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ABSTRACT
The aim of this research project was to determine what the degree of usability is of a sample
of online reservation systems of Cape Town hotels.
The literature has indicated that the main aim of website usability is to make the engagement
process with a website a more efficient and enjoyable experience. Researchers noted that
well designed, high-quality websites, with grammatically accurate content, create a
trustworthy online presence.

User-friendly sites also attract far more traffic. Previous

research has also shown that a loss of potential sales is possible due to users being unable
to find what they want, if poor website design has been implemented. Loss of potential
income through repeat visits is also a possibility, due to a negative user experience.
The research instrument that was employed in this research is usability testing. It is a
technique used to evaluate product development that incorporates user feedback in an
attempt to create instruments and products that meet user needs, and to decrease costs.
The research focused on Internet-based hotel reservation systems. Only the usability was
measured. Both standard approaches were used in this research project, in a combined
quantitative and qualitative research design.
In conclusion, the purpose of this research was to determine the degree of usability of
specified Cape Town hotel online reservation systems. The outcomes of this study indicated
interesting patterns in that reservation systems met user requirements more often than
expected. However, the figures of acceptability obtained were still below the generally
accepted norms for usability. The amount of time spent to complete a booking also
decreased, as users worked on more than one reservation system.
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GLOSSARY
Booking system – also referred to as TDS (Travel Distribution System), is a computerbased system used by hotel management to store and retrieve information about lodging
facilities and tour products/tour product options, and it facilitates transactions for booking
these.
Evaluation – defined as the methodical application of social study procedures for assessing
the conceptualisation, design, implementation, and utility of programs.
Epistemology – the theory of knowledge concerning sources and scope of knowledge and
how notions relate to each other, and further deals with ambiguity in knowledge claims.
Hotel – defined as an establishment/place that provides temporary overnight space, meals
and other services for the public, but especially for tourists.
Internet – the interconnection of computers across the globe that can provide instant and
simultaneous connections and access to virtually unlimited amounts of information.
Measurement – is the process used to determine the magnitude of a quantity, normally
express in a given unit of measurement.
Online system – it is a system where data is entered through computer applications into a
device (typically a computer station or mobile device). A user can interact with an Internetbased booking system through the device.
Ontology – is a formal, explicit specification of knowledge as a set of concepts contained in
a category, and the relationship among those concepts, objects, and even other entities that
are assumed to be in an area of interest. Also, the relationships that can exist between them
are also studied.
Search engine – a service that allows an Internet user to enter a keyword or phrase to
search for information. The search engine displays its findings on its result page(s).
SEO – search engine optimisation is the use of various techniques when designing a
webpage, in order for that webpage to attain a high ranking and greater visibility in the listing
of search results produced by a search engine algorithm.
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SERP – search engine results page. It is the webpage displayed on a user screen, by a
search engine in response to a user-generated search query using a specific keyword or key
phrase. The results page contains listings of items such as webpages, videos, maps, books
and images. A SERP consists of three components; namely the sponsored links, search
result area (natural listing), and the assistive information area. Each result returned from the
search query comprises of the title, description information of the subject title, and the
Uniform Resource Locator (URL).
Triangulation – the application of various research methods in order to increase the result
accuracy through factual analysis, conclusion and recommendation, and to further achieve a
high level of reliability and valid outcomes.
Usability – in the context of this study, usability pertains to the ability of an end-user to
perform various applicable actions on a webpage without experiencing frustration, by
providing a positive and logical experience, together with easy-to-follow navigation.
User – generally refers to a human (regardless of the level of Internet knowledge) who uses
the Internet for different reasons - research, buying and selling, games, chatting and other
commercial and non-commercial services.
Web-based – an application that is usable over a network only with an Internet connection
using HTTP as communication protocol, is web-based.
Webpage – an HTML document that forms part of a website, mostly with descriptive content
and images which together define the topic. A webpage may contain a mixture of text, links,
graphics, videos, and other elements.
Website – it is a collection of webpages which all have a common thread or topic, such as a
company, brand, product or person, or any other subject. The first page is usually called the
homepage. It then acts like an index, giving an indication of the content on the site.
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CHAPTER ONE
BACKGROUND AND RESEARCH PROBLEM
1.1 Introduction
During the past two decades, the expansion of public access to the Internet has
strengthened the practice of doing business online. It has been focussed on investors
and executives in many industries. The Internet, especially the search function, has
had a great impact on the hotel industry (Buhalis and Law, 2008). The increase in the
number of users of hotel online reservation systems, and the increased rate of hotel
online transactions, provide clear evidence of the popularity of these systems (Law, Qi
and Buhalis, 2010).
Many hotel companies use the Internet as an instrument to generate revenue, and
competition in the hotel industry is at a high level (Buhalis, 2004). However, the
potential competitive advantages transform into real advantages only if the websites
are well designed. Buhalis (2004) indicates that information ease of use and
completeness are important in the determination of hotel website usability.
Since websites are a major contributing factor to the high growth rate of e-commerce in
the tourism industry, the hotel sector needs to focus on their websites to gain a
competitive advantage. This could be done by ensuring top quality design of their
websites (Yu, 2008). Research has shown that usable websites are more likely to draw
visits and business from users (Shchiglik and Barnes, 2004). This research will focus
on the measurement of the usability of Cape Town web-based hotel booking systems
and will provide Web developers and managers with an understanding of website
usability.
1.2

The Internet

According to Lawrie (1997), the first ever South African Internet connection was a dialup link in 1988. It was established in Grahamstown between Rhodes University and a
private home in Portland, Oregon, United States of America. A year after this took
place, other South African Higher Education Institutions, such as the University of Cape
Town in Cape Town and the University of Natal in Durban, commenced using email
communications. The first dial-up link was replaced with a full connection to the Internet
in 1991 and worked on rented landlines. Commercial Internet access for business and
private use became available in late 1993 (Lawrie, 1997).
1

1.3

Usability

Nielsen (2012) claims that usability is a quality attribute that assesses the ease of
learnability of user interfaces. Rouse (2005) agrees that “usability is the measure of a
product's potential to accomplish the goals of the user”. The author further refers to
usability as a method for improving ease of use of a website, and identified five quality
components that define usability:

•

Efficiency - how much time does the user spend learning the design when
performing tasks?

•

Errors - how often do users make errors and recover from the errors?

•

Learnable - how easy is it for users to achieve basic tasks especially when is it
their first time encountering these designs?

•

Memorable - how easily can users re-establish proficiency, for example when
the user returns to the website after some time?

•

Satisfaction - how enjoyable is the website to a user during a working session?

According to Nielsen (2012) there are some other quality attributes which can play a
role - a key one being usefulness, which refers to the functionality of the design. Utility
and usability are equally important. Together they determine whether or not something
is useful. If something is easy to use it is of little importance if it is not what the user
wants. It is also meaningless if the system can hypothetically do what the user wants,
but the user is unable to utilise it appropriately. User testing can be implemented to
study a design's utility, using the same user research methods that improve usability
(Nielsen, 2012). Usability testing can also be done to determine unique needs of
certain user groups (Chelule, Herselman, Van Greunen, 2010).
1.4

Hotel Reservation Systems

A CRS (Central Reservation System) is an instrument used to reach the global and
Internet distribution systems, from one single system (Yahoo!, 2014). According to
Sathwara (2010), a CRS is a computerised booking system which stores and
distributes information of a hotel on the Web. It also helps hotel managers to manage
their marketing and sales online, permitting them to upload their availabilities and rates
in order to be noticed by various sales channels based on that CRS. The online travel
agencies, as well as the conference travel agencies, may be included as some of these
sales channels (Sathwara, 2010).

2

1.5

Background and the research problem

Website usability refers to the ease with which a user can interact with an interface to
accomplish defined objectives. Usability is incorporated into a website by satisfying the
following design goals: functional accuracy, organised interface, ease of use, simple to
remember, tolerance of errors and whether or not it is subjectively pleasing. Poor
website design could result in loss of potential sales because users are unable to find
what they are looking for. A further result could be a reduction in repeat visits as a
result of an initial negative experience (Coniffer, 2000). Van der Merwe and Bekker
(2003) noted that websites which do not offer a positive experience lose potential
customers, because users take a decision that it is simpler and easier to visit the
physical store, or an alternative website. An example could be the use of Computicket
or a travel agent, rather than purchasing their product online. Kearney (2001) showed
that a large number of users (82%) attempted to purchase goods online but eventually
terminated their session as a result of the poor design and usability of websites.
A hotel’s image has become more important than a shop front (Liang and Law, 2003).
A perception exists that many hotels do not have sufficient knowledge to create a
usable website. Some of the information on their websites is irrelevant, or it is arranged
in an illogical order. Several websites in the hotel industry are not updated daily and the
outdated information may be harmful to the image of hotels (Chung and Law, 2003).
Jeong, Oh, and Gregoire (2003) claimed that maintaining and developing an effective
website is critical to business success. Some hotels are self-publishing reviews about
their own institutions, providing very positive information. This could increase bookings
over the short and medium term, but could eventually lead to a low perceived value by
users. It could also produce more negative reviews, which in turn results in the hotel’s
image being tarnished in the long-term (Muller, 2011). However, the value of usergenerated content through reviews cannot be ignored (Herrero, San Martin, and
Hernández, 2015).
Stringam and Gerdes (2010) carried out research regarding the effect of usability, or
lack thereof, of graphic images on hotel websites. This study also confirmed the
importance of a high level of usability on this type of website. Alvaro and Victor (2009)
proved that quality, or lack thereof, can play a role in attracting paying clients to hotels.
The importance of research on hotel interfaces was confirmed (Srikanth and Kutay,
2009) in a study carried out on the difference between single screen and multi-screen
3

booking interfaces. The findings suggested that the general quality of hotel booking
websites is low. Other research (Wei, Cheung, and Law, 2010) on online hotel booking
systems has proven that user demographics need to be considered in the design of
these systems. Ignoring this factor could lead to a loss of income because of fewer
bookings. This confirms the importance of proper design and usability considerations in
hotel booking systems.
Based on this prior research, it has become clear that the research problem is a
perceived lack of usability of online hotel booking systems - this could deter potential
clients from spending money at hotels.
1.5.1

Research question

Mizrachi (2010) claims that the booking process of hotel rooms, flight tickets, and car
rentals form the centre of eTourism. For that reason, the online reservation systems
have to be usable, friendly, easy to learn and understand, and reliable. Assawy’s
(2005) study focused on website usability and showed that severe usability problems
with data quality, and interface quality negatively affect the purchase and the revisit
intention of website users. The author identified some of the practical tools and
activities for: increasing users’ perceived contentment, assisting with purchase
intention, potential relationship building, exchange connections with local points of
interest, shorter and simpler pathways to leisure breaks, greater depth of information
for room service and pricing, providing proactive interfaces, and preventing the user
from using third party reservation systems. The research question was also based on
the work done by Onwuegbuzie and Leech (2006).
It has become clear that the main research question is:
•

To what degree do users of hotel online reservation systems find these systems
to be usable?

1.5.2

Research sub-questions

The following were identified as sub-questions related to the research problem and
formed the backbone of the research:
•

Does the sample of hotel websites provide the right content and are the online
reservation systems usable?

•

How much time do hotel website users spend on reservation systems?

•

What are the usability impediments on hotel website reservation systems?
4

1.5.3

Research objectives

The following are objectives for this research study:
•

To determine to what degree hotel online reservation systems are usable.

•

To determine how much time website users spend making an online
reservation.

•

To identify the usability impediments on hotel website reservation systems.

The purpose of this research was to determine the degree of usability in specified Cape
Town hotel online reservation systems.
The research instrument that was employed is usability testing. It is a technique used
to evaluate product development that incorporates direct user feedback in order to
decrease costs and create products and instruments that meet user needs. Both
standard approaches to user testing were applied in a combined quantitative and
qualitative research design.
1.6

Project management/organisation of the proposed study

Chapter one includes an introduction of the research topic, brief explanations of the
background, objectives, purpose of the research, and the research questions. In
chapter two, the researcher conducted a comprehensive literature review of the subject
matter. Chapter three deals with methodology issues; such as methods that were used
to collect data and how the data was analysed. In chapter four, data presentation and
analysis is covered. This is essentially a comparison of the study’s empirical results
with previous literature and theories regarding the research topic. In the closing
chapter; findings, conclusions, and recommendations are presented as the research
questions are answered and the research purpose is fulfilled.
1.7

Delineation of the research

The research was subject to the following limitations:
•

Only hotels with web-based booking systems were included.

•

A sample of South African hotels was investigated.

•

Only the usability was measured.

Although the importance of social media as marketing tool in the hospitality industry
has grown over the last decade (Aluri, Slevitch, and Larzelere, 2015), this phenomenon
will not be covered in this research.
5

1.8

Summary

The study established that a lack of usability of online hotel booking systems deter
potential clients from spending money at hotels. The research also determined that
poor website design resulted in a loss of potential sales. This happened because users
were unable to discover what they are looking for, and it prevented potential repeat
visits due to an initial negative experience. The objectives of this research study were
to determine if the hotel online reservation systems are usable, to ascertain the time
hotel websites users spend when they make online reservations, and to identify the
main usability impediments on hotel website reservation systems.
Furthermore, the outcomes of this research study could be applied to improve the
usability of web-based hotel booking systems, as they are suspected to be leading to a
loss of potential repeat visits due to an initially negative experience when users make
reservations. Future research could be performed to implement factors affecting
usability of hotel web-based reservation systems, as identified in this research. It can
also provide hotel managers and Web developers with a clear knowledge of website
usability and its impact on satisfying the user.
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CHAPTER TWO
LITERATURE REVIEW
2.1

Introduction

This chapter provides an overview of the hospitality industry, focusing mainly on the
hotel industry, determining the usability of online reservation systems, the average time
users spend on making a reservation, and the main usability impediments of these
online reservation systems.
The goals of this chapter are to determine what previous research has been done on
testing the usability of hotel reservation systems, and to also determine if there are any
research findings which have produced detailed results of usability tests in this area.
2.2

Overview of the hotel industry

The hotel industry is one of the world’s largest accommodation industries, according to
the Federated Hospitality Association of Southern Africa (FEDHASA, 2008). This
industry offers accommodation, food services and conference facilities. It has seen
positive growth in the hotel market. The South African hotel market has experienced an
increase in revenue per available room, with 2007’s sales up by double digits
compared to previous years (FEDHASA, 2008). The hotel market meets the demand of
the accommodation business globally and shows rapid growth in the world of trade and
investment.
A grouping of tourism products could have many components which include
accommodation, services, activities, facilities, and attractions which together provide
visitors and tourists with the desired experience. Of these tourism products,
accommodation is one of the most basic tourism destinations, plus the accompanying
hospitality service. It consists of a wide variety of establishments, from luxurious resorts
to modest bed and breakfast establishments.
The hospitality industry, including catering and hotel industries, is one of the world’s
fastest growing industries. According to Gilje (2004:36), the word hospitality refers to
an act of being hospitable, as seen in the cordial and generous reception and
entertainment of guests, visitors, and strangers, both commercial and social. The
author notes that the ancient base of the hospitality industry is its social value, and
reflects a natural relationship between guest and household.
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2.2.1

Definition of the hospitality industry

The hospitality industry is defined as one of the main commercial industries, and also
one of the largest employers in the world (Kotler, Bowen and Makens, 2003).
According to Smith (2012), hospitality primarily focuses on customer satisfaction. It can
be based on luxury or leisure services, as opposed to meeting basic needs. The author
notes that hotel and accommodation resorts, airlines, cruise lines and many other
forms of travel, tourism, special events planning, restaurants and fast food places,
generally resort under the umbrella of the hospitality industry. Bayat and Ismail (2008),
and Buhalis and Costa (2006), all agree that a hotel is a building providing
accommodation in a residential format, and food, to paying clients.
These authors also mention that the term “hotel” usually indicates a “superior” type of
accommodation in a property of substantial size, offering a range of other services, in
contrast to a boarding house or guest house. Hotels are places where visitors can
obtain good quality food and comfortable rooms. However, they could also serve as
centres of community life, with amenities for entertainment, communication, meetings,
and many other personal services. Their most basic fixture has always been hospitality
and service. Hotels focus on dispensing comfort, providing an enjoyable stay, and
creating an atmosphere representing home for visitors (Henkin, 2001). Within these
broad definitions of a hotel, there are however many different types of hotel
accommodation, and different ways of distinguishing between them:

•

Location in cities, coastal resorts or towns, for example, next to the beach or
highway, in the town or city centre.

•

A specific means of transportation is associated with the relationship, for
example airport hotels, motels and railway hotels.

•

The reasons and purpose of a guest’s stay could differ; for example, some
visitors might specifically visit and utilise convention hotels or holiday hotels, or
possibly business hotels.

•

A clear tendency towards a short or long period of guests’ stay. This could be
for example, a residential hotel or a transit-type hotel.

•

Hotels have a variety of different amenities and services, for example, nonresidents and open residents, overnight accommodation with or without
breakfast, and an apartment hotel.

•

There is a difference between an unlicensed and licensed hotel.

•

A hotel size and the number of beds per room.
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•

Ranking and categorisation of a hotel (e.g. five-star accommodation, or a onestar graded hotel) (Henkin, 2001).

The hotel industry, as only a single part of the hospitality industry, has developed from
very modest beginnings.

It all started with landowners and families opening their

homes to travellers, and has grown to the large properties of today that can contain up
to thousands of rooms. Hotels are possibly the most visible aspect of the tourism and
hospitality sector. This industry is an important sub-sector of the tourism industry and
offers a place to stay and related amenities to tourists. The accommodation division
forms a significant division of the tourism industry in South Africa and can be regarded
as integral to any tourism initiative - see Figure 2.1.
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Figure 2.1: A vision of the future (Mullins, 1995).
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2.2.2

Characteristics of the hospitality Industry

The following are four characteristics of service that differentiates service marketing
from product marketing:
•

Perishability - if the full capacity of the service is not utilised, the service
becomes perishable.

•

Variability - the quality of service must be unique to each consumer.

•

Inseparability - service occurs at the same time, with both provider and
consumer involved in the process of delivery.

•

Intangibility - the hospitality industry product cannot be felt, heard, seen, smelt,
or tasted before being bought.

2.2.3

Importance of hotels

The tourism and hospitality industry can play a role in both underdeveloped and
developing countries to resolve many of their problems. This industry has lately
emerged as a fast growing industry in terms of invested capacity, and foreign exchange
earnings and jobs provided. According to Medlik and Ingram (2000:4), hotels play an
important role in most countries in terms of providing amenities for businesses, for
conference meetings, and for entertainment and recreation. Hotels are important
attractions for tourists who are associated with a high buying power. These users tend
to spend at a much higher rate than what they would have spent if there were at their
place of origin. Hotels are also attracting visitors and foreign country earners. Decades
ago it was claimed that hotels recruit labour and they are product outlets of other
industries as well as sources of facilities for local residents (Medlik, 1994).
The global increase in the tourism industry has highlighted various trends. While the
level of competition is high, the cost of gaining customers is increasing, and customer
anticipation is rising. This indicates that presentation and competitiveness of hotels are
dependent on their capability to satisfy visitors efficiently and effectively (Gilmore and
Pine, 1997). Running a group of chain hotels or individually owned/independent hotels
is a major challenge. They vary in the nature of hospitality and accommodation they
offer, and present constant challenges to the management and staff to adapt to new
conditions, competition, and customer needs. The hotels can operate as an
independent property, or they could be a franchise to a branded hotel company, or as
members of a marketing group. According to Chon and Sparrowe (2000), hotels can be
run by owners, hotel management companies or by a countrywide or worldwide
branded hotel company.
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Olsen (1996), and Powers and Barrows (1999), indicate that the hotel sector is highly
fragmented as most hotels are owned and operated independently. This is the case
even though the concentration level is higher in certain key quality sectors. An example
is the first class and the luxury and the limited service sector (Jones, 2002). According
to Olsen (1996), the level of perceived fragmentation is also lower, than when using
the number of bedrooms rather than the property numbers. The higher product
transparency and the new electronic-business models (like auctions, purchasing
online) enhances the buying power of tourists. These tourists are more sensitive when
it comes to price, but not so much to brand loyalty, and are more sophisticated and
experienced (Sigala and Christou, 2002; Sigala, 2003; Christou, 2003; Christou and
Kassianidis, 2003).
2.2.4

Hospitality in South Africa

The CEO of Pam Golding Hospitality (a large property group within a specialised
hospitality division), has the point of view that the hospitality industry in South Africa
remains very positive and is even brighter when considered against the background of
international trends (Demes, 2009). The South African Hotel Industry is seeing an
accelerated growth in capacity. Admittedly, this is based mostly on the unexpected
economic growth that has been experienced over the past decade, producing the
global boom that started in September 2008. This resulted in the increased demand for
accommodation in hotels - all but disappearing in the tail of the immediate post
economic meltdown. The hospitality sector in South Africa is proving to be very resilient
amid the downturn of the global economy. South Africa is less dependent on the global
market as a lot of its business comes from within South Africa’s domestic market, and
its Southern African neighbours.
Smith Travel Research’s publishes a global hotel benchmark survey. This indicated
that the hotel industry in South Africa in 2012, as a whole, achieved 9.1% growth,
which is an increase to revenue per single available room (Smith Travel Research,
2012). This is an improvement when compared to September 2011. These surveys
signify that the useful room income for an average hotel nationally has in essence
increased by 6.2%. The aforementioned occurred regardless of the fact that the
number of hotel rooms in South African is increasing since new hotels are constantly
being opened. One more positive aspect is that new jobs are created. Demes (2009)
also mentioned that the well branded hotels in South Africa remain in good shape,
compared to those who are not branded in many other countries in the world.
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2.3

The Internet and the hotel industry

Decades ago, before the use of computers were introduced in the hospitality industry,
those individuals in charge of making online bookings performed this service by
examining availability tables shown on the wall or on a large, updated, handwritten list
(O’Conner, 1999). According to the World Tourism Organization (1993), hotels used to
receive many telephone calls, telexes, post cards, and letters from possible clients.
This produced an enormous workload which included selecting correspondence, typing
letters, sending telegrams, and dealing with other hotel demands – often requiring
excessive manual labour. Delays occurred on a daily basis; the price of writing letters
was high, and specialist typists were needed. The Internet was redesigned in early
1990 to connect several universities, laboratories, and mainframe computers (host
computers) run by government. These computers were used for the exchange of
computing resources, email and data. Moreover, the Internet enabled computer
communications with no governing authority. The initial (incorrect) assumption was that
links between any two cities, or points for that matter, were inherently unreliable. This
design was first developed by Paul Baran of Rand Corporation (Cho, Willis, and
Stewart-Weeks, 2011).
Previously, hotels utilised dissimilar ways of selling their rooms: direct ones, for
example call centres and sales offices, and indirect channels including tour operators
(Yoon, Yoon, and Yang, 2006). When the company is present on the Internet it
automatically

makes

it

available

to

potential

customers

globally.

