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Abstract  

Enormous amount of websites in developing and developed countries show the importance of this industry in the world. In 

many countries tourism has become the first revenue source. E-satisfaction factors can play a great role in this respect. 

Using the conceptual model of Masoome (2006), this paper investigated the effects of electronic satisfaction factors on 

forming electronic satisfaction of website services in tourism industry. A sample size of 140 customers of travel agencies with 

websites was selected using purposeful sampling. The results showed that 4 factors including website convenience, safety, 

information, website design, and information have important role in forming e-satisfaction. No correlation was found 

between product orders by website and e-satisfaction. 
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Introduction 

About 50 years ago, work frame of wide computers started. 

After 25 years, Internet appeared and after that service providers 

accelerated toward on-line services. Internet was known as a 

way of providing service for a huge deal of users
1
. Along with 

demand growth in tourism industry, competition has increased, 

leading to customers’ higher expectations and servers' more 

attempts for finding newer ways for tourist attraction. Internet 

and IT developments can solve these problems even in tourism 

industry. They lead to faster communications, less expenses, 

and more global access to on-line services
2
. In a short time, IT 

and communications have changed sale and marketing related to 

tourism industry
3
. According to the reports of electronic units of 

travel and tourism industry, published in 2008, the first e-units 

of tourism belong to Arabic countries and the European 

countries
4
. According to the report of global business, Iran is the 

fifth susceptible country for tourism in the world for its rich 

natural and historical resources
5
. Among the developments of e-

trade in all industries, tourism industry also tries to develop its 

traveling tours' operations, tourism national organizations, 

traditional travel agencies, airlines and hotels. This trend leads 

to the appearance of a new issue called e-tourism. It must be 

noted that e-tourism companies try to provide better services for 

their customers by Internet. In this respect, in a ph.D. thesis, 

Ibrahim
6
 stated that focus on quality in providing tourism 

services is better than focus on quantity. One of the important 

issues regarded in e-tourism is relation of management with e-

customers which is closely correlated with customer 

satisfaction, loyalty and maintenance. Considerable point here is 

that customer loyalty leads to higher organizational efficiency 

and cost reduction. So, if an organization aims to increase its 

customers should ask itself that which factors create customer 

satisfaction. This article tries to investigate and measure 

customer satisfaction factors on on-line purchase purpose, 

mentioned in previous literature. For this purpose, it uses the 

conceptual model and standard questionnaire of Masoomeh to 

measure effective factors in customer satisfaction. To test 

variables, smart PLS software was used. 

 

Material and Methods  

Tourism is an important industry. 10 % of GDP in 2002 and 198 

million jobs were coming from it. It is predicted that by the end 

of 2012 this number will reach 10.6%. It is also one of the most 

job-making industries which has been resolved by the advent 

and usage of IT and communication developments
7
. Tourism 

has 3 stages: 1. a customer looks for buying Internet tickets or 

booking a hotel, 2. the customer starts traveling, and 3. some 

tourism services are provided for the customers after finishing 

traveling. In general, many concepts have been posed in relation 

with tourism and e-satisfaction from which motivation, loyalty, 

and satisfaction are the most important. 

 

Motivation: Along with the factors like attitude, character, 

learning, motivation can be used for behavior prediction. 

Luthans
8
 stated that motivation is not the only predicting factor 

of human behavior, but it acts in coordination with other factors. 

Thus, motivation is not tangible like other cognitive factors, but 

the behavior resulting from it is tangible which its after-coming 

is. Among different definitions of motivation, want, desire, aim, 

wish, and incentive are prevalent. According to Barnes and 

Vidgen
9
, motivation is divided in three sections. i. Stimulating 

power or latent energy in the people’s performance, by which 
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people tend to create good feelings in the others by their internal 

interest and stimulation and by performing their tasks well to 

achieve the goals that others expect them to reach, ii. The type 

of decision-makings and bias of the people, and iii. Behavior 

stability and the extent to which people insist on reaching their 

goals, Generally, about tourism, this discussion comes back to 

this question that why do people travel and what makes them 

enjoy and have fun
10

. In tourism literature 2 pull and push 

reasons are mentioned for traveling. Ajzen and Fishbein 

believed that these forces affect people’s decision-makings by 

pull motivators to go traveling and push incentives make them 

willing to the destination’s attractive features. In other words, 

pull incentives focus on people’s wishes and push incentives 

focus on destination’s features. Generally, people travel for 

escaping from repetitive lives, life problems, or soothing their 

hurt minds. In general, to know tourism behaviors, recognition 

over customer needs and demands is needed. The culture in 

which an executive is raised has major implications for 

behavior
11

. 

