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The expansion of the Internet has made it possible for people to
connect as customers via online platforms where they may
exchange material and affect each other's purchasing decisions.
This study aims to determine factors that influence customers’
revisit intention on an online booking platform, TripAdvisor.com.
The approach is quantitative, employing a questionnaire to gather
information from people who read hotel reviews online before
making a reservation. The non-probability sampling techniques
were used and only 119 respondents participated in answering the
questionnaire. Before that, a pilot test consisting of 30 respondents
participated in answering the questionnaire. Using IBM SPSS
Version 27 to analyze the data, it was possible to determine how
online reviews, website interactivity, website security, and privacy
have influenced customers’ revisit intention. The practical
implications of this paper are that online travel agencies can use
the identified factors, such as online reviews, website interactivity,
safety, and privacy, to improve their services and retain customers.
By providing a great online review system, an interactive website,
and ensuring safety and privacy, online travel agencies can
increase customers' revisit intention. This can lead to increased
revenue and customer loyalty. Additionally, the study highlights the
importance of TripAdvisor.com and other similar websites in
influencing customers' revisit intention. The results of this study can
help online travel agencies to understand the factors that influence
customers' revisit intention and take necessary steps to improve
their services.
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1. INTRODUCTION

Online hotel booking technologies have become a key selling point for hotel services in the
modern economy. Therefore, a lot of effort has been put into designing models for online hotel
booking uptake in conformity with (Liu & Zhang, 2014; Qi, Law, & Buhalis, 2013). The
research found that RevPAR (Revenue Per Available Room) was more significant after the
website was adopted than before it was assumed. According to Qi, Law and Buhalis (2013),
there was also a drop in income for hotels that did not have an online booking system. The
research findings indicate that the dimensions of functionality and usability are equally
important for hotel websites. Specifically, “general information” is the most important
dimension in functionality, whereas “website friendliness (ease of use)” is the most important
aspect of usability. Additionally, the ranking of website performance is listed in terms of
usefulness, functionality, and usability. Hotels with their websites had a higher revenue increase
than hotels with sites on other portals.

Online reviews have been viewed as a crucial tool for reducing the uncertainty in online
purchases (Kwark et al., 2014), which will have a big impact on a company's profitability by
changing customers' behavior. However, given the "information overload"” of online reviews, it
is challenging to manually extract useful customer information thoroughly and swiftly from
voluminous evaluations. Therefore, it is crucial for this study to develop a methodology to
automatically identify customer preferences from the website online reviews.

The ability for customers and businesses to engage was one of the biggest advantages of the
internet (Abdullah et al. 2016). According to Boushra (2008), interaction was a measure of how
responsive a website was to its users and had the ability to improve communication between
people. The website interactivity was a strong and effective communication platform between
the hotel and its customers and potential customers (Cantoni et al.,2011; Ayob, 2016).
According to Alexa (2020), TripAdvisor is the most widely used travel website in the world.
The website uses user evaluations as a source of knowledge to help other users make travel-
related decisions. Users can share their experiences and comments through images, quantitative
scores, and descriptive evaluations that take on the shape of electronic word of mouth (eWoM).
Thus, this study was to determine whether hotel website interactivity presenting useful
information and might improve customers’ revisit intention.

Social networks like TripAdvisor have become a point of differentiation in the past 20 years,
providing a unique service to internet users. These platforms have the power to spread the word
about this new type of communication through mass communication or one-on-one
interactions. The website gathers general and specific ratings of hotel units, hotel descriptions,
hotel styles, the number of comments per language and by qualitative rating, and the number
of photos provided by the hotel and shared by platform users. Customers may now access the
websites of a wide range of businesses, both bigand small, worldwide. The Internet has made a
greater understanding of customers anda better ability to connect with them, allowing customers
to make an online booking payment. It's difficult to find trust in the world we live in today.
Particularly when making a hotel reservation, it can be challenging to determine whether a
service is secure. Hotel guests should be aware that safety and privacy are crucial concerns
when making reservations at hotels.