Internet

communication between the companies and consumers now means that there can be
an electronic exchange of data.

Purchasers and suppliers/sellers can perform

standard business transactions with remarkable ease. The Internet (and e-commerce)
provide consumers with opportunities, through easy information gathering using online
sources and convenient online hotel bookings or shopping, in order to be prepared
better for purchasing the correct product at the right time (Schulze, 1999). Moreover,
the Internet makes it easier than ever before to gather competitive marketing
intelligence (Chaffey, 2009).
Szymanski and Hise (2000) claimed that consumer perceptions of convenience, online
product information, website design, and secure financial transactions were the
dominant factors in consumer assessments of online satisfaction. It appears as if some
hoteliers are unaware that it is not good enough to have a presence on the Web. Any
website, but especially a hotel website, should provide a pleasant experience for the
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user. Furthermore, it should provide an easy way to book a room, and also ensure
lock-in in order to reduce the degree of customer defection (Chaffey, 2009).
Furthermore, it was claimed that - to survive - effective reputation management
techniques must be applied by hotels, and they should take appropriate action to
minimise adverse effects.
2.3.1

Importance of the Internet in the hotel industry

Decades ago Laudon and Laudon (1999) foresaw that as new technology was
increasingly used, the hospitality industry could benefit from that in a range of ways.
This includes better qualified service for customers, increase of sales and profit,
efficiency in operations and integration of the hospitality industry, quick communication,
and cost reduction. The following reflects the importance of the Internet in the hotel
industry:

•

Information – The Internet and other technological applications enable
knowledge and information to bring a competitive advantage to the future profile
of the hospitality industry. Individuals can find any information, on any subject,
with the assistance of search engines like Yahoo! and Google. Google suggest
that users create helpful, information-rich websites and write pages which make
content and its meaning clear (Google, 2013). Yahoo! prescribes to the idea of
“Unique, valuable and original content.” (Yahoo!, 2013).

•

Many contemporary companies build their success upon the amount of
knowledge which they have acquired about their customers, as well as
information on their products and services (Olsen and Connolly, 2000).

•

Communication – According to Mendes-Filho and Ramos (2005), the Internet is
utilised as a means of communication; which brings many benefits when
compared to other methods. The authors state that the main facts when it
comes to the tourist area are: new relationships must be built among
companies and consumers; communication should be credible and agile;
marketing should be done for the actively participating consumer and selfservice applications and the importance of detailed information are highlighted.

•

Service – the world of business and its users are revolutionising the purchase of
services and products through the Internet. The majority of clients feel more
comfortable making hotel reservations online than visiting a travel agency (Yea,
Law, Guc, and Chend, 2011).
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•

The Internet enables the users to work at home, as well as provide new
opportunities that arise from the lower cost of telecommunication equipment. It
has become possible for sellers to distribute clients’ information and process
online bookings directly with these clients (O’Connor, 1999).

•

E-commerce – the utilisation of the Internet to travel and hospitality database
development is spreading very quickly to most consumer access areas. There
are many suppliers’ home pages, newsgroups, associations, e-news and social
chat platforms for the travel and tourism community. Customer products and
services may be personalised according to the tourist’s needs and may become
a differential feature for those who adopt it through information technology
(Buhalis, 2000; Law, Leung, Lo, Leung and Fong, 2015).

•

Already the Internet has customised the competitive strategy of a number of
hotels (Joeng and Lambert, 2001). Through the Internet, clients can have an
understanding of the service that is being offered to them in a well-organised
way. Hotel check-in procedures are now completely automated when you make
your reservation online. This procedure terminates when the clients collect their
keys from an automated dispenser. The consequence is that clients become
informed and capable of receiving speedy answers through the online ordering
feature.

•

Mgijima and Flowerday (2012) stated that many specialists and businessmen
are of the opinion that the Internet is almost certainly a vital technological
instrument. However, it is still comparatively new and often abused or underutilised in the hospitality industry.

•

Several authors have identified barriers to the increase in the use of the Internet
in hotels providing online bookings. Other authors claim that hotel operators are
ready to take up or utilise the Internet wholeheartedly (Wei, Ruys, Van Hoof,
and Combrink, 2001).

Over the past few decades, the population of Internet users has constantly been
growing. From 2007 to 2012 the number of Internet users has increased by over 2.27
billion users. As reflected in Table 2.1, developing countries such as Africa, the Middle
East, and Latin America are also starting to make use of the Internet more frequently.
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WORLD INTERNET USAGE AND POPULATION STATISTICS
Population

Internet

% Population

Usage %

Usage

% of World

Usage

Penetration

of World

Growth

1,037,524,058

14,2%

23,765,700

13.5%

6.2%

2,988.4%

Asia

3,879,740,877

56,5%

389,392,288

26.2%

44.8%

789.6%

World Regions

Population

Africa

Europe

816,426,346

12,3%

312,722,892

61.3%

22.1%

376.4%

Middle East

216,258,843

2,9%

19,382,400

35.6%

3.4%

2,244.8%

North America

347,394,870

5,1%

232,057,067

78.6%

12.0%

152.6%

597,283,165

8,5%

88,778,986

39.5%

10.4%

1,205.1%

35,426,995

0,5%

18,430,359

67.5%

1,1%

214.0%

6,930,055,154

100%

32.7%

100,0%

528.1%

Latin
American/
Caribbean
Oceania/
Australia
WORLD TOTAL

1,093,529,6
92

Table 2.1: World Internet usage population statistics (Miniwatts Marketing Group, 2012).

The Internet allows a large number of users around the world to be connected and it
eliminates time and distance constraints (Wymbs, 2000:465). However, in the early
years of the Internet, the interface was primarily text-based, similar to a command line
interface like DOS or UNIX (Chambers, 2005). Only since 1995 could the World Wide
Web (WWW) be accessed through a graphic interface, called a browser (Notess,
2003:54). Companies can use webpages, built from HTML (Hypertext Markup
Language), to publish information on the WWW. The WWW can be accessed using a
browser in which webpages display text, graphical, and other multimedia resources.
Furthermore, a browser can link to websites on the Internet using a Uniform Resource
Locator (URL) (Poulter, 1997:133), which is a unique address given to all websites and
resources on the Internet.
This technology combined with the availability of browsers, allows WWW pages to be
interactive and respond to user choices on webpages; for example, website servers
can generate a dynamic webpage in response to a user’s choice collected via an online
form (Poulter, 1997:133). As a result, the development of Internet technology, and the
ease of website access over the last few years, enable advertisers to reach a larger
number of potential clients (Chambers, 2005), as well as establish a global market
presence.
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Internet usage is dramatically increasing daily in all sectors of the world. The same
holds for the development of the Web, enhanced by the emergence of new Web
technologies. It has been noted that social networks are appearing to be the platform of
choice for individuals’ interaction with the Web. These platforms include MySpace,
Twitter and Facebook, all of them incorporating a substantial number of Internet users.
Refer to Figure 2.2, Figure 2.3, and Figure 2.4 for July 2012 Internet usage statistics.

Figure 2.2: World Internet penetration rate by geographic regions – 2012 (Internet World stats
organization, 2012).
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Figure 2.3: Internet users in the world by geographic regions – 2012 (Internet World stats
organization, 2012).

Figure 2.4: Internet users in the world by regions - 2012 (Internet World stats organizations, 2012).
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The Internet is an enabling tool for business, which transforms the economy. The
application of Internet technology in the hospitality sector and the travel booking
industries has attracted much attention from academic researchers, as well as industry
practitioners. Due to information sharing being a key part of these business operations,
the use of the Internet provides a benefit in the flow of useful information. The key
issue for e-business applications in service operations is the possibility of online
delivery of the customer’s service as ordered. However, not all types of services (or
products) can be verified, questioned and ordered online effortlessly and conveniently,
as well as communicated and supplied electronically via the Web.
The presence of the Internet has positively affected the hospitality industry and it has
resulted in an increase in opportunities - the majority of hoteliers are aware of the
advantages which their businesses can harvest from the Internet. If they are well
informed of the importance of using the Web, they will become more motivated to
create an awareness of their business in the industry. It also secures more online
reservations. This has impacted website development for hotels and airlines, online
booking systems as well as some other online tourism-related enterprises. In fact, there
is a steady growth in the Web strategies of the hotel and hospitality industry. The rapid
increase in numbers of online users and the growth in numbers of online businesses,
provide clear evidence of the popularity of this technology (Law et al, 2010).
2.3.2

The Internet and electronic commerce

In the business world the use of the Internet has become a major trend, where it
provides free exchange of information through a collection of interrelated computer
networks. As long ago as 1999 Palmer (1999) claimed that the Internet has become an
influential channel for communication and business marketing, as well as for new
business opportunities. Making use of this channel for sales is normally known as “ecommerce” or “e-business” (Schneider and Perry, 2001). Commerce allows growing
companies to provide a better presentation of their products and services on the Web.
Online customers now enjoy a wider choice of services and products. Prices are
competitive, and customers are able to purchase their favourite service from sellers
located far away. E-commerce provides communication between companies and
consumers.
Diwan and Sharma (2009) state that “electronic commerce refers to all forms of
transactions relating to commerce activities that involve both individuals and
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organizations that are based upon processing and transmission of digitized data.
These can include text, visual images and sound”. These authors also refer to the
effects that the electronic exchange of commercial information may have on the
institutions and processes that govern and support commercial activities (Diwan and
Sharma, 2009).
Zhou (2004:56) points out that “e-commerce is defined as the conducting of business
communications and transactions over networks and through computer technology”.
Watson, Berthon, Pitt, and Zinkhan (2000:1), are of the same opinion as this author,
namely “that e-commerce involves the use of information technology to enhance
communications and transactions with all stakeholders of companies”. Greenstein and
Feinman (2000:2), agrees with the above definitions and add that the buying and
selling of products and services that require digital transport is well suited to ecommerce. Faisal (2011) notes that e-commerce is a combination of: the distribution;
buying; selling; marketing; and servicing of products and services over electronic
systems such as the Internet, and other computing services.
According to Yang, Flynn, and Anderson (2008) new businesses and entrepreneurs
are utilising the Internet to better their current businesses, or follow roads to new
business opportunities. The record of published work shows that e-commerce impacts
on marketing - some of the earliest experiences with electronic commerce proved that
not everyone will become users. Berry reported more than two decades ago that in
moving to e-commerce, businesses should identify the potential customers first – those
who are interested in working with technology (Berry, 1995). Although a company
website (in principle) should have the capacity to serve a large number of users, not all
individuals will be attracted to the service. Successful e-commerce implies that the
customer’s orders are delivered on time. This should not need customer participation
but it should be easy to purchase these online products.
It is significant to consider the website, and determine which specific market segment it
attracts. In this pattern of evolving experience, it has become clear that the new growth
pattern of e-commerce will dramatically raise the level of business competition. This
could result in the forcing of businesses to continuously adapt to new market situations
(Mellahi and Johnson, 2000). The most common online transaction in the hospitality
industry is the booking of hotel rooms. This has become a prime example of enquiry
and ordering of services through the internet.
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2.3.3

Electronic bookings

Electronic bookings (e-booking) refer to making a reservation for a service via the
Internet. Internet booking is defined as “an application which enables a better tourism
experience and it supports the travel industry through the Internet”. It also assists
consumers in booking airlines flights, accommodation, holiday packages, and other
online services. This application is very popular, and it has become one of the fastest
growing sales channels for the commercial airlines industry. The Internet has changed
physical bookings and hand written bookings, by converting it to electronic bookings or
reservation systems via a Central Reservation System (CRS). Internet World Stats
(2008) show the increase of Internet users making use of the Internet to purchase
travel-related services. The Internet Advertising Bureau (2012) agrees that online
reservation systems increased over the past years; they use an example of U.S. online
leisure travel sales, totalling $93.8 billion in 2007, and in 2012 the revenue reached
$162.4 billion.
2.3.4

The importance of online hotel bookings

Technology, specifically online processes, has taken over almost all areas of
applications in travel and tourism. Online hotel booking provides users with all the
information that a user needs before embarking on a journey. A user can have a
complete list of the best hotels relating to the area he/she intends to visit, information
about the rooms and their tariffs, and even details concerning offers and discounts
being offered (Viduka, 2011). Some of the features now available to both users and
service providers of online booking systems include:

•

Direct online bookings: an online reservation service that allows guests to
directly book accommodation at a hotel, which is accompanied by a waiting
period for a reply, in spite of the time difference or the hotel’s trading hours.

•

Direct online payment: online reservations provide guests with a safe online
payment option, and payment security is assured by 128-bit Security Socket
Layer (SSL) encryption technologies.

•

Accommodation search is quick and easy: potential guests can search for
detailed accommodation offers through a simple and intuitive user interface,
and instantly obtain price information for a given time period.

•

Suggested alternative system: In case that the preferred accommodation unit is
unavailable during a certain period, the system suggests the most comparable
alternative units. The objective of this approach is to keep potential guests on
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the hotel’s website and to allow them to discover an alternate but appropriate
accommodation unit at the same hotel.
•

Automatic calculation of prices in different currencies: guests can view prices in
whichever currency they choose - this price is automatically re-calculated any
time reservation terms are changed.

•

Multilingual Interface: it allows guests to make reservations in a language of
their choice.

•

Quick hotel confirmation: guests no longer have to wait to receive confirmation
of a booking, which in the past could have taken a few days. The cause of the
delay is most commonly as a result of human involvement. Currently online
bookings take care of this type of situation and guests receive an automatic
confirmation within a few seconds.

•

Satisfaction of the guest: the final result is customer satisfaction with service
quality on the higher technology level, which adds to a competitive advantage
for hotels.

See Figure 2.5 for how this operates.
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Figure 2.5: Central Reservation System Operation (Unirez by Pegasus, 2007).
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2.3.5

Internet as a marketing tool

An important role of the Internet is the way in which it is used as a marketing tool. The
hotel industry often offers the electronic booking function on its website to attract
guests. The Internet empowers some hotels to reach a larger fraction of potential
customers by means of using SEO (Search Engine Optimisation), which is a tool that
assists in increasing the traffic and page ranking, as well as traffic in the results of a
search engine (Mattison, 2013). SEO is the process of modifying a website in order to
satisfy search engine ranking algorithms, in an attempt to be ranked highly on search
engine results pages (George, 2005:3). Weideman (2009:14) agrees that SEO relates
to the process of making alterations to a webpage in such a way that the search engine
can locate and index the given webpage with greater ease of use, resulting in an
improved ranking. SEO techniques are used to achieve top placements (Anonymous,
2012a), as a site is relevant to a particular search term, and not because of payments
made. It offers a number of advantages to a business. Examples of such advantages
include improved exposure and awareness, increase financial income, it is scalable to
advertising, and it produces opportunities for more market leads (WordStream,
2009:2).
2.3.5.1 Customer relationship management (CRM) and e-marketing
The business strategy that combines internal functions, processes, and the external
network is defined as CRM; it aims to create and deliver value, increase profits and
improve customer service. It is based on high-quality customer data and the use
thereof to benefit the customer (Buttle, 2004). According to Anon (2008), CRM is an
Internet marketing strategy used in the hospitality industry, which makes use of Internet
Web browsers to manage customer relationships. Electronic Customer Relationship
Management (eCRM) assists the hospitality industry, specifically hotels, to gain
additional information about their website visitors and specifically those that use it for
booking. E-CRM also assists hotels in differentiating leisure customers from business
customers and enables these customers to follow up on appropriate marketing
messages. In conclusion - hotels use eCRM to facilitate the identification of their
customers and their travelling plans and purchases (Ghosh, 2013).
2.3.5.2 Consumer Generated Media (CGM)
CGM is another marketing strategy of the hospitality industry that operates on the
Internet. It consists of discussion boards, blogs, forums, review sites, and social
network sites. Blackshaw and Nazzaro (2006) agree that CRM refers to online word-of24

mouth communication, including but not limited to; emails between consumers, posting
on Internet discussion boards and forums on public platforms, consumers rating
websites on forums, blogs (weblogs or digital diaries), mob logs (sites where users
upload digital movies/image/photos), social network sites and individual websites. It
can also reach a much larger audience and may change a business overnight (SEO
Term Glossary, 2012).
CGM includes the following approaches that can assist in the marketing of hotels in the
following ways:
•

Advertising and market medium: to converse with consumers getting the
information from high traffic CGM sites.

•

Provides company supported CGM initiatives:

to leverage the special

knowledge that currently exists on the hotel website.
•

Provides a defensive brand plan: to defend and observe chattering/talk on the
Web pertaining to the competition.

E-CRM relates to the activities of managing purchaser relationships by using Web
browsers and the Internet (Hotel Marketing, 2008). E-CRM assists the hospitality
industry, especially hotels, to learn more about their online users and customers and
helps hotels to differentiate business from leisure visitors. The above mentioned also
allows visitors to follow up on suitable marketing messages. In other words, it assists
with identification of customer needs, the travelling planning and recording the
purchasing behaviour.
Another well-known Internet marketing tool for the hospitality industry is Web
Destination; it strives to provide a website with very useful and relevant information to
be read by a user. Web Destination is defined as “a corporate based initiative that
leverages the popularity of the destination for the advantage of a particular hotel or a
cluster of local properties” (Grillot, 2007). These destination websites differ from the
typical product website in that they attempt to offer a pleasant visit, while portraying
attractive and clear images of what the destination represents. When visitors and
tourists do not have a positive first experience at a destination website, the experience
and judgment generated from the process of the website browsing influences decisionmaking and the general image of the destination. Visitors are attracted to re-visit
websites by sending them email messages or news regarding current information
about the relevant destination (Kaplanidou and Vogt, 2003:5). To create a website that
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is to become one of a traveller’s favourites, is quite important since it could encourage
repeat visitations while at the same time increasing opportunities for choosing the
destination described on that website. The majority of website destinations are
presented as simple online brochures, and often fail to incorporate the innovation which
is possible with advanced Web technologies. The value of a hotel website as part of
the corporate identity has been proven (Mohammed, Guilet, Schuckert and Law, 2016).
According to Gretzel, Yuan and Fesenmaier (2000), the success of destination website
marketing and communication can be measured through the ability to engage and
interact with users according to the following five success factors:

•

The degree to which users are attracted to the site.

•

User interest and participation.

•

Stickiness: the ability of keeping the users returning to a certain site.

•

Knowledge about users’ preferences.

•

Feedback to users through customised interactions.

Park and Gretzel (2007) identified the following accomplishment factors for destination
marketing websites:

•

Ease of use.

•

Fulfilment.

•

Interactivity.

•

Personalisation.

•

High quality information.

•

Responsiveness.

•

Security/Privacy.

•

Trust.

•

Fresh content.

•

Visual appearance which improves trust.

The most important of the key success factors for hotel websites is being search
engine friendly, so that the website can be easily found when a customer performs an
online search. Gilbert, Powell-Perry, and Widijoso (1999), stated that hotel website
designers have to ensure that websites provide the correct content and have a high
degree of usability.
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2.4

Websites

A website is a collection of webpages (documents that are accessed through a user’s
browser). Hearn (2012) defines a website as a collection of related webpages or files
and documents hosted on a Web server and accessed on the World Wide Web
(WWW). The website is a recognised form of advertising, and its performance may be
influential in the decision-making of tourists via the process of communication.
According to Tu (2012), website features can play an important role in communicating
with potential visitors - by enhancing users’ experience and comprehension, and
thereby facilitating their evaluation and selection of destinations before the real
visitation. It has been established that some website attributes do not only assist with
users’ decision-making - they also produce a more positive online experience. It also
becomes possible to give more advanced product presentations, thereby increasing
the value of a website to its visitors.
A website contains one or more related documents, called “webpages”, which are
linked to each other through the use of hyperlinks. According to Weideman (2009), a
webpage may be defined as an information document resource that is appropriate for
the WWW and can be displayed on a monitor and a Web browser. Other resources
such as images, style sheets, and scripts are frequently subsumed on webpages. Each
webpage should present a different and diverse collection of information - this depends
on the specific characteristics of its content. Fiol-Roig, Miro-Julia, and Herraiz
(2011:61) stated that “the uncontrolled nature of the Web content presents additional
challenges to webpage classification as compared to traditional text classification, but
the interconnected nature of hypertext provides features that can assist the process”.
Some websites are static by nature, the content of the webpages do not change until
the designer makes changes and uploads it to the server. Static websites are not
conducive to user interaction. Many modern websites however are dynamic by nature,
allowing user interaction and adapting a website to personal preferences. According to
Ricca, Tonella, Girardi, and Pianta (2004:204), SEO algorithms allocate different
scores to different keywords on a webpage. More specific keywords weigh more and
have a better score compared to other keywords. Ricca et al further states that when a
webpage contains a large number of a set of certain keywords, then the webpages are
regarded as similar. As a result, keyword weight is determined by its contribution to the
overall content of webpage (Ricca et al, 2004).
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According to Kyrmn (2013), Web design could be seen as a broad term which covers a
number of different skills and disciplines. These could all be used in a websites’
planning and creation. Web designs include the following: authoring, graphic design, as
well as standardised cipher and proprietary software, interface design, search engine
optimisation, and user experience design. According to Good and Sambhanthan
(2012), if hotels rely on Web bookings only, they are without a doubt going to face a
drop in reservations if they fail to keep pace with the design of the website and the
importance it has to users. They also mention that poorly designed websites will
decrease the chances of a user returning to the Web system and increase the chance
that they will tell others, often making use of media and social networks – news about a
poor experience spreads very quickly.
Web design is a term often used to attempt to describe the process of design of the
client side (front-end) of a website, as well as writing mark-up code. Website designers
are expected to understand usability design. If their role involves doing mark-ups, they
are also expected to be up to date with Web accessibility guidelines. According to
Weiss and Weideman (2008:2), the vital reason for the design of a website is providing
relevant content for searchers or end-users. Krug (2000) mentioned that a welldesigned webpage and relevant information can provide quick answers. High quality
websites that provides useful information can help take website-based businesses to
an entirely new level, which can also attract many users. Visser and Weideman (2011)
mentioned that a website’s value can be determined by the page on which it ranks.
Thus ranking on the first page of the SERP for a given search query is an indication
that the website is present in the index of search engines, and ranks very well. Zuze
and Weideman (2011) concluded that websites are often being used as marketing
tools, which results in competition between websites with similar content.
2.4.1

Importance of hotel websites

A hotel website will assist hoteliers in boosting their hotel worldwide, and provides them
with many advantages in terms of promoting their hotel. Some of these advantages
include:
•

Hotel websites offer information to its customers, for example hotel room
specifications and services provided.

