Rahman 

Chairman 

UTAR Scientific and Ethical Review Committee 

 

c.c Dean, Faculty of Accountancy and Management 

 Director, Institute of Postgraduate Studies and Research  
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