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Abstract

The word of mouth is known to be the best resource for a traveller. For years, travelling
companies are finding ways to promote review and user generated content to attract more future
travellers. The Web 2.0 which is referred as next generation of the Internet characterized by the
dynamic user-generated content facilitates users to create and share content and in consequence
travellers are more empowered. This technological breakthrough has transformed customers into
participative agents. The Travel & Tourism industry has been seriously challenged by Web 2.0
where travel customers are browsing websites for travel planning and hotel booking. Such travel
agency websites provide information and booking facilities and travel customers also share their
experiences, pictures and advice known as User-Generated Content (UGC). The same trend
is approaching Pakistan having an immense potential for online travel companies. Travel &
Tourism industry of Pakistan is experiencing a thriving growth since the terror attacks have
reduced exponentially hence qualify for a scholarly attention. This study explores the effects
of website quality of travel agencies through ESERQUAL on the attitude of Pakistani travel
customers towards UGC and hotel booking. It is a survey-based quantitative study. The data is
collected through questionnaires from university 339 students and Structural Equation Model
ling (SEM) is used to provide insights into Pakistani customers’ attitude and behavior towards
booking intentions. It is established that unlike other countries, Pakistani travellers are least
concerned about website safety and security whereas website functionality, information content
and quality are leading factors affecting attitude towards UGC followed by website appearance
and presentation. It is concluded that website service quality plays a major role in adoption of
UGC that directly affects the hotel booking intentions of travel customers.
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1. Introduction

The world has experienced an exponential growth in Web 2.0 applications that
have empowered the internet-users to create, and post their content and other in-
ternet-users can view and respond (Constantinides & Fountain, 2008). Web 2.0 is
referred as next generation of the internet characterized by the dynamic user-generated
content as opposed to static web pages. Web 2.0 is associated with the emergence of
social media where users experience participation in the networks (Harris & Rea,
2019; Newman, Chang, Walters, & Wills, 2016). Internet World Stats indicated
the internet users around the globe up to 4.05 billion till 2017 and only Asia region
has 1.99 billion internet users. Multiple studies have identified the unprecedented
adoption of Web 2.0 applications by millennials that open new research avenues for
scholars and practitioner (Bodewes, 2016; Constantinides & Fountain, 2008; Cox,
Burgess, Sellitto, & Buultjens, 2009). This overwhelming and persistent expansion
of technology has transformed the travel and tourism industry while making it more
information intensive, and competitive. Now, travellers are exposed to travelling
company’s websites like Booking.com, Expedia.com, and Tripadvisor.com while
having networks with peer-to-peer virtual communities with a massive amount of
User Generated Content (UGC) (Chung & Buhalis, 2008; Xiang & Gretzel, 2010;
Huang, Goo, Nam, & Yoo, 2017). These travelling company’s websites provide travel
advisory and information regarding hotels, restaurants, flights, deals, and road trips
which are known as Agency Generated Content (AGC). It is acknowledged in the latest
research work and among practitioners that technology has drastically transformed the
means by which customers plan and select hotels (Huang, Goo, Nam, & Yoo, 2017;
Sun, Cardenas, & Harrill, 2016). The empirical evidence can be traced from Statista*
revealing the fact that digital travel sales around the globe have reached up to 564.87
billion U.S. dollars and it exhibits the online travel industry exponential growth in
recent years supported by Web 2.0 revolution. Likewise, many leading publishers have
launched dedicated journals for travel and tourism industry with leading themes of
consumer behavior and use of technology in the tourism industry. For an enriched
understanding of the intense travel customers’ traffic, and behavior on online travel
companies, it is imperative to apprehend the website quality of such websites as travel
customers interact and generate content on such websites.

Pakistan, which falls in the region of Asia, is no exception to the usage of the
travelling websites. Pakistan has a huge travel and tourism industry. According to
statistics of World Travel Tourism Council, the Travel & Tourism industry of Paki-
stan is contributing 7.6 billion US Dollars in GDP of Pakistan which constitute 27%
of total GDP. Travel & Tourism industry supports 2.3% employee engagement out

4 https://www.statista.com/statistics/ 19413 3/ cybercrime-rate-in-selected-countries/
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of total employment and Pakistan Tourism department received USD 100 million
investment in recent years (Tribune, 2019). The industry growth starts thriving since
the terror attacks have reduced exponentially and tourist traffic observed tripled since
2013 (Kay, 2017). The local online travelling companies e.g. Checkin.pk, Travelstart.
pk, and Findmyadventure.pk are capturing the travel and tourism industry digitally.
The global companies like Booking.com, Tripadvisor.com and many leading online
travelling companies are also operating in Pakistan and giving very intense competi-
tion to local travelling companies. Multiple studies are under progression in different
regions to explore the customer’s apprehension before and during travel planning.
Aforesaid statistics about internet usage and Travel & Tourism industry of Pakistan
instigate the attraction of global and local online travelling companies in Pakistan
thus the practical significance of empirical studies investigating the website quality,
attitude of travel customers towards UGC and, hotel booking behavioral intentions
cannot be denied. So far, this area is least explored in the context of Pakistan and
this study serves to fill this gap.