•

When a hotel website is regularly updated, users can find the latest information
about that particular hotel.
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•

Hotel websites usually have a map included on their website so that the user
can easily locate the hotel.

•

Communication between hotel and customer is easy via a contact form or chat
tool.

•

Hotel websites often have pictures of typically the facilities and of the hotel
rooms.

•

Pictures help to give a user an idea of the hotel’s look and feel. Some hotel
websites also offer a walk-through function (using video), which allows an
online visitor to virtually walk through the hotel. Hotel bookings can be made
online, which is in most cases a faster and cheaper option than the manual
alternative.

However, it has also been proven that false impressions are easy to create using
photographs on hotel websites (Kuo, Zhang and Cranage, 2015).
2.5

Website usability

Website usability is described as an approach that makes websites easier to use with
no requirement that any specialised training be undertaken. Part of the design of a
usable website includes:
•

To present information to the users’ in a clear and concise way.

•

To provide the users with best choices in a very obvious way.

•

To remove any ambiguity regarding the results of an action.

•

To place the most significant features in the right locations on a webpage (Krug,
2014).

Kritzinger and Weideman (2008) mentioned that “website usability in general refers to
the efficiency with which a customer can perform a task with the product and the
overall satisfaction with such processes”. They also mention that website usability
normally concentrates on the needs of the human user only. Weideman (2006)
reported that the correct usage of search engine services could help users in finding
and evaluating relevant information in a short time. The way in which a website has
been put together by the Web designer determines to an extent how it is used. This not
only makes sure that it is actually included in the index by search engines, but also
ensures that the webpages will rank well based on a relevant search query. Website
design should include knowledge of the preferences and usage patterns of the visitor.
The real challenge of hotel’s usage of e-commerce is seated in the use of technology in
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a way which will make business sense (Gilbert et al, 1999). Hotel website designers
must ensure that their websites provide relevant content and have a high degree of
usability. Website usability is important since it provides website users with a better
experience, and it enables them to spend more time doing, and less time learning.
Usability refers to some characteristics that influence a user’s overall feeling of a
communication channel; it does not only refer to obtaining the desired information but
also responds to questions or completing the booking transaction. If usability is
implemented correctly and effectively, consumer loyalty can contribute to these factors.
These characteristics include overall accessibility, accuracy, information completeness,
and convenience, ease of use, service, speed, personalisation, and reliability.
Consumer’s confidence and trust will be built by the two latter factors. A system with
easy navigation leads a consumer to book accommodation and can instantly receive
confirmation while receiving personalised attention. Based on a travel profile, there will
be a greater degree of confidence that user requirements will be met than if the system
is unstable, sluggish, and unable to give immediate confirmation. The visual appeal of
graphics, photographs and movies is very important. However, the abovementioned
information and services can slow down the process of accessing the channel’s core
utility. Therefore, the number of graphs and images must be used with discretion,
thereby balancing content and utility of the channel.
Usability, in general, is a product’s potential to achieve the objectives of the user.
Usability of a website refers to a user’s “feeling” of how easy or difficult it is to use a
website (Nielsen and Loranger, 2006). The objective of usability is to remove all the
obstacles holding back a positive experience and the process of online communication
(Eisenberg, Quarto-von Tivadar, Davis, and Crosby, 2008:10).
Website usability is vitally important to attracting and keeping visitors (James, 2002).
Nielson (2003) concurs with this author, noting that the usability of a website is crucial
for its survival. A reason for this is noted as being that if a customer’s information need
is not satisfied by a particular website, the user will simply leave that particular website
and visit others which will meet their requirements (Kritzinger and Weideman, 2008).
Website usability is critical; it is essential to approach usability from a number of
perspectives. Bruno and Al-Qaimari (2004:1-4) compiled a number of definitions that
define usability, as described by various authors
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According to Shackel (1981), website usability is “[a system’s] capability in human
functional terms to be used effectively and easily by the specific training of users, given
specified support and training, to fulfil a specific range of tasks, within a specific range
of environmental scenarios”.
Website usability is defined as a qualitative and quantitative measurement of the Web
design of a consumer interface. Nielsen and Shneiderman (1993) identify five
categories into which usability factors can be divided:
•

Efficiency.

•

Errors.

•

Learnability.

•

Memorability.

•

Satisfaction.

These five factors are further defined in Table 2.2. Preece (1997) (ISO/DIS 9241 11.2) claims that usability is: “the extent to which product can be utilized by specified
users to accomplish specific objectives with contentment and effectiveness of use in a
particular context”.
Krug (2000) warns: “make sure that what you design, works well: that a person of
average ability and experience can use what you design – whether it’s a website, a jet
fighter or a revolving door – for its intended purpose without getting hopelessly
frustrated”.
Learnability

A website is supposed to be easy and learnable in order for the user
to swiftly start accepting jobs completed with the website.
A website is supposed to be easily remembered in order for the

Memorability

informal user to be able to return to it after some time and still recall
how the system functions, without having to once again study and
understand its operation.

Efficiency to use

A website is supposed to be efficient to use, in order for the user to
study the website so that a high output level is possible.
A website is supposed to have a small error rating, in order for users

Reliability in use

to continue with the process, fairly unhindered, despite making
errors.

User satisfaction

A website is supposed to be enjoyable, and users need to have a
pleasant online experience.
Table 2.2: Nielsen’s criteria of website usability (Nielsen, 1994b).
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Barnard and Wesson (2003:258) identified an additional component of website
usability: Trust. Trust is an important factor of achievement, especially for the virtual
organisation. A website cannot reach its full potential without the presence of
trustworthiness.
McLaughin and Skinner (2000) identified some website usability criteria - see Table
2.3. In their model, they list the six necessary criteria: confidence, speed, checkability,
ease of use, understanding and control.

Check ability
Confidence
Control

The system consents to ensure that the correct information is going
in and out of it.
User’s confidence lies both in capabilities of use, and in the system.
User’s control over the functioning of the system, especially of the
data that they get into and out of the system.

Ease of Use

The user’s system must be easy and usable.

Speed

The system needs to work quickly.

Understanding

Understanding the outputs of the system.

Table 2.3: McLaughin and Skinner’s six website usability criteria (McLaughin and Skinner 2000).

The travel technology consultancies Equinus and Ellion (2007) have created a website
usability report for travel websites in order to offer suggestions on how to improve its
usability. This study is beneficial because it was accompanied by a new website
usability model and explains the use of each criterion as displayed. The outcomes of
this research are reflected in Table 2.4.
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Usability criteria

Reasons

Acceptance of portable devices is growing rapidly. Vital market
share can be gained simply by making the website accessible by

Accessibility

PDAs, mobile phones, tablets and Internet-ready televisions; also
called “Responsiveness”.
Interactivity can enhance the user experience and it is an important

Interactivity

method of keeping in touch with the customers.
Recent research shows that up to 70% of online travel purchases

Visibility

originate from search engines such as Google, Yahoo! and MSN.
If a website is not designed in an attractive way, the visitors will

Design

leave the page regardless of how well the website can function.
The easier the website is to navigate, the higher the percentage of

Navigation

visitors that would become customers (conversion rate).
It is the content and the way it is presented that provides

Content

opportunities to sell the products.
Customers are more likely to return and purchase from a website

Personalization

that stores detail of the previous product enquiry and is therefore
familiar to them.

Commercial

Adding more commercial elements, such as special offers, can

elements

generate more revenue and improve rates.
Table 2.4: Usability of a travel website (Equinus and Ellion, 2007).

The online hotel reservation industry is highly competitive.

One important

differentiating factor is the design of user interfaces. Users should understand the
design of the website as soon when they enter the website.

It should not be

necessary to first train the user or refer them to user manuals. When users are unable
to immediately understand the interface of a website, they will either move to another
website, or change their communication mode (e.g. email or telephone). The most
important difference between market research and usability research is that market
research conveys whether a group of individuals will use a website, while usability
research tells one whether or not they can use it. According to Visser and Weideman
(2011), the usability attributes of inclusion will enhance conversion; therefore, website
design that is effective should incorporate usability as a prerequisite. Authors further
state that there is a need for ranking in terms of significance of usability and SEO
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towards search engines and visitors, since these two practices occasionally contradict
each other.
Therefore, websites should be compartmentalised into smaller segments that are
easier to manage. This will enable usability to be a factor considered at each level.
Ricca et al. (2004:204) claim that as the website grows, its navigation structure and
volume of content tends to grow as well. This usually results in an increased level of
complexity, hence opposing the aspect of usability.
Usability testing is commonly done in other areas as well - one such study focussed
on the usability of ERP systems (Singh & Wesson, 2009). Another study was done on
the experience of mobile device users in an m-learning environment (Botha,
Herselman, Van Greunen, 2010).
2.5.1

Importance of website usability

Usability engineering can be defined as a field which is concerned with the interaction
between humans and a computer. It specifically focuses on making human-computer
interfaces which are both usable and user friendly (Sun Microsystems, 2001). It has
been proven that usability engineering details the application of the principles of
design, and that it has large payoffs, which include:

•

Production cost reduction: costs and time can be reduced by avoiding overdesign.

•

Support cost reduction: websites that are easy to use require less training, less
user support and less maintenance.

•

Use reduction in cost: websites which correspond better to user requirements
are efficient. Systems that are easy to use decrease pressure on users and
allow them to execute a wider variety of work.

•

Product quality improvement: user-centeredness has consequences in how
products are perceived. They have high a degree of usability and are more
competitive in a market.

2.5.2

Website quality

According to DeMarco (1999), quality is an attribute of a given product that can change
the world for the better. Website quality refers to how well the interface of a website is
designed, and how well this design meets with the user’s satisfaction. This website
quality is the key factor noticed by a user or customer - hence its importance. It also
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helps the customer or user in shaping their impressions about the value of the website,
and it influences the decision of whether or not to continue or stop current and future
information searches. An industry with a poor website service projects a weak image
and weakens its position (Ahn, Ryu, and Han, 2007). Carlson, Voola, and Sinnapan
(2003) mention that the identification of the key quality attributes of a website is an
important step for the industry towards bettering the chances of success of online
presence. Zuze et al (2011) mentions that website designers strive to build up good
quality websites, which are only one of its kind and rich in content, as this could assist
them in achieving a higher ranking from search engines. Moreover, Cao, Zhang, and
Seydel (2005) referred to the importance of perceived users’ satisfaction with the
quality of the website.
Website research focus on finding the important factors which could influence users’
behaviour and their attitude - in terms of intentions to return to the site, and eventually
buy from it (Liu and Goodhue, 2008). Website quality can be measured from both the
perspective of programmers and end-users (Liburne, Devkota, and Khan, 2004).
Website quality as viewed by programmers involves the degree of “maintainability”,
functionality and security. However, the typical end-user pays more attention to
usability, creditability and efficiency. Liu and Arnett (2000) agree with this statement,
and note the following factors affecting the success of a website in the e-commerce
context:

accuracy,

completeness,

applicability,

safety,

dependability,

and

customisation, ease of use, functionality, speed and organisation.
Other authors (Wolfinbarger and Gilly, 2001) state that certain factors have a positive
impact on customer satisfaction, like quality judgment and loyalty by the website user.
The higher the website quality, the higher the service quality perceived by the customer
or user. Some customers will only experience an organisation’s service through the
website and therefore many authors state that customer satisfaction is linked to the
quality of the Web service (Loiacono, Watson, and Goodhue, 2002). A study carried
out Mzoughi, Negra, and Habacha (2012) on online reservation abandonment, shows
that online consumer procrastination and website quality encourage online shoppers to
drop out of the reservation process.
Bai, Law, and Wen (2008) did a study, empirically developed and tested a conceptual
model of the impact of high quality websites on a customer’s satisfaction and buying
intentions. The results indicated that the quality of a website has a direct impact on
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customer satisfaction, and that customer satisfaction has a positive and direct impact
on purchase intentions. Generally, the quality of a website is susceptible to
interpretation unless it is fully described and quantified by a Web quality model. This
model should define the website quality requirements, which are in turn described by a
group of measurable attributes, which need to meet the users’ expectations.
2.6

Measuring website usability

The objective of achieving website usability is to create a website that is more
enjoyable and efficient in the user’s experience, than another similar website. As noted
elsewhere, Nielsen (2000a) suggested that website usability be defined by five
elements, namely: It must be simple to learn, be efficient to use, be remembered
easily, have a small number of errors and be an enjoyment to use. According to
Rhodes (1998), well written content, easy-to-follow design and a small number of
grammatical errors are required to establish the user’s trust in the website. They then
tend to believe that websites are more usable. According to Lu and Yeung (1998),
usability points to whether or not the website is actually helpful to users and enables
them to achieve their intended purpose. Functionality, on the other hand, relates to the
degree to which information is provided about the service of the websites (Chung and
Law, 2003; Liang and Law, 2003). However, usability looks at to what extent a given
website is enjoyable and efficient to use (Au-Yeung and Law, 2003).
Information satisfaction contributes towards website usability, and it provides a clear
determinant of behavioural intention. It portrays the strongest relationships between
both behavioural intentions and information satisfaction. Researchers argue that those
hotels with professional email responses improve the usability of the website (Murphy
and Olaru, 2003). Other authors point out the theoretical and practical problems of
achieving this, by investigating which functions and features of hospitality operators
have to be incorporated into websites. For example, according to Jeong et al (2003)
operators should build on previous literature to develop the six important elements of a
website. These are: accuracy of information, quality of navigation, completeness,
clarity, ease of use, and combination of colours.
The measurement of website usability is commonly ignored by many website
developers. Often it is the creative department inside a company that determines the
look-and-feel of a website. From this point onwards, a design is created with little
attention being paid to the way in which users actually interact with the site. According
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to Preece (2010), measures of website usability include numbers of errors, productivity,
user satisfaction, and others. Website usability is the measure of ease with which the
users can use a website - a website which is unpleasant to use is quickly abandoned
by its targeted visitors. It is clearly important for every website owner to enhance the
usability of their website in order for it to supply in the needs of its users. Yeung and
Law (2006) conducted empirical research to measure the usability of websites. The
evidence did show that slight problems of usability existed on Hong Kong hotel
websites. However, there was no noticeable difference found among luxury, middlepriced, and economic hotels.
A consolidated model for usability measurement should be built for the following
reasons:
•

Usability testing provides an understanding of and allows comparisons between
various usability metrics – this will reduce costs.

•

Assessments of usability complement more subjective and expert-based
opinions.

•

Clear communication provides inputs on usability measurements from both
usability experts and software developers.

•

Usability assessment practices promote best practise guidelines that are more
accessible to software developers in usability engineering who may not have
strong foundations in usability (Seffah, Donyaee, Kline, and Padda, 2006).

Thurow and Musica (2009) identified five components through which website usability’s
success is measured:
•

Effectiveness: User’s capability to successfully discover information which they
need to complete a task.

•

Efficiency: User’s ability to speedily and effortlessly accomplish tasks without
annoyance.

•

Satisfaction: How satisfied is the user after interaction with the website in terms
of their original goals?

•

Frequency of error and severity: Do users often make errors - how serious are
they - do users easily recover easily from them?

•

Memorability: Can the user remember enough detail to use a website when
next they visit, or do they have to start the learning process again?
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2.6.1

User satisfaction

There is a need for a business website to be properly designed, and it must be taken
into consideration that there are many elements needed to produce user’s satisfaction.
User satisfaction has in the past been considered as being one of the most important
goals of marketing, and it plays a very important role in online business. According to
Chea and Luo (2005), user satisfaction is defined as the judgment that a special
service or product feature provides a pleasurable consumption-related level of
fulfilment. Many decades ago Oliver (1981:29) described satisfaction as “a summary of
an emotional state resulting when the emotion surrounding disconfirmed expectations
is coupled with a user’s prior feeling about the user experiences”.
A previous study conducted by Jeong, Oh, and Gregoire (2001) showed that users’
satisfaction increases with a website providing more information through high-quality
products or services. An online offering could have an important positive influence on
the users’ intention to continue with the process of making an online reservation. Elliott
and Meng (2011) examined perceived customer satisfaction with hotel websites and
the results revealed that customers were mostly satisfied with the type of information
found on hotel websites. Nevertheless, not all types of information are equally
significant in forecasting overall user satisfaction with a hotel’s website. Assaf and
Magnini (2012) provide empirical evidence that shows that excluding the measurement
of customer satisfaction during the design process may lead to a significant drop in the
mean and ranking of hotel website efficiency scores. According to Flavian, Guinaliu,
and Gurrea (2006), the degree of user trust will increase when a user perceives that
the website system is usable, and that an increase in the degree of the trustworthiness
of the website is evident.
Bhattacherjee (2001) concluded that one must ensure that user satisfaction has
implications for an online business, since it assists to build user trust. Furthermore, the
value of favourable word of mouth feedback was noted. It also provides a motivation for
customers to make more than one purchase, and it also predicts the user purchasing
behaviour.
All five aspects of usability (efficiency, errors, learnability, memorability and
satisfaction), are important to hotel websites. Hotel booking websites are no different
from any other e-commerce website where customers have to finish their purchasing
process so they can spend money through the website.
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2.7

Summary

The hotel industry forms a significant part of the South African tourism industry and it
can be regarded as integral to the economy of the county. Manual bookings in the preInternet days were costly, as there were frequent delays, the cost of manual
correspondence writing was high and specialised typists were in demand. However,
the Internet was restructured in such a way as to allow a large number of users around
the world to be connected and this eliminates time and distance constraints. Many
hotel companies use the Internet as an instrument to generate revenue, and
competition is always at a high level in the hotel industry (Buhalis, 2004). This author
also indicated that ease of use and the completeness of information are important
determinants of hotel website usability.
Since websites are a major factor contributing to the high growth rate of e-commerce in
the tourism industry, hotel companies need to establish a competitive edge in order to
gain advantage by designing a usable website that meets the preferences of users (Yu,
2008).
Based on the academic literature explored, it has become evident that a lack of
usability of online hotel booking systems deters potential clients from spending money
at hotels. In their study, Good and Sambhanthan (2012) mentioned that hotels that rely
on Web reservation systems will see a decrease in online reservations if they are
unsuccessful in maintaining pace with usability design principles and acknowledge the
significance of it to users. Van der Merwe and Bekker (2003) noted that websites which
do not provide a positive user experience, could cause customers to personally
approach a store rather than to make a purchase online. Hotel staff normally would not
have adequate skills to enable them to build a usable website. Nielsen (2003) concurs
with this author, confirming that usability of a website is necessary for survival. A
reason for this could be that when a user’s information requirements are not satisfied
on a given website, the users will simply visit another one (Kritzinger and Weideman,
2008).
To summarise; website usability is of utmost significance in attracting and retaining
visitors. This confirms the importance of proper design and usability considerations in
hotel booking systems. Ignoring this could lead to a lack of usability of online hotel
booking systems and deter potential clients from booking online.
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY
3.1

Introduction

According to the Merriam-Webster Online Dictionary (2010), research is defined as:
“Examination or studious inquiry; in particular, experimentation or investigation that
intends to determine and interpret the truth, realistic applications of such new revised
hypothesis or revision of accepted hypothesis or laws in the light of new facts”. Mouly
(1978) states that the process of doing research is best understood as the process of
arriving at trustworthy solutions to difficulties through intended compilation, analysis
and the interpretation of relevant information. In this chapter the researcher describes
the methods that were used and how the research was conducted. The chapter
includes an explanation of the research purpose, the approach, strategy, methods, the
reliability and the validity of the research study.
3.2

Research questions

The following was identified as being the research problem:
•

There is a perceived lack of usability of online hotel booking systems, which
could deters potential clients from booking online.

This research is based on the following research question:
To what degree do users of hotel online reservation systems find these systems to be
usable?
To answer the above research question, the following sub-questions were identified
and investigated:

•

Does the sample of hotel websites provide the right content and are the online
reservation systems usable?

3.3

•

How much time do hotel website users spend on reservation systems?

•

What are the usability impediments on hotel website reservation systems?
Ontological stance

Ontology is defined as the theory of various objects, and the ties between them. It also
involves a set of criteria to distinguish between various kinds of items (e.g. abstract and
concrete, absent and existent, ideal, independent, and real) and their ties (relations,
dependences, predictions and relations) (Corazzon, 2009).
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Ontology precedes epistemology, according to Nel and Com (2007), and it is the
characteristic of matter concerned with “how” instead of “what”, as is the case with
epistemology (Darwin, 2007). In this case, the research will concentrate on measuring
the usability of hotels in Cape Town using a web-based booking system. The following
definitions hold true for this specific project:
Measurement - it is the process used to determine the magnitude of a quantity for
example relative to a unit of measurement.
Usability - it is a quality which assesses how easy user interfaces are to use on
websites.
Web-based - an application that is accessed over a network with an active Internet
connection using HTTP as communication protocol is web-based.
3.4

Epistemological stance

Epistemology is described as the study of justified belief and knowledge. Being a study
of knowledge, epistemology is mostly concerned with issues such as:

•

What are its sources?