 

Satisfaction and tourism: In tourism literature, maximizing 

customer satisfaction is of the most importance, leading to 

increasing customer loyalty, cost decrease, and in a wider look, 

raising tourism number and income. Some researchers believe 

that customer satisfaction has the most important role in 

bushiness although the ways of it and its management are 

ambiguous. Higher job satisfaction leads to higher customer 

loyalty and maintenance
12

 and many believe that this is the best 

way of organizational promotion. In another definition, job 

satisfaction refers to customer repurchase, implying that he/she 

is satisfied with it, introduces it to the others, and increases 

organizational productivity
13 

 

Online satisfaction: Measuring customer’s e-satisfaction is a 

newly introduced concept. On-line successful companies tend to 

keep customers, recognize their demands, and make services 

accessible by websites or SMS s. Quality is important here; so, 

since websites are connection tools between customers and 

company, companies try to improve websites' quality. 

Interaction is provided by IT between human and company. So, 

website is a trust-making tool between human and company. 

Although companies try to reconstruct the interactions between 

human and company by IT, some aspects have been left 

unknown. Interactions like friendship, commitment, flexibility, 

and etc. For this purpose, companies must focus on higher 

performance, more quality, and new products. Appropriate 

information is sometimes difficult to extract and there are 

incompatible IT systems among organizations
13

. 

 

SERVQUAL has a new and famous online satisfaction model 

which will be regarded here. 

 

Tangibles: examples for tangibles are observable equipments, 

update facilities, and the items that can be requested after 

observation. These factors are more important than face-to-face 

relations in the relations of customer-company. In this 

condition, good performance and appearance of a website gain 

importance. Many customers have left their shopping-cards for 

getting tired of their repetitiveness or boredom
14

. Apparent 

features of a website are judged by different people at different 

pages. The youth enjoy attractive graphics, and music, while the 

olds avoid long and difficult texts or animations that disrupt 

their access to a website. 

 

Reliability: Some reliability-related factors include doing what 

has been promised or on time delivery. Masoome believes that 

although companies know cost reduction as on-line shopping 

reason, this is not the case. Some have found that convenience 

and peace are the main reasons for this
15

. In fact, when 

customers can’t trust their organizations to meet their needs, 

cost reduction or convenience can’t change the situation. 

 

Responsiveness: An important aspect in responsiveness is 

representing fast services. Download time is important for a 

user. Studies in 1999 showed that 10% of the customers leave 

Internet page if it takes over 7 s; if it takes 8s, 30% leave it, and 

70% of the users leave the page if it takes more than 30s
16

. 

Obviously, people expect higher download speed for more 

advances of IT. Increasing animation numbers and size, 

pictures, and music, websites get more tangibles than before; 

but, increasing them, the speed of providing website services 

decreases. So, companies should compromise between speed 

balance and website appearance.  

 

Confidence: An important confidence –creating factor is having 

knowledge for answering the questions.  Customers expect to 

find what they need in a website. In other words, people expect 

fewer inventions on websites and like to get what they need 

easily
17

. Two other aspects are the ability of trusting employees 

and trust and safety feeling in the staff.  The former refers to 

people’s fear from sharing information with an organization to 

which they have no awareness. A study in 2001 showed that 
�

�
of 

Internet users leave a webpage when it asks them personal 

questions and 
�

�
 have entered wrong information. 

 

Sympathy:  There are many aspects of sympathy that don’t 

exist in websites and their interactions. Some websites have 

specific design invented for personalized interactions with the 

customers. In this way, every person has his specific version of 

website whose goal is increasing customer loyalty and repetition 

likelihood. Generally, beside these 5 aspects, many studies have 

examined practicality of them
,18,19,20

 ,but, no consensus was 

achieved which needs more studies. 

