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Converting hotels web site visitors into buyers: how online hotel web 

assurance seals services decrease consumers’ concerns and increase online 

booking intentions 

 

Abstract  

Purpose: Despite the increasing utilization of webpages for the purposes of information 

seeking, customers’ concerns have become a crucial impediment for online shopping. Our 

study mainly examines the influence of the effectiveness of web assurance seals services 

(WASS) and customers’ concerns on customer's willingness to book hotels through perceived 

website trust and perceived value.  

Design/methodology/approach: A questionnaire was administrated to measure the study 

variables. Using PLS-SEM approach to analyses the data collected from 860 users of online 

hotel websites.  

Findings: The results indicate that WASS influence positively on perceived website trust and 

negatively on consumers’ concerns. As well as, perceived value and trust play a mediating role 

in the link between WASS and consumers’ concerns and their intentions. Finally, perceived 

website trust and perceived value have greater effect on intention to book hotel for low-habit 

consumers.  

Research limitations/implications: Our study ignored the cross-culture issue as it 

concentrates on the customers from developing countries, so further research may need to 

compare between two or more than two samples from different societies that could give a 

significant insights. Second, our study stress on the Web assurance seal services (WASS) to 

predict customers booking intentions that indicates significant results, so further research may 

need to examine the role of online reviews as a predictor of customers purchase decision as 

well.  

Originality/value: To the best knowledge of authors, this is the first empirical research that 

investigates examines the influence of the effectiveness of web assurance seals services 

(WASS) and consumers’ concerns on consumers’ intentions through perceived value and trust. 

This research also investigates the moderating role of habit in the link between perceived 

website, perceived value and consumers’ intentions.  

 

 

Keywords: Web Assurance Seals Services (WASS), consumers’ concerns, Perceived 

Website Trust, Perceived Value, Intention to Book. 
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Introduction  

     Electronic commerce is growing rapidly and becoming one of the key supports of the service 

management economy (Huang et al., 2017; Turban et al., 2018; Kerkhof and Noort, 2010; Kim 

et al., 2016). Indeed, it has become even more popular than before (Sharma and Lijuan, 2014; 

Mousavizadeh et al., 2016; Turban et al., 2018; Murillo, 2017). Therefore, firms seek nowadays 

to maximize their profits not only through providing high-quality products and services but 

also by making online purchasing easier and safer (Kim et al., 2016; Thaichon, 2017). 

However, potential online consumers nowadays hesitate to complete their transactions via the 

vendor's website because of their anxiety over e-transactions (Kim et al., 2016; Fortes and Rita, 

2016; Mousavizadeh et al., 2016; Oliveira et al., 2017; Aggarwal and Rahul, 2018), believing 

that online shopping is more risky than traditional (Kim et al., 2017; Utz et al., 2012). In this 

situation, utilizing an effective e-commerce strategy is of key urgency for the hospitality 

context (Ozturk et al., 2016; Law et al., 2014). 

     According to Lee and Morrison (2010), the internet represents an effective distribution 

channel for hotel businesses, because 88 percent of all bookings are made via the internet 

(Statista, 2019). In 2015, the Market Intelligence Centre (MIC) pointed out that the online 

booking category is considered the biggest commercial area on the internet by 55.9 percent and 

in 2015 produced a global revenue exceeding 446 billion U.S. dollars. Moreover, online 

bookings worldwide increased by 20 percent in the period from 2015 to 2017 and the forecast 

to 2022 promises that it will grow yearly by 12% (Statista, 2019).     

    Prior studies have highlighted customers’ concerns toward websites as a central barrier to 

online shopping, as well as their vital role in consumers’ purchasing decisions (e.g. Roca et al. 

2009; Alharbi et al., 2013; Sharma and Lijuan, 2014; Kim et al., 2016; Bansal et al., 2016; 

Fortes and Rita, 2016; Mousavizadeh et al., 2016; Chen et al., 2017; Nguyen et al., 2018). 

Consequently, the e-commerce environment needs some new mechanisms or firm rules which 
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will enable both online consumers and vendors to conduct their online transactions as freely as 

they do in traditional markets (Kim et al., 2008; Salehan et al., 2015; Chen et al., 2017).  

     Recently, trust in online vendors has been given more importance in the hospitality context 

(e.g. Agag and El-Masry, 2016a; Gregori et al., 2014; Su et al., 2017; Kim et al., 2018), because 

it is key to successful transactions via the internet (Mayayise and Osunmakinde, 2014; Kim et 

al., 2016; Kim et al., 2018). Yet at present it seems to be one of the main challenges to vendors 

(Hu et al., 2010; Alharbi et al., 2013; Ouyang et al., 2017). A third-party Web Assurance Seal 

Service (WASS) has lately gained attention in practice as a major way of alleviating 

consumers’ concerns over e-transactions and building their trust in a website, especially when 

they have little knowledge of the vendor behind it or have had little experience of any kind of 

purchasing online (Sharma and Lijuan, 2014; Salehan et al., 2015; Mousavizadeh et al., 2016; 

Mohseni et al., 2018;  Ozkara et al., 2017). 

    The main function of web seals is to give a neutral third party vision regarding the integrity 

and trustworthiness of a seller or business firm, which would allay a consumer’s fear of e-

transactions (Kim et al, 2016; Lang et al., 2017; Van Baal, 2015). WASS acts as a major means 

of augmenting the consumer's confidence in the online vendor and provides legitimacy for e-

transactions (Lang et al., 2017; Kim et al., 2016). Verisign, WebTrust, TRUSTe and 

BBBOnline are examples of web seal services that make consumers feel safer regarding their 

e-transactions and confident that vendors will keep their promises (Kim et al, 2016; Kim et al, 

2008, Wang et al., 2018). According to the classification by Kim et al. (2016) of customers’ 

concerns regarding e-commerce, we propose our own four concerns felt by customers (i.e., 

security, privacy, secure technology and integrity) when they make e-commerce transactions. 

   Although studies have examined the web assurance seals and customers trust (Zhang, 2005; 

Kim et al., 2016; Wingreen et al., 2018; Liu et al., 2018), and their trust and purchase intentions 

(Kim et al., 2016; Ponte et al., 2015), none have examined the effect of web assurance seals on 
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online customers’ concerns in the field of e-commerce and hospitality. Furthermore, Kim et al. 

(2016) noted that there is little research regarding web assurance seals in the context of tourism 

and hospitality. Specifically, this study proposes that web assurance seals affect customers’ 

intentions to book hotel online through customers concerns, perceived website trust, and 

perceived value. As well as testing the moderating role of habit in the relationship between 

perceived website, perceived value and intentions to book hotel online. 

   Prior research has reported the effect of web assurance seals, with mixed results (e.g., Kim 

et al, 2004; Kim et al., 2016; Gao and Waechter, 2017; Stouthuysen et al., 2018; Wang and 

Tan, 2018). While some studies have judged it valuable to use web assurance seals, others 

reveal that these seals may not influence consumers’ trust in activities related to e-commerce 

(e.g., Sinason & Webber, 2011; Martin, 2018; Ponte et al., 2015). The influence of online 

customers’ perception of WASS effectiveness on their general concerns in websites and their 

willingness to conduct an e-commerce transaction is thus a topic that needs further 

examination. 