To date, the concern of online travelling company’s website quality, UGC, reviews
credibility, the traveller’s preference, booking intentions, and behavior towards the
adoption of online travelling websites have become the leading trend among scholars
and journals (Abou-Shouk & Khalifa, 2017; Agag & El-Masry, 2017). The service
quality dimensions (SERVQUAL) are proposed by Parasuraman, Zeithaml, and Berry
(1994) but online service quality dimensions are dissimilar to a certain extent. It is
imperative to investigate the electronic service quality (EESERVQUAL) for measur-
ing the traveller’s experience with online travelling companies before investigating
the attitude towards UGC and hotel booking behavior. In comparison to physical
travel agent company, online travelling companies’ lacks live human interaction and
tend to be more impersonal, anonymous and automated. ESERVQUAL defines the
website service that enables the efficient, secured and errorfree usage and booking
experience (Parasuraman, Zeithaml, & Malhotra, 2005). ESERVQUAL is also de-
fined as judgment, experience and overall satisfaction with a value proposition of
online company’s web space (Santos, 2003). For the underlying study, the constructs
adapted to measure the online travelling company’s website are (1) web functionality,
(2) information content and quality, (3) safety and security and, (4) appearance and
presentation (Fu Tsang, Lai, & Law, 2010). The overall judgment and experience
with online travelling company’s website expedite the attitude of writing and read-
ing reviews on such websites. The user-generated content (UGC) is defined as text,
audio, video and image content created and produced by internet users without any
professional involvement (Daugherty, Eastin, & Bright, 2008). The most frequently
used theory for explaining attitude and behavior is Theory of Planned Behavior which
states attitude as a person’s favourable or unfavourable judgement towards a certain
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phenomenon and behavior is an outcome that is observable (Madden, Ellen, &
Ajzen, 1992; Netemeyer, Ryn, & Ajzen, 1991). For the underlying study, the attitude
is the positive or negative judgement of UGC and behavior is an outcome for hotel
booking on such websites. The online travelling companies are claiming popularity
and credibility while propagating the volume of UGC, but it is of least value if the
attitude of travel customers towards UGC as the credible source is not established. It is
significant for scholars and practitioners to investigate the worth of UGC available on
online travelling company websites for positive attitude and behaviors towards booking
intentions in the context of Pakistan travel and tourism. This study aims at filling
this scholarly gap as this empirical investigation aims at measuring and investigating
the online travelling company’s websites service quality and its role in determining
the attitude towards UGC and booking behavior. It also investigates the mediating
relationship of attitude towards UGC between websites service quality and booking
behavior. The research questions designed for this study are as follows:

Q1: What is the impact of online travelling website service quality on the attitude
of travel customers towards User Generated Content (UGC) in Pakistan?

Q2: Does the attitude of Pakistani customers towards User Generated Content
(UGC) mediate the relationship between online travelling website service quality and
behavioral intentions towards hotel booking?

2. Literature Review

2.1 Service quality measures for websites

Website service quality is a leading topic in travel and consumer behavior related
journals since websites are the service space for travel customers (Razak, Ahmad, &
Marimuthu, 2016). It is evident from recent literature that in travel and tourism,
there is the need for more empirical investigations on the impact of website service
quality and purchase intentions (Ali, 2016; Dedeke, 2016). Initially, the service quality
dimensions were more related to physical and face to face interaction with customer
and company in service space. Since its initiation, SERVQUAL has become one
of the most frequently used instruments for measuring service quality (Goswami,
2013; Olimpia, Dario, Adriana, Verénica, & Yolanda, 2016; Parasuraman, Berry,
& Zeithaml, 1991; Parasuraman, Zeithaml, & Berry, 1985, 1988). Initially, five di-
mensions of SERVQUAL were presented i.e. tangibility, responsiveness, reliability,
assurance and empathy but these dimensions are least applicable to online services
thus many studies came with constructs and scale development for online services
(Chuang, Chen, Lin, & Yu, 2016; Jiang, Jun, & Yang, 2016). Yoo & Donthu (2001)
developed a measurement tool for website quality measurement (SITEQUAL) while
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adding the constructs of ease of use, aesthetic design, processing speed, and security.
Madu and Madu (2002) designed an instrument for e-quality adding comprehensive
dimensions of online service quality considering performance and features, structure
and reliability, security and system integrity, differentiation and customization, polices,
empathy and, assurance. Loiacono, Watson and Goodhue (2002) identified further
online service quality dimensions comprising of information, interaction, design and
response time, visual and emotional appeal, innovative, process and substitutability.