 

Tourism and e- tourism concepts: Now, tourism is an industry 

changing because of IT revolutions
 21

. In this industry, products 

are not produced directly, but provide wide and important 

services to the customers. It is a mixture of different industries 

like food, transportation; accommodation and etc. it is also a 

complementary industry executing economic- social activities 

like attracting people to destinations, transferring, feeding, and 
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settling them. Tourism has an evolving trend. For example, in 

2001 in England, there were 400 millions of transportations; it 

reached 520 millions in 2003, and will probably exceed over 

720 millions in 2020
22

. So, amalgamating physical products and 

information has changed it into the most important concern of 

tourism. Tahayori and Moharrer believe that this informatics 

need is because of the nature of represented services by tourism. 

Since tourism products can’t be tangible, their description and 

representation ways affect people’s decision-makings. Another 

reason is this that people need to transfer from one place to 

another to experiment and experience their shopping. In the case 

of the lack of access to Internet, different industries and 

especially tourism can’t provide superior services to the 

customers
23

. So, IT has widely helped tourism growth and 

demand increase. Like other fields such as e-trade or e-

advertisement, tourism has been changed electronically
24

. Here, 

Internet plays the role of holding interactions and information 

gathering for identifying target market. In general, successful 

tourism companies' secret is enough knowledge of target 

markets. Buhalis and Law
25

 introduce e-tourism as a 

digitalization process of all value chain processes in travel 

industry, tourism, and hospitals. Technically, this trend includes 

e-trade and performs it to maximize tourism organization’s 

efficiency. Strategically, e-tourism revolves all trade processes 

and value chains like tourism organization’s communications 

with the stakeholders.  
 

The role of IT and communication in tourism: To examine 

the role of IT and communication in tourism and their strategies 

for it, first Internet’s effect on tourism structure should be 

regarded. Porter
26

 introduced 5 forces for determining 

competition intensity in the market including, haggling ability 

of suppliers which is the ability suppliers get when they 

increase/decrease the prices of services/ products. If suppliers 

are few in the market, the represented products to the market are 

alike, or changed costs are high, haggling abilities of the 

suppliers increase. Second force of Porter is the haggling 

abilities of the customers that result when they demand higher 

quality and competition’s increase in the market. Increasing this 

force may be because of product differentiation or sensitivity to 

the prices. The threat of new rivals is the third force. According 

to Porter, rivals' entrance to the market creates a new capacity 

for reaching market share and considerable sources
. 
The threat 

of replaced products is the fourth force. Porter believes that 

replaced products limit the profitability by posing a price roof 

for a company. Then, industry growth and productivity are 

affected by price limitations, unless the services/products are 

distinct. If change costs are high, customers will not incline to 

change products and services. The threat of existing rivals is the 

fifth force. Rivals do everything like, price competition, 

customer service increase, production introduction or 

advertisements to get a valuable situation in the industry. 

Generally, highly competing industries create less capital return 

for the high cost competition. When market growth is low, 

rivals compete more to get more market share. By the advent of 

IT tools, tourism competition has increased because of offering 

service packages and delivery with high quality and good price. 

Even non- touristy sections have entered this field, offering 

touristy services. Porter’s second force (entrance barriers) is 

minimum in relation with tourism. So, many active companies 

in tourism have moved toward being on-line. It was long back in 

1839 that the International non-governmental organizations had 

started
27

.  This issue has increased competition. So, from this 

aspect, the role of internet/IT has been negative. The effect of 

Porter’s third force is the maximum on tourism. In fact, finding 

a good replacement in e-tourism doesn’t need much time. 

Although people look for replacing out-of-tourism 

services/products, Internet provides many replacements in a 

Haggling ability of suppliers is high in e-tourism, implying that 

e-tourism is able to offer many services without specific 

intermediates and just via Internet. From the other hand, 

suppliers like to work with on-line intermediates. So, this effect 

can be either positive or negative. The last effect, haggling 

ability of the shoppers is correlated with e-tourism. Increasing 

shopper’s skills by raising IT expertise, fortifies this effect. In 

other words, with developing IT, customer loyalty to a specific 

website or server decreases, so, it can be concluded that IT has 

multiple advantages for tourism, although it has had some 

disadvantages as well. Powel and ET al
28 

stated that IT is useful 

when it is mixed with the holistic strategies of the company. 

Then successful adaptation of the organization with new 

technologies is posed.3 barriers including the lack of necessary 

sub-structures, knowledge and expertise and high cost of IT and 

adoption strategies are regarded
29

. According to Bohalish and 

Law there are 2 strategies: first, offering discrimination value 

principle and distinctness of e-tourism products with a 

reasonable price, and second, stressing cost reduction strategies. 