But despite the rising technology, research on hotel online reviews, website interactivity, and
safety and privacy issues in the hotel industry is still very limited (Ozturk et al. 2017; Wozniak
et al. 2018). To fill the gap, these studies examine those variables in an institutional setting
towards customers’ revisit intention (Ozdemir, Jeff Smith, & Benamati 2017).
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The purpose of this study is to investigate the factors influencing customers’ revisit intention
on an online booking platform by using the TripAdvisor website. The popularity and usefulness
of TripAdvisor, a travel website that enables users to share their experiences and opinions about
hotels and other travel-related services, are the reasons why this study was carried out. The
website uses user evaluations as a source of knowledge to help other users make travel-related
decisions. Social networks like TripAdvisor have become a point of differentiation in the past
20 years, providing a unique service to internet users. The research objectives of the study as
follows:

1. To determine the influence of online reviews on customers’ revisit intention.
2. To determine the influence of website interactivity on customers’ revisit intention.
3. To determine the influence of safety and privacy on customers’ revisit the intention.

2. LITERATURE REVIEW
2.1 Online Reviews

Online reviews are also known as electronic word of mouth (eWOM). This means that people
can share their opinions about their experiences with a product or service online, either
positively or negatively. These reviews can have an impact on customers’ revisit intention, as
they serve two purposes: they teach clients about items and services, and they introduce them
to suggestions. In recent years, there has been a growing concern for the mining of customer
preferences from online reviews. Nevertheless, the present research has primarily concentrated
on extracting the overall sentiment orientation of each online review, thereby failing to
differentiate customer preferences for hotel attributes such as price, sanitation, and facilities. It
has been noted that a user-generated comment in online reviews may encompass multiple
opinions that may be diametrically opposite on different attributes of the hotel (Feldman, 2013).
For instance, a comment stating "The service quality of the hotel is super great, and the price is
relatively low, whereas some facilities need to be replaced” indicates a positive sentiment
towards the service quality and price, but a negative one towards the facilities. This implies that
the customer is content with the hotel overall, but slightly discontented with its facilities. In this
case, to help improve the hotel’s performance, it is necessary to identify customers’ particular
preferences for each attribute from online reviews.

According to Aeknarajindawat (2019), online reviews are an important factor in determining
the quality of service. Nunthapirat (2016) also explained that an increasing proportion of
prospective visitors consult reviews before making a reservation. For example, popular
websites like Trip Advisor and Booking.com allow users to post reviews that reflect the quality
of their services based on client comments shown on their websites. Customers rely on Internet
evaluations as one of the benchmarks for making decisions or making reservations, especially
when it comes to hotel and boarding. Several studies have reported on the influence of online
reviews, in particular on purchasing decisions in recent times (Guo et al., 2020; Kang et al.,
2020; Wu et al., 2021). These studies have reported on various aspects of online reviews on
consumers’ behavior, including consideration of textual factors (Ghose & Ipeirotiss, 2010), the
effect of the level of detail in a product review, and the level of reviewer agreement with it on
the credibility of a review, and consumers’ purchase intentions for search and experience
products (Jiménez and Mendoza, 2013).
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2.2 Website Interactivity

Pileliené¢ and Grigalifinaité (2016) define website interactivity as a process of two-way
communication that takes place via a website between a representative of an organization and
its customers. Similar definitions from lliachenko (2006) and Abou-Shouk and Khalifa (2017)
explained interactivity as the ability of the company’s website to allow users and personnel to
communicate. However, additional access such as allowing users to search for information and
perform transactions across the website was addressed (lliachenko, 2006 & Abou-Shouk and
Khalifa, 2017). Abdullah et al., (2016) explained that the Internet provides an opportunity for
active engagement between consumers and businesses. Thus, interactivity shall interlink with
responsiveness to the customers and the potential to facilitate interpersonal communication
(Boushra, 2008). This additionally eradicates mutual communication between customer and
business to establish an understanding of end-user demand and what to be expected in customer
revisit intention.