The dimensions identified by Loiacono, Watson and Goodhue (2002) are the
most comprehensive dimensions in the present literature. Parasuraman, Zeithaml,
and Malhotra (2005) also develop a scale for online service quality comprising of
efficiency, system availability, fulfilment, and privacy. Kaynama and Black (2000)
exclusively develop a measurement tool for online service quality by taking online
travelling agencies as a case study while including content, design, personalization,
accessibility, feedback, and investigation. Sigala and Sakellaridis (2004) identified
multiple dimensions of online service quality for travelling agencies including informa-
tion, trust, design and visual appeal, interactivity, design, intuitiveness, responsiveness
and viable substitute. Bauer, Falk, and Hammerschmidt (2006) conducted a study on
service quality during online shopping and empirical data was collected while using
the measurement constructs of functionality or design, enjoyment, process, reliability,
and responsiveness. Likewise, Park, Gretzel, and Sirakaya-Turk (2007) conducted a
study on online travel companies and develop a measurement tool comprising ful-
filment, ease of use, security, information, responsiveness and visual appeal. Most
of the dimensions in the multiple studies are overlapping and provide some shared
dimensions for measuring website service quality of online travelling companies.
For the underlying study, the constructs and measurement items are adapted from
a study conducted by Fu Tsang, Lai, and Law (2010) and all adapted constructs and
measurement items have shared dimensions supported by the previous literature.
It comprises of (1) web functionality, (2) information content and quality, (3) safety
and security, and (4) appearance and presentation. The literature support of selected
constructs is given in table 1.

Table 1: Dimensions Adopted for Website Quality

Dimensions Literature Support
Web functionality (Bauer et al., 2006)
(Fu Tsang et al., 2010)

Information content and quality (Loiacono et al., 2002)

(Fu Tsang et al., 2010)
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Safety and security (Madu & Madu, 2002)

(Parasuraman et al., 2005)
(Fu Tsang et al., 2010)
(Park et al., 2007)

Appearance and presentation (Park et al., 2007)
(Loiacono et al., 2002)
(Fu Tsang et al., 2010)

Note: Literature review summary

2.2 User generated content (UGC), attitude and behavior

Till today, with the advent of Web 2.0 applications, consumers are getting fas-
cinating towards internet media and cyber markets thus more and more business
models are using the technology and communication support (Constantinides &
Fountain, 2008). The term Web 2.0 is originated by O’Reilly (2005) that describes
it as a web platform which is more interactive and provides internet-user to post and
share their views in text, images, videos and audios and other internet-users can view
and respond. Web 2.0 opens the door for high customer involvement and customers
have become new locus of value. The advent of social media e.g. Facebook, YouTube,
Twitter, Instagram has provided a cyberspace for creating content i.e. known as User
Generated Content (UGC) (Cox et al., 2009). In the online world, UGC is viewed as
e-word-of-mouth thus online companies are more concerned about the presence and
nature of UGC on their website as word-of-mouth. Though UGC is becoming a source
of instigating the consumer demand and adoption behavior (Zhu & Zhang, 20006) still
some schaolrs have different views on UGC and eword-of-mouth. It is mentioned in
several studies that UGC has an important implication for online companies with
respect to brand loyalty, perceived quality, product and market expansion (Dellarocas,
2003; Nusair, 2016; Susilowati & Sugandini, 2018). Cheong and Morrison (2013)
conducted a study on UGC and Producer-Generated-Content (PGC). Authors first
differentiate e WOM from UGC on the grounds that whether the content is generated
or conveyed by the user for the public with or without professional intentions. If the
user writes a text or captures an image or video without professional intentions, it’s
UGC whereas if he/she shares the link or already developed content, it’'s e WOM.
Christodoulides, et al (2017) defined UGC as a creative content which is created
and produced for public through Web 2.0 media without involving any professional
routines or practices.

Later, it is revealed in a study that customers consider UGC more credible as
compared to PGC. It is perceived that the content is not controlled by the online
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companies but the highly positive or negative UGC could be harmful to brand
image, sustainability, and business expansion. Woodside & and Lysonski (2008) ex-
plained different stages of travel planning including travel desire, information search,
alternative evaluations and booking (real purchase) followed by post-purchase evalua-
tion. UGC plays its critical role in the stage of information searching and post-purchase
evaluation for UGC creation (writing reviews) (Xiang & Gretzel, 2010). It is extremely
important for all online travelling companies to realize the significance of UGC on
their website along with PGC as increasing numbers of travellers are adopting UGC
for travel planning (Internet World Stats, 2017). What motivates internet-users to create
UGC on online travelling websites is an important question to answer. According to
Litvin, Goldsmith, and Pan (2017), travel customers share their experiences, opinion
and pictures to facilitate the peers on the travelling website. Research has shown that
88% of the travellers get influenced by UGC. It is also found that travellers read
and review the UGC regarding hotel credibility, location, facilities, cleanliness, and
packages (Amaral, Tiago, & Tiago, 2014; Constantinides & Fountain, 2008; Cox
et al., 2009). The study regarding adoption of technology endorses the adoption of
online services in travelling industry (Litvin, Goldsmith, & Pan, 2008). There are
many studies covering the aspect of UGC, its role during travel planning but the
vendor provided features i.e. website and its service quality in developing the attitude
of travel customers towards UGC is least explored in Pakistani context. Thus, this
study aims at exploring the relationship between website service quality of online
travelling companies, attitude towards UGC adoption and behavior towards hotel
booking among Pakistani travel customers with the following hypotheses:

