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ABSTRACT

With thecontinuousdevelopmentof information technology,websitesplayan important role in
businesses,especiallyhotels.Websitescanbringgreatbenefitstohotels.Measuringwebsiteservice
qualityisstillthemainconcernofhotelmanagers.Thisarticleanalyzestheimpactofwebsiteservice
qualitydimensionsoncustomertrustandpurchaseintentionsforhotels.Atotalof571responseswere
collectedamongtouristsat4-5-starhotelsinVietnam.Theresultsindicatedthattherearepositive
relationshipsbetweenthedimensionsofwebsiteservicequality,customertrustandpurchaseintentions.
Implicationswerediscussedtoimprovewebsiteservicequalityinordertoincreasecustomertrust
andpurchaseintentions.
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1. INTRoDUCTIoN

Manystudieshavesofarexaminedtherelationshipbetweencustomerpurchase intentionandits
antecedents.Thereisaquestionofspecialimportanceintheageoftechnologicalrevolution4.0and
e-commerce:Howcanacompanyincreaseitsonlinecustomerpurchaseintentionandimproveits
competitiveedge?

Theliteraturehasclearlyestablishedastartingpointforanalysis.Parasuramanetal.(1988)have
emphasizedthechainmodelofservicequality-trust–purchaseintentioninthetraditionalbusiness
environmentcharacterizedbydirectinteractionsbetweenthecompanyemployeesandcustomers.
Specifically,servicequalitydimensionswillaffectcustomertrust,and,inturn,thecustomertrust
willleadtocustomerpurchaseintention.Therearetwoimportantquestionsforthefutureresearch
orientation:(1)whetherthischainmodelcanbeappliedtotheonlinebusinessenvironment;and(2)
Whatistheroleofonlineservicequalityinthischainmodel?
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Researchershavelookedatthefactorsthatinfluencecustomerpurchaseintentioninthetraditional
businessenvironment(humaninteractionsbetweencompanyemployeesandcustomers).However,
fewsystematicstudieshavefocusedonhowqualityservicefactorsaffectcustomerpurchaseintention
throughthemediatingroleoftrust.Furthermore,webelievethatnotallcomponentsofservicequality
havethesameeffectoncustomertrustandpurchaseintention.

Therefore,itisimportanttostudywhichservicequalityfactorshavethegreatestinfluenceon
customertrustandpurchaseintentionandtoassessthelevelofassociationsamongthesefactors.

This research aims to answer these key questions in the B2C e-commerce environment,
specificallythehotel-to-customere-commerceenvironmentinVietnam-oneemergingcountry.In
addition,giventhecontinuingliberalizationoftheeconomyandthereforeofincreasedcompetition
thiswillnaturallyincreasetheadoptionofe-commerce(Huyetal.,2012).Vietnamhasachieved
manyeconomicachievementssincethestartofitseconomicreformsin1986.Thepurposeofthese
economicreformswastotransformitscentrallyplannedeconomyintoamarket-orientedeconomy.
Vietnam’seconomyin2017hadahigheconomicgrowthrateof6.81%(GeneralStatisticsOffice
ofVietnam,2017).Oneofthesectorscontributingsignificantlytothishigheconomicgrowthrate
wasthehotelandtourismindustry.In2017,Vietnamattracted12.992millioninternationalvisitors
(VietnamNationalAdministrationofTourism,2017)andhadabout7843-5-starhotels toserve
internationalanddomestictourists(VietnamNationalAdministrationofTourism,2016).

Studies have examined the relationships between hotel website service quality dimensions,
customer trust and purchase intention. However, most of these studies have been conducted in
economicallydevelopedcountriesandverylittleresearchhasbeenconductedinVietnam-acountry
withanemergingeconomyandincreasinginternationaleconomicintegration.Basedontheliterature
review,welookattherelationshipsamongcustomerperceivedwebsiteservicequalitydimensions,
trust,andpurchaseintentioninluxuryhotelsinVietnam.Specifically,thisstudyintendsto:(1)point
outkeyhotelwebsiteservicequalitydimensions;(2)considertherelationshipbetweentheseservice
qualityfactorsandcustomertrust;(3)examinetherelationshipbetweencustomertrustandpurchase
intention;and(4)investigateifeachdimensionofhotelwebsiteservicequalityhasadirectorindirect
impactoncustomerpurchaseintention.

2. CoNCEPTUAL FRAMEWoRK

Basedontheliteraturereview,wehaveconstructedourresearchmodelthatconsistsofcustomer
perceivedwebsiteservicequality(7dimensionsidentifiedinthisstudy),customertrustandpurchase
intention(Figure1).Theprimaryresultsoftheliteraturereviewthatarerelevanttotheconstructsin
theresearchmodelwillbediscussedasfollows.

2.1. Identify Key online Service Quality Factors
Itcanbesaidthatidentifyingimportantonlineservicequalityfactorsisatremendoustaskasthere
aresomanystudiesconductedinthisfield.Inordertobeabletoselectkeywebsiteservicequality
dimensionsinthehotel-to-customere-commerceenvironment,wemustinvestigatethetheoreticalbasis
oftheB2Ce-commerce.Scholarshavepointedoutthatthedifferencebetweentheonlinebusiness
environmentandthetraditionalbusinessenvironmentisthattheonlinebusinessenvironmentprimarily
involvesinteractionsbetweenonlineinformationsystemsandcustomers.Itisthereforenecessary
toanalyzetwoimportantaspectsasreferencepointsforthepresentstudy.Thefirstaspectisrelated
tocustomerservicequalitycharacterizedbytheSERVQUALmodel.Thismodelwasdevelopedby
Parasuramanetal.(1988)andsuitableforthetraditionalserviceenvironment.Thesecondaspect
is related to information systemsandwebsitedesignquality.This aspect focusesonnon-human
interactionsbetweennetworks/computersandcustomers.Althoughtherearemanyonlineservice
qualityfactors,weonlyselectedthefactorsthathavebeenempiricallyvalidated,thatareapplicable
toourresearchenvironment,andthathaveimpactsoncustomertrustandpurchaseintention.
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