In this section, industry should provide a big deal of services, 

homogenize, and standardize them with lower prices. He also 

offered a frame showing the ways IT can help tourism. This 

frame has been updated by the advance of IT. The general 

access pattern tracking analyzes the web logs to understand 

access patterns and trends. These analyses can shed light on 

better structure and grouping of resource providers
30

. 
 

Hypotheses 

Adopted from Masoomeh, the conceptual model of this study is 

shown in figure 1 in which convenience; product order, product 

information, website design, and financial safety are the 

constituents of customer satisfaction and independent variables, 

while e-satisfaction is dependent variable i. Tourism website’s 

convenience affects customer satisfaction, ii. Product order 

convenience via websites affects customer satisfaction, iii. 

Provided information of the product/service via tourism website 

affects customer satisfaction, iv. Good design of tourism 

website affects customer satisfaction, v. Financial security of 

tourism website affects customer satisfaction. 
 

Results and Discussion 

Using Cochran formula and purposeful sampling method, the 

sample size of 14 agencies was achieved. The results of 
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demographic study and descriptive data on the sample members 

are shown in table 4. 

 

In this paper, structural equation models and Partial Least 

Squares (PLS) Path Modeling were used to test hypotheses and 

model fitness. A two stage Partial Least Squares Path Modeling, 

suggested by Hulland
31

, was used to analyze data. In the first 

step confirmatory factorial analysis and in the second step, a 

path analysis was used to analyze the relations between 

variables. To measure data fitness, confirmatory data analysis 

was used whose value should be over 0.5. This value was 0.728 

for this study, confirming factorial analysis fitness for this data. 

Significance level was also below 0.05, showing factorial 

analysis fitness. 

 

Structural model fitness: Based on Hulland’s Partial Least 

Squares Path Modeling, the second stage includes path analysis 

that follows in next section and table 6 shows the indices of 

conceptual model fitness of the research.  

 

According to Jung, the values over 0.5 for fitness indices show 

the high quality of the model. As seen in table 6, it can be said 

that research model is fit. Then, based on model fitness indices, 

tested models are confirmed. In fact, these indices evaluate the 

quality of conceptual model as favorable. After confirming 

model, path analysis results were used in hypothesis test and 

interpreted. In the following section, investigating research 

hypotheses with regression and determination coefficients will 

be regarded. 

 

H1, implying that convenience of tourism website usage affects 

customer satisfaction was confirmed at 0.05% error level, based 

on table 7. The resulted path coefficient was 0.340, showing the 

strong correlation of website usage convenience and tourism 

satisfaction. 

 

H2 was rejected at the error level of 0.05%, since the resulted 

significance level was 0.750 (p>0.05). Path coefficient was also 

0.026, showing weak correlation path of two variables of usage 

convenience and tourism satisfaction from the services. 

 

H3 was confirmed at the significance level of 0.031 that is 

smaller than 0.05. Path analysis for 2 variables of information 

and tourism satisfaction was 0.171, showing the strong 

correlation of those 2 variables. 

 

H4 was confirmed at the significance level of 0.00 and path 

coefficient of 0.501.  

 

H5 was confirmed at the significance level of 0.031 and path 

coefficient of 0.162. In this way, provided financial safety in 

tourism websites affects customer satisfaction. 

 

 

Table-1  

Shows some studies on e-tourism and the effects of IT on tourism 

Row Research Conducted Surrounding the Issue Place Author and Year 

1 This study examines the challenges and opportunities of e-trade and IT in 

tourism and e-tourism advent as a new strategy for this industry. It also 

aimed to develop e-trade in future tourism and stated the necessity of 

learning needed knowledge for blooming this phenomenon. 

China Hainan 

2 This PHD thesis aimed to investigate the factors affecting people s views 

toward tourism marketing as a development strategy. This study was based 

on the fact that e-tourism has some disadvantages that for their prevention 

people s view toward tourism marketing and people s support from 

promotion activities can be used. 

Michigan of 

America 

Jeamok
28

 

3 This PHD thesis aimed to examine tourism growth in red sea of Egypt. For 

this purpose, tourism, environmental, and investment rules were tested. 

Some governmental documents were also used. The results showed that 

Egyptian government should focus on quality improvement rather than 

quantity improvement. 