H,: Website functionality of travelling company website has a positive impact on
attitude towards UGC

H : Information content & quality of travelling company website has a positive
impact on attitude towards UGC

H.: Safety and security of travelling company has a positive impact on attitude
towards UGC

H,: Appearance and presentation of travelling company website has a positive
impact on attitude towards UGC

It is yet to be explored that whether the positive attitude towards adoption of
UGC is effective in determining the behavior towards real purchase i.e. hotel booking.
An empirical examination is required to investigate the travel customer adoption of

UGC affecting booking behavior (Sigala, Lockwood, & Jones, 2001) and this gap
with reference to Pakistani consumer is even wider. The relationship between online
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travelling company website service quality and behavior towards hotel booking medi-
ated by the attitude towards adoption of UGC is tested with the following hypothesis:

H.: The relationship between web functionality, information content & quality,
safety & security, appearance and presentation and behavior towards hotel booking
is mediated through attitude towards UCU

Travelling company website

service quality

Website functionality

Information content &
quality

Attitudes towards UGC

Behavioral intention of
hotel booking

Appearance &
Presentation

Figure 1: The Theoretical Model
The theoretical model for the study is presented in figure 1.

3. Research Design

For the underlying study, the positivist research philosophy was applied. The quan-
titative approach with field survey was adopted to validate the theoretical framework.
It was a cross sectional study. Self-administered questionnaire was used to collect the
empirical data on selected constructs including website functionality, information
content and quality, safety and security, appearance and presentation of the travelling
company website, attitudes towards UGC and behavioral intentions towards hotel
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booking. The data was collected from students enrolled at a private university. The
enrolled students were around 17000. University students seem appropriate for five
reasons, (1) they understand the sensitivity of self-administered questionnaire for a
research process, (2) most of the students in Pakistan are now travelling abroad for
scholarship, research exchange programs and conferences, (3) they are more familiar
with web 2.0 applications, and (4) they are concerned travel planner, (5) higher ed-
ucation funded opportunities has increased the desire for international travelling.
Many research studies have used students as their representative sample thus same
reasoning is adopted while selecting the population frame (Hughes, Wang, & Shu,
2015; Ladhari & Michaud, 2015) The sample size determination for Conformity
Factor Analysis (CFA) and Structural Equation Modelling (SEM) is very critical. Em-
pirical investigations with simulation studies indicate that with a normally distributed
data and no missing values, a sample of 150 is considered as reasonable (Muthén &
Muthén, 2002). In another study, a sample size >300 for factor analysis is considered
a good sample size (VanVoorhis & Morgan, 2007). Likewise, for SEM, sample size
requirement from 30 to 460 cases is considered as a meaningful (Wolf, Harrington,
Clark, & Miller, 2013). Thus, initially, while following simple random sampling, 460
self-administered questionnaires were distributed, and the response rate was 78%. Out
of 358 questionnaires, 339 were considered for the study as remaining questionnaires
were incomplete with more than 50% of missing values. The demographics including
gender, age, monthly income, the frequency of travelling and type of travelling are
added for understanding the overall profile of the respondents who participated in the
study. For said purpose, items were developed with a nominal scale. With reference
to frequency of travelling, the categories are developed as rare (one trip in last five
years), frequent (at least one trip in a year) and most frequent (more than one trip in
a year). Likewise, type of travelling was categorized as, mostly for business, mostly for
leisure and mostly for/with family.

4. Results

It is imperative to understand the demographic profiles of respondents who
participated in the study. It facilitates in interpreting the model, related values, and
future directions. The demographic profiles of respondents exhibited in table 2 in-
cluding age, income per month, the frequency of travelling and type of travelling with
frequency and percentage analysis. Table.2 illustrates that out of 339, 294 respondents
are below the age of 25 years that constitutes 86.7% of total respondents. 38 (11.2%)
respondents are in the age bracket of 26-35 years and 4 (1.2%) are in the age bracket
of 3645 Years. Only 3 respondents are reported above 45 years that constitutes 0.9%
of total respondents thus it is inferred that most of the respondents participated in
the study are young and below the age of 25 years. The income per month status
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illustrates that 229 respondents that constitute 67.6% of total respondents are earning
PKR 100,000 per month whereas 84 (24.8%) respondents are earning PKR 100,000-
300,000/per month. Likewise, 11(3.2%) respondents are earning PKR 300,001-
500,000/per month and 15(4.4%) are earning above PKR 500,000/per month.
Conclusively, most of the respondents are earning below PKR 100,000-300,000 per
month. Frequency and type of travelling are considered as significant demographics as
it is more linked to the use of travelling company website and user-generated content
(UGCQ). The frequency of travelling is segregated into rare (one trip in last five years),
frequent (at least one trip in a year) and most frequent (more than one trip in a year).
The table shows that 123 respondents that constitute 36.3% of total respondents
travel rarely whereas 133(39.2%) travel frequently. 83(24.5%) respondents travel more
frequently. With respect to the type of travelling, 47(13.9%) respondents travel for
business, 82(24.2%) travel for individual leisure and a large majority of respondents
(61.9%) travel with family. It is inferred from the table, that most of the respondents

