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4. Report 

4.1 Executive Summary 

This study is important to understand the preferences of visitors on travel website 

content. It is mainly confined to the features of travel websites that are preferred by visitors. 

This research is able to enhance the effectiveness of travel websites and increase the 

usability of travel websites among visitors. Besides that, this study also reveals the pattern of 

internet use among visitors when planning a trip and direction which lead them to perform 

online transaction. 

The three main objectives of the study are to: (1) define visitors' levels of usage of the 

travel websites as information source and for product purchase; (2) determine the website 

features that would most likely to attract and retain visitors; and (3) measure the relative 

importance of various content attributes on travel websites. 

The research method in this study involves a survey technique which will be used to 

gather information. A structured questionnaire will be distributed to the sample of study in 

Melaka tourist destination. The location for data collection is chosen based on the place 

where visitors could be accessed conveniently. Tourist destinations in Banda Hilir and Ayer 

Keroh have been seen as the appropriate location and the international and domestic visitors 

have been identified as the population for this study. 

The outcomes of this study will be used to indicate the existence of important features 

that could be considered in websites development. This study will present a comprehensive 

description on the preferences of visitors on travel websites content. This defines a 

mechanism which travel marketers could apply in developing travel websites that able to 

deliver effective and good service quality to visitors. 
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4.2 Introduction 

The use of internet has becoming a trend and emerging in this era of globalization. 

The rapidly growth of information and communication technologies has contributed to the 

boost of e-tourism around the world. This has lead to an increase in the number of travel 

websites that can be found online, and provide alternatives for online searching. Sheldon 

(1997) said that information technology such as the internet is the backbone that facilitates 

tourism. This is proven when nowadays visitors could able to get information on their choices 

of destination with just a click away. In order to adapt with the current trend, tourism 

marketers has started investing in the travel websites in order to reach broader amount of 

visitors in promoting their tourism products. The internet supposedly enables online visitors to 

receive the real-time updated and unlimited travel information before travelling abroad, and 

ultimately their final choice of destination to visit. However, not all the websites are able to 

meet their requirements. This is due to the fact that some of the travel websites are outdated 

and not providing sufficient information on what they are looking for. 

The use of travel websites is creating a new form of interaction in Malaysia. It is a key 

tool to achieve the competitive advantage in the travel and tourism industry, and also an 

affordable way to connect with visitors in all around the world. Therefore, an effective online 

marketing strategy in travel and tourism plays a crucial role in establishing interactive 

relationships with visitors and utilizes all channels available on the internet. Besides that, 

another key feature of the internet lies in its role of facilitating information search for visitors 

(Mark et al., 2003). Visitors are expecting that they will be able to access a greater amount of 

detailed information via internet. Therefore, it is clear that such an important means of 

promoting tourism product requires detailed understanding by the visitors, in order to ease 

visitors to navigate the websites and able to get information that they needed. 

With number of advantages and opportunities that can be obtained by the marketers 

through online marketing, it is vital to get more information and knowledge on the experiences 

of visitors in the use of online travel websites. According to Davern (2005), many online travel 

businesses failed to fully exploit the potential of the internet. Therefore, such information will 

identify areas in need of service improvements and will also allow for the development of 

effective service recovery strategies that may be implemented in situations when failures do 

occur. Besides that, they need to achieve the effectiveness of their online marketing initiatives 

by traffic source, online channel, advertising partner or individual campaign. All of these will 
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