Egypt Ibrahim 

4 This article aims to investigate e-trade usage in interaction-based tourism 

in developing countries. It also tries to examine e-trade usage for 

developing transaction –based tourism in those countries. 

3 Asian 

regions 

Harris
29

 

5 This article aims to examine the usage of mixed internet marketing for 

developing tourism in Iran. Tourism and its development were dependent 

variables and mixed marketing elements were independent variables. 

Iran Alipour and 

Hajaliakbari and 

Baroudi
30

 

6 This study aimed to examine e-tourism and virtual institutes. In this way, 

e-tourism nature was studied. It is an industry that can improve service 

quality and fast delivery. It also concludes that E-tourism leads to virtual 

institutes’ creation. 

Brazil José and 

Junqueira and 

Paulo
31

 



Research Journal of Recent Sciences ______________________________________________________________ ISSN 2277-2502 

Vol. 1(11), 1-8, November (2012)                             Res. J. Recent Sci. 

   

International Science Congress Association  5 

 

 

 

 

 

 

 

 

Figure-1 

The conceptual model of the research 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure-2 

 The model resulting from structural model fitness 
 

Table-2 

 Cronbach α values 

Cronbach α Dimension Variable 

0.726 4 Convenience 

0.670 2 Information 

0.779 4 Design 

0.702 2 Safety 

0.639 2 Order 

0.638 5 Satisfaction 
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Product order 

Website design 

Financial safety 

Customer e-satisfaction 

Product information 
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Table-3 

Confirmatory Factorial Validity 

Factorial load mean Variables 

0.6485 Convenience 

0.868 Information 

0.772 Design 

0.8495 Safety 

0.787 Satisfaction 

 

Table-4 

Demographic features of the sample 

Features Responses Frequency Frequency Percentage Cumulative 

Frequency 

Percentage 

Gender 
Female 86 61.4 61.4 

Male 54 38.6 100 

Education 

Level 

Under-diploma 3 2.1 2.1 

diploma 10 7.1 9.3 

Graduate of Community College 23 16.4 25.7 

BA 81 57.9 83.6 

MA/MS 18 12.9 96.4 

PHD 5 3.6 100 

Age 

18-24 49 35 35 

25-34 49 35 70 

35-44 28 20 90 

45-54 7 5 95 

55-64 5 3.6 98.6 

64 and above 2 1.4 100 

Usage times 

from travel 

agencies 

Less than once a year 54 38.6 38.6 

Once a year 25 17.9 56.4 

Twice a year 20 14.3 70.7 

3 times a year 16 11.4 82.1 

4 times or more 25 17.9 100 

Usage times 

from the 

websites of 

travel 

agencies 

Less than once a year 88 62.9 62.9 

Once a year 10 7.1 70 

Twice a year 8 5.7 75.7 

3 times a year 13 9.3 85 

4 times or more 21 15 100 

 

Table-5 

Bartlet test 

Kazer criterion 0.728 

Bartlet test Rotation test  statistics 1758.205 

Significance 0.000 

 

Table-6 

The indices of conceptual model fitness 

Index value Index type 

0.687 Absolute index 

0.838 Partial index 

0.965 External model index 

0.868 Internal model index 
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Table-7 

Path coefficients and hypothesis significance level 

Results Test statistics Significance Path coefficients Independent variable 

Confirmed 4.801 0.000 0.34 Convenience 

Confirmed 2.199 0.03 0.171 Information 

Confirmed 6.267 0.000 0.501 Design 

Confirmed 2.147 0.031 0.162 Safety 

Rejected 0.319 0.750 0.026 Order 

 

Conclusion 

There have been many studies on e-satisfaction, but no clear and 

same result was achieved from them. The results of this study 

showed that website convenience and design are the most 

important determinants of Internet satisfaction from tourism 

website services. Proper tourism website designs include 

download speed and web page coherence. The results of this 

study can be used in travel agencies for planning entrance to e-

market. Confirming H1 consists with the studies of Masoome 

and Miles and Huberman
32

. Masoome stated that knowing the 

factors leading to customers' interests in using tourism websites 

and e-satisfaction, can affect designing necessary plans and 

strategies in managerial policies. So, increasing time 

economization efficiency and 24 hour services promoting user 

convenience should be a priority
33

. This result also agrees with 

the study of Cox and Dale, implying that downloads speed and 

web page preparation affect customer satisfaction. 