•

What are the sufficient and necessary states of knowledge?

•

What are its limits, and what is its structure (Steup, 2005)?

Epistemology requires evidence to substantiate its findings to prove that it is more than
a view. In this research project, the study will focus on Cape Town based hotel
websites and the measurement of the usability of these websites when performing
online bookings.
3.5

Conceptual framework

Perez and Anthony (1995) defined a conceptual framework as being a map of various
concepts, and the relationships between them. It highlighted the significance of the
research (characteristics and entities of), and the associations among pairs of these
things of important [relationships]).
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Figure 3.1: Research Entities (Bevan and Macleod, 1994)

Figure 3.1 shows different entities in this research in general, and how elements
relate to each other. It also indicates the effectiveness, efficiency, satisfaction, and
the relationships between them.
Key
Usability is defined by ISO as the efficiency, effectiveness, and satisfaction which
specified users can accomplish as specific objectives in a specific environ
environment.
ment.
These are defined as follows:
Effectiveness: the correctness and completeness with which specific user can
accomplish specific objectives in a particular environment.
Efficiency: the minimisation of resources expended, when viewed in relation to th
the
e
correctness (and completeness) of objectives achieved.
Satisfaction: is the use of reservation system acceptable and comfortable to
customers and other individuals influenced by its use.
In this study, the user had to complete a set of tasks by inter
interacting
acting through equipment
in a certain environment – this interaction is with a product which is a hotel reservation
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system. This interaction results in a usability measure that consists of effectiveness,
efficiency, and satisfaction.
3.6

Research methodology

Research methodology refers to the process of gathering, analysing and interpretation
of data, in order to answer questions; however, to meet the requirements of research
work, the process must be characterised by certain attributes. These include: its ability
to be controlled, its degree of rigor, its degree of being systematic and whether or not it
produces valid and verifiable results (Kumar, 2005). Babbie and Mouton (2001:74) also
define research methodology as “the methodical, systematic, and accurate execution of
the design”. According to Maree (2007:255), there are three recognisable approaches
or processes for conducting research and these are: a qualitative approach, a
quantitative approach, and a mixed methods approach, which could involve
triangulation. Triangulation is the combination, and application of, more than one
research perspective while studying the same phenomenon (Beetett and Turner,
2009).
In order to answer various questions that constitute the study, the researcher explored
multiple methods, procedures, and models of research methodology in an attempt to
ensure that the most reliable results for the research could be obtained. The qualitative
and quantitative approaches are both well established in research, as well as
behavioural sciences and social environments. The triangulation method is growing in
prominence. After studying various methods, the researcher chose the triangulation
method that allows the effective evaluation of data collected, leading to well-informed,
reliable, and validated conclusions.
3.6.1

Triangulation approach

Triangulation in research is defined as the simultaneous use of different methods in
order for different results to shed light on the same topic (Olsen, 2004:3). This author
additionally states that the mixed method approach, known as data triangulation, is
frequently used since it is believed that it assists in validating the claims that may
emanate from an initial study. The researcher selected triangulation as this would
enable the result interpretation to be more reliable and to provide a more in-depth
picture, gathered from combined sources including a questionnaire, interviews,
literature, and the experimental results. This would further ensure a concrete and
validated conclusion. With triangulation, both qualitative and quantitative data will be
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collected to answer the relevant research questions.
It is essential to understand the advantages and disadvantages of both quantitative and
qualitative methods. The rise of the mixed method approach in social science research
and the identification of the triangulation approach is important (Tucker, 2010; Creswell
and Plano Clark, 2011). Table 3.1 describes some advantages and disadvantages of
these concepts.
Qualitative Method
Advantages

Disadvantages

Rich information is

Smaller numbers of

collected about

people make

people.

generalisations difficult.

More personal.

Quantitative Method
Advantages

Raises questions of
objectivity.

Disadvantages

More representative of

Large sample can be

the population.

problematic.

Easy analysis of data.

Can be impersonal.

Observation through

Requires judgment and

Managers and policy

Dehumanises what is

study.

interpretation.

makers use it.

happening.

Charges

Bias possible by

encompassed

improper constructed

overtime.

questionnaire.
Static, not in situ.
Questionnaire can be
difficult to understand.
Not representative
because some
participants do not
take part.

Table 3.1: Disadvantages and advantages of quantitative and quantitative methods (Tucker, 2010).

The “mixed” method is defined as the collection of qualitative and quantitative information
in a single study in which the data is gathered sequentially and concurrently. The data is
then prioritised, and integrated at various stages of the research process (Creswell,
2012). According to Axinn (2006), the triangulation method was used as the mixed
method strategy where combining methods allowed weak points of each process to be
offset by another. Therefore, the process became complementary to strengthen the
study. In any study where quantitative investigation is employed to confirm qualitative ----research, the triangulation method is utilised (Bryman, 2008; Onwuegbuzie and Leeds,
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2006). This includes:
•

The collection of both qualitative and quantitative data (open and closed type
questions) in response to research questions.

•

The analysis of both qualitative and quantitative data.

•

Persuasive and rigorous procedures for the qualitative and quantitative methods.

•

The integration of these two data sources (merging, connecting, embedding).

•

The use of a specific mixed methods design that involves a concurrent or
sequential integration (and equal or unequal emphases).

•

3.6.2

An approach to research that has a philosophical foundation.
Quantitative research

The quantitative method is often used with analytical research. Its purpose is to arrive
at some universal statement (Schaub, 2008:11). It is when a researcher explores the
relationships using sets of numeric data. The survey is considered as one type of
quantitative research; its results can sometimes be generalised. However, it is not
always the case. Then again, quantitative research seeks predictions and explanations
which could generalise other persons and places. According to Maree (2007: 255),
qualitative research tests the theories about actuality and looks for causes and effects.
It also makes use of quantitative measures to gather information and test hypotheses.
The quantitative research method works with large, representative examples and
utilises structured data collection to obtain a general conclusion to the phenomena
(Leedy and Ormrod, 2005:183; Struwig and Stead, 2004:4). This study involves a large
sample and the quantitative method has proven to be a relevant choice.
3.6.3

Qualitative research

According to Parkinson and Drislane (2011), qualitative research is defined as research
which can use methods (like case studies and observations) and results in a
descriptive and narrative account of a practice. Denscombe (2002:148) claimed that
the qualitative research approach is also an enquiry process to try to get to
understanding of a phenomenon. In this case, a researcher analyses some words, then
reports his/her detailed views of participants, providing a holistic picture. Qualitative
research is defined as a research method which can be used to obtain insight into
issues surrounding the research problem. This is done by collecting views and
feedback from individuals’ opinions, attitudes, inspirations, values and perceptions.
Information is often drawn from small samples.
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Qualitative research leads to answers that are typical for a specific context, and
explains what makes the phenomenon different from others (Stenbacka, 2001:551).
Leedy and Ormrod (2016) claimed that qualitative researchers often seek to obtain a
deeper understanding of a complex situation - this work is often exploratory in nature.
They could use human observations to build from-the-ground-up theories. Qualitative
research allows open-mindedness, so as to activate participant interaction. However,
sometimes categories emerge from the data – this could lead to theories, and
information patterns that could assist in explaining the phenomenon of the study
(Leedy and Ormrod, 2016). In this study performance was measured qualitatively, by
way of open-ended questionnaires. An open-ended question was included in the study
and participants answer it in his or her own words. This allowed the researcher to
better measure the participants’ true feelings.
According to Peshkin (1993:23-29), qualitative research studies normally have some of
the following purposes:

Description: This offers the ability of demonstrating certain situations’ natures,
relationships, people, settings, systems, and processes.

Interpretation: Allows the researcher to:
•

Attain newer insight into a certain phenomenon.

•

Improve untested concepts or hypothetical phenomenon perspectives.

•

Discover the problem that exists around the phenomenon.

Verification: Enables the researcher to do testing of the legality of some claims,
assumptions, generalisations, or theories inside the context of the real world.

Evaluation: This provides the capacity for a researcher to evaluate the effectiveness of
certain innovations, policies or practices.
By general consensus, qualitative research design can be summarized as:

•

Case studies.

•

Content analysis.

•

Ethnography.

•

Grounded theory.

•

Phenomenological study.

Most of these qualitative research design approaches could be useful. However, for the
purpose of monitoring (for example) students’ intrinsic motivation towards reading, a
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case study could be the best option. A typical case study often involves collecting data
on the individual, events or programs on which the research is focused. This data could
include documents, past records, interviews, observation and audio visual materials
(Leedy and Ormrod, 2016). The gathering of forms of qualitative data could be vital
when presenting an unbiased account of the study, which is also complete.
Qualitative research aims include the establishment of the socially constructed nature
of actuality, and to stress the relationship between the study object and the researcher.
It also attempts to emphasise the nature of the inquiry (Denzin and Lincoln, 2003).
These authors also mentioned that the qualitative research advantage is that it
uncovers the underlying motivations for individuals’ attitudes, behaviours, perception
and opinions. One of the disadvantages of qualitative research is that its results can
often not be generalised to a wider population, and should therefore be used only as a
general guide.
Furthermore, Leedy and Ormrod (2005:132) also identified the main research design
methods (qualitative and quantitative). In this research it is appropriate to use both
approaches in user testing. A quantitative research approach refers to the use of
numbers to explain and forecast a phenomenon. It is representative and can be
conducted on a large sample. Joubish, Khurram, Ahmed, Fatima and Haider (2011)
advise that the qualitative research approach is used to obtain some insight into the:
attitudes; aspirations; behaviours; concerns; cultures; lifestyles; motivations; systems
and values of humans.
3.6.4

Types of sampling

The fundamental significance of sampling is the fact that it should be a representative
extraction of a population. Blanche, Durrheim, and Painter (2006) identified the
following types of sampling:

•

Convenience sampling. It has the following attributes:
Selection of participants who are available without any prior rationale.
It is non-representative (the researcher cannot generalise).
It is used in experiments, where processes are examined.

•

Purposive sampling
Cases selected for theoretical reasons.
It is often used in qualitative research.
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•

Random sampling
Every participant has an equal possibility of being chosen as a
participant (randomly).
Representative (generalise).
Used in surveys.

A random sampling method is a sampling method in which all group members
(population or universe) have a chance of being selected equally and independently. In
this regard, the researcher chose a random sampling, since each element of the
population had an equal chance of being selected. In this way, researcher bias was
eliminated.
3.6.5

Sample

Walliman (2006:54) points out that a sample describes the small part of a whole
(population), selected to show what the whole is like. Hussey and Hussey (1997) agree
that a sample is often made up of a selection of members of the overall population.
This target population represents a body of people, or other items, for the purpose of
the research. The process which is used to draw elements from the population, is
generaly known as sampling (Fox and Bayat, 2007:54). The researcher identified two
entities where sampling will be utilised in the study, namely:

•

Participants.

•

Hotel master list.

Due to the size of a population it is usually uneconomical and impractical to include all
the members of the population in a research study (Welman and Kruger, 2002:83). The
researcher had to extract the data obtained from a sample of the population. The
researcher considered the following in determining the size of the sample:

•

An attempt was made to ensure that the sample was taken randomly from the
population of Cape Town.

•

An attempt was made to ensure that the sample would be as big as possible,
considering the limitations of this research project.

•

The size of the testing venue was considered to ensure that the participants
could be accommodated.

•

The total size of the population for which the sample had to be drawn.
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For validation purposes, the researcher submitted a questionnaire and after approval,
the survey was distributed to five human personnel in the selected corporations. After
the questionnaire was answered, the researcher ask respondents for any suggestions
or corrections to ensure further improvement and validity of the instrument. The
researcher again examined the content of the questionnaire to determine the reliability
of the instrument. The researcher excluded irrelevant questions and simplified phrases
which were difficult for respondents.
3.6.6

Participants

A participant, also referred to as a human subject, or an experiment, trial, study
participant, or subject, is a human being who chose to participate in human subject
research. He/she has chosen to be the target of observation by a researcher. Margolis
(2012) stated that “it is too hard to find users for usability testing”. The best way to find
participants for user tests is through recruitment (Brocka, 2012). In this study, the
following advertising tools were used to recruit participants:

•

An advertisement was placed in the Cape Argus and Cape Times newspapers
(two popular Cape Town daily newspapers).

•

An advertisement was placed on Gumtree (an online advertisement service).

•

Street posters were put up in the Cape Town CBD area.

The independent newspaper Cape Argus is an afternoon daily paper, aimed at middleto-upper income readers in Cape Town. The Cape Argus has a circulation of 71,000
and a readership of 342,000 – this encompasses all races in the Cape Town Metro
area. The Cape Times is owned by Independent News, and it is published as a
morning newspaper in Cape Town. The circulation is currently almost 50,000, with a
readership of 280,000 in the Cape Town Metro area. It readership is mainly white and
coloured people (Anon, 2012). Both newspapers were selected for usability test
advertisement, and ran for three days. See Figure 3.2 for a copy of the advertisement
as it appeared in newspapers noted.
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Figure 3.2: Newspaper advertisement (Cape Argus 2012).

The advantages of using a newspaper for advertisement purposes include:
•

Newspapers allow news to reach possible non
non--readers
readers who might be part of the
secondary target audience.

•

It is cheaper than other news media.

•

Newspaper advertisements are easier to write, and are less costly that the
television equivalent.

•

Newspapers advertisements produce effective advertising since they can be
read repetitively by different members of the intended audience.

•

People who have little access to other forms of media can have easy access to
a newspaper.

•

People purchase newspapers not only for the news, but also to find jobs, sale
items or find out what is taking place on a specific day. Movie advertisements
are a prime example of this.

•

Newspapers have a better local market penetration.

•

Dealer listings can be utilised (Venka, 2012).

Gumtree is a network of classifieds and community websites, offered online. Classified
advertisements are both fr
free
ee and paid - depending on the category of the product, and
the geographical market (Eisenberg, 2011a
2011a).
). Through Gumtree users have access to a
large variety of product and services: everything from a dream car or job, to unique
items at bargain prices (Eis
(Eisenberg,
enberg, 2011a).
2011 ). Gumtree accommodates all individuals and
it is for this reason that the researcher decided to post an advertisement on this
medium in order to recruit participants. The Gumtree advertisement can be seen in
Figure 3.3.
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Figure 3.3:
3.3: Gumtree advertisement ((www.gumtree.co.za
www.gumtree.co.za 2012).
www.gumtree.co.za,

Poster advertisement is a dying advertising medium, but in some industries it can still
be very effective. It is also the most commonly used in the entertainment industry to
inform the public of the latest act or event (Eisenberg, 2011
2011b).
). It is for this reason that
the author decided to use street posters. See Figure 3.2 for a comparison of the
advantages and disadvantages of poster advertising.
Advantages of poster advertising
advertising
Posters can be produced in various sizes and
shapes, which offer the creative team a greater
variety of creative opportunities.

Disadvantages of poster advertising
Some sites can be vandalised or sprayed with
graffiti.

Posters can be three-dimensional,
three dimensional, which also

Posting can be unreliable (e.g. time-sensitive
time sensitive

opens up new creative possibilities.

posters may not be posted in time).

The audience passing the site may read the
message again and again on a daily basis.

Site rental can be expensive.
It’s difficult to reach a national audience through

Sites can be bought close to the point of

posters, especially when compared to other

purchase.

media such as national press and consumer
magazines.

The use of posters is an effective way of
building
uilding awareness of the brand over time.

Prime locations needed for posters can be tied up
in other long-term
long term contracts, resulting in limited
availability.

Table 3.2: Poster
Post advertising advantages and disadvantages (Oeil, 2011).

The poster was designed to look the same as Gumtree advertisement. There was a
difference in
in the font size of the wording - for the poster it was bigger. Once printed,
printed the
posters were put up in the following areas:

•

Local libraries.

•

Community centres.

•

Some shops e.g. Shoprite, Pick n Pay, Spar, etc.
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•

Chips shops.

•

Public toilets – on the inside of the cubicle.

•

Public transports e.g. train stations, bus terminus, and taxi ranks.

It is believed that the poster was effective, since an acceptably sized sample was
eventually harvested. The following could be reasons behind the effectiveness of the
poster:

•

The poster was memorable and conveyed the message effectively.

•

It was highly visible.

•

The poster stood out from its surroundings, making it eye-catching for passersby.

•

The visual layout was simple.

•

The headline was not more than seven or eight words.

•

The font used made the poster wording highly legible.

•

There was no clutter in the layout.

•

The branding was strong (Oeil, 2011).

The researcher wanted to prevent large numbers of phone calls and emails from
potential respondents. As a result, an online form was used as the means of initial
communication, to provide a safety barrier. SurveyMonkey is known as one of the
world’s most popular online survey tools, and it was considered sensible to use
SurveyMonkey as the first point of contact between potential participants and the
researcher. SurveyMonkey makes it easy to set up, manage and run free surveys,
polls, short and long questionnaires, gather customer feedback, and do market
research (Market Research, 2013).
The advantages of web-based information gathering include:
•

Increased access to respondents from varied locations.

•

Ability to reach individuals who may otherwise be difficult to contact.

•

Automated data collection (Wright, 2005).

Web-based surveys save both time and money for researchers by:
•

Automatically transferring information into statistical software programs.

•

Decreasing the cost of subject recruitment.
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On the other hand, disadvantages include:
•

Uncertainty in respect of the validity of the information.

•

Issues of sampling.

•

Issues of design.

•

Functioning and evaluation issues (Wright, 2005).

As used in this research; a questionnaire presented as a form was used. It is referred
to, from this point forward, as an online questionnaire Veal (2006). A web-based
questionnaire was designed for this study to obtain participants contact details for the
user testing session. With regards to this research, two important questions were
included to allow selection of participants for usability testing. These two questions
were:
•

How would you rate your own experience with using the Internet?
I have never used the Internet.
I have used it a few times, using some different interfaces.
I use it regularly and I am familiar with interacting with different
interfaces.

•

Have you personally used the Internet to make reservations for accommodation
before?
YES
NO

The data produced by the questionnaire provided a pool of potential participants. The
researcher subsequently selected 55 target respondents, who have experience with
using the Internet and who have personally used the Internet to make online
reservations for accommodation before.
3.6.7

Master Hotel List

Since there are thousands of hotels in South Africa, a selective sample had to be taken
and hotels in home city of the researcher where chosen. The researcher compiled a
Master Hotel List (MHL) (see appendix B), which is the final list of hotels that meet all
the requirements for user testing. The Cape Town Tourism Board was visited in order
to obtain an updated map of Cape Town based hotels. This map (the Jewel Africa
2012/13 map) (see appendix A) contains a list of all Western Cape hotels, including the
name of the hotel, area and star rating. Only three star and higher hotels are listed, and
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B&B, Guesthouses, and Lodges were omitted. It was impossible to collect data on the
whole population because it was too large. Castillo (2009) stated that a research
population is normally a larger collection of objects or individuals which is the focus of
scientific query. According to Stankovic II and Macedonia (1999), including larger
populations can be exhaustive and impractical, research work will take too long and will
be too expensive and difficult to execute. In addition, the results of such a survey
cannot be extrapolated to other regions. See Appendix G for an example of a typical
user interface of Booking.com and agoda.com.
Hotels in the Cape Town were selected for user testing. The researcher minimised the
study area and focused on Cape Town hotels only. The researcher also determined
that there are too many hotels in Cape Town, and decided to concentrate on a specific
area. The final sample was taken to be hotels which are enclosed in the test area
circled on Jewel Africa map (see appendix B). A total of 62 hotels were found inside
this area, and these 62 were then checked against a list of qualifying criteria. Some of
the hotels were removed because they were either duplicates (using the same
reservation system) or they did not have a website or online reservation system. In this
process the sample was reduced to 54 hotels – this was the final number of hotels
which were chosen for the usability test.
The study was initially based on Western Cape Hotels, but due to the large number of
hotels involved, it was further delimited to include only hotels in the Cape Town CBD.
In the case of more than one hotel using the same reservation system, the duplicate
was removed. This was done through an alphabetic selection process in order to
prevent repeating user testing of the same booking system. Those hotels which did not
have a reservation system or a website at all were removed. Please refer to Table 3.3
for an extract of the MHL before hotels that did not meet conditions were removed.
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Selected Cape Town hotels
List of Hotels in

Hotel homepage

Cape Town

Star

Fail

Rates

Hotels

Adderley Hotel

http://adderley.ahagroup.co.za

4

Breakwater Lodge

http://www.bwl.co.za

3

http://www.tsogosunhotels.com/hotels/the-

Cullinan Hotel

cullinan/pages/overview.aspx

4

Fountain Hotel

http://www.booking.com/hotel/za/fountains.en.html

3

Head South

http://www.agoda.com

4

Hippo Boutique

http://www.booking.com/hotel/za/hippo-

Hotel

boutique.en.html

Holiday Inn

4

DO

http://www.hiexhotels.co.za

4

Southern Sun

http://www.tsogosunhotels.com/pages/home.aspx

5

DO

The Capetonian

http://www.agoda.com

4

DO

Express

Table 3.3 Selected Cape Town Hotels with an Online Reservation System.

MHL identification codes:

3.7

•

DC (duplicate from the same chain).

•

DO (duplicate because of the same Online Reservation System).

•

ND (no domain – the hotel has no website).