2.2 Safety and Privacy

Hoteliers must guarantee that safety and privacy concerns are effectively addressed to capture
visitors' interest in making a hotel reservation via a hotel website (Tan, 2015). Safety in this
context refers to the state of being shielded from a potential threat to danger, risk, or harm. On
the other hand, privacy describes a person's or a group's capacity to keep private important
information about themselves. Hotel guests are concerned about the security and privacy of the
information they submit on the internet because hotel websites are publicly accessible and
online. For instance, when making an online purchase, clients could be required to provide
personal information such as their name, address, age, gender, personal financial situation,
credit card number, and social security number. That information may be vulnerable to many
threats, including internet hacking and other violations (Emir et al., 2016). Therefore, the
website should be able to offer excellent protection to safeguard the personal data of your
customers. It is suggested that a hotel's website include a guarantee that all the visitors' personal
data would only be accessed by official staff, hence it is important to protect customers' privacy.
Therefore, according to Emir et al., (2016), customers will be able to use the website if they
feel safe. Perceived interactivity was defined by Abdullah, Jayaraman, and Kamal (2016) as the
extent to which users may alter the structure and content of a mediated environment in real-
time. According to Abdullah et al. (2016)'s, website interactivity may affect a customer's
perception of value by influencing how much security and privacy are sacrificed in exchange
for monetary and non-monetary advantages. Abdullah et al. (2016) stated in their conceptual
paper that perceived website interactivity influences the perceived value of the customer, which
is represented by the trade-off between financial rewards, non-financial benefits, and security
and privacy as sacrifices. Customers' intentions to interact with media material are greater when
they trust it, and perceived interactivity is related to customers' online trust. Jeon, Jang, and
Barret (2016) discovered that perceived website interactivity influences repurchase intention
via perceived utilitarian value and online trust, which is supported by their empirical results.

2.4 Customer Revisit Intention

Customer satisfaction raises customer reviews of purpose, favorable cross-purchases, and
word-of-mouth. According to Chen and Chen and Huang and Lu (2001), demonstrate how
customer happiness is favorably influenced by service quality in the literature. Customer service
levels directly impact how customers perceive a company's brand. Customer satisfaction is
defined as an evaluation based on specific service interactions, and as such, the degree of
satisfaction attained from each service interaction is thought to affect image judgment. In
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addition, corporate image affects revisit intention. As customer satisfaction has been fulfilled,
revisit intention will follow. Tosun et al., (2015) portray revisit intention as an act of readiness
to revisit the same destination and experience the same services. According to previous research
conducted by Hu et al. (2009), customers who acquired superior value and felt satisfied with
services provided by hoteliers are inclined to recommend it to others and revisit identical hotels
next time.

Customers find online booking to be one of the most appealing elements of the website.
Booking hotel rooms online is also seen as useful by customers since it enables them to conduct
comparisons and get qualitative data, they need to make a wise choice. In addition, online
booking allows for faster transactions, lower costs, and quicker booking confirmations
(Aeknarajindawat, 2019). According to Baltescu (2015), most clients use hotel websites or
online travel brokers to compare rates before making a final selection. Thanks to Internet
booking, customers may also communicate directly with hotels whenever and wherever they
choose. Therefore, Emir et al. (2016) concluded that the purpose of booking hotel rooms online
is interpreted as the potential that the customer of a hotel website or online travel intermediaries
would buy or book hotel accommodation using the website of travel intermediaries soon.

2.5 Study Framework

Online
Reviews

Customers
Revisit
intention

Website
Interactivity

Safety and
Privacy

Figure 1: Study Framework

Adapted from Dahlan Abdullah, K. Jayaraman, D.N. Shariff (2017), Mohamed and Mohammed Abdelaal,
(2021), Liang Wang (2014) and Kurniawan (2019)
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3. METHODOLOGY

This research used quantitative method that focuses on the fair measurement, statistics,
mathematics, and numerical analysis data collected through survey questionnaires. A cross-
sectional design was chosen investigating the data from a group of people at a certain point in
time. This study focuses on causal research since it seeks to determine the factors influencing
customers’ revisit intention in online booking lodging and travel on the TripAdvisor website.