   Therefore, the present study develops and empirically tests a comprehensive framework. This 

contributes to the extant literature since, to the best of our knowledge, no similar approach has 

ever been taken. Consequently, the current research aims to fill the research gap in the tourism 

and hospitality literature in the following ways: 1) it builds a robust framework that can provide 

us with a comprehensive understanding of the effect of WASS on customers’ concerns and 

their intention to book a hotel, using a sense of trust in the website and the perception of value; 

and 2) it investigates the moderating role of habit in the association between a sense of trust in 

the website, the perception of value and the willingness to book a hotel. The present research 

provides a helpful insight into the influence of the effectiveness of WASS and consumers’ 

concerns on their intention to book a hotel. Furthermore, it highlights the behavior trends of 
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Egyptian customers, which can be tracked by hotels in order to encourage consumers to book 

hotels online.   

    Our paper is divided into four main sections, as follows. The first section discusses 

theoretical background and research model, the second concerns the research methodology; the 

third discusses the data analysis and its results. The fourth section demonstrates these results 

and the study limitations, draws some conclusion, and offers suggestions for future studies. 

 

2. Theoretical Background and Conceptual Framework 

 2.1 Key Hindrances to the Purchase Decisions of Online Consumers  

    The rapid diffusion of the internet since the 1990s, followed by the growth of e-commerce, 

has produced a radical change in the ways in which firms do business (Roca et al., 2009; 

Mayayise and Osunmakinde, 2014; Tran et al., 2017; Hlee et al., 2017). The rapid development 

of e-commerce transactions is, however, challenged by consumers’ concerns regarding the 

safety, privacy, security and legitimacy of transactions performed online (Utz et al., 2012; Kim 

et al., 2016; Fortes and Rita, 2016; Beck et al., 2017; Oliveira et al., 2017; Turban et al., 2018). 

In consequence, the factors of consumer concerns, perceived risks and mistrust of web vendors 

play a role in the online environment, for they can predict the purchasing behaviour of online 

consumers (Kim et al., 2016; Kim and Peterson, 2017; Mayayise and Osunmakinde, 2014;  

Hallikainen and Laukkanen, 2018). 

     Oliveira et al (2017) list privacy, system security, security and the inconvenience of online 

shopping as the online shopping concerns. Agag (2017) states that privacy, security and the 

possible deceptiveness of the online vendor are the central elements that influence customers’ 

decisions making. Roman (2007) and Limbu et al. (2011) concentrate on the concerns over 

privacy, security, non-deception and fulfilment. Bansal (2016) and Gurung and Raja (2016) 

states that privacy and security are the two fundamental determinants of decision making in the 
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online shopping context, since the vendor may be collecting information about the consumer 

to reuse, share or sell to a third party without the consumer's approval. Others suggest that 

privacy, security and business integrity concerns would be the central reasons behind any 

decrease in the numbers of e-transactions and purchases via the internet (Kim et al., 2016). 

Mousavizadeh et al. (2016) mention that privacy, security and product or service concerns are 

key drivers of customers purchase intentions. The present study proposes that privacy, security, 

trust in technology and integrity are the main negative influences on customers trust on hotel 

websites (see Figure 1). 

 

                                      

 

2.2 web Assurance Seals Services (WASS) Effectiveness  

     Electronic commerce between a business and a consumer (B2C) has been growing rapidly 

over the past decade (Mascha et al., 2011; Kim and Peterson, 2017; Mousavizadeh et al., 2016). 

The structure of the B2C electronic market and its bodies consists of four different entities 

determining the growth of trust and purchasing intentions: the trustor (consumer), trustee 

(vendor) and environment (involving technology) and any third parties, where IT supports the 

connections between the consumers, the online vendors and third parties in the online market 

(Kim et al., 2005; Kim and Peterson, 2017; Kim et al., 2016).  

     Online consumers and online vendors represent the major entities in the WASS setting, IT 

is the seal issued by a third party organization (Salehan et al., 2015). Certain trusted third parties 

are impartial institutions which depend on commercial and technical security features to 

strengthen the consumer's confidence in the electronic transaction (Lekkas et al., 1999; Kim et 

al, 2005; Barkatullah, 2018). Online privacy institutions, banks, computer companies, credit 

card approval institutions and confidence program groups are examples of trusted third parties 



7 
 

(Kim et al., 2005; Kim et al., 2016). These credible and trusted institutions must give their 

support to online vendors, who will not otherwise increase their sales and be successful in the 

online market (Benassi, 1999; Van Baal, 2015). 

   Third party Web Assurance Seal Services (WASS) are defined as the services provided by 

certifying organizations, which are designed to ensure that the online vendor is committed to 

accepted standards in the online shopping context (Kim et al., 2008; Kim et al., 2016) and to 

increase a customer’s trust in an e-seller (Mauldin and Arunachalam, 2002; Bansal et al., 2015; 

Barkatullah, 2018) and mitigate her/his sense of risk (Noteberg et al, 2003). Assurance services 

can be described as activities conducted by trusted, independent organizations (private or not 

for profit) to certify and/or validate business transactions between trading partners and/or 

trading partners and consumers (Khazanchi and Sutton, 2001). Especially, WASS for online 

vendor’s website are offered by third party certifying bodies such as banks, which are designed 

to assure that the e-retailer’s behaviour will be consistent with accepted standards in e-

commerce. Web assurance seals serve to guarantee the safety of private information given by 

a consumer and to reduce his/her concerns about e-transactions with particular vendors (Hu et 

al., 2010; Johnson et al., 2018; Park et al, 2010). According to WASS, the e-vendors who meet 

the criteria can obtain a clickable "seal", which appears on their websites for a particular time 

(Ponte et al., 2015; Fisher & Chu, 2009; Kim et al., 2008). Consumers are seeking information 

about decisions from direct and formal information sources (e.g. hotels websites) (Kim et al., 

2016). Online consumers seriously consider WASS as an institutional mechanism to mitigate 

their concerns of e-commerce in terms of security, privacy and business integrity. In turn, they 

are more willing to engage in e-transactions when they find the third party assurance seals in 

e-vendors’ websites. Clicking on the assurance seal on vendors’ websites allows a potential 

consumer to check the vendors’ website policies, their disclosure practices, an auditor’s 
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judgments of these practices, their e-transaction integrity, and their defence of their 

trustworthiness, security and privacy policies (Kim et al., 2016; Kim and Benbasat, 2009). 