•

NO (no Online Reservation System).
Data collection

It is a process used to gather information to be used in the assessment of performance,
external evaluation, and even self-evaluation. Instances hereof include email,
telephonic discussions, web-based surveys and personal interviews, direct or
participatory observation, questionnaires, case studies, expert’s opinions, focus
groups, literature investigation and content analysis of external and internal records
(MECD Glossary of Terms, 2013). Data collection instruments should be reliable
enough to support the results of evaluation. It must also be collected in an accurate
and suitable way (Cohen, 1982). In this research, a questionnaire presented as an
instruction list was used as the data collection method (Finney, 1975). Respondents
were from both genders, different races, varying age, and different backgrounds. This
variety ensured accuracy of information collected. Fang (2008) noted that the
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questionnaire is a common approach to investigate something, as a wealth of
information can be gathered swiftly.
3.7.1

Usability testing

Usability testing has proven to be the most effective way of identifying usability
problems and flaws. Nielsen (1994a) stated that usability testing can be regarded as a
rather unique process, as it provides direct feedback on how actual human users utilise
a system. According to Jeffrey (1994), usability testing is a practice based on
participant feedback. The participants are agents of the target population used to
assess the extent to which manufactured goods met usability standards. Usability
testing measures the usability and/or ease of use, whilst general HCI studies attempt to
formulate universal principles.
Usability testing is focussed on the measurement of a project’s capacity to meet its
goals. Websites and Web applications are some examples of “products” which could
benefit from some form of usability testing.
During a usability test, typical users are required to carry out tasks using the software
to be tested, or they have to perform tasks of specific interest to the researcher. Their
performance could be measured qualitatively (typically by using questionnaires) and/ or
quantitatively (for example by recording a number of errors). There is a distinction
between usability testing and usability evaluation; testing is a more accurate technique
than usability evaluation. When comparing heuristic evaluation to testing, usability
testing generally attains better results and a better hit ratio of real problems. Combining
the two techniques will yield the best results (Hassen, 2005).
The user testing session took place at the Cape Peninsula University of Technology eLearning Centre in Cape Town campus on Saturday, 01 December 2012. A large
computer laboratory was booked, with 60 computers to be used in the testing session.
Before commencing with the session, the users were oriented on the laboratory and
also the testing process. They were then provided with an information document, which
was read and signed. The testers signed this document which reflected their consent,
and also indicated that both their names and their affiliations would be kept confidential
and that inputs were for research use only. Participants were asked to follow the
supplied instructions in order to make an attempt to execute an online accommodation
reservation. The users were asked to record their experiences as they progressed, and
to terminate the process just before being prompted to make an actual payment.
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The users were seated in the testing centre and were allocated unique numbers
(Tester 1, Tester 2 up to Tester 55). Next the UTIL/questionnaires were handed out,
and the hotels were identified as H1, H2, etc. Tester 1 received a UTIL for H1, Tester 2
for H2, etc. All users were eventually given three different UTILs, so that all reservation
systems were tested three times, but by different users.
User testing is a resource-demanding and expensive method, involving live interactive
participation of the end users, and is a quality attribute which measures how easy to
use interfaces are a user (Nielsen, 2011a). It is used when the design is mature
enough to have a prototype that the end users can properly interact with. This powerful
tool introduces the voice of the end users into the product development process and
can also be used early in the product development process with, for instance, a paper
prototype (Finland, 2010).
The user testing involved a number of participants, using several hotel websites to
attempt to make a reservation for accommodation. It recorded their experiences as
they progressed, and they terminated the process the moment they were asked to
make a payment for their booking. When considering the ethical aspects of this
component of this project, the researcher did make the following clear to participants
before they partook in the user testing session(s):

•

The main experimental procedures.

•

Participants were told that their participation is voluntary.

•

Participants had to give written consent before the testing starts.

•

Participants were told that they may withdraw at any point.

•

Participants were told that the data they would provide would be completely
anonymous, and that their identity or association would not be disclosed to any
other person or body.

•

Participants were also briefed before the testing session to explain the
background and purpose of the study. See Appendix H.

3.7.2

Usability test sample size history

The number of user testers before 1990
Al-Awar, Chapanis and Ford (1981) and Lewis (1982) all agree that approximately five
to six users reveal most of the difficulties in a user test. Chapanis and colleagues
published tutorials for the first-time computer user, which describe usability as more of
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a formative than summative activity. These authors suggested that observing about five
to six users of the software will reveal most of the difficulties in a usability test.
The number of user testers from 1991 to 1994
Virzi (1990) details three experiments at the Human Factors and Ergonomic Society
(HFES) conference, replicating earlier work from Nielsen. Virzi later published a paper
on “Refining the test phase of usability evaluation: How Many Subjects is enough?” and
findings were more detailed in 1992. The two papers from Virzi state that:

•

Additional user testers past a certain point, are unlikely to reveal new
information.

•

Eighty percent of problems in a usability test are mostly found by the first 4-5
users (avg. p of 32).

•

The first few users in a user study are likely to detect severe problems.

Nielsen and Landauer (1993) in their eleven separate sets of studies established that a
single user assessor on average discovers 30% of problems. Jeffrey (1994) mentioned
that in order to obtain generalised results, the test needs 10 to 12 participants per user
testing, according to classic experiment test recommendations.
Lewis (1993) and Virzi (1990) agree that the first few users discover the majority of the
problems; their data did not demonstrate that frequency and severity are connected.
The number of user testers from 1995 to 2000
Nielsen (2000b) published results which summarise the history of a decade’s worth of
research. One section of these results becomes known as the “parabola of optimism”.
It shows that reliable results can be achieved if no more than five users are involved in
a testing session. It was suggested to rather run many small tests than one big one, in
terms of the number of users.
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Figure 3.4: Taper off point of detection of usability problems (Nielsen, 2000a).

Figure 3.4 indicates how the number of usability problems found decreases rapidly as
the number of users bypasses approximately five. From the graph it is clear that even
a single user as sole participant of a user testing session, is likely to already identify
approximately one third of all usability errors. It is clear that an increase in the number
of testers produces a progressively lower number of errors.
If a second tester is added, that user will discover the same things as the first user,
plus a limited number of new errors. Since all humans differ, every new tester is likely
to add something that the previous user did not detect.
When a third tester is added, again, multiple errors already identified by the other two
are likely to be picked up, and new errors might be added.
In other words, as testers are being added, the number of new errors discovered is
reduced. There is no real value in observing the same error being reported multiple
times. In increasing users past the number of five, researchers are likely to wasting
resources by recording the same results repeatedly.
Nielsen (2000a) recommended that for qualitative user testing, five users are the
optimum number if researchers run three testing sessions across the project. The
premise behind the recommendation is that five participants will discover 85% of the
usability issues. After three rounds of testing, the researcher should be able to catch
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all of them with a manageable number of participants. Nielsen (2000a) suggests that
if researchers want to discover 100% of the issues they need to carry out the test with
fifteen users.
However, there are researchers over the years whose research results seem to
indicate different figures from the proposed figure of five as noted by Nielsen. The
argument of why ten users are not enough (Woolrych and Cockton, 2001), points out
a problem in Nielsen’s theory, which is that he does not take into account the visibility
of an issue. These two authors prove that a group of only five users can miss a
number of usability issues.
The number of user testers from 2001 to 2005
More recently Spool and Schroeder (2001) mentioned that serious problems were
discovered even after numerous users partook in testing. Caulton (2001) agrees that
different types of users will experience different errors, but these will not necessarily
the same errors. Caulton (2001) further suggests that the number of users should be
increased.
Other authors even reduce the number produced by Nielsen. Lewis (2001) provides a
correction for estimating that the first two to four users will produce the reliable
results. Hertzum and Jacobsen (2001) agree that in general the number of users
required to produce reliable data has been inflated there for concurring with Lewis.
Perfetti and Landesman (2002) did a usability study with three groups of six different
users each. From these testing sessions it was seen that each group found more
than five new usability obstacles.
Faulkner (2003) did a study which demonstrated variability in the number of users
who identify problems. These results also indicate that on average five users will
identify 85% of the problems. In some cases, as few as 55% or as much as 99% of
difficulties were discovered in this way.
Faulkner (2003) also did various studies with a varying number of users, producing
different percentages of errors identified. Faulkner’s work summarised data from a
large number of studies using various numbers of participants. Table 3.4 shows that
the percentage of errors found increases constantly as the number of users per
session grows. However, similar to Nielsen’s data (Figure 3.4) the increases in the
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number of errors found is smaller as the number of users grows past a certain point.
Interesting to note in Faulkner’s study, is that five users produce 55% of errors
identified, while in Nielsen’s study the figure of five users produce a figure of
approximately 85%.
No. Users

Minimum % Found

Mean % Found

5

55

88.55

10

82

94.686

15

90

97.050

20

95

98.4

30

97

99.0

40

98

99.6

50

98

100

Table 3.4: Error percentages (Faulkner, 2003).

Faulkner (2003) conducted new empirical research that shows benefits from an
increased sample size. This author stated that when doing usability testing it is better
to use a bigger sample size. Faulkner claims that fifteen users in a testing session is
an ideal number – as opposed to five users noted previously (Nielsen and Landauer,
1993). Faulkner (2003) tested 60 users, where-after he analysed random subsamples of five users. The findings indicated that some random selected sets of five
participants already identified 99% of the problems, while some other sets claimed
only 55%. Nielsen and Landauer (1993) also determined that the percentage of
problems identified by five-person sub-groups varied from 55% to 99%. In contrast to
this, samples of ten users uncovered around 95% of problems. This fell inside a
range of 80% to 100%.
The number of user testers from 2006 to present
Krug (2006) supported the use of a small sample size for usability testing, asserting
that some data research problems are better than none. This would assist in
identifying patterns of flawed design in the development of Web based systems.
Lindgaard and Chattratichart, (2007) use Comparative Usability Evaluation-4 data as
a reminder that, when a researcher changes the tasks to be performed, different
problems will be experienced. Seventeen professional usability teams participated in
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their study. A total of nine of them did usability tests based on a total of 76 test users,
while the balance utilised a different set of inspection methods.
Moczamy, De Villiers, and Van Biljon (2012) initially supported the claims by Nielsen
of four to five evaluators being necessary to identify between 80% and 85% of the
usability problems. However, their 2012 study suggested that between eight and 12
were required to correctly identify 80% of the problems. Twelve human participants
were recruited, ensuring that an equal split across the user parameters was
maintained.
In summary, this researcher had to take a decision on the size of the user testing
group. The results from other research indicated a group size ranging from as small
as two tests up to more than 50 users. The guidance provided by Faulkner (see Table
3.4) seems to indicate that the number of users around 50 will produce almost 100%
of the errors in the system. However, in this study, usability testing would not be done
on only one test website. A total of 54 websites were involved. Finally, the researcher
decided to aim at a user group size which would ensure that every separate website
would be tested by at least three users. This would be achieved by having each
individual in the group testing at least three different hotel websites.
3.7.3

Questionnaire

The use of a questionnaire provides an efficient method to gather responses from a
large sample group. A questionnaire is a research tool that consists of questions and
it has the aim of collecting information from respondents. A questionnaire is normally
a group of questions which is prepared beforehand (Rugg and Petre, 2007:142).
Respondents are able to answer some questions by responding in their own words,
and others by selecting from an offered set of responses - prepared beforehand
(Rugg and Petre, 2007:142). There is a need for different types of questions so that
respondents can answer the questions in different ways. The following standardised
user testing questionnaires were investigated:

The System Usability Scale (SUS): it provides a “quick and dirty” but reliable tool for
measuring perception of usability. It consists of a 10 item questionnaire with five
response options for respondents; from strongly agree to strongly disagree. It allows
users to evaluate a wide variety of products and services, including hardware,
software, mobile devices, websites and applications (Brooke, 1987).
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Post-Study Usability Questionnaire (PSSUQ): it is a 16-item survey that measures
users’ perceived satisfaction with a product or system. Obtaining an overall
satisfaction score is done by averaging the four sub-scales of System Quality (the
average of items 1-6), Information Quality (the average of items 7-12), and Interface
Quality (the average of items 13-16). The PSSUQ is highly reliable (Cronbach's a =
.94) and is entirely free (Lewis, 1995).

Computer System Usability Questionnaire (CSUQ): This questionnaire, developed at
IBM, is composed of 19 questions. The term “system” or “computer system” was
replaced by “website”. Each question is a statement and a rating on a seven-point
scale of “Strongly Disagree” to “Strongly Agree” (Lewis, 1995).

Usefulness, Satisfaction and Ease of Use Questionnaire (USE): this non-proprietary
questionnaire can be used to measure any interface. It is a 30-item questionnaire
measuring the following metrics: Usefulness, satisfaction, ease of learning, and ease
of use of an interface. Usefulness and ease of use, two of the metrics measured by
questionnaire, correlate with each other and, when combined, provide more accurate
results (Lund, 2008) and (Johnson, Johnson, Crowley, Culbertson, Rippen, Damico
and Plaisant. 2011).
However for the purpose of this research it was decided that these examples did not
meet the conditions of the test that the researcher was planning, thus a unique
questionnaire was designed. For this research a questionnaire format was used to
provide instructions to the users in terms of the task at hand. The following types of
questions were included in this task list:

•

Open-ended questions, where no choices or alternative options were provided,
and a respondent was free to answer in their own words and to express any
ideas they might have.

•

Multiple choice questions, where specific options were provided from which the
respondent had to choose one or more answers.

•

Scaled-response questions: a format where a respondent’s attitude and
perception were measured based on a scale.

Axinn (2006) listed advantages and disadvantages of questionnaires as a research
method - see Table 3.5
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Advantages

Disadvantages

Sample size is large.

Response rate is low (below 40%).

Generalising of data can be done.

Poor designs affect the success rate.

Results are easy to analyse and summarize.

Poor design can produce bias in answers.

Can be distributed easily.

It is impersonal.

It is affordable.

Inability to place.

No pressure on respondents to complete it

Difficult to obtain large sample size.

in a certain time frame.
Bias (as in interviews) is removed.

Table 3.5 Advantages and disadvantages of questionnaires as a research method (Axinn, 2006).

The questionnaires were distributed to 55 target participants, who had experience with
using the Internet and with making online accommodation bookings. All of the
participants were provided with three questionnaires, each one based on a different
reservation website. All 55 questionnaires were returned - one was invalid and the
remaining 54 were used for further analysis.
3.8

Data Analysis

Analysis of data refers to the process of assessing information using an analytical and
also a reasoning approach to examine each constituent of the information provided
(BusinessDictionary.com, 2014).
The analysis of data has a number of factors and approaches, encompassing a set of
diverse techniques with different names, in different fields of study, including the social
science and science domains (Ullah, 2010). During this phase of research, the data
was summarised from the questionnaires, and this summary was analysed
(Jahanshahloo et al., 2005). The Statistical Product and Service Solution program
(SPSS) was used as the instrument for the data analysis. This is the world’s leading
statistical software program used in government, commercial and academic
organisations to summarize research results (Zhong and Zhao, 2008).
The advantage of using SPSS is that data can easily be manipulated to investigate and
report on a range of statistics. The information formatting can then be adapted to be
displayed in table or chart formats.
SPSS includes a statistical analysis function, including the descriptive statistics,
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professional statistical analysis (discriminate analysis) and advanced statistical
analysis of variance (Jing, Gillette, and Weiss, 2009). These functions were found to
satisfy the requirements of this research to analyse the results of user testing. See
Appendix I for confirmation of the statistical analysis done.
3.9

Summary

This chapter identified the research question and its sub-questions, and provided a
clear indication of how the research was designed and articulated. The sample of the
research was determined, and the variables and the questionnaire designs were also
presented. In this chapter, the researcher discussed the methodology used and
provided an analysis of why certain methods were chosen. The triangulation method
formed the basis of the study and this was selected in order to prove the validity of the
study. The following chapter will deal with the discussion of the findings from the
questionnaire, based on results produced by the SPSS tool.
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CHAPTER FOUR
DATA ANALYSIS AND INTERPRETATION
4.1

Introduction

In this chapter the results of the website usability test based on both quantitative and
qualitative data analysis are discussed. This is done in relation to previous studies in
the literature review. The questionnaire was distributed to 55 target respondents, who
all had the prerequisite experience in make online reservations. The results of the user
testing are presented in this chapter.
Data analysis refers to the process of extracting, gathering, and eventually modelling
raw data. The purposes of this process are to gather useful information that can be
used to arrive at a conclusion, to predict results, or to support choices in business and
social science (Rouse, 2008). More than three decades ago, Leedy (1980) defined
interpretation analysis as the examination of data for contracts, themes, and patterns.
This information could be used to describe and explain the phenomena being studied.
An unbiased and objective data analysis and presentation was conducted.
4.2

Demographics

The initial harvesting of users was done with a simple SurveyMonkey form. On this
form, demographic details were collected. The characteristics of the sample are
reflected in Figure 4.1 to 4.4.

Figure 4.1: Participant’s Race
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According to Figure 4.1, more than 61% of the respondents were African, 25.9% were
white, 11.1% were coloured, and 1.9% of the respondents were from other races.
The reason for the demographic split in Figure 4.1 could be because Cape Town is
dominated by white, coloured and African individuals. Cape Town has a small
population of Indian people, which could be the reason why no respondents from this
people group were present for the user testing session. However, the focus of this
research did not include the race or gender of participants.

Figure 4.2: Gender split between participants

According to Figure 4.2, the majority of respondents (59.3%) were male, and female
respondents accounted for 40.7% of the total. This may be due to the fact that in
South Africa there are more males in Information Technology field than females, and
as a result they make up a bigger percentage of respondents.
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Figure 4.3: Languages spoken by different participants

According to Figure 4.3, 38.9% of respondents were Xhosa speaking, 27.8% English,
20.4% Afrikaans and 11.1% of respondents spoke a language other than that listed
on the questionnaire. Finally, 1.9% of respondents were Zulu speaking. At this point
the demographics of language and race respectively should be brought into
perspective. Figure 4.1 summarises the race and Figure 4.3 the language of the
participants. According to Figure 4.1 African participants contributes the most to the
total number of participants - just over (60%) - followed by white and coloured
participants with just over 25% and 11% respectively. In comparison, Figure 4.3
indicated that Xhosa was the most prevalent language of the participants with just
over 38%, followed by English and Afrikaans by 27.8% and 20.4% respectively.
These two sets of results support each other since black participants (Figure 4.3) are
mostly Xhosa speaking in the Western Province, while, according to Figure 4.3, white
and coloured participant are mostly English and Afrikaans speaking.
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Figure 4.4: Participant’s ages

According to Figure 4.4, 59.3% of respondents were aged between 21 and 29 years of
age, 20.4% between 30 and 39 years and 11.1% were 20 years and younger. Another
7.4% of respondents were aged between 40 and 49 years, and 1.9% were 50 years
and older. The category of 21 to 29 years represents the majority of the respondents
(59.3%). The advertisement to canvas the participants was put in daily newspapers,
categorised under the “Employment Offered” section. It can therefore be assumed that
the respondents in this age group normally search for jobs by reading newspapers and
making use of the Internet. It is possible that they passed the news on to their friends,
contributing to the high percentages. The age group 50 and above represented only
1.9% of the participants. It was not part of this study to determine the reason for the
category sizes, but is can be assumed that the older participants are often not up to
date with technology.
4.3

Questions and respondents

This section considers the questions and responses. A brief analysis based on the
information obtained has also been included.
4.3.1

Record the time when you start and finish the session.

The participants were asked to record the start and finish time of the session, which
was used to calculate the amount of time (in minutes) which was spent on every
session. Participants did three sessions producing a total of 162 different times (see
Figure 4.5). The three graphs are titled First, Second and Third respectively, and
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indicate the number of participant
participants (Y axis) spending a certain number of minutes (X
axis) on each booking task.

Figure 4.5: Recorded time when users start and finish the session.

4.3.1.1 Analysis and Interpretation
Figure 4.5 indicates the patterns in terms of the time taken to complete the bookings.
When interpreting the graphs, the following becomes clear:

•

All graphs have the highest peak between two and seven minutes.

•

All three graphs decrease rapidly between five and approximately fourteen
minutes.

•

All graphs approach zero as from fifteen minutes up to thirty minutes.

When considering
nsidering the peaks of all three graphs towards the left of the graph area, it is
evident that for all three attempts, most of the participants took between three and five
minutes on the booking tasks. Secondly, the sharp decrease of all three graphs over
the next approximately ten minutes, indicate that fewer and fewer participants are
spending between two and seven minutes on the task. Finally, as can be expected,
fewer and fewer participants spent
spen a time going beyond fifteen and twenty
twenty-seven
seven
minutes.
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In the following section similar results for example “strongly
strongly agree”
agree and “agree
agree” will be
combined to give one percentage
percentage.. In the same way, negative results such as “strongly
“strongly
disagree” and “disagree
disagree” will also be combined to ensure easier interpretation
interpretation.
4.3.2

Question A: My first impression of the home page was positive.

The first question was intended to measure the participant’s first impression of the
homepage.

Table 4.1: Users’ first impression of the home page

4.3.2.1 Descriptive Analysis
The data in Table 4.1 indicates that 64.8% of the respondents agreed with the
statement “My first impression of the home page was positive”, while 27.8% of the
respondents were neutral,
neutral and 7.4% disagreed.
4.3.2.2 Interpretation
According to Table 4.1, more than 64.8% of the respondents agreed that their first
impression of the home page was positive. This result shows that the use of colours
and the webpage style was consistent
consistent.. The
The participant
participants found the webpage design to
produce an interesting layout, text was easy to read, URLs were short and simple and
homepages were easily readable and easy to understand. Users often leave webpages
within ten to twenty seconds. However, pages with relevant content can hold an
individual’s attention for much longer since visit durations follow a negative Weibull
distribution (Nielsen, 2011
2011b).
). Even when combining the two lowest percentages of
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those who found the homepage impressive, only 7.4% of the respondents disagreed
that the homepage impression was positive.
4.3.3

Question B: It was easy to find where to click on the homepage to take
Question

me to the booking page.
This question was included to determine how easy it was for users to find the call to
action when they want to make a booking.

Table 4.2: Summary of user’s vie
view
w of the ease with which the booking page could be found.