3.1 Population and Sampling

The population of this study is generation-X and generation-Y who use the TripAdvisor
website. According to Malaysia Age Structure (2021), based on the population of Generation-
X (aged between 40 and 51), the total population is 1,458,038 males and 1,418,280 females.
While for a population of Generation Y (aged between 22 and 39), the total population is
6,737,826 male and 6,604,776 females. Since there is no sampling frame available, non-
probability sampling was applied. The population's components do not have any probabilities
associated with their selection as sample subjects in non-probability sampling designs. This
indicates that it is impossible to properly generalize the results of the sample's research to the
whole population. The non-probability sampling techniques utilized in this work fall within the
general convenience sampling category. Information is gathered from individuals of the
population who are easily accessible to do so via a practice known as convenience sampling.
Based on G-Power calculation, only 119 respondents participated in answering the
questionnaire. The TripAdvisor website was used for the study parameter. As mentioned by
Alexa (2020), TripAdvisor is the most common website for travelers to make reservations.
However, most people are still unfamiliar with TripAdvisor since they might use other travel
websites that are available. Thus, screening questions were provided in the questionnaire to
ensure the validity and reliability of this study. The sample questions were set like “Are you a
TripAdvisor account user? and “Have you booked a holiday or hotel room through the
TripAdvisor website in the last 6 months”.

3.2 Research Instrument

The questionnaire, which was self-administered. The questionnaire was distributed by using an
online survey through Google Forms. Additionally, using the Likert Scale of scale 1 (Strongly
Disagree), 2 (Somewhat Disagree, 3 (Disagree), 4 (Either Agree or Disagree), 5 (Agree), 6
(Somewhat Agree and 7 (Strongly Agree). Therefore, the respondents may quickly check the
circles to answer the questionnaire. The questions used in this study were adapted from (Zhao
et al., 2015; Emir et al.,2015; Ye et al.,2017; Kim et al.,2009; Chen, 2001).

3.3 Pilot Test

A pilot test was conducted before the field survey to measure the reliability of the instrument.
According to Takaki et al. (2014), reliability is the degree to which the strength of seven factors
was consistent with the technique they were designed to test. Cronbach Alpha was used to
measure the instruments’ relibaility. The closer the value to one, the better the consistency and
stability (Sekaran & Bougie, 2014). it was discovered that all corrected item-total correlations
for all variables were acceptable. As a result, the final data can employ all the variables'
components. If the Cronbach Alpha number is between 0.60 and 0.80, it suggests that the
Cronbach Alpha value is appropriate and reasonable (Taber, 2018). Hair et al. (2007) notes that
although fewer coefficients may be adequate based on the study's aims score of 0.70 may be
regarded as a reliability coefficient that is at the very least acceptable.
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4. DATA ANALYSIS AND RESULTS
4.1 Descriptive Analysis

This study evaluates the demographic component of the respondents, emphasizing the
respondents' profile and providing a response to the study's first aim. The final purposeof the
study was to utilize regression analysis to establish the strength of the association between
variables and to forecast how they will interact in the future.

Table 2: Respondents Demographic Analysis (N=119)

Variables Categories Frequency Percent
Gender Male 39 32.0%
Female 80 65.6%
Age Group 18-25 years old 62 50.8%
26-5 years old 44 36.1%
36-45 years old 13 10.7%
Marital Status Single 91 74.6%
Married 28 23.0%
Education Level High School 8 6.6%
Associate Degree 46 37.7%
Bachelor’s Degree 57 46.7%
Master’s Degree 7 5.7%
Doctoral Degree 1 0.8%
Income Less than RM2500 63 51.6%
RM2500-RM4999 44 6.1%
RM5000-RM6999 11 9.0%
RM7000-RM10999 1 0.8%

4.3 Reliability Analysis

Table 3: Cronbach Alpha Results

Variables Cronbach’s Number of Number of
Alpha Items Respondents

Online Review 0.774 4 119

Website Interactivity 0.909 4 119

Safety and Privacy 0.624 4 119

Customers Revisit Intention 0.960 4 119

Total items 16

Table 3 shows that the reliability for online review was 0.774 meanwhile the reliability for
website interactivity was 0.909. Followed by safety and privacy in 0.624. Lastly, the reliability
for customers’ revisit intention is 0.960 of Cronbach Alpha.
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4.4 Hypothesis Testing

Table 4: Correlations Test

Website Safety and Customer
Online Review  Interactivity Privacy Revisit
Online Review Pearson Correlation 1 797 041 684
Sig. (2-tailed) .000 .656 .000
N 119 119 119 119
Website Pearson Correlation 7977 1 128 7467
Interactivity Sig. (2-tailed) 000 167 000
N 119 119 119 119
Safety and Privacy ~ Pearson Correlation .041 128 1 -.025
Sig. (2-tailed) .656 167 .784
N 119 119 119 119
Customer Revisit Pearson Correlation 6847 746 -.025 1
Sig. (2-tailed) .000 .000 .784
N 119 119 119 119