Table 2: Profile of Respondents

Demographic Characteristics Frequency Percentage

Age Below 25 years 294 11.2
26-35 years 38 1.2
36-45 Years 4 0.9

Above 45 Years 3
Income (per month in Below 100,000 229 24.8
PKR) 100,000 to 300,000 84 3.2
300,001 to 500,000 11 4.4

Above 500,000 15
Frequency of travel Rare 123 39.2
Frequent 133 24.5

Most frequent 83
Type of travelling Mostly for business 47 24.2
Mostly for leisure 82 61.9

Mostly for/with family 210

Sample size(n)=339

participated in this study are young; belong to middle-income status, with rare to
frequent travelling routines and mostly travel individually or with family.

For measuring the website service quality provided by travelling companies in-
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cluding website functionality, information content and quality, safety and security,
appearance and presentation of website, 25 items with 5 Points Likert scale is adapted
by a study conducted by Fu Tsang, Lai, and Law (2010). For measuring the attitude
towards UGC, 5 items with 5 Points Likert scale is adapted from a study conducted
by Cox, Burgess, Sellitto, and Buultjens (2009). For measuring behavior towards book-
ing, 4 items with 5 Points Likert scale are adapted by study conducted by Lien, Wen,
Huang, and Wu (2015). For analysis purpose, AMOS V.22 was used as supporting
statistical tool. Before conducting CFA, Harman’s single-factor test was also applied
to diagnose the issue of common variance bias and 28.16% variance is found because
of one signal factor thus conclude that data set is not suffered because of common
variance bias (Dedeke, 2016). Before applying SEM on a theoretical model, CFA was
conducted for model measurement (model fit), and construct reliability and validity
were also calculated. This study used several criteria to determine the inclusion of
construct items and the goodness of fit for the model. First, the internal consistency
for the reduction is obtained for a meaningful set of factors through Cronbach’s
coefficient. The values of Kaiser-Meyer-Olkin (KMO) test and of Bartlett’s test
were also obtained to check the sufficiency of the item numbers for the prediction
of selected constructs. It is recommended that KMO value must be greater than .07
and Bartlett’s test must be significant (Leech, Barrett, & Morgan, 2005) and both
assumptions were found satisfied. For internal consistency, the Cronbach’s Alpha
value is recommended up to .05 but value > 0.7 is considered as more meaningful
(Field, 2009; Hair Jr, Black, Babin, & Anderson, 2010). For the underlying study,
items with Cronbach’s Alph value > 0.7 are selected for the further process. The con-
struct validity (CR) was measured while using the convergent validity that determine
the scale item convergence on single contracts and it includes factor loading (at least
0.7), composite reliability (at least 0.8) and average extracted variance (at least 0.5)

Table 3: Convergent Validity

Construct Items Factor Loading Cronbach's Alpha CR AVE
Web Functionality Webf1 .822 .864 0.9191 | 0.7409
(Webf) Webf2 840
Webf3 185
Webf4 .983
Information con- Infoquall 174 769 0.8146 | 0.5944
tent and quality Infoqual2 197
(Infoqual)
Infoqual 3 141
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Safety and security | Saf&Secl .827 138 0.8537 | 0.6608
(Bt Saf&Sec2 840
Saf&Sec3 .770
Appearance and | App&DPresl .816 .708 0.8522 | 0.6577
presentation App&Pres2 814
(App&Pre)
App&Pres3 .803
Attitudes Towards | AttUGCI1 .827 113 0.8265 | 0.6141
UGC (AeUGO) | 5uGe2 791
AttUGC3 .730
Behavioral Behavl .881 155 0.8739 | 0.5174
intentions towards Behav? 881
hotel booking
(Behv)

Note: SPSS results

(Brown, 2014; Hair Jr et al., 2010). The convergent validity including factor loading,
Cronbach’s Alpha, construct reliability (CR), and average variance extracted (AVE)
summary is shown in table 3. It is evident that this study meets all requirements of
convergent validity.