     The main challenge to the e-commerce community is the uncertainty and risk perception of 

online consumers, so online vendors strive to overcome these feelings through building 

consumers’ trust (Hu et al., 2010; Oliveira et al., 2017). Online vendors seek to use web 

assurance as the main tool to alleviate the sense of risk associated with e-transactions and to 

increase online purchasing (Mauldin and Arunachalam, 2002; Wang et al., 2018). Web 

assurance is what is sought by making the vendor’s website meet the terms of a privacy policy, 

deal with the consumer's payments safely, offer binding return procedures and disclose his 

operating practices (Kim et al., 2016). The assurance seal is defined as "any sign, logo, tag, or 

seal attached to an online storefront that seeks to encourage consumer trust" (Wang et al., 2018, 

p.27). It is a signal delivered to potential consumers to convince them that the online vendor 

follows assured standards of security and privacy (Kerkhof and Noort, 2010; Barkatullah, 

2018). Assurance services are described as the activities performed by trusted organizations to 

certify the transactions between online vendors and their customers (Khazanchi and Sutton, 

2001; Barkatullah, 2018).  

         Numerous studies confirm the positive association between a third party WASS and the 

sense of trust regarding online transactions (Rifon et al., 2005; Zhang, 2005; Kim, 2008; Sha, 

2009; Park et al., 2010; Ponte et al., 2015; Lang et al., 2017). Moreover, other studies mention 

the negative relationship between WASS and consumers’ concerns over e-transactions (Kim 

et al., 2016; Mousavizadeh et al., 2016). Aiken and Vanjani (2004), find that the Web 

Assurance Seal positively affects perceptions of reliability. Lee et al. (2004), too, confirm the 

negative influence of WASS on the consumer's perception of risk related online transactions.  

   The key in online transactions is to be able to develop a feeling of trust and decreased risk in 

the consumer’s mind. One way to develop customer trust necessary for online shopping is to 
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provide consumers with signals that ease their fears and concerns. Ponte et al. (2015) discuss 

in detail the use of signals by firms to improve customers’’ perceptions of the quality of their 

purchases, which in turn eases consumers’ concerns in this regard. The use of an assurance seal 

may serve to ease the customers’ fears and concerns and encourage online shopping. In line 

with the above, the use of WASS by online hotels in part reduces customers’ concerns; they 

become less worried about disclosing their payment information (e.g. credit card details). 

Therefore, we can formulate the following hypotheses. 

H1: The effectiveness of third party Web Assurance Seal Services is positively associated with 

the perceived website trust. 

H2: The effectiveness of third party Web Assurance Seal Services is negatively associated with 

customers’ concerns regarding online hotel websites. 

 

2.3 Customers’ Concerns regarding Online Hotel Website 

     Consumer's concerns regarding online shopping are considered the central impediment to 

the growth of e-transactions (Kim et al, 2008; Alharbi et al., 2013; Beck et al., 2017). Bansal 

(2016) and Gurung and Raja (2016) state that security and privacy are the biggest obstacles to 

online purchases. Others mention that privacy, security and business integrity concerns are the 

central reasons behind the decline in e-transactions and purchasing via the internet (Kim et al., 

2016). Roman (2007) and Limbu et al. (2011) concentrate the privacy, security, non-deception 

and fulfilment concerns in the online retailing context. The present study proposes that privacy, 

security, perceived technology risk, and integrity concern are the main ways of partially 

alleviating the threats which cause customers’ concerns. 

   The concern for privacy is considered a key element in discouraging consumers from 

participating in e-transactions (Gurung and Raja, 2016; Huang et al., 2018), because consumers 

presenting their personal and payment data to an online vendors want all this information to be 

secure (Limbu et al, 2011). According to Kim et al. (2008), this concern points to the 
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consumers' suspicion that an online vendor or some other unlicensed body will capture their 

private information regardless of permission. It is proportionate to the degree to which the 

consumer's private data are collected, shifted and/or sold to unlicensed entities without the 

consumer's prior leave (Kerkhof and Noort, 2010; Elbeltagi and Agag, 2016; Agag, 2017). 

Website privacy satisfies consumers’ perceptions regarding the protection of their personal 

information and involves the vendor’s commitment to a privacy policy, with notice and 

disclosure of the information collected, that consumers approve (Bart et al., 2005; Agag, 2017). 

Hence, caring for the consumer’s privacy is an essential factor in successful e-commerce (Liu 

et al. 2004; Gurung and Raja, 2016). In Egypt, individuals have a right to obtain their personal 

data and reuse it as they see fit. On October 30, 2017, 60 Parliament MPs in Egypt submitted 

a proposal to the Egyptian Parliament to adopt a new law regarding protecting personal data, 

as previously Egypt did not have any safeguarding legislation on the matter. Following this, 

the Egyptian parliament proposed a new draft law on data protection. The cabinet in Egypt has 

already approved this draft law on personal data protection. The rule applies to the people of 

Egypt (Egyptian Nationals) both inside and outside of the country. The law imposes various 

types of obligations on the controllers and processors of personal data and how they are entitled 

to handle this personal information. The law's provisions ensure the rights of the citizens 

regarding the protection of their data. The draft law establishes a committee to protect the 

personal data of the people of Egypt. Under the new proposed law, the personal data of people 

cannot be collected or disclosed by any means except with the consent of the person they 

concern. The appropriate person will possess the right to access and obtain their data. As per 

this new law, if any person violates this law and discloses its contents without the consent of 

the relevant person, it will lead to an imprisonment of one year and fine of between 100,000 to 

1,000,000 Egyptian Pounds. As per the new law, a Centre for Personal Data Protection in the 

Information Technology Industry Development Agency will be established, and a Ministerial 
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Decision will appoint all the employees here following a proposal from a competent minister. 

It is the center who will make and formulate various policies, regulations and plans to protect 

the data and ensure the people of Egypt have their right of privacy and protect their data from 

any other means or person. 

     Likewise, security concerns are recognized as one of the critical hindrances to the growth 

of trust in e-commerce (Gurung and Raja, 2016; Agag, 2017). Based on Kim et al. (2008), they 

refer to customers' worries regarding the online vendor’s fulfilment of security requirements, 

such as verification, integrity, non-repudiation, and encryption. The sum up the consumer's 

worries regarding possibly malicious actions against e-transactions, such as shifting, hacking, 

revealing transaction information and making forbidden transactions (Mousavizadeh et al., 

2016). It involves the security of the internet itself and/or the honesty of the online vendor 

(Kerkhof and Noort, 2010; Cui et al., 2018). Thus, security in a vendor’s website entails the 

degree of its financial riskiness (Bart et al., 2005; Johnson et al., 2018). 

     Regarding the concern over technology, it is considered a key in the diffusion of e-

transactions, because the adoption of technology is surrounded by uncertainty especially when 

it related to the possibility of losing or being robbed of one’s payment and personal information 

(Mohajerani et al., 2015). Consequently, it influences the consumer's willingness to share 

payment and personal data with the online vendor's website and in the online context it is vital 

to appreciate its significance (Srivastava and Teo, 2009). According to Beldad et al. (2011) and 

Weerakkody et al. (2013), it refers to the consumer's trust in the technological tools that carry 

the service. Trust in technology is a basic requirement without which customers mistrust the 

hotel website and supply their payment and personal information reluctantly (Chen et al., 

2015). Integrity concern is another important variable of web assurance, which refers to how 

online service provider utilise the gathered data (Kim et al., 2016; Hoy and Phelps, 2003). The 

online service providers’ integrity is a key in identifying whether a customer participate in e-
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commerce activity with the online service providers (Kim et al., 2016). Thus, customers 

worried about online service provider legitimacy might need explicit indication of the business 

integrity through web assurance seal services. 