4.3.3.1 Descriptive Analysis
The data in Table 4.2 indicates that 70.9% of the respondents agreed with the
statement “It was easy to find where to click on the home page to take me to the
booking page”. Only 13.0% of the respondents were neutral, and 16.1% disagreed.
4.3.3.2 Interpretation
Table 4.2 shows that 70.9% of the respondents agreed that it was easy to find where
the call to action on the homepage was, in order to be redirected to the boo
booking
king page.
Eisenberg, Quarto
Quarto-vanTivadar,
vanTivadar, Davis, and Crosby (2008:158) noted that homepage
usability depends on the following factors: ease of learning, subject satisfaction, ease
of use, effective to use, memorability, severity level of errors and error frequency.
frequency.
The results show that the homepages were well
well-structured,
structured, leaving a good impression
with the users visiting the websites. The booking reservation buttons (call to action)
were easy to find for most users. The homepage communicates the site’s purpose
clearly,
y, and all the options on the website were clearly visible to the users. This
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includes the spacing and size of characters, label colours, fonts and backgrounds, and
locations of labels, text, and pictures. The results also show that 16.1% of the
respondents
respondents disagreed that it was easy to find where to click on the homepage to take
users to the booking page. This low figure indicates that only a small fraction of
participants found the call to action difficult to locate.
4.3.4

Question C: I am happy that I completed this booking in a reasonable

amount of time.
This question was included to determine the participant’s degree of happiness with the
time spent in making the booking.

Table 4.3: Users were happy that they completed their booking in a reasonab
reasonable
le amount of time.

4.3.4.1 Descriptive Analysis
The data displayed in Table 4.3 indicates that 68.4% of the respondents agreed with
the statement “I am happy that I completed this booking in a reasonable amount of
time”, while 19.9% of the respondents were neutral, 11.8% disagreed, and 0.6% did not
respond.
4.3.4.2 Interpretation
Table 4.3 shows that almost 70% of the respondents agreed that they are happy that
they completed their booking in a reasonable amount of time. The results also show: it
was easy
asy to go back or exit from the transaction; important control buttons are
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represented on the screen; facilities were provided to easily return to the top
navigational level at any point; the use of terminology was clear and the help function
was provided.
provided The results also show that 11.8% of respondents disagree with the
statement that users were happy that they completed their booking in a reasonable
amount of time. This last result indicates that some of the hotels’ booking systems were
not user friendly and perceived to be complex.
4.3.5

Question D: I can recommend this booking system.

This question was included to determine how many users found the experience
positive enough to recommend it to others.

Table 4.4: Choices made re recommendations.

4.3.5.1 Descriptive Analysis
The data analysis of Table 4.4 indicates that 59.8% of the respondents agreed with the
statement “I can recommend this booking system”. A total of 24.5% were neutral,
15.7% disagreed and 1.9% did not respond.
4.3.5.2 Interpretation
Interpretation
Table 4.4 shows that almost 60% of the respondents agreed that they can recommend
the booking systems they used. The results indicated that: information presented by
the booking systems was current, timely, accurate and relevant; the information
provided
vided was easy to understand; the system provided information to let the users
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know where they were at all times and the contact information was displayed
prominently. This relatively high number of users recommending the booking system to
others shows that
that they found the booking systems to be useful and suitable for other
users. However, 15.7% of the respondents disagreed with the above. This may lead to
negative comments about hotel booking system as they were not practical or
functional.
4.3.6

Question E: Every time I made a mistake using the booking system, I

recovered easily.
This question was included to determine the user’s recovery when they experienced
problems on the system.

Table 4.5: Recovery of users after errors.

4.3.6.1 Descriptive
Descriptive Analysis
The data in Table 4.5 indicates that 60.4% of the respondents agreed with the
statement “Every time I made a mistake using the booking system, I recovered easily”,
and 26.7% were neutral, 13% disagreed, and 28.4% did not respond.
4.3.6.2 Interpretation
nterpretation
Table 4.5 shows that about 60% of the respondents agreed that every time they made
a mistake using the booking system, they recovered easily. This fixture is normally
welcomed by users who now know that when they make mistakes it would be eas
easyy to
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recover and continue with the process. As a result of this, the user can navigate more
freely (i.e. navigation of unknown options). Most users will make a mistake somewhere
in the process of booking tickets - this is human nature. If the system permits
permits a
corrective action, it means that the system has better usability. Presently, users expect
the corrective action to be present in the transaction processing pages.
4.3.7

Question F: The booking system gave an error message which clearly

explained how the problem should be fixed.
This question was included to determine how clear the system’s indication was on how
to recover from an error situation

Table 4.6: Frequency of error message display.

4.3.7.1 Descriptive Analysis
The data in Table 4.6 indicates that 44.6% of the respondents agreed with the
statement “The booking system gave an error message which clearly explained how
the problem should be fixed
fixed”.. Another 27.2% were neutral, 28.1% disagreed, and
36.4% did not respond.
4.3.7.2 Interpretation
Interpretation
Table 4.6 shows that just under one half of the respondents agreed that the booking
system gave an error message which clearly explained how the problem should be
fixed. The results also show that booking systems were designed in such a way that
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the user should not make major errors. Regardless of this, errors were made and the
booking system identified the errors and provided easy mechanisms for handling the
error most of the time. The booking systems identify the mistakes and handled the
errors in a user friendly way.

If this was the case, the booking system design is

considered as highly usable. Twenty-eight
Twenty eight per cent of the respondents disagreed that
the booking systems gave error messages which clearly explained how a problem
should be fixed. This is one of the reasons why some of the users were either unable to
finish their booking and/or felt that the booking system was not usable.
4.3.8

Question G: The help system was clear and useful.

This question was included to determine how effectively th
the
e help system worked.

Table 4.7: Clarity and helpfulness of Help systems.

4.3.8.1 Descriptive Analysis
The data in Table 4.7 indicates that 46.5% of the respondents agreed with the
statement “The help system was clear and useful”, while 35.4% were neutral, 18.2%
disagreed, and 38.9% did not respond.
4.3.8.2 Interpretation
Table 4.7 indicates that 46.5% of the respondents agreed that the help system was
clear and useful. This was the case since feedback was always provided swiftly. The
website included feedback in numerous ways, and the contact information (e.g.
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telephone number
number and email addresses) were displayed prominently. More than 18%
of users found that the help systems were not clear and useful. The reasons may be
that feedback was not provided and the contact information was not displayed.
4.3.9

Question H: The word
wording
ing used on this booking system was clear and

easy to understand.
This question was included to determine how users perceive the language usage when
they were making a booking.

Table 4.8: Ease of understanding the system wording
wording..

4.3.9.1 Descriptive A
Analysis
The data in Table 4.8 indicates that 77% of the respondents agreed with the
statement “The
The wording used on this booking system was clear and easy to
understand”, while 17.4% were neutral, 5.6% disagreed, and 0.6% did not respond.
4.3.9.2 Interpretation
Table 4.8 indicates that more than ¾ of the respondents agreed that the wording
used on this booking system was clear and easy to understand. The booking systems
seem to use the language with which the users are familiar. In these booking sy
systems
stems
the wording was simple and easy for users to understand. Also, 5.6% of respondents
disagreed or reported that there were problems with wording while performing the
tasks. Some of the booking system’s tourism
tourism-specific
specific wording such as “itinerary”
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instead of “travel detail” was not well understood. This usage of topic specific terms
posed a problem to some users. Some booking systems use a progress bar to
indicate how far the users where in the booking process. If the progress bar was not
clear, th
the
e users did not know how far they are in the process and what they have
accomplished.
4.3.10

Question I: The booking system navigation made the next step I should

take obvious.
This question was included to determine how easy it was for users to underst
understand
and what
the next step would be when they want to make booking.

Table 4.9: Clarity of navigation indications
indications.

4.3.10.1 Descriptive Analysis
The data in Table 4.9 indicates that 66% of the respondents agreed with the statement
“The booking system navigation
navigation made the next step I should take obvious”, 19.8%
were neutral, and 14.2% of the respondents disagreed.
4.3.10.2 Interpretation
Table 4.9 shows that around 2/3 of the respondents agreed that the booking system
navigation made the next step they should take obvious. The reasons are: the booking
systems track where the users were in the previous session; navigation aids were
provided and opening of extra browser wi
windows
ndows was avoided. However, 14.2% of the
respondents disagreed that the booking systems navigation made the next step
obvious to users. This result shows that a lack of guidance available to users resulted
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in problems for some participants
participant in the booking p
process,
rocess, as they did not understand
the clear booking flow and the tasks in each step.
4.3.11

Question J: The interface of this booking system was trouble
trouble-free
free to use.

This question was included to determine the ease
ease-of-use
use of the booking system
interface when the users want to make a booking.

Table 4.10: Ease of use of the interfaces.
interfaces

4.3.11.1 Descriptive Analysis
In Table 4.10 the data indicates that 64.8% of the respondents agreed with the
statement “The interface of this booking system was trouble-free
trouble free to use”, 22.0% were
neutral, 13.2% disagreed, and 1.9% (3) did not respond.
4.3.11.2 Interpretation
Table 4.10 indicate
indicates that about 2/3 of the respondents agreed that the interface of this
booking system was trouble-free
trouble free to use. Designers of booking systems should
understand most important principles, such as: the usability and functionality of the
system; the iterative design approach; the provision of regular feedback; the minimum
steps required to complete the booking process; risk managem
management
ent and user
user-centred
centred
approach. There is a good balance between context and the graphics included in the
interface of such a system. The growth of Web applications is characterised by an
growing availability of online services and product trading. Most hote
hotels
ls provide facilities
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like reservation booking systems and search facilities. However, more than 13% of the
respondents stated that the interfaces of the booking system were not trouble
trouble-free
free to
use.
4.3.12

Question K: Specifying the dates on my booking w
was
as easy.

This question was included to determine how easy it was for users to find specific
dates when they want to make a booking.

Table 4.11: Ease of specifying dates
dates.

4.3.12.1 Descriptive Analysis
The data in Table 4.11 indicates that 82.7% of the respondents agreed with the
statement “Specifying the dates on my booking was easy”, 9.9% were neutral, and
7.4% disagreed.
4.3.12.2 Interpretation
Table 4.11 shows that the majority (over 80%) of the respondents agreed that
specifying the dates on their booking was easy. This proved that the calendars on the
booking systems were well designed and easy to use. Table 4.11 shows that only 7.4%
of the respondents disagreed that specifying the dates on bookings were easy. One of
the users mentioned that “the b
booking
ooking system did not allow for one to pick what kind of
facilities they have in a single room booking (e.g. king size bed, not two single beds)”.
Some of the reasons specified by users as to why the dates on book
booking
ing
accommodation systems were not easily u
understood
nderstood include the following: error
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messages on date selection were not relative to the booking process; date selection
was faulty and did not display an error message.
4.3.13

Question L: Specifying the kind of room I want for this booking was

easy.
This
his question was included to determine how easy it was for users to find specific kind
of rooms when they tried to make a booking.

Table 4.12: Ease of specifying rooms required.
required

4.3.13.1 Descriptive Analysis
The data in Table 4.12 indicates that 70.6% of the respondents agreed with this
statement “Specifying the kind of room I want for this booking was easy”, 15.0% were
neutral, 14.4% disagreed, and 1.2% did not respond.
4.3.13.2 Interpretation
Table 4.12 indicate that almost ¾ of the respondents agre
agreed
ed that specifying the kind of
room they want for this booking was easy because different room types were specified.
Room types were named, for example twin or double, and contained a description, as
well as defining the number of guests it can accommodate and the prices. It is also
shown in table 4.12 that 14.4% of respondents disagreed that to specify the kind of
room they want to book was easy because some of respondents could either not even
find the booking system or the booking system was outdated. So
Some
me of the users
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mention that “they had problems with wording of room types (sic) - no indication of
single room - referred to studio twin and standard twin. Essentially it is not showing the
price of the room before I make my decision about the room and al
also
so not identify (sic)
which room is available and which side, it means booking system need (sic) to
improve”.
4.3.14

Question M: At every point in the booking process the system showed

clearly where I was.
This question was included to determine how clea
clearr it was for users to know where they
are on the system while making a booking.

Table 4.13: Indication of context.
context

4.3.14.1 Descriptive Analysis
In Table 4.13 the data indicates that 71.3% of the respondents agreed with the
statement “At every point in
in the booking process the system showed clearly where I
was”, 12.5% were neutral, 16.3% disagreed, and 0.6% (2) did not respond.
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4.3.14.2 Interpretation
Table 4.13 shows that 71.3% of the respondents agreed that at every point in the
booking process the system showed clearly where they were. The results indicate that
the booking system does track where users were in the previous session, the
navigational aids were given, and the opening of unnecessary browser windows was
avoided. Table 4.13 also illustrat
illustrates
es that 16.3% of the respondents disagreed that at
every point in the booking process the system showed clearly where users were. This
last result shows that the booking system was not user friendly to some users.
4.3.15

Question N: I have done a successful booking at this hotel (disregarding

the lack of payment).
This question was included to determine if the user managed to make a booking.

Table 4.14: Indication of success achieved in the booking process.
process

4.3.15.1 Descriptive Analysis
The data
ata in Table 4.14 indicates that 77% of the respondents agreed with the
statement “I have done a successful booking at this hotel - disregarding the lack of
payment”, 12.4% were neutral, 10.6% disagreed, and 0.6% did not respond.
4.3.15.2 Interpretation
Table
able 4.14 shows that 77% of the respondents agreed that they have done a
successful booking at their hotels (disregarding the lack of payment). The users
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completed their tasks successfully due to a combination of positive usability factors
which include the fact that important menus or links were directly visible to them. In any
booking system all the important menus options should be easily accessible from the
homepage. These include: travel insurance, free city guide, news, cheap hotel offers
and other offers. The Table 4.14 also shows that 10.6% of respondents have not been
successful in their booking. This shows that not all booking systems meet users’
requirements. Some users mentioned that “they did not even finish the booking as the
systems were hard to use and too technical”.
4.3.16

Question O: Please put a cross in every box below, which describes

your experience with this booking system. You could have one or more than one
cross in the table.
In an attempt to measure user’s experience of the booking systems in a less rigid way,
words/phrases were provided to describe a possible feeling evoked in a user when
using the booking systems. Users were invited to tick any one or more of these terms,
which would correctly identify the experience of that specific website.
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Figure 4.6: Users’ choice of descriptive key phrases to explain the experience.

It is impossible to draw an exact graph of a user’s experience based on their choice of
descriptive phrases to indicate what overall experience was like. However, it is possible
to see two clear patterns in Figure 4.6, in terms of users’ feelings and experiences with
the booking systems. Firstly, if the graph is read from the top moving downwards, it is
noted that the first twenty descriptions are positive. This ranges from “easy to use” with
52.50%, down to “impressive” with 20.40%. After the first negative comment
(“confusing” with 18.50%), as the graph is read downwards, even then, some positive
term are still appearing around the mid-section of the graph. As the reader moves
further down (past the “busy point” at 13.00%) more and more negative terms start
appearing (“annoying”, “hard to use”, “boring”, “frustrating”, “slow”, etc). When one
86

considers the graph from the bottom moving upwards, in other words from the lowest
number of checks on the questionnaire, the first nine comments are negative before a
positive one is reached (predictable 6.80%). This indicates that many negative terms
are bundled together on the bottom end of the scale, meaning they have received a low
score. Again working from the top downwards, the first negative term is “confusing” at
18.50% - therefore it can be assumed that of all the negative terms, “confusing” was
most often used to describe the negative aspect. Furthermore, the terms “intimidating”
and “impersonal”, both at 3.70%, were used by least of the participants indicating that
these are not common features of the booking systems. Finally, when reading from the
bottom up on the graph the first positive term found is “predictable” at 6.80%.
Therefore, this possible aspect was identified by the fewest participants indicating this
was not a very common positive description for hotel booking systems.
Results of user experience with the booking systems
Easy to use - participants show that the key factors were mostly provided on booking
systems. Systems that are easy to use should have the following attributes:

•

Appearance - systems are visually appealing, polished, and professional.

•

Content - along with style, the systems should have substance, which means
that the information assists the users in making a decision; they were therefore
informative and relevant.

•

Functionality - the systems were quick and they operated in the correct way.

•

Usability - the systems were easy to read, navigate, and understand.

•

The systems were search engine optimised.

Clear - the next step in the booking system should be obvious without causing doubt in
users’ minds. The following are some of the attributes associated with a well-designed
online system:

•

Crucial business information - the systems should be built the way users
expect.

•

Contact information - the contact information should be displayed in its own
section, containing an address, email, phone number and a contact form easily visible and accessible.
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•

Clear navigation – the menu structure and underlying navigation should be such
that a user will instinctively make the correct next menu choice, which will then
lead to the correct information in the shortest number of clicks.

Attractive - an attractive booking system is more likely to leave a positive impression
and retain visitors. As many businesses populate the Web with new websites, the
challenge remains to not only attract but also retain users’ attention. The following are
characteristics of attractive websites:

•

The website design catches the attention of users.

•

The content is well-written and conveys the right message to its users.

•

Font types, colours, and images are used in such a way that most of the users
find it attractive.

Satisfying - this is a subjective impression formed by the user after his/her interaction.
When a user experiences satisfaction after interaction with a website, it includes the
knowledge that the user has: achieved his or her goals on a website; performed a
transition that was required; found information that the user was looking for. All this
should be done in as short a time as possible.
The following should provide clear recommendations to designers to improve websites,
where relevant.
Confusing website - it is a website with too much information on the page, including
multiple navigation areas (repeats in different areas), two columns on both sides of the
main content - this is distracting to read, inconsistent link colours (difficult to distinguish
between links and decorations), and unnecessary icons leading to designer clutter.
Hard to use - when a booking system is difficult to use and users get lost, they tend to
leave the site. When booking system information is not easy to read or does not
answer users’ key question, they leave as well.
Frustrating - this is usually the case when a website is not in a working condition or
badly constructed components; this would cause users to feel frustrated and
disillusioned with the reservation system. There is an expectation that everything
should work as expected - event registration, contact forms and hyperlinks and site
search.
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Old website - it is a website with a narrow or a table-based layout, bad navigation and
old copy (text has not been updated).
4.3.17

Question P: Kindly indicate in a short description below how you

experienced the tasks required to complete this booking process (e.g. selecting
dates, selecting room type, etc).
Results of user experience about tasks
4.3.17.1 Positive experience while the user completes booking process
According to Nielsen and Norman (2014), a good user experience is more than giving
users what they want, or providing a set of checklist features. Achieving a high level of
user experience requires seamless merging of the service of graphical and industrial
design, including: engineering, marketing, multiple disciplines, and interface design.
The last question of the research allowed users to express their experience after their
attempt to make a hotel booking online.
Some of the user comments on various fixtures of the website they have worked on are
listed below. These comments are quoted verbatim, and grammar and sentence
construction errors were left as they were.

•

Home page

“This booking system and home page was clear and understandable, it’s fast to get
where you want to be, date and room types was very clear to select. Very impressive
home page they had. Very inviting home page, quite clear. It was easy to access on
the home page, showed clearly availability and user friendly. I was impressed with their
home page very attractive and easy to use. It is easy to access in the home page it
shows clear cost and dates you need to book. I like the interfaces webpage and I like
the images provided it was easy to use well done. The selection of the dates was
easy”.
“Great interfaces webpage and good quality. All in one page however which could have
been details to read through, which could have been sucreplified in one/two, terms
(Stunning). All in one page without many clicks to the next page I like the website.
However the website is fairly easy to use and to navigate. You have to travel from
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screen to screen to fill the details necessary to make booking, so that makes more time
consuming than the other two websites”.

•

Enjoyable, understandable and fast

“All like about this website fun and enjoyable also easy to understand also its fast, I do
not go through the way travelling to book room. I had a lot of fun with this booking for
the dates were helpful”.

•

Clean

“Clear, inviting and easy. Clearly this hotel has a well-developed booking system, each
step was clearly and so makes it easy to fill it. Descriptions are provided”.

•

Dates

“Dates were easy to pick as they came up in a calendar format. Selecting date was
easy-pop-up calendar. Selecting dates was easy to use. It was easy to select the dates
and also straight on the amount that you expected to pay meaning doing all the
calculations. It was easy to go to the website and very easy as well to select the date,
room and the hotel I wanted. It was easy to select dates and room types”.

•

Time consuming

“Easy to complete booking and it was not time consuming. Everything was in order,
never struggled to complete the booking. Easy to use and clear in terms of what kind of
rooms do you want and the type of bed you want not complicated at all. Easy to use,
understandable, available dates, comprehensive, quick and logical selection process. It
did not take much of my time and was very appealing to choose a room. All tests were
easy once book online button was selected. The booking online button looked as if part
of promotion only. I found the booking quite easy and user friendly. Was easy to use
and hustle free. I did not have hard time. The tasks were easy to complete on this
website. The website is no too fancy, thank goodness”.

•

Easy

“Every step was very simple and easy to complete. Every step I make was easy and
clear. Everything was quite easy to do/ use and I appreciated the fact that the booking
system explained clearly i.e. how many people I could allow in my room and whether or
not I wanted a meal etc. very easy to follow”.
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“Had no problems whatsoever wonderful site. I had no problems. No problem in the
booking it went well”.

•

Room selection

“Selecting the room was easy and the different room types with the overview of what
you would like and what their overview expression about the room is. Selecting the
dates and the room type was easy. Selecting rooms was problem free, was helpful in
need e.g. total occupants and room type. I had a choice between two descriptions of
rooms, one of which had two single beds as an option. I also went for the cheap option
of the two”.
“I had a pleasant experience. The website left me with a smile my face because
everything was so quick and easy. My personal experience about this booking was
very clear, easy to navigate, simple and straight forward booking. This was a very good
experience indeed; each process step is as easy to follow as the previous”.
“I think is expand website and give more opportunity to choose which hotel you would
like to be and also which hotel you need 1 or 3 and I like the design attractive website
and give more details”.