Before applying multivariate analysis for mediation through SEM, the inter-con-
struct correlation was also calculated to assess the relationship between constructs.
The correlation coefficient up to *.1 represents a small effect, +.3 a medium and +.5
or greater represents large effect (Field, 2009). The table 4 shows a significant mod-
erate relationship between web functionality and information content and quality
(r=.344"p<.05), safety and security (r=.383**, p<.05), appearance and presentation
(r=.385** p<.05), attitude towards UGC (r=.468**, p<.05), and behavior towards
hotel booking (r=.473**, p<.05). The relationship between safety and security is found
significantly moderate between content and quality (r=.408**, p<.05), appearance and
presentation (r=.432**, p<.05), attitude towards UGC adoption (r=.401**, p<.05) and
behavior towards hotel booking (r=.415**, p<.05). However, the relationship between
appearance and presentation and safety and security of travelling website found sig-
nificantly strong (r=.700*, p<.05) and it shows that presentation and appearance of
the travelling website is strongly related to the perception of safety and security which
is an important dimension of website quality. The relationship between appearance
and presentation and attitude towards UGC adoption is found significantly mod-
erate (r=.352**, p<.05) and behavior towards booking is also significantly moderate
(r=.400, p<.05). Appearance and presentation showed significant, positive moderate
relationship with attitude towards UGC (r=.388**, p<.05) and behavior towards hotel
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Table 4: Inter-Construct Correlations

Constructs Webf | Infoqual | Saf&Sec | App&Pre | AttUGC | Behv
Web functionality 1
Information Content and | .344** 1
Quality
Safety and Security .383* .408** 1
Appearance and Presen- .385** 432 .700** 1
tation
Attitudes Towards UGC 468** 401** 352%* .388** 1
Adoption
Behavioral intentions 473** 415** .400** 414 .533%* 1
towards hotel booking

** Correlation is significant at the 0.01 level (2-tailed).

booking (r=.414**, p<.05). The attitude towards UGC and behavior towards hotel
booking is significant and strong (r=.533, p<.05). As inter-construct correlation is
found significant, positive and moderate thus qualify the assumptions of plugging
into one theoretical model for SEM.

For data analysis, Structural Equation Modelling (SEM) is applied to multivariate
data analysis. This study has four independent variables including web functionality,
information content and quality, safety and security and appearance and presentation
to measure the service quality of the travelling agency website. Attitude towards UGC
is added as an independent and mediator variable and behavior towards hotel booking
is introduced as the dependent variable. SEM is applied to test the theoretical model
i.e. service quality of the travelling company website built the attitude towards UGC
adoption that affects behavior towards hotel booking. In other words, better service
quality provided by travelling company develop a positive attitude towards reviewing
UGC and that effects the behavior towards hotels booking. AMOS V.22 was used
to test the hypothesis. For the structural model, the goodness-ofAfit of the model is
testified with multiple measures. The chi-square measures the difference between
observed and estimated covariance and the smaller value is more desirable. Good-of-

fit index (GFI) threshold is >0.99 whereas the root means square residual (RMSEA)

Table 5: Goodness-of-Fit Indices of SEM

Goodness of Fit SEM Values Threshold
Chi-square/degree of freedom .801/3 <3
Comparative Fit Index (CFI) 1.00 >9
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Normed Fit Index (NFI) 999 >.9
P-Close .949
Root Mean Square of Approximation (RMSEA) .000 <.10
Adjusted goodness-of-fit index (AGFI) .994 > .95
Good-offit index (GFI) .999 >0.99

Reference for reporting (Schreiber, Nora, Stage, Barlow, & King, 2006)

threshold is <0.10. The P-close (test of close fit) threshold is >0.9. Normed-fitindex
threshold =1 for a perfect model and adjusted goodness-of-fit index (AGFI) threshold
is > .95 (Brown, 2014; Byrne, 2016; Hair Jr et al., 2010). The goodness-of-fit indices
are given Table 5 that demonstrates that the theoretical model adopted for the un-
derlying study is a good fit.

Table 6 showed the direct and indirect effects of the model which are assumed
to be more meaningful. The direct effect of web functionality on attitude is found as
.315 (p<.05) and the effect is significant thus it is inferred the travel customer’s atti-
tude towards UGC is influenced by the functionality of travelling company website.
Likewise, the information content and quality showed an effect size of .228 (p<.05)
and appearance and presentation also showed the effect size of .142 (p<.05) exhibiting
the influence on attitude towards UGC. Surprisingly, in the case of Pakistani trav-
ellers, safety and security which is the most commonly reported measure in website
quality literature are found insignificant with an effect size of .076. This result is quite
contradictory to present literature. The behavior towards hotel booking is very much
influenced by the attitude towards UGC thus it is inferred that a positive or negative
attitude towards UGC affect the actual purchase i.e. booking a hotel. As mentioned