     Prior studies indicate that privacy concerns negatively influence a consumer's trust of online 

websites (e.g. Bart et al., 2005; Eastlick et al., 2006; Van Dyke et al., 2007; Bansal et al., 2016; 

Fortes and Rita, 2016; Martin, 2018). Roman (2007) confirms that concerns over privacy, 

security, non-deception and reliability/fulfilment act as key determinants of online consumers’ 

trust of retailing websites. Limbu et al. (2011) and Agag (2017) find that concerns over privacy; 

security, non-deception and reliability/fulfilment influence online consumers’ satisfaction and 

trust. Roca et al. (2009) indicated that security and trust are significantly linked. In addition, 

Bansal (2016) and Kim (2008) show that concerns over security and privacy negatively 

influence customers’ trust in e-vendors. Accordingly, the following hypotheses have been 

proposed. 

H3:  Customers’ concerns regarding an online hotel website negatively influence their trust in 

the hotel website. 

H4: Customers’ concerns regarding an online hotel website negatively influence their 

perception of value. 

 

2.4 Perceived Website Trust 

   Trust plays a critical role in reducing consumers’ fears and concerns toward online 

businesses. The significance of trust in online context has been demonstrated in the marketing 

literature. Agag and El-Masry (2016b) have determined that trust plays an important role in the 

successful customers-vendor relationships. Therefore, identifying its antecedents and 

consequences is very important, especially in the online context. Identifying what drives a 

consumer's trust helps online vendors to recognize the relative significance of each factor in it, 
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while identifying its consequence gives online vendors a clearer impression of the role of trust 

in the customer's behaviour. 

    Several studies have investigated the role of trust as a key of purchasing intentions via the 

internet (e.g. Chang et al., 2012; Teo and Liu, 2007; Agag and El-Masry, 2016a, Agag, 2017; 

Escobar-Rodríguez and Bonsón-Fernández, 2016; Lu et al., 2016; Lee et al., 2004; 

Kamarulzaman 2007; Amaro and Duarte, 2015; Tussyadiah and Park, 2018). Agag and El-

Masry (2016b) claims that customers' trust in the seller’s website negatively influences the 

perceived risk. Kim et al., (2012) and Ponte et al. (2015) confirm that the consumers' trust in 

the vendor website positively influences the perception of value. Accordingly, we can 

formulate the following hypotheses. 

H5. Perceived website trust has a positive influence on customers’ intentions. 

H6. Customer trust has a positive influence on perceived value. 

 

2.5 Perceived Value 

    Previous studies of purchasing intentions have paid increasing attention to the significance 

of perceived value (Kim et al., 2014; Ponte et al., 2015). In the online shopping context, 

consumer's perception of value refers to the overall evaluation of the benefits received from 

the online vendor against the costs incurred (Zeithaml, 1988, Ponte et al., 2015). Thus it reflects 

the net benefit gained from engaging in the e-transaction (Ponte et al., 2015; Chu and Lu, 2007; 

Kim et al., 2012; Kim et al., 2014). In addition, consumers’ purchase intention refers to their 

willingness to buy items from a specific online vendor (Zhao et al., 2017; Ha and Janda, 2014). 

Based on the prospect theory (Kahneman & Tversky, 1979), we assume in the present study 

that consumer perceived value effects their intention to purchase online. Therefore, the 

perceived value of a transaction with an online providers is the net benefit (Kim et al., 2012). 

Obviously, customers wish to shop for items with those sellers who offer maximum value (Kim 

et al., 2012). In fact, previous studies have shown that the perceived value of a product effects 
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consumers purchase intentions (Chang & Wildt, 1994). In context of e-commerce, research has 

confirmed the association between perceived value and consumers purchase intentions (Chang 

& Wang, 2011; Kim et al., 2012; Wu, Chen, Chen, & Cheng, 2014). In the tourism e-commerce 

context, Llach et al. (2013) and Ponte et al. (2015) examined the influence of perceived value 

on consumer purchase intentions, concluding that the influence is significant and positive.  

Prior studies confirm the positive influence of the perception of value on consumers’ purchase 

intentions (e.g. Escobar-Rodríguez and Bonsón-Fernández, 2016; Chu and Lu, 2007; Ponte et 

al., 2015; Kim et al., 2012). Zhao et al. (2017) confirm that consumers' perception of value 

positively influences their online purchase intentions. As a result, the following hypothesis was 

formulated. 

H7. Perceived value has a positive influence on consumers’ intentions to book a hotel online. 

 

2.6. The Moderating Role of Habit  

     The concept of habit was presented initially in the psychology area and since then has been 

discussed in numerous disciplines. In the area of consumer behaviour, habit is seen as a 

predictor of consumers’ behavioural intentions in both settings, traditional and online shopping 

(Chiu et al., 2012). Generally, habit refers to any "learned sequences of acts that have become 

automatic responses to specific situations, which may be functional in obtaining certain goals 

or end states" (Verplanken et al., 1997. p.539). In the context of online shopping, Hsu et al. 

(2015.p.49) define habit as "an automatic behavioural reaction that is stimulated by a 

condition/environment cause without a thinking or conscious mental process due to the 

cumulative past experience connection between the shopping behaviour and satisfactory 

results". Khalifa and Liu (2007) examine habit as a moderator between consumers’ satisfaction 

and their online purchasing intention and suggest that consumer's past experience formulates 
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their habits. Furthermore, satisfaction may not cause the online willingness to repurchase if the 

effect of habit is absent. Therefore, developing the habit of online shopping is highly thought 

of as a way to interpret consumers’ repurchase intentions better via its determinants and to 

improve our understanding of the online shopping market (Lin and Lekhawipat, 2014). 

     There are two perspectives in the literature on the link to explore between the online 

shopping habit and purchase intentions (e.g. Khalifa and Liu, 2007; Agag and El-Masry, 2016b; 

Chiu et al., 2012; Hsu et al., 2015). The first directly relates habit to purchase intentions; the 

second focuses instead on treating habit as a moderating factor between purchase intention and 

its antecedents. In line with Chou and Hsu (2015); Hsu et al. (2015) and Agag and El-Masry 

(2016c), the present study emphasises the moderating effect of habit on the association between 

trust, the perception of value and consumers’ purchase intentions, since its direct role has been 

verified in previous research (e.g. Khalifa and Liu, 2007; Chiu et al., 2012). 

   Scholars (Hsu et al., 2015) have determined that, in the online environment, habit moderates 

the relationships between users’ behaviours. Additionally, it has been noted that habit reduces 

the influence of the intention to use IS on the actual behaviour. Consumers may already be 

reluctant to use online hotels websites and if a stronger habit of using something else increases 

the likelihood that they may assume other options than the current online hotels, this will lead 

to lower willingness to book a hotel online (Hsu et al., 2015). Specifically, users’ habits can 

either improve or decrease the perception of satisfaction and value with the use of information 

technology. When a customer has a greater level of habit, this habit controls her/him more 

strongly than external messaging about strategies in choosing.  