•

User friendly

“It is so user friendly, you do not need to know much about the computers in order for
you to be able to book. It was a user friendly easy task to do one that can be done in
very little time. It was very easy friendly everything was clear and very shot it is not
boring and it is professional. The system is user friendly it was very easy for me to pick
up the dates that I wanted to pick, because they have the calendar already and that is
time saving. The website was relatively user friendly it was easy to find everything I
needed; as a result I did not use the help option. This booking was very friendly”.
“It was very simple and very straight forward and I appreciate the fact that everything
was on one page and that all I had to do was scroll down. It was a good representation
different unique but interesting user friendly and easy to use. The website was simple
to use and straight forward, it is very easy to select everything (dates, rooms), the
interface is not overcrowded with information that is unnecessary”.
“Everything clear obvious font increase button would be a suggestion as I battle to
increase it using my computer. It was easy here and there but anyway that good staff
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also interest and giving way forward. Perfect website perfect system. It was easy to
use, quick and really professional”.

•

Booking process

“The booking process was easy, fast and the wording was clear, simple English, very
easy to understand. The booking process was good; I loved the part when you confirm
booking the hotel consultants will be in touch with me. The booking process was
impressive as everything just flowed with just a click/selection of what I wanted. I loved
the special request part. It gives the user preference. The booking process was so
such fun and understandable. The booking system was much friendly, fun and
impressive it was clear and easy even to select dates and room types it was
understandable. Impressed that the offered or advertised other services they were
affiliated to”.

•

Booking system

“The booking system was quick complicated and it needs clear understanding and also
educate people who are not educated. The booking was easy and fun to use, it was not
time consuming, it was easy for me to see from the home page where to start with my
booking, the words used were simple, and understandable. I complete my booking
without any hustles. The online booking for this website was very clear and easy to
navigate. It guide user step by step. The whole booking process was easy to use,
simple and I managed to complete booking. This booking process was satisfying. The
selection process was easy and fast booking procedures. The tasks required in this
booking process are inviting and easy to use. The booking was personal at times and
was not time consuming from the dates to select rooms was just too easy”.
“This reservation was easy and really attractive. This type of system is clearly. Using
the booking system was a breeze and I was impressed by their anticipation of special
request from the guest which shows that they are prepared to cater for guest from all
walks of life. Very reassuring to be able to make special requests before confirming the
booking”.

•

Attractive

“Very impressive choice of colours used. The feature helped from the word go. Easy
selection using buttons, accompanied by pictures so I can see what you are booking”.
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•

Recommendation

“I would recommend it to any user. I would recommend this system to my family and
friends to use as it was so impressive and inviting. I would recommend every hotel
users the same system/settings on home page. Nice and easy to use and I recommend
it”.
4.3.17.2 Neutral (mixed) experience by the user as they completed the booking
process.
“It was easy to understand and it was time wasting. It was easy to use but not enough
choice of rooms to choose from. It was not easy to spot how to book, otherwise once
that was spotted, it was relatively easier to use. The attractive interface did not
struggle, but the difficult part is the word they use like (Itinerary) difficult to understand
such deep English words. (Finish reservation). The booking system is clear and
straight forward but confusing at the beginning”.
“The booking system is relatively easy to use but what annoyed me was to have to give
my personal details first before the system could confirm availability of the room. The
booking system was professional but boring and impersonal. Booking process started
all fine but then went all pair shape. It is interesting and also hard for me to use
because of it is a bit little difficult for me to use it. I like the look of the website but I do
not like the part of it”.
“The booking is easy and understandable but frustrating for those who do not
understand. The booking process was fast but the website booking process has a lot of
add-on, especially and luxuries to add to your stay at the hotel. The booking process
was interesting the only thing that turned me off is when I entered the number on the
maximum children field where the field would not let me at directed me to the home
page so this field needs to be altered. The booking process was quite easy to do but
the webpage interface was old-faction. The booking was easy but it ask about code
which I did not know it and I was also slow”.
“It was usable but did not assist when I made an error. The booking was fun but it not
easy to us got many links and the booking system was not clear. It was easy to use for
booking but do not provide complete information for the booking. The system's
interface impressive but it was quite confusing when selecting the room I wanted to
book. Selecting room clear but yet it requested a lot of information, however having to
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type date and other things is not on. Menus to choose from or radio bottom to select
date and times would have been appreciated. From that point on it is unclear where
exactly you should proceed to”.
“No problems from the word go, beside text. It was difficult at first but as I was
continuing with booking it was easy and understandable. The website was not very
attractive, but the booking system is relatively simplistic and fast. My experience was
neutral. Not the very best kind of booking system. The interface is usable, but can be
made simpler maybe there is too much information on one page. In all it is a usable
system. Choosing the dates and selecting room types was an easy task to complete
but the home page is not clear enough as what to do next. The home page was not
much attractive but booking was very easy and clear. This booking system was giving
errors but at last I have managed to get there”.
4.3.17.3 Negative experience by the user as they completed the booking process.
The findings show that the users experienced some difficulties in completing the task,
and continued facing obstacles. They also attributed the difficulties to their own
carelessness and negligence without realising that the website design has led them to
make errors while using the online booking system.

•

Booking link

“Only had trouble finding the link to make a booking. It should be a more obvious link to
the booking system. The booking link was difficult to find and the room that I was
looking for was not very clear on what I was specifically looking for. I could find the
booking button/link on the site. I strongly struggled first in finding where to book, and
the hotel search interface the equations are not so user friendly. The home page does
not have links like where to click for booking”.

•

Loading and dates

“This website took a little longer to go through as you first have to choose which hotel
you want to stay in, then the check-in date, number of rooms, finally number of guests.
This website was not user friendly for me at all I struggle to find my prefer date,
because they make you select the month and the year by drop down menu but when it
comes to selecting a day you have to click directly on calendar they did not provide a
drop down menu, and to me that is strange. The main website redirects the user to a
different booking website. This website is slightly more complicated than the last one to
use. It takes time to load the URL or website”.
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•

Difficult to use

“The booking system was difficult to use. The booking system did not allow for one to
pick what kind of facilities they have in a single room booking e.g. king size bed sends
not two single beds. Booking system was a bit too complicated. Error message on date
selection were not relative to booking process. This booking process has its faults. The
date selection is faulty and does not display error message”.

•

Dates

“Picking date could have been easier without having to scroll through all the days to
one's required day. I could not check the availability at dates was confusing. Once I
selected the dates and number of people, the website did not display the booking
information it simply returning to the home page. The date selected was not up to
standard, obviously if you want February it has to be or later. They should make it
change the New Year automatically. Selecting the dates was not as easy as the other
hotels websites. This booking was the worst ever because every date that I clicked on
was not found and they did not offer any help whatsoever with the dates and when they
would be available. The availability box did not automatically adjust the departure time
to a date after my specified arrival time”.
“It was not easy to book a room. I hard problem with wording of room types-no
indication of single room- referred to studio twin and standard twin. Essentially is not
showing the price of the room before I make my decision about the room and also not
identify which room is available and which side, it means we need to improve. I choose
the check-in date the booking system, it changed when I wanted to select the room
type. First on the main page I have to guess where to book room then it only shows the
available room on that date but does not let me choose which room. I had trouble to
book my room and the check in date, the system save me the wrong room instant of
what I wanted. I was unable to complete the booking”.
“There were apparently no rooms available at any date I selected. The only downside
was that website took a while to see whether there were room available. The booking
system did not allow me to pick a room type and the facilities I wanted before asking for
payment. The room selection was a bit busy, it would be better to put them as a drop
down. There was set back which was to find a single room, and then I had to choose
double instead. I did not get the amount of the room”.
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•

Slow, Unattractive, Untidy, Too much information

“It also gives errors and is very slow, there are also technical errors. It is not easy to
recover. The initial impressions that the home page made word have caused me to not
complete my booking. The home page looks like a child drawing and seems very old
and boring. Home page was not attractive. The font size is too small, the images are
not attractive. The webpage give problems when you booking the reservation it give
you many options to get what you want. The webpages has lot of information which is
stressful to find out what or which, rather than that it was so amazing and I rate it one
of the best because it is so fast. Too much unnecessary information of the webpage.
Large text would be better. When I was making the bookings my concern was too
much text on the website and not well aligned. The varying font makes it look untidy.
There are also typographical errors i.e. under "superb, a" there is"/rooms were very
large".
“Loading time of page was long, as other Protea Hotels. Popped up had to reselect;
Breakwater Lodge. I took time to find the room types. The only that needs an
improvement is the response time on the user query. Yes it is a big company with large
databases set to some computer systems it might time out. If I was in a hurry this
booking system would be a waste of time my time. Navigate through the website it was
bit challenging it took time to finish booking. I did not really understand where I was at a
certain point of my booking did not know where I must click next. The booking system
should be revamped or re-coded. Struggle to move from the booking dates forward or
next step”.

•

Frustrating

“I find it frustrating to go back every time with no joy. It was only when I was advised to
use dates in February. It got so frustrating that I did not even complete the booking. I
was unable to complete the booking for year 2013 because the drop down box to
select the arrival year had not been updated to include 2013. I also got confused
between the site system to give a quote price and doing an actual booking. It is not
easy to use to much information about all hotels around the world”.

•

Confusing

“The booking was confusing, I did not even finish the booking as the system was hard
to use and too technical. Selecting room types was confusing. This site was so
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confusing that I was not even able to complete a booking and the help page did not
work it showed an error”.

•

Time consuming

“The process was time consuming for me; remember not all of us are familiar with
using Internet. The booking process takes time to load for me is unprofessional but all
in all it’s not bad it meets my standards. It is not easy to use this booking you have to
think in order to get what you want it is not clear. The booking system was busy and
not easy to use; it takes time to understand the system and to select room. The
booking was difficult to do and it, to me time to click other points because the booking
system was too busy. The overall booking of thee website is just congested”.
“For someone who is a first time in the website this is a puzzle. I did not find the
website as simplistic as some of the other hotels and it was very time consuming. Tests
were very slow and clicking other buttons was freezing. It was time consuming”.

•

Incomprehensible, too technical

“The booking was incomprehensible. The booking page in incomprehensive. It was too
technical for someone how is not technologically advance. There was no place to fill in
my contact details except for email which is not enough. Final feedback was not clearly
indicated. Options offered to book were not clear enough”.

•

Recommendation

“My experience for this booking was bad. I gave up and concluded that there must be a
problem with the hotels online booking system. I would rather go through the travel
agent. I would never use this website to make a booking. I will never recommend
anyone to use this booking system. It would make more sense to have every step on a
new page so that it is clear that you are done with the previous step”.
4.4

Summary

This chapter summarises the results of the hotel website usability test. The result of
each criterion was presented and the data collection and data analysis have been
discussed in order to conclude the study. According to the usability test of users’
satisfaction of hotel booking systems, it was found that the respondents have
numerous requirements for ease of use; more than 52.5% of participants indicated that
the key factors were simplicity of content and clear product offerings through booking
systems (Figure 4.6). It was clear that a large part of the participants (49.40%) felt that
97

the booking websites were easy to use, not causing any doubt in user’s minds, easy to
understand and free of confusion (Figure 4.6).
A successful booking website is one that is likely to leave a generally positive
impression, and retains visitors on the website. More than 35.80% of participants felt
that the websites were attractive. As businesses carry on populating the Web, they
face the challenge of attracting and keep their users. Results show that 33.30% of
participants considered the online booking system to be user friendly.
Satisfaction is a subjective measure from the user’s perspective; 30.90% of participants
indicated that they were satisfied with the websites. User’s satisfaction refers to the
user experiences of the website (e.g. enjoys using the website and has fun while doing
so). However, some problems of some of booking systems include that: they do not
offer enough interactivity with users to help them though the booking process; the
design of the booking system is not attractive; and the booking system do not organise
its functions in a user friendly way.
More than 18.50% of participants felt that the websites were confusing. When a
website is difficult to use, users tend to leave the site. When the home page does not
state clearly what a website offers and what users can do on the site, users leave.
Results show that 12.30% of participants felt that those websites were hard to use. A
smaller number of the participants (11.70%) felt that the design of the websites was
boring, unattractive, not engaging, not conveying the right message, and that the
websites were not user-friendly.
More than 11.70% of the participants felt that the booking process was frustrating. This
tends to happen when a website is not in a working condition. Also, poorly constructed
website components will leave users feeling frustrated and disillusioned. More than
11.10% of the participants felt that the booking systems were slow. Page loading time
is a very important part of any website user’s experience, and a website which is too
slow, wastes the user’s time. A small fraction of users (6.60%) commented that the
websites were unattractive. If the website design gets in the way of the user completing
the task, is difficult to read, and is poorly sign posted, users will go elsewhere. Only
4.90% of the participants felt that booking systems were old.
In conclusion, it can be stated that more booking systems were easy to use than those
which were identified as being difficult to use. However, Nielsen claims that around
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50% success rate is unacceptable (Nielsen, 2001). Therefore, the sample tested
cannot be claimed to have an acceptable degree of usability. However, it still provides
Web developers, designers and hotel owners with a clear understanding of the way in
which website usability impacts on user satisfaction.
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CHAPTER FIVE
CONCLUSION AND RECOMMENDATIONS
5.1

Introduction

This chapter provides a summary of the research and some recommendations, as well
as a conclusion. The recommendations relate to the necessity for better design and
requirements of a web-based online hotel booking system. The conclusion is based on
the facts gathered from user testing, the literature reviewed, and the researcher’s own
interpretation of various parts of the research exercises.
5.2

Findings

The purpose of this research was to determine the degree of usability of selected Cape
Town hotel online reservation systems. The definition of usability includes time taken to
perform a task, accuracy, overall success, and user satisfaction with the process. The
specific objectives were:

•

Research objective 1:

To determine to what degree hotel online reservation systems are usable. Nielsen
(2012) stated that usability and utility are equally significant to establish whether a
website is easy to use. The author further noted that usability is defined as a quality
attribute that indicates how simple or usable interfaces are.
According to this research, the participants found that more than 50% of hotel online
reservations systems under test were easy to use. About one half of the participants
(49.40%) felt that booking systems were very clear, not causing or allowing doubt, easy
to understand, and free from confusion. Nielsen and other authors mentioned that a
good booking system with user-friendly usability is about making it simple for users to
locate the information they require quickly and effortlessly. The findings indicate that
33.30% of participants felt that booking systems were user friendly and that the design
appeals to users.
Satisfaction is a subjective impression from the user’s perspective. A total of 30.90% of
participants indicated that they were satisfied with the booking systems. A welldesigned booking system will keep users on the website and will generate a positive
impression. More than 35.80% of participants feel that the booking systems were
attractive.
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The outcomes of this study indicate interesting patterns in that reservation systems met
user requirements more often than expected. However, Nielsen claims that around
50% success rate for usability is not acceptable (Nielsen, 2001). According to this
study, only about 12.30% of participants felt that the hotel online reservation systems
that were tested were difficult to use. A total of 18.50% of participants feel that the
websites were confusing. A smaller fraction (11.70%) of the participants felt that the
booking systems were frustrating. A total of 11.70% of the participants felt that the
design of the booking systems was boring, not attractive, not engaging, content was
not conveying the right message and the website was not user friendly.

•

Research objective 2:

To determine how much time hotel website users spend when they do online
reservations. Oztekina, Nikovb, and Zaimc (2009) stated that the efficiency of the
booking systems includes the time spent by the users to accomplish the task. The
shorter the time used to complete an online booking, the more efficient the booking
system. Even though many choices are available on the Internet, the following factors
result in visitors remaining to be only “lookers”; perceived risk and uncertainty, security,
and lack of personal service. This phenomenon of “abandoned shopping cart” is
something that service providers would like to reduce as far as possible, since it
reduces income and therefore reduces profit. The shorter the time a user spends
waiting, the higher the degree of usability, the higher the level of enjoyment. Simple
pricing structures are one of the features increasing the likelihood of more completed
reservations and booking of travel services online (Buhalis and Law, 2008).
The summary of three consecutive attempts made by users indicated that they spend
different amounts of time completing a booking online, as can be expected. The
findings show a decrease in time as users worked on the first, second and third
attempts respectively. The results clearly show that some of the users spend more time
trying to accomplish tasks than others. When considering the comparative time users
spent on the bookings (see Figure 3.5), various trends have become evident. Of the
three graphs in this figure, the “third attempt” graph is the first one to hit the zero line on
the horizontal axis. This means that the third attempt was the first one where no user
took longer than fifteen minutes to complete the task. The second graph to hit the zero
line on the horizontal axis is the “second attempt” graph, at seventeen minutes. This
means that when participants executed the second attempt they took a little bit longer
to finish the task on the average. The last graph to hit the zero point - “first attempt” 101

indicates that the first attempts spread across all participants took the longest before
reaching the zero point on the graph namely, 27 minutes. As could be expected, this
data proves that users perform tasks more quickly the second and even more so, at the
third time they repeat the task. This is true even though the tasks were done on
different websites – but the tasks to be completed were similar, namely making an
online booking. There is a need for designers to ensure that the booking system they
design will require a short amount of time for users to navigate through, conclude the
booking, and produce an income to the service provider.

•

Research objective 3:

To identify the usability impediments on hotel website reservation systems.
According to the Merriam Webster Online Dictionary (2014), impediments make it
difficult to do or complete a task. It is also something that interferes with movement or
progress, or a condition that makes it difficult to speak normally. Elements which
contribute to satisfaction is: interactivity, attractiveness and ease of use. Ease of use
ensures that a booking system is pleasant to use (Nielsen, 1994c). The following
factors were identified by the researcher as being the main usability impediments on
hotel website reservation systems:
The impediment factor that tops the list in terms of the number of participants ticking it
off was “confusing” (18.50%).

Secondly, “time consuming” was indicated by the

second highest percentage of the participants (14.20%). Thirdly, “busy” was indicated
as a further impediment (13.00%). In the fourth place, “annoying” was indicated
(12.30%) as being a problem in the booking process. Finally, the fifth factor was “hard
to use”, having been indicated by 12.20% of respondents.
“Time consuming” refers to a wasting of time. A total of 14.20% participants felt that
booking systems were time consuming because the booking system took too long to
load. Some users did not find the booking systems as simplistic as some of the other
hotel systems. The researcher found that more than 12% of the participants indicated
that hotel online reservation systems that were tested were hard to use. A busy design
contains too much unnecessary information. Some users indicated that the booking
systems were too busy. A slow booking system frustrated users. One important part of
any website user’s experience is the website loading time.

102

These participants also identified other impediments, such as websites being boring
(11.20%), frustrating (11.70%), slow (11.10%), even stressful (8.00%), too technical
(6.80%), of poor quality (6.80%), unattractive (6.20%), old (4.90%), rigid (4.90%),
unpredictable (4.90%), incomprehensible (4.30%), intimidating (3.70%) and impersonal
(3.70%). However, these attributes attracted a lower percentage of participant ticks.
Although the outcomes of this study indicated interesting patterns in that reservation
systems met user requirements more often than expected, the impediments noted
above need to be taken seriously by designers. Ignoring these patterns, hotel owners
might see an increase in loss of customers, and a subsequent loss of revenue. The
percentage of disgruntled users was lower than expected, and this indicates that, in
this sample, hotel reservation systems are easier to use that expected. Again however,
the figure of around 50% success is unacceptable in usability testing (Nielsen, 2001).
These results refute some of the claims made earlier by other researchers regarding
the lack of usability of hotel websites. These claims include one made by Cheung and
Law (2010), Chung, Srikanth and Kutay (2009) and Law 2003). However, hotel owners
should know that one bad experience on their booking system could affect many other
users. Hotel owners need to perform user testing on their booking systems to reduce
impediments, thereby increasing the usability.
5.3

Conclusion

The most basic conclusion of this research is the fact that the split between satisfied
and dissatisfied users is approximately 50/50. Therefore, about half of the users find
the booking interfaces to be relatively easy to use and the other half disagreed.
According to Nielsen (2001), this makes the sample of websites tested to have an
unacceptable degree of usability. However, the importance of user testing has been
proven in this research. The designers need to focus on making homepages simple
and attractive for a better first appearance to users. Overdoing graphical mastery is not
always useful, but still having a balanced appearance of text and images is good.
Websites must have enhanced options to make navigation simple and easy, as this is
significant for booking reservation systems. Taking advice from known providers of
creative website services will enhance design.
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5.4

Recommendations

Some of the online reservation systems were not easy to use - those systems make it
difficult for users to finish their tasks. This indicates that the chances are high of a
user doing a booking at that time, abandoning a shopping cart without paying.
Kritzinger and Weideman’s (2008:5) study established that when a website does not
state clearly what it offers to the users, the users would easily leave the website. This
statement supports the recommendations above.
The overall results show that users spend between one to 27 minutes to complete a
reservation attempt. Furthermore, the time decreases as the user makes consecutive
online reservation attempts. The difference between minimum and maximum times
indicates that some of the online reservation systems were more usable than others.
It is therefore recommended that designers create more user friendly online
reservation systems. This is likely to reduce the number of very long booking attempts
which would probably end in abandoned shopping carts.
The author recommends that the designers and hotel owners need to carry out user
testing on their hotel websites and reservation systems to ensure that they meet
users’ requirements. They also need to ensure that both websites and booking
systems are continuously updated.
5.5

Future Research

Ease of use is one of the most important aspects of websites as seen by the users,
especially when they do an online reservation. Future research could be done on how
to further involve users in the design of online reservation systems in the Western
Province. It is also recommended that future research could include larger samples in
order to ensure more accurate data.
It is also recommended that future research should adopt more criteria to cater for the
rapid development of hotel booking systems. For example, for ease of use for
disabled customers (partially sighted) - this research could consider the use of voice
media to deliver the webpage content.
5.6

Summary

This chapter includes a review of all of the objectives of this study, and highlights the
findings. Although the outcomes of this study indicated interesting patterns in how
reservation systems met user requirements more often than expected, the author has
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found that around one half of the sample of websites and booking systems were
verified as being usable by the participants. However, the results also proved that
some of the booking systems were not easy to use. The identification of the main
usability impediments of hotel website reservation systems is an important
contribution of this research. The author also proved that the amount of time spent to
complete a booking decreased as users worked on more than one reservation
system.
5.7

Overall conclusion

In final conclusion the following claims can be made:
Chapter two
•

Poor website design results in a loss of sales due to customers not being able
to find what they want. This could lead to a loss of potential visits due to an
initial negative experience (Coniffer, 2000).