 

H2 was rejected that this result agrees with the study of 

Masoome. So, the factors like number and variation of offered 

services in tourism websites doesn’t have a significant effect on 

user satisfaction from tourism services. The reason for this as 

Masoome stated can be insignificance of this factor compared 

with the factors like website design and usage convenience. 

 

H3 was confirmed that agrees with the study of Masoome. So, 

providing update and correct information quantitatively and 

qualitatively affects e-satisfaction of the people from tourism 

sites web services.  

 

Confirming H4, it was concluded that good design and 

attraction of travel websites is effective in providing user 

satisfaction. As Masoome stated, the websites of travel agencies 

are like a window and symbol of agencies which attract 

customers to websites. So, the important role of website design 

in satisfying electronic satisfaction of the customers becomes 

clear
34

. Many companies complain about personalizing websites 

based on customer needs.  This result agrees with the results of 

Masoomeh, Cox and Dale and Zeithaml
35

. Among the factors, 

website design is more important. This result consists with the 

studies of Tahayori and Moharrer and Andersen and Henriksen. 

According to these researchers intangibility of tourism website 

products leads to more significance of website design. 

Investigating the effect of website safety on providing e-

satisfaction was done and confirmed in H5. This result agreed 

with the study of Masoomeh. It is suggested that these studies 

should be done in other sections like air lines, hotel reserve 

systems and etc and compared with this study. 

 

References 

1. Boyer K., Kenneht Hollowell R. and Roth A.V., E- 

Services: Operating Strategy a Case Study and Method for 

Analyzing Operational Benefits, Journal of Operational 

Management, 20, 175-188 (2002) 
 

2. Masoome M., Electronic Satisfaction in Tourism Industry, 

Master Thesis, 1-77 (2006)  
 

3. Hainan S., E-tourism Dynamic Challenges for Travel and 

Tourism, The 2011 IEEE/ACIS International Workshop on 

E-tourism, sponsored by IEEE Computer Society and 

International Association of Computer and Information 

Science (ACIS) to be held in conjunction with ICIS (2011) 
 

4. Steinbauer A. and Werthner H., Consumer Behavior in E-

Tourism, In Proceeding of Enter Conference, Springer 

Verlag, Ljubljana (2007) 
 

5. Mohamed I. and Moradi L., A Model of E-Tourism 

Satisfaction Factors for Foreign Tourists, Australian 

Journal of Basic and Applied Sciences, 5(12), 877-883 

(2011) 
 

6. Ibrahim I., Tourism Development and the Environment on 

the Egyptian Red Sea Coast, A thesis presented to the 

University of Waterloo in Fulfillment of the Thesis 

Requirement for the Degree Of Master of Environmental 

Studies in Geography, 1-151 (2009) 
 

7. Alipour M., Hajaliakbari F. and Javanbakht N., the Impact 

of Web-Marketing Mix (4s) on Development of Tourism 

Industry in Iran, International Journal of Business and 

Social Science, 2(6), 1-8 (2011) 
 

8. Luthans F., Organizational Behavior, 8th Ed. Boston: 

Irwin McGraw-Hill (1998) 
 

9. Barnes S.J. and Vidgen R., An evaluation of Cyber-

bookshops: The Web Qual method, International Journal 

of Electronic Commerce, 48, 11–30 (2001) 
 

10. Ajzen I. and Fishbein M., the Influence of Attitudes on 

Behavior, 173-221 (1997) 
 

11. Yadav Anshu and Katiyar Arpana, Corporate 

transformation through Leadership: Understanding Macro- 



Research Journal of Recent Sciences ______________________________________________________________ ISSN 2277-2502 

Vol. 1(11), 1-8, November (2012)                             Res. J. Recent Sci. 