     In the online context, writers have investigated the moderating influence of habit in the 

association between consumers’ trust and their intention to purchase (e.g. Chiu et al., 2012; 

Chou and Hsu, 2015; Agag and El-Masry, 2016b; Hsu et al., 2015) and the link between 

satisfaction and the intention (e.g., Khalifa and Liu, 2007; Chou and Hsu, 2015; Hsu et al., 
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2015; Agag and El-Masry, 2016b; Wu et al., 2018). Therefore, we propose that habit plays as 

a moderator between the perceived trust of a website, the perception of value and customers’ 

intentions. Consequently, we suggest the following hypotheses. 

H8. Habit moderates the association between perceived website trust and consumers’ 

intentions. 

H8. Habit moderates the association between the perception of value and consumers’ intentions 

to book a hotel online. 

 

3. Research Methodology 

   To test the research hypotheses, we employed a research approach based on a field survey 

that would collect data from consumers through a questionnaire. In the following sections, we 

discuss the data collection process and the measures used for this study. 

 3.1 Sampling and Data Collection 

     To validate our proposed model we used the positivist research philosophy and quantitative 

approach, which promoted the decision to collect data using survey questionnaires. The study 

population involved all the consumers on a certain database who had reserved a hotel room 

directly with a hotel’s own website in the previous six months. 

     Egyptian online booking behaviour is for several reasons an interesting case to study in the 

context of booking hotel rooms. First, it represents a cultural group that has typically been 

ignored in previous studies of consumer behaviour in the context of booking hotel rooms 

online. Egypt is now a leader among the Arab and African countries in terms of internet use 

(Essawy, 2013) and tourism and hospitality organizations from both within and outside Egypt 

increasingly want to exploit this situation to sell their products online (Abou-Shouk & Lim, 

2010; Essawy, 2013). However, less attention has been paid to factors that affect the behaviour 

of Egyptians in booking hotel rooms online (Agag and El-Masry, 2016b). More insights into 

these factors could help hotels to design more effective websites. Second, prior research states 
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that the application of information and communications technology (ICT) is still in its primary 

stages in the developing countries and that e-commerce transactions are still sparse (Bhuasiri 

et al., 2012). Therefore, the factors in developing communities influencing consumers’ trust in 

online hotel websites should be identified, in particular because developing countries do not 

face the same challenges that developed countries do (Molla and Licker 2005). Finding these 

factors might yield valuable results for the promoters of online shopping and achieve mutual 

benefits for consumers and online businesses alike. Finally, Egypt is considered one of the 

main leaders in the tourism industry (Abou-Shouk & Lim, 2010; Essawy, 2013), so it is very 

important to give more attention to identifying the determinants of consumers’ trust regarding 

online hotel websites, since that will enhance the Egyptian tourism industry in relation to its 

competitors. 

    Based on an ethical clearance by the human ethics review committee of the University, the 

e-mail addresses of 3,000 prospective respondents were bought from a well-known Egyptian 

market firm. Potential panel participants were invited to join via a series of mailings, both in 

English and Arabic and by telephone follow-up to non-responders. At the time of the study, 

this marketing company had a database of more than 2.7 million registered travellers who had 

booked hotels online during the last year (www. directory.esomar.org). Panel members were 

selected to receive an invitation to take an online survey using a probability weighted sampling 

approach proportional to size and were supplied with e-mail addresses, computers and internet 

access if needed. The initial e-mails were directed to 3,000 respondents randomly chosen using 

probability-sampling methods (the customers’ e-mail addresses were randomly selected by a 

generated sampling system, like random-digit dialling (RDD)). As approved by the 

University’s Human Research Ethics Advisory Panel, the survey was anonymous and restricted 

to customers aged 18 and above. A filtering question at the beginning of the questionnaire 

determined the choice of respondents, by asking them if they had reserved a hotel online in the 
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last six months. The participants who answered the question positively were then eligible to 

fill and submit the form. The e-mail invitation also contained details of the purpose of the study, 

the time it would probably take to fill out the survey and the URL hyperlink to the 

questionnaire. Data collection lasted for approximately two weeks in August and September 

2017. During this time, 860 participants filled the survey, with a response rate of about 28.7%. 

This number was high enough to validate the material for further analysis (Hair et al. 2010). 

Furthermore, it fulfils the sample size criterion for conducting a PLS analysis (Bartlett et al., 

2010; Barclay et al., 1995). Our study sample size of 860 responses is considered acceptable 

for implementing the PLS analysis.  To describe our validation in more depth, we used 

Westland’s (2010) equation as a sample size appropriation test. The equation is in the form of 

n ≥ 50r2 – 450r + 1,100, where n refers to sample size and r represents the ratio of indicators 

to latent variables. According to this equation, the 860 cases in the present study fulfil the lower 

sample size criterion for SEM. Of the participants, 59 percent were male and 31 percent were 

between ages of 40 and 49. Regarding the frequency of booking hotels online, 39 percent of 

the respondents stated that they had booked a hotel online between 3 and 6 times in the last 6 

months. Table 1 shows the characteristics of the sample. 

                               

3.2 Questionnaire and Measurements 

    The final draft of the survey was divided into two main parts. The first part covers the items 

of the study constructs and the second part covers questions related to the respondents' 

demographic characteristics. A five point Likert scale was offered to respondents to rate the 

nine construct items of our proposed model from 1-completely disagree to 5- completely agree. 

This study considers consumers’ concerns as a second-order factor comprising a privacy 

concern, security concern, a perceived technology risk and an integrity concern.    
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    The booking intentions construct was measured through four items copied from prior studies 

(Castaneda et al., 2007; Mukherjee and Nath, 2007; Bigne et al., 2010; Kim et al., 2012). 

Perceived website trust was measured by four items borrowed from previous studies (Morgan 

and Hunt 1994; Corbitt et al., 2003; Kim et al., 2011; Filieri, 2015; Agag and El-Masry, 2016b). 

Four items, suggested by the scales of Kim et al. (2012) and Ponte et al (2015) were adapted 

to measure the variables of the perception of value. The effectiveness of WASS was 

operationalized with five items suggested by Kim et al (2016) and Kim et al (2008). Customers' 

concerns were adopted from previous studies (Swaminathan et al, 1999; Chen, 2000; Gefen, 

2000; Kim et al, 2008; Kim et al., 2016). Finally, we measured the construct of habit by means 

of three items copied from Chiu et al. (2012). All the measured items were adjusted on the 

basis of pilot study comments and recommendations.   

   Structural Equation Modeling (SEM) was preferred to simple regression tools as a 

measurement technique, as it enables authors to test a series of dependence associations 

simultaneously (Hair et al., 2010). We analyzed our collected data utilising the partial least 

squares (PLS-SEM) because this approach to analysing a large number of variables is better 

and because it avoids the problems of multicollinearity and normal distribution (Cassel et al., 

2000; Hair et al., 2014). The absence of strongly established theories in the online hospitality 

context literature made it difficult to hypothesize any expected theoretical structure between 

the study variables.   