Table 6: Direct and Indirect Effect of Serial Multiple Mediator Model

Direct effect Effect Size 2

Webf — AttUGC 315 i

Infoqual - AttUGC .228 R

Saf&Sec — AttUGC .076 156

App&Pre —» AttUGC 142 .010

AttUGC — Behv 1122 o

Indirect effects summary Effect Size

Webf — AttUGC — Behv 353
Infoqual —» AttUGC — Behv .256
Saf&Sec - AttUGC — Behv .086
App&Pre — AttUGC — Behv 159

SPSS output
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in the model, the attitude towards UGC is introduced as a mediator between web
functionality, information content and quality, safety and security, appearance and
presentation, and behavior toward hotel booking. SEM results showed that the indirect
effect sizes between web functionality, information content and quality, safety and
security, appearance and presentation and behavior towards hotel booking mediated
by the attitude towards UGC and the result showed augmented indirect size effects.

The hypothesis testing results are summarized in table 7.

Table 7: Hypothesis Testing Result Summary

Hypothesis Result

H1: Website functionality of travelling company website has a positive Supported
impact on attitude towards UGC

H2: Information content & quality of travelling company website has a Supported
positive impact on attitude towards UGC

H3: Safety and security of travelling company has a positive impact on

attitude towards UGC

H4: Appearance and presentation of travelling company website has a Supported
positive impact on attitude towards UGC

H5: The relationship between web functionality, information content Supported
& quality, safety & security, appearance and presentation and behavior
towards hotel booking is mediated through attitude towards UCU

5. Discussion

Analysis of the data has uncovered quite several of interesting facts about the
problem at hand. The results showed that the website service quality is very critical
for all type of travellers including young, middle-income, business, leisure and family
travellers either travelling frequently or rarely. The kind of UGC on travelling web-
sites is accessible in the form of reviews of travellers, traveller’s virtual communities,
travellers answering traveller’s queries, destination and hotel rating. The volume of
UGC in all travelling website is massive thus its role in shaping the attitude and the
actual purchase i.e. hotel booking must not leave unobserved especially in Pakistani
context where such studies are least conducted so far. The selected respondents of
the underlying study are mostly young and middle-income travellers thus more they
are concerned with the budget of their travel. The internet has become of the most
used source of information (Henson, Guy, & Dotson, 2015; Parasuraman et al.,
1994) thus practitioners need to realize the role of website quality in determining the
attitude towards UGC and behavior of hotel booking. The direct effect of website
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functionality is found one the leading predictor of attitude towards UGC (.315, p<.001)
for Pakistani travellers and SEM results are not found different from literature. The
literature also supports the fact that website functionality is the leading predictor of
customer satisfaction while using online travelling websites. Thus, the H, i.e. website
functionality of the travelling company has a positive impact on attitude towards UGC
adoption is accepted. In Pakistan, where most of the internet users are very young,
they prefer internet browsing. Website functionality facilitates the travellers to spend
more time on the website thus the chances of reading more UGC and booking a hotel
increase. Functionality of website reduces efforts of internet users and enables the
information searching. The second best predictor of attitude towards of adoption of
UGC for Pakistani travellers is information content and quality (.228, p<.001) and
the literature also support the same construct as the second best predictor of customer
satisfaction (Fu Tsang et al., 2010; Samsi et al., 2016). Thus, it is inferred that H, i.e.
information content & quality of travelling website has a positive impact on attitude
towards adoption of UGC in the context of Pakistan is also accepted. It is obvious
that UGC is presumed as the source of information thus the travellers, as compared
to commercialized AGC, prefer UGC. The UGC quality is usually exhibited in well
written shared experiences and pictures. Furthermore, it is believed that hotels can
work with limited number of influencers but larger public opinion pool cannot be
manipulated.