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

Table 4 presents the Pearson Correlation results determined the relationship between Online
Reviews towards Customers’ Revisit Intention. Pearson’s Online Review value and Customer’s
Revisit Intention show the value of r=0.684. Therefore, there is a strong positive relationship
between Online Reviews towards Customers’ Revisit Intention. This data is highly correlated.
For H2, the Pearson Correlation results determined the relationship between Website
Interactivity towards Customers’ Revisit Intention. Pearson’s Website Interactivity value and
Customer Revisit Intention show the value of r=0. 746.Therefore, there is a positive relationship
between website interactivity towards customers’ revisit intention. This data is highly
correlated. For H3, the Pearson correlation results determine the relationship between Safety
and Privacy toward Customers’ Revisit Intention. Pearson’s Safety and Privacy value and
Customer’s Revisit Intention show the value of r= -0.025. Therefore, there is a negative
relationship between Safety and Privacy toward Customers’ Revisit Intention. This data is
highly correlated.

5. DISCUSSION

The objective of this study is to determine the factor that influences customers’ revisit intention
in online booking lodging and travel on TripAdvisor.com. This study confirms that there is a
positive relationship between online reviews and customers’ revisit intention (H1). From this
article’s findings, it could be stated that a positive online review on TripAdvisor.com website
is important to persuade customer perception when making an online reservation. Meanwhile,
a negative online review can make customers feel hesitant to make a reservation, which can be
a loss to TripAdvisor.com and the hotel itself. According to Wong and Law (2005), one of the
key elements influencing the performance of a hotel website is the quality of the online reviews.
Customers should be given clear and straightforward communication of all the specifics and
information. If the hotel website can effectively provide positive online reviews, customers will
be satisfied and devoted to the establishment (Tan, 2015). Moreover, online reviews are also a
strong factor that can influence travelers to book through hotel websites. As a result, customers
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have more confidence in the hotel service performance if other customers who have experience
at the hotel give positive or favorable feedback about their stay experience.

Since interactivity is a key component of marketing communication, hotel websites must be
interactive to convince customers to make an online purchase or make an online reservation.
Therefore, customer perception of hotel website interactivity is among the most important
features associated with this medium. The TripAdvisor.com website must not only have the
potential customer see their website, but they must also improve their website, which can
persuade customers to make reservations through the website rather than through other
channels. Based on the findings, the accuracy of the information offered on the hotel booking
website is of the utmost importance. Customers of hotels should be able to simply search for
the relevant information. Information on the products and services offered by the hotel must be
accurate, clear, current, and comprehensive. To be interactive, the online booking website
should permit two-way communication between the website user and the booking website.
Users of a website should be able to manage their own browsing experience.

This study shows that safety and privacy also contribute to the factors influencing customer
revisit intention in online booking lodging and travel on TripAdvisor.com. We can measure the
relationship between safety and privacy towards customers’ revisit intention since there are lots
of problem statements that mention safety and privacy when customers make online
reservations. Lack of safety and privacy may also affect customers’ perception when making
reservations, if they feel like the website is not safe and difficult to use then they might not want
to revisit again in the future.

6. CONCLUSION

Despite the research findings and contribution, there are some limitations to this study, which
is this study using the TripAdvisor.com website for this research parameter. Although there are
several new websites that offer similar services such as Trivago, Expedia, and Booking.com.
However, the selection of this website was done due to its high user index and being among the
first prominent website that offers such services. Furthermore, this study makes use of
TripAdvisor.com and other websites as the important factors that influenced customers’ revisit
intention when using their websites. Therefore, with these study results, TripAdvisor.com can
focus and look up what will make their website better to reach lots more customers and keep
the customers loyal in the future. Moreover, suggestions for future research could include
different online websites that related to online booking and lodging. For example,
Booking.com, Trivago.com, and Agoda.com offer different types and kinds of services for
customers in online booking and lodging. Additionally, the current study's theoretical
framework might be broadened by including other factors, such as behavioral intention as a
mediator between online review, website interactivity, and safety and privacy.
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