 

4.  Results  

     Two main steps were followed in the LS-SEM approach to evaluating the proposed models 

(Hair et al. (2014). First, the measurement model was assessed to evaluate the reliability and 

validity of the study measures. Second, the structural model was established to assess goodness 

of fit of the model and hypothesis testing (Hair et al., 2014). 
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4.1 Measurement Model 

     The normality of the data was assessed by estimating the skewness and kurtosis of each 

measurement item (Appendix A). These indicated no departure from normality (George & 

Mallery, 2010). Moreover, the present study has no problem related to multicollinearity, where 

the values of variance inflation factors (VIF) for each construct are under 3.0.  

    Tests of reliability and validity were required to assess the measurement model used in the 

study. According to Chin (2010) and Klarner et al. (2013) both the reliability of the construct 

measures and that of internal consistency were the general reliability indicators and both 

convergent and discriminant validity were the general validity indicators. As shown in Table 

2, all loadings of each constructs items were more than 0.50, showing all our indicators as 

reliable (Hair et al., 2014). In addition, Cronbach’s α and Composite Reliability (CR) values 

were above 0.7, which supports the internal consistency for all constructs. At the same time, 

the Average Variance Extracted (AVE) values for all constructs were above 0.50, which 

confirmed the convergent validity as well. 

                                        

    The AVE square root for all variables was always greater than its correlation with any other 

variable, which supports the discriminant validity of the study constructs (Klarner et al., 2013) 

(Table 3). Two additional tests were performed to assess the discriminant validity of our 

proposed model, namely, the Maximum Shared Squared Variance (MSV) and the Average 

Squared Variance (ASV). The rule was that the values of both MSV and ASV should be lower 

than the AVE values (Hair et al., 2010). As illustrated in Table 2, the previous rule was 

observed, confirming the discriminant validity of our measurement model.       
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As common method bias may be an issue in this study, and considering that we assessed 

common method bias in two different ways (Podsakoff & Organ, 1986). First, Harmans’ single-

factor test indicated that the largest factor accounted for 31.19% (the variances explained 

ranged from 14.36% to 31.19%) and no general factor accounted for more than 50 % of the 

variance. Second, the study utilised the general factor covariate method in order to assess 

potential method effects. The findings demonstrated that the reestimated framework with the 

common method variance factor demonstrated insignificant framework enhancement 

compared to the original one. 

                                          

    Following the method of Armstrong and Overton (1977) to calculate the potential non-

response bias, we investigated the variances between the early and late participants. During the 

early stage of collecting data, 410 respondents completed the survey, while 340 completed it 

in the later stage. The probability of non-response bias was eliminated in our data since the 

results of chi-square test indicate that there was no significant variances among the early and 

late participants at the 5% significance.     

 

4.2 Structural Model 

    As noted above, testing the hypotheses or the structure model evaluation was considered the 

second step in assessing our proposed model after assessing the measurement model. 

    The present study model explains 64% for perceived website trust, 58% for the perception 

of value and 73% for customers’ intentions, which indicates that it has a strong prediction 

capacity. 

    The results of testing hypotheses from H1 to H19 using the PLS-SEM approach are 

illustrated in Figure 2. The values of APC= (0.173, p<0.001), ARS= (0.759, p <0.001), AARS 
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= (0.708, p <0.001), AVIF = (2.147) and GOF= (0.693) indicate that our model global fit was 

suitable. 

   All proposed hypotheses were supported in our study. The effectiveness of WASS positively 

influences perceived website trust (β=0.58, p<0.001), which supporting H1. Effectiveness of 

WASS influences on customers concerns significantly, thereby validating H2 (β =-0.39, p < 

0.001). Customers’ concerns have a negative effect on perceived website trust and the 

perception of value (β =-0.41, p < 0.001; β =-0.24, p < 0.001), so that H3 and H4 were 

supported. Perceived website trust has significant influence on intentions to book hotel online 

and the perception of value (β = 0.47, 0.64, p < 0.001, respectively), indicating H5 and H6 are 

confirmed. Perceived value has a significant effect on consumers intentions (β = 0.71, p < 

0.001), thereby, H7 is supported.  

                                

To test the moderating role of habit, we utilised the methods suggested by Chang et al. (2014) 

to assess the variance in paths among the two conceptual frameworks (i.e., the low-habit and 

the high-habit subgroups). Table 6 shows the results of this test. As expected, H7 and H8 are 

supported because the customers’ trust in the vendor’s website has a higher impact on 

customers with lower levels of habit with regard to intentions to book a hotel via the internet. 

In addition, the perception of value has a stronger impact on customers’ intentions for 

customers with lower habit level. 

                                         

Following Baron and Kenny’s (1986) recommendations, we examined in a separate analysis 

the mediating role of both perceived website trust and the perception of value in the 

relationships between WASS effectiveness, customers’ concerns regarding online shopping 
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and their intentions to book a hotel online. As shown in Table 5, our findings confirmed that 

the perceived website trust and the perception of value fully mediate the positive relationship 

between WASS effectiveness and customers’ intentions to book a hotel online. Moreover, 

customers’ concerns fully mediate the association between WASS effectiveness and 

customers’ trust in the seller’s website. 

    We used the Cohen (1988) effect size f2 to investigate the essential impact of the conceptual 

framework, which refers to “the degree to which the phenomenon is present in the population”. 

The values of 0.02, 0.15 and 0.35 refer to small, medium and large effect sizes respectively, as 

presented by Cohen (1988). Regarding our proposed model, the perceived website trust (f2 = 

0.48) and the perception of value (f2 = 0.65) have a large effect size, while the intention to 

book a hotel online (f2 = 0.31) has a medium effect size. Based on Stone–Geisser Q2 we tested 

our structural model predictive validity. The cross-validated construct redundancy Q2 is 

required to test the predictive validity, as the structural model has a predictive validity if the 

Q2 greater than zero (Roldán and Sánchez-Franco, 2012). The values of Q2 in our PLS model 

are 0.57 for perceived website trust, 0.61 for the perception of value and 0.72 for customers’ 

intentions, which indicates the strong predictive validity of our model. 

 

5. Discussion and Conclusions 

5.1 Discussion of findings 

    Our study mainly focuses on investigating the effect of WASS effectiveness on customers’ 

concerns and customer's intentions. We examined the role of WASS in reducing customers’ 

concerns about online hotel booking and increasing their trust in the online hotel website. We 

also explored the direct influence of customers’ concerns as a key negative influence of online 

shopping on both perceived website trust and the perception of value. Moreover, we tested the 

mediating influence of both perceived trust and the perception of value in the relationship 
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between WASS effectiveness and customers’ intentions. Finally, we proposed customer habit 

as a moderator in the relationships between the perceived website trust, the perception of value 

and customers intention. The evidence from the data collected from 860 respondents refers to 

the fact that all proposed relationships in our model were supported since both WASS 

effectiveness and consumers’ concerns were found to be major elements influencing the 

customers’ perceived trust in  the vendor’s website and consequently on their willingness to 

book online.  