•

Websites not providing a positive experience could cause customers to go to
the physical store, rather than staying to purchase online (Van der Merwe and
Bekker, 2003).

•

Many hotels do not have adequate skills to build a usable website. Some of the
errors on their websites include the omission of relevant information, or
information being arranged in an illogical order.

•

Some hotel websites contain outdated information. This may eventually
strengthen the hotel’s negative image (Chung and Law, 2003).

•

Some hotels are building fake (positive) reviews and provide misleading
information. This could increase bookings in the short-term, but will later yield
negative reviews which will reduce the standing of the hotel in the long-term
(Muller, 2011).

•

Ignoring website usability could lead to loss of income as a result of fewer
bookings.

Chapter three
•

The research was focussed on web-based reservation systems of hotels with a
Web presence and only the usability was measured.

•

Only 62 hotel systems which were enclosed in the test area indicated on a
Cape Town were included in the test.

•

In this research it was appropriate to use both standard approaches in user
testing.
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Chapter four
•

The participants found that more than 50% of hotel online reservations systems
under test were easy to use.

•

A total of 49.40% of the participants felt that booking systems were very clear,
not causing or allowing doubt, easy to understand, and free from confusion.

•

According to this study, only about 12.30% of participants felt that the hotel
online reservation systems that were tested were difficult to use.

•

A total of 18.50% of participants felt that the websites were confusing. An even
smaller fraction of 11.70% of the participants felt that booking systems were
frustrating.

•

A total of 11.70% of the participants felt that the design of the booking systems
was boring, not attractive, not engaging, content was not conveying the right
message and the website was not user friendly.

The summary of the three consecutive attempts made by users, indicate that they
spend different amounts of time to complete an online booking. The summary showed
that a decrease in time was evident, when comparing users’ first, second and third
attempts respectively. The results clearly show that some of the users spend more time
trying to accomplish certain tasks than others.
The impediment factor that tops the list in terms of the number of participants choosing
it was “confusing” (18.50%). Secondly, “time consuming” was indicated by the second
highest percentage of the participants (14.20%). Thirdly, “busy” was indicated as a
further impediment (13.00%). In the fourth place, “annoying” was indicated by 12.30%
of the participants as being an impediment to the booking process. Finally, the fifth
factor was “hard to use”, having been indicated by 12.20% of respondents.
This research has proven that at the time of writing, the sample of Cape Town based
hotel websites had an unacceptably low degree of usability (Nielsen, 2001).
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APPENDIX B: List of selected hotels
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APPENDIX C: SurveyMonkey questionnaire
USER TESTING
1. The purpose of this questionnaire is to canvass a random selection of Internet users to
take part in a User Testing Session of Cape Town hotel websites
2. Only a certain group of Testers with random characteristics will be selected from all the
responses, and you will be advised if you have been selected.
IF YOU ARE SELECTED:
3. You will be required to spend at most one hour and 30 minutes in a computer laboratory at
CPUT in the centre of Cape Town on Saturday 1 December, starting at 10:00, to participate
in this test
4. You will be paid an amount of R200 (two hundred Rand, in a MasterCard shopping
voucher format) for your time and travelling, as only and full compensation for this testing
session.
5. Your response will form part of a Master's Degree at CPUT, titled: "Measurement of the
usability of web-based hotel reservation systems"
BY CLICKING ON "SUBMIT" AT THE END OF THE QUESTIONNAIRE BELOW, YOU
ACCEPT THAT:
6. Your participation is voluntary
7. NONE of the information you provide on the form below OR on the testing sheet will be
made available to any person other than the researcher and his study leader
8. All personal and contact detail will be destroyed after the test, and only the data will be
retained for further analysis
9. No other claims, financial or otherwise, can be made against CPUT, the student or the
study leader
10. For more detail, please contact either the Masters student or the supervisor, at:
usabilitytest68@gmail.com
11. Please click on the "Next" button below the image to continue
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APPENDIX D: Questionnaire/Util
Usability Measurement - 1 December 2012
This session is part of the empirical research for CPUT Master's thesis titled: Measurement
of the usability of web-based hotel reservation systems
Student: Ziphozakhe Theophilus Shasha - 2030 132 39
Supervisor: Prof M. Weideman
1. The purpose of this measurement is to record your experience of using three different
hotel booking systems. Your participation is voluntary, and you may decide to withdraw at
any time.
2. This is not a test of any kind - you are not required to provide "correct" answers, or finish in
a certain time, or "do well". You should simply record your honest experience of the website
interactions as requested.
3. You should not at any time during this session conclude a hotel booking by providing
payment information such as credit card numbers, personal detail, etc. When for example a
credit card number is required, you should stop that session, complete the relevant form and
close the window.
4. NONE of your; name, surname or contact information you provided before or today will be
made available to any person other than the researcher and his study leader.
5. All personal and contact detail will be destroyed after the test, and only the data will be
retained for further analysis.
6. After handing in ALL your completed measurement sheets, you will be paid an amount of
R200 (two hundred Rand, in a MasterCard shopping voucher format) for your time and
travelling, as only and full compensation for this testing session.
7. No other claims, financial or otherwise, can be made against CPUT, the student, the
assistants or the study leader.
By signing below, you acknowledge that you understand and accept the instructions above.

________________________

01 December 2012

Signature
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APPENDIX E: Frequencies of user listing the booking system experience
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APPENDIX F: Experience short description

Vali
d

All like about this website fun and
enjoyable also easy to understand also its
fast, I do not go through the way travelling
to book room.
All tastes were easy once book online
button was selected. The booking online
button looked as if part of promotion only.
Although the booking system was made
easy by having everything on one page,
they did not allow for one to pick what kind
of facilities they want in a single room
booking e.g. king size bed and not two
single beds. Picking date could have been
easier without having to scroll through all
the days to one's required day. The
booking system was professions but
boring and impersonal.
Booking hotel was quite easy. Everything
was in order, never struggled to complete
the booking.
Booking process started all fine but then
went all pair shape. Booking system was
a bit too complicated. If i was in a hurry
this booking system would be a waste of
time my time.
Choosing the dates and selecting room
types was an easy task to complete but
the home page is not clear enough as
what to do next.
Clear, inviting and easy.
Clearly this hotel has a well developed
booking system, each step is clearly and
so make it easy to fill it. Descriptions are
provided.
Couldn’t check the availability at dates
was confusing. Other tasks were easy.
Dates was easy to find for booking. Hard
problem with wording of room types-no
indication of single room- referred to
studio twin and standard twin
Dates were easy to pick as they came up
in a calendar format. Only had a choice
between two descriptions of rooms, one of
which had two single beds as an option. I
also went for the cheap option of the two.
The tasks were easy to complete on this
website. The website is no too fancy,
thank goodness.
Easy selection using buttons,
accompanied by pictures so you can see
what you are booking.
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Frequen
cy

Percent

Valid
Percent

6

3.7

3.7

Cumulati
ve
Percent
3.7

1

.6

.6

4.3

1

.6

.6

4.9

1

.6

.6

5.6

1

.6

.6

6.2

1

.6

.6

6.8

1

.6

.6

7.4

1

.6

.6

8.0

1

.6

.6

8.6

1

.6

.6

9.3

1

.6

.6

9.9

1

.6

.6

10.5

1

.6

.6

11.1

Easy to complete booking and it was time
consuming.
Easy to use and clear in terms of what
kind of rooms do you want and the type of
bed you want not complicated at all.
Easy to use and understandable.
Easy, available dates and comprehensive.
Easy, quick, logical selection process.
Help with booking offer on first page.
Every step was very simple and easy to
complete.
Error message on date selection were not
relative to booking process.
Essentially is not showing the price of the
room before I make my decision about the
room and also not identify which room is
available and which side, it means we
need to improve.
Everything worked well, except when I
chose the check-in date the home screen,
it changed when I wanted to select the
room type.
Every step i make was easy and clear.
Everything was quite easy to do/ use and I
appreciated the fact that the booking
system explained clearly the T and C's i.e.
How many people I could allow in my
room and whether or not I wanted a meal
etc.
Fast, easy and uncomplicated.
Final feedback was not clearly indicated.
First had to click on booking along the bar
and that took me to a site with
booking.co.uk. I am not sure why they are
using a booking site from England here,
but the programme itself is pretty
straightforward to use. Then its a cases of
choosing s room, and then do you say for
how many people you are looking for. this
website is slightly more complicated than
the last one to use
First on the main page you have to guess
where to book your room then it only
shows the available room on that date but
doesn’t let choose which room.
Had no problems whatsoever wonderful
site.
Home page was not attractive. Booking
was easy.
I could find the booking button/link on the
site. I did not really understand where i
was at a certain point of my booking didn’t
know where I must click next. I took time
to book the room types.
I did manage to go to the website however
i had trouble to book my room and the
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check in date, the system save me the
wrong room instant of what i wanted.
I found the booking quite easy and user
friendly. It was only when I placed my first
booking, I got an error message that said
"no rooms available for the amount of
time" I found it frustrating to go back every
time with no joy. It was only when i was
advised to use dates in February 13, the
whole process took of like on jet fuel.
Quick, easy, fast an effective.
I had a good experience when making the
bookings my concern was too much text
on the website and not well aligned. The
varying font makes it look untidy. There
are also typographical errors i.e. under
"superb, a" there is"/rooms were very
large".
I had a lot of fun with this booking for the
dates were helpful. Selecting the room
was easy and the different room types
with the overview of what you would like
and what their overview expression about
the room is. It’s easy to use and really
professional.
I had a pleasant experience. You left me
with a smile my face because everything
was so quick and easy.
I had no problems.
I like the interfaces webpage and i like the
images provided it’s easy to use well
done.
I think is expand website and give more
opportunity to choose which hotel you
would like to be and also which hotel you
need 1stw or 3tw and I like the design
attractive website and give more details.
I was impressed with their home page
very attractive and easy to use. I would
recommend every hotel users the same
system/settings on home page.
I was unable to complete the booking for
year 2013 because the drop down box to
select the arrival year had not been
updated to include 2013. I also got
confused between the site system to give
a quote price and doing an actual
booking.
I was very hard for me to use this booking;
I did not get the amount of the room. In
this booking I would rather go through the
travel agent.
I would never use this website to make a
booking.
I would recommend this one . The feature
helped from the word go.
I would recommend this system to my
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family and friends to use as it was so
impressive and inviting.
It is easy to access in the home page it
shows clear cost and dates you need to
book.
It is interesting and also hard for me to
use because of it’s a bit little difficult for
me to use it.
It is not easy to use to much information
about all the hotel around the world. It was
not easy to book a room.
It is so user friendly, you don’t need to
know much about the computers in order
for you to be able to book-up. Great
interfaces webpage and good quality.
It was a user friendly easy task to do one
that can be done in very little time.
It was difficult at first but as i was
continuing with booking it was easy and
understandable.
It was difficult specifying in which city I
need a room.
It was easy and understandable to do the
booking; it did not take much of my time
and was very appealing to choose a room.
It was easy here and there but anyway
that good staff also interest and giving
way forward.
It was easy to access on the home page,
showed clearly availability and user
friendly. I would recommend it to anyone.
It was easy to select dates and room
types. The website was not very
attractive, but the booking system is
relatively simplistic and fast.
It was easy to select the dates and also
straight on the amount that you expected
to pay meaning doing all the calculations.
It was easy to understand and it’s not time
wasting. But somewhere it’s confusing.
It was easy to use but not enough choice
of rooms to choose from.
It was easy to go to the website and very
easy as well to select the date, room and
the hotel I wanted. I did not have hard
time.
It was not easy to spot how to book,
otherwise once that was spotted, it was
relatively easier to use. I would not
recommend this system.
It was usable but did not assist when I
made an error.
It was very easy friendly everything was
clear and very shot it not boring and it is
professional
It was very simple and very straight
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forward and I appreciate the fact that
everything was on one page and that all I
had to do was scroll down.
It’s a good representation different unique
but interesting user friendly and easy to
use.
It’s nice but it takes time to load the URL
or website, it is giving errors but at last I
have managed to get there.
It’s not easy to use this booking you have
to think in order to get what you want it is
not clear.
My experience for this booking was bad.
My experience was neutral
My personal experience about this
booking was very clear, easy to navigate,
simple and straight forward booking.
Navigate through the website it was bit
challenging it took time to finish booking. I
like the look of the website but i don’t like
the part of it.
Nice and easy to use and I recommend it.
It’s not time consuming.
No problem from the word go, beside text.
Maybe large text would be better. I am
overall satisfied with the booking I
recommend it.
Not the very best kind of booking system.
Once I selected the dates and number of
people, the website did not display the
booking information it simply returning to
the home page. I tried selecting
alternative dates but the same thing
happened after five attempts. I gave up
and concluded that there must be a
temporally problem with the hotels online
booking system.
Option offered to book was not clear
enough. Simplifying the website would be
recommended.
Perfect system.
Perfect website, quick and clear.
Quite easy to do/use and quite fast.
Quite professional.
Selecting the dates and the room type
was easy. Only had trouble finding the link
to make a booking, but found it eventually.
Should be a more obvious link to the
booking system.
Selecting date was easy-pop-up calendar.
Selecting rooms was problem free, was
helpful in need e.g., Total occupants and
room type.
Selecting dates was easy to use.
Selecting room clear but yet it requested a
lot of information. Overall it is easy to use
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and fast.
Selecting dates was easy to use.
Selecting room types was confusing. The
booking page in incomprehensive.
Selecting dates was easy, but I was
unable to complete the booking. There
were apparently no rooms available at any
date I selected. The booking system was
difficult to use.
Selecting dates-rooms not hard to find.
Loading time of page was long, as other
Protea Hotels. Popped up had to reselect;
Breakwater Lodge.
Selecting the dates were not as easy as
the other hotels websites. The website is
professional and I liked the options to add
items e.g. bouquets of flowers to the
booking it is a unique feature and is very
convenient. However, overall I did not find
the website as simplistic as some of the
other hotels and it was very time
consuming.
Straight forward, quick and clear.
Struggle to move from the booking dates
forward or next step. For someone who is
a first time in the website this is a puzzle.
Sweet, Efficient and short. Crisp, clean, I
knew what I wanted. The system took me
there. Once again it was quick and
efficiency.
Tests were very slow and clicking other
buttons was freezing. It was time
consuming.
The availability box did not automatically
adjust the departure time to a date after
my specified arrival time.
The booking experience was easy to
understand and relatively hassle-free.
Selecting the date and room type was
made clear. Each room price was also
indicated the option to personalise one's
stay was an added delight.
The booking in this hotel is easy and the
interface is clear. The only that needs an
improvement is the response time on the
user query. Yes it’s a big company with
large databases set to some computer
systems it might time out
The booking is easy and understandable
but frustrating for those who doesn’t
understand, it is attracting because it tells
you everything that you want to know
about the place so users should try it.
The booking link was difficult to find and
the room that I was booking for was not
very clear on what I was specifically
looking for.
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The booking page was easy to use and
straight forward. The only downside was
that website took a while to see whether
there were room available.
The booking process was easy, fast and
the wording was clear, simple English,
very easy to understand.
The booking process was fast but the
website booking process has a lot of addon, specials and luxuries to add to your
stay at the hotel.
The booking process was good, I loved
the part when you confirm your booking
the hotel consultants will be in touch with
me.
The booking process was impressive as
everything just flowed with just a
click/selection of what I wanted. I loved
the special request part. It gives the user
preference.
The booking process was interesting the
only thing that turned me off is when I
entered the number on the maximum
children field where the field wouldn’t let
me at directed me to the home page so
this field needs to be altered.
The booking process was quite easy to do
but the webpage interface was old-faction.
The booking process was so such fun and
understandable. The attractive interface
did not struggle, but the difficult part is the
word they use like (Itinerary) difficult to
understand such deep English words.
(finish reservation)
The booking system did not allow me to
pick a room type and the facilities I
wanted before asking for payment. It was
however easy to use.
The booking system is clear and straight
forward but confusing at the beginning.
The booking system is much friendly, fun
and impressive it is clear and easy even
to select dates and room types it is
understandable.
The booking system is relatively easy to
use but what annoyed me was to have to
give my personal details first before the
system could confirm availability of the
room. Impressed that the offered or
advertised other services they are
affiliated to
The booking system was quick
complicated and it needs clear
understanding and also educate people
who are not educated.
The booking system was busy and not
easy to use, it takes time to understand
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the system and to select room.
The booking was a bit confusing, i didn’t
even finish the booking as the system was
hard to use and too technical.
The booking was difficult to do and it, to
me time to click other points because the
booking system was too busy.
The booking was easy and fun to use, it’s
not time consuming, it was easy for me to
see from the home page where to start
with my booking, the words used were
simple, and understandable. I complete
my booking without any hustles.
The booking was easy but it ask about
code which I didn’t not know it and I was
also slow.
The booking was fun but it not easy to us
got many links and the booking system
was not clear.
The booking was incomprehensible. It
was easy to use for booking but do not
provide complete information for the
booking. There is no place made available
for online payment making the booking
unsuccessful.
The date selected was not up to standard,
obviously if you want February it has to be
or later. They should make it change the
new year automatically. The room type
was easy since there is only one. The
overall booking of thee website is just
congested.
The date selection was quite nice. It
automatically put the departure day to be
the next day, since you can’t exactly leave
any time before then. The room selection
was a bit busy, it would be better to put
them as a drop down. The finish
reservation part is not quite a good idea, it
is bit confusing. Rather make it go to the
page automatically and the user will
decide there whether or not they want to
finish the reservation
The font size is too small, the images are
not attractive.
The home page does not have links like
where to click for booking. It also gives
errors and is very slow, there are also
technical errors. It is not easy to recover.
The home page was not much attractive
but booking was very easy and clear, I
understood their system better.
The initial impression that the home page
made word have caused me to not
complete my booking. The home page
looks like a Childs drawing and seems
very old and boring. However, all the other
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steps were easy when directed to the
online booking system.
The interface is usable, but can be made
simpler maybe there is too much
information on one page. In all it is a
usable system.
The main website redirects the user to a
different booking website. Scrolling down
is not as clear as clicking "next" or
"continue"
The online booking for this website was
very clear and easy to navigate. It guides
you step by step.
The process was time for myself, I
strongly struggled first in finding where to
book, and the hotel search interface the
questions are not so user friendly.
Remember not all of us are familiar with
using Internet.
The second step of the booking process
takes time to load for me is unprofessional
but all in all its not bad it meets my
standards.
The selection of the dates was easy. From
that point on it is unclear where exactly
you should proceed to. It would make
more sense to have every step on a new
page so that it is clear that you are done
with the previous step.
The system is user friendly it was very
easy for me to pick up the dates that I
wanted to pick, because they have the
calendar already and that is time saving.
The system's interface impressive but it
was quite confusing when selecting the
room I wanted to book. It was too
technical for someone how is not
technologically advance.
The tasks required in this booking process
are inviting and easy to use. I can
recommend to others.
The webpage give problems when you
booking the reservation it give you many
options to get what you want.
The Webpages has lot of information
which is stressful to find out what or
which, rather than that it was so amazing
and I rate it one of the best cause it is so
fast.
The website is simple to and straight
forward, it is very easy to select
everything (dates, rooms); the interface is
not overcrowded with information that is
unnecessary.
The website was relatively user friendly it
was easy to find everything I needed; as a
result I did not use the help option.
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The whole booking process was easy to
use, simple and i managed to complete
booking.
There was no place to fill in my contact
details except for email which is not
enough. The information required is not
enough but was easy to use.
This booking process has its faults. The
date selection is faulty and doesn’t display
error message. The booking system
should be revamped or re-coded.
This booking process was satisfying. The
selection process was easy and fast
booking procedures.
This booking system and home page was
clear and understandable, its fast to get
where you want to be, date and room
types was very clear to select
This booking was the worst ever because
every date that i clicked on was not found
and they didn’t offer any help whatsoever
with the dates and when they would be
available. It got so frustrating that i didn’t
even complete the booking.
This booking was very friendly.
This reservation was easy and really
attractive. The booking was personal at
times and was not time consuming from
the dates to select rooms was just too
easy.
This site was so confusing that much, I
was not even able to complete a booking
and the help page did not work it showed
an error.
This type of system is clearly. I would
recommend it and it need to be monitored.
This was a very good experience indeed;
each process step is as easy to follow as
the previous. But there was a set back
which was to find a single room, then I
had to choose double instead.
This website took a little longer to go
through as you first have to choose which
hotel you want to stay in, then the checkin date, number of rooms, finally number
of guests. However the website is fairly
easy to use and to navigate. You have to
travel from screen to screen to fill the
details necessary to make booking, so
that makes more time consuming than the
other two websites.
This website was not user friendly for me
at all I was struggling to find my preferred
date, because they may you select the
month and the year by drop down menu
but when it comes to selecting a day you
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have to click directly on calendar they did
not provide a drop down menu, and to one
that is strange.
Too much unnecessary information of the
webpage.
Using the booking system was a breeze
and I was impressed by their anticipation
of special request from the guest which
shows that they are prepared to cater for
guest from all walks of life. Very
reassuring to be able to make special
request before confirming the booking.
Very easy and user friendly. No problem
with the booking it went well.
Very easy to follow. Everything clear
obvious font increase button would be a
suggestion as I battle to increase it using
my computer.
Very easy to use overall. Made the
booking easily. Selecting rooms and dates
was easy.
Very impressive and choice of colours
used. All in one page however which
could have been details to read through,
which could have been sucreplified in
one/two terms. (Stunning)
Very impressive home page they had. All
in one page without many clicks to the
next page - that liked. However having to
type date and other things is not on.
Menus to choose from or radio bottom to
select date and times would have been
appreciated.
Very inviting home page, quite clear.
Was easy to use and hustle free.
Total
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