The traveller attitude towards UGC adoption in Pakistan is not dissimilar to
international travellers in case of web functionality and information content and
quality. The most surprising result with reference to Pakistani travellers is observed
with reference to the safety and security of travelling websites. Safety and security is
the most common and frequently adopted measure for website quality (Kim, Kim,
& Heo, 2016; Madu & Madu, 2002; Parasuraman et al., 2005; Park et al., 2007)
but it is found as an insignificant weak predictor in case of Pakistani travellers (.076,
p>.05). Several studies have identified that perceived risk is negatively associated with
online purchase intentions (Hong, 2015; Pappas, 2016). In the present study case, it is
anticipated that if Pakistani travellers assume high risk i.e. lack and safety and security
of information on travelling website, they will exhibit a negative attitude towards
reading and trusting UGC on such website. So far, the results are negating such an
assumption thus the H. i.e. safety and security of travelling website has a positive impact
on the attitude towards adoption of UGC is not accepted in Pakistani context. So far,
the cybercrime rate in Pakistan is minutest as compared to developed countries thus
there is some plausible explanation of such peculiar results. It is also inferred that the
internet users are not well aware of the misuse of information. Website appearance
and presentation is found third best predictor of attitude towards UGC adoption
(.142, p=.010) in case of Pakistani travellers that confirmed the acceptance of H, i.e.
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appearance and presentation of travelling company website has a positive impact
on attitude towards UGC adoption. As mentioned earlier, the aim of this study is
to find the impact of the direct and indirect effect of website quality of travelling
companies on attitude towards UGC adoption and hotel booking behavior, thus,
H, was developed and tested. The indirect effect of website functionality on hotel
booking behavior is mediated by the attitude towards UGC, as a result, it is inferred
that website functionality brings a positive attitude of travel customers towards UGC
that could result in actual sales. Likewise, the relationship between information
content and quality on hotel booking behavior is mediated through the attitude to-
wards UGC. The results support the argument that information content and quality
is contingent on the attitude of travel customers towards UGC adoption for hotel
booking. The dimension of safety and security for Pakistani travel customers’ needs
further investigation. Though the indirect impact of safety and security is observed
significant on hotel booking behavior, still the effect size is lesser as compared to
other dimensions. The appearance and presentation of the website also exhibit an
indirect effect on booking behavior mediated by the attitude towards UGC. Hence,
it is assumed the website functionality, information content and quality, safety and
security, appearance presentation of travelling website and booking behavior is highly
influenced by the travel customer attitude towards UGC.

6. Conclusion

With the increasing number of young people around the world, travelling is
becoming part of their regular routine. Younger generation is more open towards
travelling, gives importance to the user generated content and believes that tech-
nology is the answer. In this study, the objective was to uncover impact of website
service quality on the attitude towards UGC and hotel booking behavior which is
found significant and supported by the literature. The surprising element was an
insignificant and weak indirect effect of safety and security in case of Pakistani cus-
tomers that brings a new debate. The cybercrime rate statistics in the world need
to be included to explain this contradictory observation in the context of Pakistan.
According to Statista’, USA, China, Germany, Great Britain, Brazil , Japan and India
are found more vulnerable countries for cybercrime and that these statistics reveal
the issues of safety and security of websites in these countries. In Pakistan, internet
users have less exposure and understanding of cybercrime and cybercrime bill was
passed in 2015 by the National Assembly of Pakistan (Khan, 2017). Though Pakistan
has seen a rise in the cybercrime rate (The Nation, 2016) still in case of UGC, it is
not considered as a serious threat by Pakistani travellers till today. The present study
reveals the fact that most of the travellers are searching travel information for finding

5 https://www.statista.com/statistics/ 194133 /cybercrime-rate-in-selected-countries/
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multiple alternates on such websites hence the actual purchase i.e. booking a hotel
might not be best predicted by safety and security. The travelling agencies must not be
trapped by over-reliance on website quality for actual digital sales. Such websites must
also focus on developing the positive attitude of customers towards UGC otherwise
that would be no value of such humongous content on the websites. More inclination
towards UGC possibly will bring more digital sales.

7. Managerial Implications

Technology is only going to get bigger and more penetrating in Pakistani society. It
is crucial that travelling companies realise this fact, and address the issues pertaining to
Pakistani users on an immediate basis. This study gives ways to the managers of the lo-
cal, as well as international travelling organizations to consider Pakistani travellers more
informed, technology oriented and financially capable. Majority of the population is
under the age of 30 years that are open to travel on regular basis. They seek feedback
from fellow travellers by using UGC on the websites. Website is always the first step
in the hotel booking process where a user collects the information. By understanding
and formulating a website strategy based on results of this study, managers are more
likely to gain attention of Pakistani travellers that are leaving marks in global travel.
For the managers of all such travelling websites, it must be a matter of concern that
their users from the region of Pakistan are least aware of safety and security and might
get involved in any mal activity unintentionally. It is also unanticipated to observe the
least concern about the safety and security of the website from the travellers who are
mostly travelling with their families as 61.9% respondents of this study are travelling
with their families. It requires educating travellers about safety and security of their
information. It will also increase their trust and reliance on UGC and organizations
related information provided on the website.

8. Limitation and Future Direction

Although this study is contemporary and deals with the current issue in a very
relevant industry to the Pakistani population, it is observed that further studies
should build on the findings of the present study. This study deals with the booking
intentions, rather than the actual bookings of the hotel. Future studies should focus
on conducting and finding out the factors associated with the actual process of hotel
booking. Furthermore, present study has a mix of demographics. It is suggested that
future research should focus mainly on the younger Pakistani population (Millenni-
al) as they are more technology friendly and can become a good source of business
development for travelling organizations. By uncovering their consumption patterns
and habits, academicians can suggest insights to the travelling business owners that
can improve the efficiency and effectiveness of their operations while dealing with the
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young and technology loving individuals and same is marked as academic contribution
for underlying study. The moderating and/or mediating role of demographics in ex-
plaining the attitude towards UGC and hotel booking is also strongly recommended
for future studies.
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