     Regarding the link between WASS effectiveness and consumers’ concerns about online 

shopping, previous research has confirmed the negative influence of WASS effectiveness on 

consumers concerns because the existence of an assurance seal on the website of a vendor 

reduces the consumers’ concerns regarding online shopping. As expected, our results 

confirmed that relationship. These findings are compatible with the results of Kim et al (2016) 

and Mousavizadeh et al (2016). 

    Concerning the association between WASS effectiveness and perceived trust in the vendor’s 

website, several studies confirm that WASS effectiveness positively influences consumers’ 

perception of trust in the vendor’s website, since assurance seals enhance such perceptions of 

trust and in turn are reflected in their intention to book a hotel online. Our findings are aligned 

to those in prior research (e.g. Kim, 2008; Sha, 2009; Park et al., 2010; Kim et al., 2016; 

Mousavizadeh et al., 2016). Based on Holmbeck (1997) and Sobel's (1982) recommendations, 

the Z statistic revealed that consumers’ concerns fully mediated the relationship between 

WASS effectiveness and customers’ perception of trust in the vendor’s website. 

    On the link between customers’ concerns about online booking and both perceived website 

trust and the perception of value, previous studies confirmed that consumers’ concerns about 

performing transactions online influenced their perception of trust in the vendor's website 

negatively, because their anxiety about sharing their payment and personal data or having it 
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stolen from the vendor's website lessened their trust in the vendor’s website,. The same applied 

to the perception of value, endorsing prior research (e.g. Van Dyke et al., 2007; Bansal et al., 

2016; Fortes and Rita, 2016). Based on Holmbeck (1997) and Sobel's (1982) recommendations, 

the Z statistic revealed that perceived website trust fully mediated the relationship between 

consumers’ concerns and their perception of value. 

     The positive effect of both the perceived website trust and the perception of value on 

customers’ intentions was confirmed, since perceived trust thinks in terms of a central enabler, 

which influences the purchasing intentions of potential consumers either directly or via the 

perception of value. These findings are compatible with findings in  prior studies in the e-

commerce setting (e.g. Weisberg et al. , 2011; Kim et al., 2008; Kim et al., 2009; Liao et al., 

2011; Kim et al., 2012; Ponte et al., 2015; Agag and El-Masry, 2016a; Escobar-Rodríguez and 

Bonsón-Fernández., 2016;  Lu et al., 2016). Based on Holmbeck (1997) and Sobel's (1982) 

recommendations, the Z statistic revealed that the perception of value fully mediated the link 

between trust in the perceived website and consumers’ intentions to book their hotels online. 

    Finally, our findings supported the moderating influence of habit in the association between 

consumers’ perceptions of trust in the vendor's website, their perception of value and their 

intentions to book their hotels online. This result open the door to researchers wishing to 

explore the role of habit in other service contexts because if the same result is confirmed in 

other contexts the online vendors could exploit it to make segmentations to the online 

hospitality market. 

 

5.2 Theoretical Implications 

    The present study makes different contributions to the literature as follows. First, prior 

studies in electronic commerce noted that consumers still fear to transact business online 
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because of their worries about their personal data, which may be stolen or shared with a third 

party. This impelled researchers to find a way to reduce their worries and encourage them to 

complete their transactions online. We expected that Web Assurance Seal Services (WASS) 

might play an effective role in encouraging consumers to book online through perceived trust, 

the perception of value and ways of allaying consumers’ concerns so we empirically tested the 

relations between them. As expected, WASS positively influences the perceived trust in online 

vendors’ websites, because the existence of these seals on the vendor's website deepens 

consumers’ trust in these websites, which in turn encourages them to complete their online 

transactions. Moreover, these services play an important role in lessening customers’ concerns 

which otherwise would be a key hindrance in the online hospitality context. All previous 

evidence clarifies the essential role of WASS in the e-commerce context, especially that of 

online hospitality. 

    Second, most previous studies classified consumers’ concerns into two or three categories 

but ours takes a broader classification. We originally classified them into four categories 

(privacy, security, integrity and trust in technology) and empirically tested their effects on 

perceived trust and the perception of value in the online hospitality context. As we expected, 

all the proposed concerns negatively influence both the perceived trust in the online vendor's 

website and the perception of value from the viewpoint of the online customers. These concerns 

also mediated the positive association between the effectiveness of WASS and perceived trust 

and the perception of value. These results can be interpreted as confirming that consumers’ 

concerns over e-commerce still form a critical obstacle while trust is a main key of e-commerce 

success.  

        Third , although the roles of consumers’ concerns, perceived website trust and consumer 

intention were examined in an earlier study (Kim et al., 2016), few studies have investigated 

the relationship between consumer concerns, WASS effectiveness, trust, value and intention, 
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specifically in the hospitality industry. From the social science point of view, examining the 

influence of consumers’ concerns, value and trust on intention is crucial. The present study 

confirmed that the perception of value positively influences consumers’ intention and we 

indicated that the perception of value and trust are key factors that determine consumers’ 

intention to book a hotel online; this point was thus integrated as to comprehensively predict 

consumers’ intention. 

    Fourth, our study findings indicate that the main drivers of online booking intention are 

perceived website trust and the perception of value. Perceived value is the main driver of the 

customers’ intention, which means that the higher the perception of value customers gain from 

booking online on these hotel websites, the more likely they are to have the intention to 

complete the booking. Moreover, the present study shows that perceived website trust is a 

driver of the perception of value. Therefore, the greater the customers' perceived website trust, 

the greater the perception of value that customers can gain through using these hotels websites. 

Hoteliers can improve value by increasing perceived price and trust. Practically, perceived 

price can be changed with room rate with ease, but trust may remain unchanged over time. 

Thus, hoteliers can manipulate room rate to improve short-term value. Furthermore, they 

should more seriously deal with trust as a long-term strategy by paying attention to its 

determinants that are WASS and consumer concerns in order to upgrade customers’ long-term 

value. 

    Finally, we proposed and empirically tested the moderating role of habit as a moderator 

between perceived trust, the perception of value and booking intentions in the online hotels 

context, which has never been explored before in the hospitality context offered online. The 

results of the present study establish that the linkage between the perceived website trust, the 

perception of value and customers intention is conditional on consumers’ habits. 
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5.3 Managerial Implications 

    The findings of this study have relevant practical implications for marketing managers and 

practitioners who design strategic plans and use tools to enhance the booking rate of online 

hotel sites. On the one hand, knowing the antecedents of perceived website trust and the effect 

of these variables on consumers’ intention is helpful for managers who must evolve strategies 

and actions aimed at improving the perceived website trust and, consequently, consumers’ 

intention. On the other, as the effectiveness of WASS effects trust, actions can be taken by 

hotels managers to improve the effectiveness of WASS. According to the findings of this study, 

the perception of value is the main driver of customers’ intention to book a hotel online and so 

it is suggested that the managers of hotel websites should direct their marketing strategies 

towards developing and maintaining maximal perceptions of value by consumers in their 

websites. Hotel managers can supply their consumers with mechanisms such as robust 

authentication procedures for confirming the identities of participants in e-transactions and 

actively distributing positive textual comments or word-of-mouth from website participants 

that reduces their perceived risks and uncertainty linked with these website use to maintain and 

develop good reputation that can lead to greater level of consumers trust.  