   

International Science Congress Association  8 

Cultural Implications for Indian organizations, Research 

Journal of Recent Sciences, 1(ISC-2011), 253-258 (2012)   
 

12. Tahayori H. and Moharrer M., E-tourism: The Role of ICT 

in Tourism Industry, Innovations and Challenges, 1(6) 

(2005) 
 

13. Rust R.T, Zahorik A.J, and Keiningham T.L., Return on 

Quality (ROQ): Making Service Quality Financially 

Accountable, Journal of Marketing, 59, 58-70 (1995) 
 

14. Dev Nikhil, Attri Rajesh, Mittal Vijay, Kumar Sandeep, 

Mohit, Satyapal and Kumar Pardeep, Strategic Supply 

Chain Management: Perception versus Reality – A 

Review, Research Journal of Recent Sciences, 1(5), 83-86 

(2012)  
 

15. Hager L., Elliot B., Web Quality Tool Can Raise ROI on 

Contact Center Investments, Gartner First Take, (2001) 
 

16. Riseley M. and Schehr D., Price Line's Problems Result 

from Poor Execution in a Niche Market, Gartner First 

Take, (2000) 
 

17. Cox J. and Dale B.G., Key Quality Factors in Web Site 

Design and Use: An Examination, International Journal of 

Quality and Reliability Management, 19(7), 862–888 

(2002) 
 

18. Dayal S., French T.D. and Sankaran V., The E-Tailer’s 

Secret Weapon, The Mckinsey Quarterly, 2, (2002) 
 

19. Fink D. and Laupase R., Perceptions of Web Site Design 

Characteristics: A Malaysian/Australian Comparison, 

Internet Research, 10(1), 44-55 (2000) 
 

20. Schubert P. and Dettling W., Web site Evaluation: Do 

Web Applications Meet User Expectations? Music, 

Consumer Goods and E-banking on the Test Bed, 

Proceedings of the 14th Bled Electronic Commerce 

Conference, Bled, 383–403 (2001) 
 

21. Wan H.A., Opportunities to Enhance a Commercial Web 

Site, Information and Management, 35(1), 15-21 (2000) 
 

22. Stiakakis E. and Georgiadis K.C., Drivers of a Tourism E-

Business Strategy: The Impact of Information and 

Communication Technologies, 1-21 (2009) 
 

23. Price J. and Starkov M., Building a Blog Strategy in 

Hospitality: Grow Customer Relationships and Direct 

Online Revenue, Available at 

http://www.hospitalitynet.org/news/4026867.htm, (2006) 
 

 

 

 

 

 

 

 

 

 

24. Pimenidis E., Bolissian J.M., Iliadis L. and reopoulou Z., 

E-Readiness or Digital Exclusion—Proposing A New 

Evaluation Framework, In: Proceedings of the 2nd e-

democracy national conference with international 

Participation, Athens, Greece, (2006) 
 

25. Buhalis D. and Law R., Progress in Information 

Technology and Tourism Management 20 Years on and 10 

Years after the Internet-The state of Tourism Research, 

Journal of Tourism Management, 29, 609-623 (2008) 
 

26. Porter M.E., Strategy and Internet, Harvard Business 

Review, March, 63-78 (2001) 
 

27. Kittur Parveen and Hundekar S.G., NGOs and their Role 

in Development of Science - In Development of Rural 

Women Entrepreneurship, Research Journal of Recent 

Sciences, 1(ISC-2011), 410-414 (2012) 
 

28. Powell T. and Dent-Micallef A., Information Technology 

as Competitive Advantage: The Role of Human, Business, 

and Technology Resources, Strategic Management, 18(5), 

375–405 (1997)  
 

29. Harris R., E-commerce for Community – Based Tourism 

in Developing Countries, 1-23 (2010) 
 

30. Belsare Satish and Patil Sunil, Study and Evaluation of 

user’s behavior in e-commerce Using Data Mining, 

Research Journal of Recent Sciences,1(ISC-2011), 375-

387 (2012) 
 

31. Hulland J., the Use of Partial Least Squares (PLS) in 

Strategic Management Research: A Review of Four Recent 

Studies, Journal of Strategic Management, 20(2), 195-204 

(1999) 
 

32. Miles M., and Huberman A.M., Qualitative Data Analysis, 

Thousand Oaks, CA: Sage Publications, (1994) 
 

33. Baroudi J. and Orlikowski W.J., A Short-Form Measure of 

User Information Satisfaction: A Psychometric Evaluation 

of Notes on Us, Journal of Management Information 

Systems, 49(4), 44-59 (1988) 
 

34. Patet I., Consumer Attitude toward Mobile Marketing, 

Master thesis of University of Technology Department of 

Business Administration, 1-165 (2011) 
 

35. Zeithaml V.A., Guru’s View: Service Excellence in 

Electronic Channels, Special on Service Excellence, 

Managing Service Quality, 12(3), 135–138 (2002) 