   The results confirmed the essential role of web assurance seal services (WASS) as a 

guarantee against potential risks that encourages online booking intentions. Hotel managers 

should therefore concentrate on the companies where the website holds a web assurance seal, 

which guarantees that consumer’ personal and payment data are secured. This in turn will 

motivate online customers to book these hotels online and consequently be reflected in rising 

online sales and profitability. Online hotel companies may offer discounts or products gifts to 

customers who are dealing with the website for the first time. Such offers accompanied by a 
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web assurance seal guarantee will increase the consumers’ trust in the online vendor and 

encourage them to book online. Providing these offers from time to time will encourage 

customers’ booking intentions in the future. Our findings reveal that WASS is a key in 

improving customers’ website trust, which means that website managers can enhance the level 

of customers’ perceived trust in the website by improving the effectiveness of the web 

assurance seals. They could do this by displaying third party assurance seals on these websites. 

Hotels should comply with the policies from seal issuers to insure that certain minimal 

standards are met, met, periodically auditing companies to insure continued compliance with 

stated policies, operating dispute resolution schemes and awarding a branded online “seal” to 

those that meet their criteria.  While having (and complying with) a privacy policy is the first 

step in building consumer trust, many companies now go further and have sought third-party 

certification (for example, TRUSTe’s “Privacy Seal” and Better Business Bureau’s 

“BBBOnline Privacy Seal”) in an effort to reassure consumers as to their behaviour with 

personal data. 

   Our results also raise another relevant implication for online hotel websites managers 

concerning the important role of third-party assurance seals. Based on our study findings, the 

customers feel secure about an online hotel website if it displays a third party assurance seal, 

so hotel website managers should display such seals. Assurance seal companies, for their part, 

should find out from customers how the customers’ perceptions of these seals could be 

improved. However, this will be in vain unless hotel website managers can tell customers about 

the function of the third party assurance seals. Hotel websites managers can simplify this 

information by texting instructions or visual cues. Consumers perceive that an e-vendor 

provides privacy and security in e-transactions for hotel booking if a third-party assurance seal 

is showed on the hotel website; hence we recommend that hotel websites should show third-

party assurance seals. Hotels websites should show and clearly indicate their security and 
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privacy policies, since they are signals that increase customers' perceived privacy and security. 

Additionally, hotels’ Managers can build systems of rating for information linked to the 

integrity and credibility of e-vendor and other prospective participants in online transactions. 

These systems can assist prospective participants in online booking to decrease their perceived 

risks and uncertainty linked to initiators and other participants, thereby facilitating the building 

of trusting associations between the e-vendor and their customers and improving customers’ 

long-term commitment to preserving these associations. Online forums can be used by hotels 

to facilitate information exchange between customers and the website staff to better understand 

what drives customers to continue booking through the websites. This knowledge helps hotels 

managers to reply to these drivers effectively and then improve favourable associations among 

the hotels and their prospective participants. The present study findings revealed that 

customers’ intention to book hotels online can be improved if the formation of trust and 

perceived value are effectively managed.  

   Our results demonstrate that there is a trust transfer of a third-party Web assurance seal for 

online service providers displaying such a seal, which provides empirical justification for the 

very existence of the third-party Web assurance market. Thus, online vendors could consider 

utilising a Web assurance seal from a trusted third party to improve their customers’ trust, 

which may result in more e-transactions. Online shopping websites could improve customers’ 

purchase intentions by decreasing these concerns through the use of assurance mechanisms in 

their websites. 

    Finally, the effects of perceived website trust and the perception of value were found to be 

higher in low-habit customer than in high-habit customers. A low-habit customers seems to be 

more sensitive to external information that recommends booking a hotel online. Hotel 

managers who seek to attract this type of customers should pay more attention to the benefits 

provided by online booking. Furthermore, hotel managers can use database systems to monitor 
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patterns of customers use and cater for the traits of low-habit customers. Caution must be 

applied, however, if hotel managers thereby neglect the perception of value among high-habit 

users. Although high-habit customers have low booking intentions, hotel managers should go 

on to raise the quality of online booking and reduce its cost to further enhance the perception 

of value. Through these mechanisms, hotel managers can retain current high-habit customers 

and also compete to attract low-habit customers as new customers. 

 

6. Limitations and further research directions 

     The limitations of the present study provide directions for future research, as follows. First, 

our study ignored cross-cultural issues in that it concentrates on customers from developing 

countries, so further research might compare two or more samples from different countries 

might add to the knowledge if our proposed model was validated there. Second, our study 

spotlights the Web Assurance Seal Services in predicting the customers’ booking intentions 

that indicate significant results, so further research may also need to examine the role of online 

reviews as a different predictor of customers’ purchase decisions (Banerjee et al., 2017). Third, 

the present study was conducted in the online hotel booking context, but further research may 

derive useful results from other contexts, which would add to knowledge if it were validated 

in those contexts. Forth, while web assurance seals services are third party protection 

mechanism to protect customers of the prospective online shopping risks in terms of privacy, 

technology concern, security, and integrity, different seals in WASS confirm different 

dimensional elements of customers’ concerns for online shopping. However, the present study 

did not consider the separated influence of WASS on customers concerns, as the aim of the 

present study was to examine customers’ perceptions about the WASS effectiveness on 

customers concerns. Since privacy, technology concern, security, and integrity are different 
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variables, further research can consider the separated influence of WASS on customers 

concerns for online shopping. Another future study line would be to incorporate other factors, 

such as consumers experience with the internet, consumer experience of booking hotels online 

(Bilgihan et al., 2016; Ponte et al 2015), consumer personality traits (Bosnjak et al., 2007; 

Ponte et al 2015), the influence of price on the perception of value and sociodemographic 

characteristics (Ponte et al., 2015). Fifth, this research confirmed the moderating influence of 

habit in online consumers’ behaviours, because the increase of habitual actions reduces the 

amount of intentional behaviour. From the use point of view, the present study suggested habit 

as the moderating factor. However, other moderating factors should be investigated, such as 

internal and external controls of personality. These moderating factors could be integrated into 

future research. Sixth, a potential limitation of our study analysis imposed by the statistics 

obtained is that the differences in beta coefficients that were used to evaluate H8 and H9 seem 

not to be very high, so further research may investigate these relationships. Finally, our study 

ignored the role of customers’ demographic characteristics and thus further research may need 

to explore such these characteristics (e.g., gender, age, income, education and experience) since 

they may give valuable insights which would benefit the marketing managers in formulating  

appropriate strategies to attract and encourage all types of consumer to book online. 
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